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CHILDREN’S TELEVISION

THURSDAY, APRIL 6, 1989

HOUSE oF REPRESENTATIVES,
CoMMITTEE ON ENERGY AND COMMERCE,
SUBCOMMITTEE ON TELECOMMUNICATIONS AND FINANCE,
Washington, DC.

The subcommittee met, pursuant to notice, at 10:10 a.m., in room
2322, Rayburn House Office Building, Hon. Edward dJ. Markey
(chairman) presiding.

Mr. MARKEY. Good morning.

Today, we will consider H.R. 1677, the Children’s Television Act
of 1989. Yesterday, my distinguished collezgues, Mr. Bryant, Mr.
Rinaldo, Mr. Bruce, Mr. Slattery, the full committee chairman Mr.
Dingell, 11 other original cosponsors, and I introduced legislation
identical to the bill that was passed last Congress but pocket-vetoed
by President Reagan. A companion bill was also introduced yester-
day in the Senate by the istin%:ished Senator from Ohio, Mr.
Metzenbaum, and Senator Lauten rg of New Jersey.

The l:gislation we will consider today represents the product of
prolonged negotiations between public interest groups and broad-
casters and enjoys the support, tﬁe strong support, of public inter-
est advocates as well as many broadcasters.

The legislation has two basic requirements: First, it will reduce
the level of commercialization on children’s television by capping
the number of commercial minutes per hour that can be aired
during children’s programming. No longer will children be subject-
ed to endless streams of commercial pictures. Second, and perhaps
more importantly, the legislation, for the first time, will clarify
that a broadcaster’s public interest responsibilities include furnish-
ing of educational and information programming for our children.
This provision will encourage new, creative, and innovative pro-
gramming,. signaling the dawn of a new era of children’s television
programming.

Before we move to the testimony of our distinguished panel of
witnesses, I would like to share with you three charts illustrating
the commercial time levels during children television program-
ming. The source of information for the first two charts is a study
which will be released at today’s hearing conducted by Action for
Children’s Television. The information for the third chart was pro-
vided to the subcommittee by the three major television networks.

The first chart reflects the number of commercial minutes per
hour on weekday children’s programs on a representative inde-
pendent television station in Boston last fall. The chart illustrates
that the station aired in excess of 12 minutes and as much as 14

(1)
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minutes of commercial matter each hour during the majority of its
children’s weekday programming.

By no means should this chart be taken to indicate that every
station in Boston or in the Nation exceeded the 12-minutes-per-
hour guidelines level that. was effective prior to 1984, However, this
chart plus other, older studies provide clear evidence that the
limits of the 1974 guidelines are being exceeded and therefore a
ceiling on commercial time is both appropriate and necessary to in-
hibit increasing commercialization of children’s television.

Even more telling and cause for genuine concern is the compari-
son between the first and second charts. The second chart illus-
trates a study concerning commercial minutes during adult weekly
prime-time programniing. The study demonstrates that, with
regard to adult prime-time programming, commercials do not
exceed 8 minutes per hour. Contrast that to the 12 to 14 minutes
our children are already exposed to on weekdays.

If children are exposed tv as much as 42 percent more commer-
cial matter daily than are adults, it is not by coincidence. Advertis-
ers perceive a particularly vulnerable audience, and we have a
duty to see to it that this child audience is protected from wave
after wave of exploitative commercials. This comparison makes a
compelling case for the regulation provided by this legislation.

Finally, the third chart reflects current trends in commercial
limits during weekend children’s programming on the three net-
works. The chart graphically depicts a steady increase in commer-
cial matter over the past 6 years. Prior to 1984, when the Commis-
sion enforced commercial guidelines, all these networks were either
at or below the 9% minutes per hour limit. However, in the 5 short
years since the Commission’s deregulation order, commercial time
has been on the rise, with stations at two of the networks now of-
fering as many as 11 minutes per hour of commercial matter.

What these charts demonstrate conclusively is that, without rein-
statement of commercial time limits, there is nothing to stop this
trend of increased commercialization of children’s television from
sky-rocketing to the heavens like the space shuttle Discovery.

I would hope that these charts help to serve the purpose of
making clear what it is that we are concerned about in the ever
escalating battle to convert time that should be spent on quality
children’s programming and converting it into additional commer-
cial minutes. We believe that we have struck a balance that makes
sense and reflects historical levels that can be agreed to between
the industry and the public interest groups, and this attempt at
laying out in graph form what is taking place is then put into legis-
lative form which we will begin considering today.

The time for opening statements by the Chair has expired.

[Testimony resumes on p. 31.]

| The text of H.R. 1677 and the charts referred to follow:]
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To require the Federal Communications Commission to reinstate restrictions on
edvertising during children's television, to enforce the obligation of broadcast-
ers to meet the educationel and informational needs of the child audience,
and for other purposes.

IN THE HOUSE OF REPRESENTATIVES

APRIL 5, 1989

Mr. BeYANT (for himself, Mr. RiNAL.DO, Mr. Bruck, Mr. CoxLuo, Mr. Swipr,
Mr. LELAND, Mrs. 'JOLLINS, Mr. SYNAR, Mr. EckArT, Mr. RIcHARDSON,
Mr. SLATTERY, Mr. COOPEER, Mr. WyDEN, Mr. WAXMAN, Mr. CAMPBELL
of Colorade, Mr. I'INGELL, and Mr. MARKEY) introduced the following bill;
which was referred to the Committee on Energy end Commerce

A BILL

To require the Federal Communications Commission to reinstate
restrictions on advertising during children’s television, to
enforce the obligation of broadcasters to meet the educs-

tional and informational needs of the child audience, and for
other purposes.

1 Be it enacted by the Senate and House of Representa-

[

tives of the United States of America in Congress assembled,
SECTION 1. SHORT TITLE.

This Act may be cited as the “Children’s Television Acy
of 1989,

S =



SEC. 2. FINDINGS.
The Congress finds that—
(1) television can assist children in learning impor-

tant information, skills, values, and behavior, while en-

1
2
3
4
5 tertaining them and exciting their cnriosity to learn
6 about the world around them;

( (2) as part of their obligation to serve the public
8 interest, television station operators and licensees
9 should provide programining that serves the special

10 needs of children;

11 (3) the financial support of advertisers assists in
12 the provision of programming to children;

13 (4) special safeguards are appropriate to protect
14 children from overcommercialization on television;

15 (5) television station operators and licensees
16 should frllow practices in connection with children’s
17 television programming and advertising that take into
18 consideration the characteristics of this child audience;
19 and

20 (6) it is therefore necessary to require the Com-
21 mission to take the actions required by this Act.

22 SEC. 3. RULEMAKING REQUIRED.,

23 () RuremMakiNG oN ComMerciaL Tme Re-
24 QUIRED.—The Federal Communications Commission shall,
25 within thirty days after the date of enactment of this Act,

26 initiate a rulemaking proceeding to prescribe standards appli-

oHR 1877 IH
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cable to commercial television broadcast licensees with re-
spect to the time devoted to commercial matter in conjunc-
tion with children’s television programming.

(b) REQUIREMENTS FOR STANDARDS.—The stundards
required by subsection (a) shall require commercial television
proadcast licensees to limit the duration of advertising in chil-
dren’s programming, on and after January 1, 1990, to not
more than 10,5 minutes per hour on weekends and not more
than 12 minutes per hour on weekdays, except that, after
January 1, 1993, the Commission shall have the authority—

(1) to review and evaluate the standards pre-
scribed under this subparagraph; and

(2) after notice and public comment and a demon-
stration of the need for a modification of such stand-
ards, to modify such standards in accordance with the
public interest.

(¢) TiME FOR COMPLETION OF RULEMAKING.—The
Commission shall, within one hundred and fifty days after the
date of enactment of this Act, prescribe final standards in
accordance with the requirements of subsection (b).

SEC. 4. CONSIDERATION OF CHILDREN'S TELEVISION SERV-
ICE IN BROADCAST LICENSE RENEWAL. -

The Federal Communications Commission shall con-

sider, among the elements in its review of an application for

renewal of a television broadcast licenge-—

@HR 16877 I

S



4

Y

(1) whether the licensee complied with the stand-
ards required to be prescribed under section 3 of this
Act; and

(2) whether the licensee has served the education-

al and informational needs of children in its overall

Sy Ot B W o

programming.

10
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COMMERCIAL TIME IN

CHILDREN'S TELEVISION PROGRAMMING

September - December, 1988

A Study by
Action for Children's Television

Compiled January 1989

Action for Children's 7
20 University Road

Camhridge, Massachusetts 02138
(617) 876-6620
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Aruitoxt provided by Eic:

Station: WLVI-TV, Boston, Channel 56

Type: Independent

Date: December 15, 1988

2:00 - 3:00 p.m.

3:00 - 4:00 p.m.

4:00 - 5:00 p.m.

Bugs Bunny & Friends//Adventures of Teddy Fuxpin

Commercial announcements 9:30
Station prorotions 1:50
VYoice~over fpromotions 0:16

Smurfs' Adventures//C.0.P.S,

Comnercial announcemants 12:30
Station prcrotions 1:20
Voice~over promotions 0:10

wWoody Woodpecker & Friends//Real Ghostbusters

Commercial announcements 14:00
Station prorotions . 0:40
Voice~-over promotions 0:15



Introduction

Tﬁis study is based on a random survey of children's programming
R aired in the Boston area between September anc pecember

cZ 1988. Shows were monitored by Suzanne Bev.y, Suzanne

Ecve, Sheila Connelly and Stephanie Muller.

» Part I: Weekday Independent Stations Children's Programming

A. Commercial Minutes

Station: WLVI-TV, Boston, Channel 56

Type: Independent
Date: November 17, 1988
2:30 -~ 3:30 p.m. Adventures of Teddy Ruxpin/ s-arfs' Adventures
Commercial announcements 13:40
Station promotions 1:20
Voice-over promotions 0:16
3:30 - 4:30 p.m. C.0.P.S./Woody Woodpecker § riends
Commercial announcements 14:00
Station promotions 1:20
Voice~over promotions 0:14
4:30 - 5:30 p.m. Real Ghostbusters//Brady Bur::
Commercial announcements 13:30
Station promotions 1:35
Voice-over promotions 0:06
L]
L)
Q b )

LRIC
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Part I: Weekday Independent Stations Children's Programming

B: Listing of Commercials
Station: WLVI-TV, Boston, Channel) 56
Type: Independent

Date: November 17, 1988

2:30 - 3:30 p.m,

Product Manufacturer Time
‘Cxroonchy Stars cereal Post 0:30
toliver & Company” and Disney/Touchsto:re 0:30
"Ernest Saves Christmas" Pictures
Snap Dragon game Milton Bradley 0:30
Crossfire game Milton Bradley 0:30
Color racers cars *attel 0:30
Crossfirz game Milton Bradley 0:15
Twister game Milton Bradley 0:15
Baby Grows doll 0:30
Honeycomb cereal Post 0:30
jo—G.I. Joe toys Hasbro 0:30
Solid Gold guitar 0:30
Guess Who game Milton Bradley 0:15
Nosy Bears stuffed toy Playskool 0:15
Hotel game Milton Bradley 0:15
Life game Milton Bradley 0:15
Atari Video Football Atari 0:10
Footnotes walk-on piano 0:30
Pop Tarts Kellogg's 0:30
Body Power Video game Nintendo 0:30
Win By a Nose game 0:30
Maxie doll Hasbro 0:30
Honeycomb cereal Post 0:30
C.0.P.S. toys Hasbro 0:15
G.1. Joe toys Hasbro 0:15
Fireball Island gare Milton Bradley 0:30
Baribie doll and Beauty House iattel 0:15
Barbie's Ferrari car Mattel 0:15
G.7 Tne Hasbro 0:30
G, 1es stuffed toys Fisher-Price 0:30
"O0liver & Company" and Disney/Touchstons 0:30
"Ernest Saves Cnristmas" Pictures
Battleship and Flectronic Milton Bradley 0:30
Battleship games
Oh Nuts game 0:30
Cocoa Pebbles cerezl Post 0:30
Y A




Station: WLVI-TV, Boston, Channel 56

Type: Independent

Date: November 17,1988

3:30 - 4:30 p.m.

Product Manufacturer Time
Connect 4 game Milton Bradley 0:30
G.I. Joe Hasbro 0:30
Snap Dragon game Milton Bradley 0:30
Crossfire game Milton Bradley 0:30
Battleship game Milton Bradley 0:30
Animator 2000/Etch-a-sketch Ohio Art 0:30
Solid Gold guitar 0:30
G.I: Joe Hasbro 0:30
Animator 2000/Etch-a-sketch Ohio Art 0:30
Battleship game Milton Bradley 0:30
Hotel game Milton Bradley 0:15%
Life game Milton Bradley 0:15
Dizzy Dizzy Dinosaur game Pressman 0:30
Cabbage Patch Doll Coleco 0:30
Hands Down game Milton Bradley 0:30
Trouble game Milton Bradley 0:15
Headache game Milton Bradley 0:15
Dolly Surprise Playskool 0:30
Pop Tarts Kellogg's 0:30
Cococ Puifs cereal 0:30
Tasty Bake Oven H.G. Toys 0:30
®"Oliver & Company" Disney pictures 0:30
Fruit Loops Xellogg's 0:30
Pee Wee's Playhouse Set Matchbox 0:30
®"Oliver & Company" and Disney/Touchstone 0:30
"Ernest Saves Christmas" Pictures
Guess Who game Milton Bradley 0:15
NosY Bears Playskool 0:15
C.0.P.S5. toys Rasbro 0:15
Transformers Pretenders Easbro 0:15
Indy Turbo Racing Cars 0:30
Connect Four game Milton Bradley 0:30
Footnotes Floor Piano 0:3v



Station: WLVI~-TV, Boston,
Type: Independent
Date: November 17, 1988

4:30-5:30 p.m.

Channel 56

Product Manufacturer Time
Legos Legos 0:30
";and Before Time" film 0:30
Arimator 2000/Etch-a-sketh Ohio Art 0:30
Dress-n-Dazzle kit Tonka 0:30
Sclid Gold gquitar 0:30
Micro Machines Galoob 0:30
p.rrtenders Fisher Price 0:30"
Tcople game 0:30
Baby Grows doll Playmates 0:30
Playsounds stove Playskool 0:30
Tcys-R-Us toystore Toys-R-Us 0:30
"Cliver and Company" Disney films 0:30
Fcotnotes Floor Piano 0:30
Turbo Outlaw Cars Tyco 0:30
Rigadoon dolls 0:30
Arimator 2000/Etch-A-Sketch Ohio Art 0:30
Hands Down game Milton Bradley 0:30
Magnum 440 Racetrack Tyco 0:30
Maxie Doll Hasbro 0:15
Ncsy Bears Playskool 0:15
AeroTurbo Cars Tyco 0:15
Race Cars Tyco 0:15
Kavbee Toystores Kaybee 0:30
Guess Who game Milton Bradley 0:15
Ncsy Bears Playskool 0:15
Lucky Charms General Mills U:30
Pee Vee's Playhouse set Matchbox 0:30
"Ernest Saves Christmas" Touchstone/Disney 0:30
"0liver and Company " Pictures

Teenage Mutant Ninja Turtles Playmates 0:30
"High Spirits" Tri-Star Films 0:30

i&)



Station: WLVI-TV, Boston,
Type: Independent
Date: December 15, 1988

2:00 - 3:00

Channel 56

Product Manufacturer Tire
Sesame Street Live :
Mr. Mouth game :
Cabbage Patch Toddler dolls Coleco :
Lady Lovelylocks Mattel

Little Miss Makeup Mattel

Luacky Charms cereal
Eattleship game

Feelin' Fun Barbie

Boppers

Ghostbusters firehouse
Cinnamon Toast Crunch cereal
Animator 2000/Etch-a~Sketch

C.0.P.S. Figures "
G.I. Joe Figures
Honey Nut Cheerios
Bed Bugs game
Crossfire

Fireball Island game
Torpedo Run

Honey Nut Cheerios
Super Golden Crisp cereal
Baby Heather doll
Connect Four game

General Mills
Milton Bradlsy
Mattel

Kenner
Ohio Art

Hasbro

Hasbro

General Mills

Milton Bradley
Milton Bradley
Milton Bradley
Milton Bradley
Gerieral Mills

Post

Mattel

Milton Bradley

COoOOoOOoOOCOoOOCOOCOO
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Station: WLVI-Ty, Boston, Channel 56
Type: Independent
Date: December 15, 1988

3:00 -~ 4:00

Product Manufacturer Time
Eoney Smacks cereal Kellogg's 0:30
NPL Starting Lineup Kenner 0:30
Toys-R-Us Toys~R-Us 0:30
Dolly Surxprise Playskool 0:30
~~ouble/Double Trouble games Milton Brac'ley 0:30
My Little Pony Hasbro 0:15
Ncsy Bears Playskool 0:15
~yister gane Milton Bracley 0:30
Life game Milton Bracdley 0:30
Bed Bugs game Mil.on Bradl ey 0:30
G.I. Joe Hasbro 0:30
Transformers/Micromasters Hasbro 0:30
Flaysounds stove and sink Playskool 0:30
Connect Four game Milton Bradley 0:30
Lite Brite Milton Brad.ey 0:30
Simon game Milton Brad.ey 0:30

tarting Lineup figures Kenner 0:30
Crossfire game Milton Brad-.ey 0:30
Faz makeup and Jewelry Hasbro 0:15
Pogo Ball Blaster Hasbro 0:15
Ghostbusters figures Kenner 0:15
Starting Lineup figures Kenner 0:15
Hungry Hungry Hippos Milton Bradlay 0:15
Nosy Bears stuffed toys Playskool 0:15
Dolly Surprise Doll Playskool 0:30
Trix cereal Kellogg's 0:15
Prix cereal promo Kellogg's 0:15
Maxie doll Hasbro 0:30
Playsounds stove and sink Playckool 0:30
Mousetrap game Milton Bradley 0:30



Station;:
Type: Independent
Date: December 15,

4:00 -~ 5:00

WLVI-TV, Boston, Channel 5§

Product Manufacturer Tira
Guess Who game Milton Bradley 0:39
Maxie doll Hasbro 0:25
Nosy Bears Playskool 0:25
G.I. Joe figures Hasbro C:32
Guess Who game Milton Bradley C:25
Ncsy Bears Playskool C:.5
Bed Fugs game Milton Bradley 6:3)
C.0.P.S. figqures Hasbro C:.53
G.I. Joe-action get Hasbro €:23
Crossfire game Milton Bradley C:.5
Twister game Milton Bradley C:.5
Bed Bugs game Milton Bradley C:3)
Maxie doll Hasbro C:23
Ncsy Bears Playskool 0:25
Head of the Class game Milton Bradley 0:.5
Operation game Milton Bradley 0:.5
Life game Milton Bradley 0:3)
Now You're Cooking set Hasbro 0:32
Lucky Charms cereal General Mills 0:32
Snap Dragon game Milton Bradley 0:3)
Crossfire game Milton Bradley 0:25
Twister game Milton Bradley 0:15
Mcusetrap game Milton Bradley 0:32
Dolly Surprise Playskool 0:33
C.0.P.S. Figures Hasbro 0:15
Tubaruba game 0:13
Crossfire game Milton Bradley 0:32
Trouble game Milton Bradley 0:15
Headache game Milton Bradley 0:153
Sweet Roses Barbie furniture Mattel 0:32
Legos Lego 0:33
Lucky Charms cereal General Mills 0:3:
Hotel game Milton Bradley 0:12
Life game Milton Bradley 0:23
Transformers Hasbro 0:3:
Maxie doll Hasbro 0:37
C.0.P.S. figures Hasbro 0:1%
Transformers Hasbro 0:1=
G.I. Joe action accessories Hasbro 0:3:2
Y
w
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Part I1: Weekend Network children's Program ing

A: Commercial Minutes

Network: ABC

Station: WPRI, Providence, R.I., Channel 12

Date: September 17, 1988

8:30 - 9:30 a.m. New Adventures of winnie the Pooh
Commercial announcements 11:00
‘Station promotions 0:00
Voice-over promoticns 0:30

9:30 -~ 10:30 a.m. Slimer! and the Real Ghostbusters
Commercial announcements 11:00
Station promotions 0:00
Voice-over promoticns 0:30

10:30 - 11:30 a.m. Pup Named Scooby Dco//Bugs Bunny & Tweety (Pt, 1°

Commercial announcements 12:00
Station promotions 0:00
Voice-over promotions 0:22

Network: ABC

Station: WCVB, Boston, Channel 5

Date: November 19, 1988
8:30 - 9:30 a.m. New Adventures of Winnie the Poonx
Commercial announcements 1.:00
Station promotions i-l3
Voice-over promotions .120
(“‘ 4 ‘v
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Network: CBS

17

Station: WNEV, Boston, Channel 7

Date: November 5,

8:00 ~ 9:00 a.m.

9:00 - 0:00 a.m.

10:00 - 11:00 a.m.

11:00 - 12:00 p.m.

1988

Adventures of Ragcady Ann and Andy//Superman

Comaercial announcaments 10:00
Station promotions 0:45
Voice-over promot:ions 0:10

Jim Henson's Muppe=: Babies

Commercial announcaments 10:00
Station promotions 0:38
Voice-over promotions 0:10

Pee-Wee's Playhous=2//Garfield and Friends

Commercial announcsaments 9:30
Station promotions 0:51
Voice~over promotions 0:18

Mighty Mouse: The Yew Adventures//Teen Wolf

Commercial announcsaments 10:00
Station promotions 0:51
Voice-over promotions 0:18
I
il
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Network: CBS

Station: WNEV, Boston, Channel 7

Date: November 19, 1988

8:00 - 9:00 a.m. Adventures of Raygedy Ann and Andy//Superman
Commercial announcements 1C: 00
S:ation promotions C:51
Voice-over promotions c:18

2:00 - 10:00 a.m. Jim Henson's Muppet Babies
Cccmmercial announcements 22
Scation promotions €:52
Voice~over promotions ¢:10

10:00 - 11:00 a.m. . Pee-Wee's Playhouse//Garfield ard Friends

Ccmmercial announcements - 9:30
Station promotions 1:00
Voice-over promotions 0:20
R
it koo

O

ERIC

Aruitoxt provided by Eic:



Network: ABC
Station:

Date:

10:30-11:30
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September 17, 1988

WPRI, Providence, R.I., Channel 12

Froduct Marufacturer Time
Ghostbuster gun/proton pack Kernner 0:30
Mc Donald's Mcocnald's 0:30
Focket Rockers Fisher Price 0:30
~pple Jacks cereal Kellcgg's 0:30
Sensations Barbie Maz=-el 0:30
Kool-Aid Sports Koolers Kocl-aAid 0:30
Sugar Smacks cereal Kellecgg's 0:30
Chips Ahoy cookies Nakisco 0:15
Creo cookies Natisco 0:15
Milk American Dairy Farmers 0:30
Smooshies Fisher Price 0:30
Dunkin Donuts cereal 0:30
Lady Lovelylocks doll Kerner 0:30
Sugar -Smacks cereal Kellogg's 0:30
Tang drink 0:30
Instant Quaker Qatmeal Quaker 0:30
Pop Tarts Kellogg's 0:30
Captain Crunch Cereal Quaxker 0:30
Double Stuf Oreo Cookies Naktisco 0:30
Mc Donald's McConald's 0:30
Teen Fun Skipper Mat=-el 0:30
Wendy's Restaurant Wendy's 0:30
Captain Crunch cereal Quaker 0:30
Milk American Dairy Farmers 0:30
Ghostbuster gun/proton pack Kenner 0:30
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Network: ABC

Station: WCVB, Boston, Channel 5

Date: Novemker 19, 1988

8:30 - 9:30

Product Manufacturer Time
Fruity Pebbles cereal Post 0:30
Barbie's Island Fun Hut Mattel 0:30
Fruit Loops cereal Kellogy's 0:30
Mc Donald's Mc Donald's 0:30
Furrtenders Fisher Price 0:30
Eggo Frozen Waffles 0:30
Mec Donald's Mc Donald's 0:30
Pop Tarts Kellogg's 0:30
M and M's M and M/Mars 0:30
Pizza Party game Parker Brothers 0:30
Legos toys Legos 0:30
Fruit Loops Kellogg's 0:30
Kerf Fencing Parker Brothers 0:30
Purrtenders Fisher Price 0:30
Videogame systems Sega 0:30
Smooshies Fisher Price 0:30
M and M's M and M/Mars 0:30
Mc Donald's Mc Donald's 0:30
Sweetheart Skipper Mattel 0:30
Sorry game 0:15
Nerf Golf Parker Brothers 0:15
Sugar Corn Pops Kelloggs 0:30
Legos Lego 0:30

o
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Part 1I: Weekend Network Children's Programming
B: Listing of Commercials

Network: ABC

Station: WPRI, Providence, R.I., Channel 12

Date: September 17, 1988

8:30 - 9:30 a.m.

Product Manufacturer Time
Sensations Barbie Maz=tel 0:30
Sugar Smacks cereal Kellogg's 0:30
Sxooshies Fisher Price 0:30
Fruity Pebbles cereal Pcst 0:30
Acple Jacks cereal Keilogg's 0:30
Fashion Star Fillies Kenner 0:30
Crunchberry cereal Quaker 0:30
Mc Donald's Chicken McNuggets Mc Donald's 0:30
Lady Lovelylocks doll Maztel 0:30
Kool-Aid Sports Koolers Kcol-Aid 0:30
Wendy's Kids Meal Wendy's 0:30
Lady Lovelylocks doll Maztel 0:30
Instant Quaker QOatmeal Quaker 0:30
Pop Tarts Kellogg's 0:30
Teen Fun Skipper doll Maztel 0:30
Crunchberry cereal Quaker 0:3C
Barbie and-Sensations dolls Mattel 0:30
Chips Ahoy ‘Cookies Nabisco 0:15
Oreo Big Stuf cookies Nabisco 0:15
Fashion Star Fillies Kenner 0:30
Honey Smacks cereal Kellogg's 0:30
McDonald's McDonald's 0:30
Wendy's Kids Meal Wendy's 0:30



Network: ABC
Station:

Date:

9:30 - 10:30

September 17, 1988

WPRI, Providence, R.I., Channel 12

Product Manufacturer Time
Smooshies Fisher Price 0:30
Fruit .Loops cereal Kellogg's 0:30
California Dream Barbie doll Mattel " 0:30
Kool-Aid Sports Kcolers Kool-Aid 0:30
Wish World Kids Kenner 0:30
Quaker Instant Oatmeal Quaker 0:30
Applejacks cereal Kellogg's 0:30
Teen Fun Skipper coll Mattel 0:30
Mc Donald's New Scng Mc Donald's 0:60
Dinersaurs cereal Ralston Purina 0:30
California Dream Barbie Doll Mattel 0:30
Captain‘Crunch cereal Quaker 0:30
Frosted Flakes cereal Kellogg's 0:30
Wish World Kids Kenner 0:30
Lady Lovelylocks Mattel 0:30
Croonchy Stars cereal Post 0:30
Mc Donaild's Mc Donald's 030
Pop Tarts Kellogg's 0:30
Smooshies Fisher Price 0:30
Wendy's Restaurant Wendy's 0:30
Milk American Dairy Farmers 0:30



Network: CBS

Station: WNEV, Boston, Channel 7

Date: November 5, 1988

8:00 -~ 9:00

Froduct Manufacturer Time
Tashion Star Fillies Kenner 0:30
Super Golden Crisp cereal Post 0:30
Tun Fruits snack Sunkist 0:30
-orn Pops cereal Kellogg's 0:30
—ady Lovelylocks Mattel 0:30
Zot Potato game 0:30
Truit Juicers candy Life Savers ‘ 0:15
Zreo cookies Nabisco 0:1%
Zocoa Pebbles cereal Post 0:30
Zegos Lego 0:30
Tun Fruits snacks Sunkist 0:30
Ztar Stage Fisher Price 0:3v
Ferfume Pretty Barbie Mattel 0:30
Corn Pops cereal Kellogg's 0:30
Nerf Fencing Parker Bros. 0:30
2lways Sisters dolls 0:30
Cliver & Company Disney 0:30
Cocoa Pebbhles cereal Post 0:30
Fashion Star rillies Kenner 0:30
¥ Donald's Mc Donald's 0:30
"Zand Before Time" film . 0:30

NN by




Neiwork: CBS

Stations WNEV, Boston, Channel 7

Date: Ncvember 5, 1988

9:00 - 10:00

Product Manufacturer Time
Island Fun Barbie Mattel 0:30
Alpha Bits cereal Post 0:15
Eoneycomb cereal Post 0:15
Shot Buster game Dp 0:30
Eot Potato gane 0:30
Breakfast cereals Kellogg's 0:30
Milk Milk Producers Assoc. 0:30
Star Stage Fisher Price 0:30
~eddy Grahams snacks Nabisco 0:30
Eot Potato gare ' 0:30
Legos Lego 0:30
Fruit snacks Fruit Corners 0:30
wish World Kics Kenner 0:30
Rice Krispies cereal Kellogg's 0:30
Mc Donald's Mc Donald's 0:30
Fruit Juicers candy Life Savers 0:15
Oreo cookies Nabisco 0:15
Campbell's soup Campbell's 0:30
*mhe Land Befcre Time" film 0:30
My Little Pony Hasbro 0:15
Scoots scooter 0:15
Teddy Grahams sr.acks Nabisco 0:30
Legos Lego 0:30



Network: CBS

Station: WNEV, Boston, Channel 7

Date: November 5, 1988

10:00 - 11:00

Product Manufacturer Tize
Fashion Star Fillies Xenner 0:31
Corn Pops Kellogg's 0:23
My Little Pony Hasbro 0:25
Scoots scooter 0:23
Teddy Grahams Nabisco 0:3:
Eoneycomb cereal Post 0:z:
Eot Potato game 0:2)
"Ernest Saves Christmas" Fllm Touchstone Pictures 0:z:
&1lpha Bits cereal Post 0:3:
Mc Donald's McDonald's 0:3:
I egos Lego 0:3:.
Golden Crisp cereal Post 0:3:
lLady Lovelylocks doll Mattel 0:3:
Fop Tarts Kellogy's 0:3:
Nerf Fencing Parker Bros. 0:3:
Instant Quaker Oatmeal Ouaker 0:3:
Twix candy bars 0:3:
"Oliver & Company" film Disney 0:37
Ghostbusters gun Kenner 0:3¢
Legos Lego 0:3¢C

' 'O:J
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Network: CBS
Station: WNEV, Boston, Channel 7
Date: Novembex 5, 1988

11:00 - 12:00

aU

Product Manufacturer Time
Little Miss Makeup doll Mattel 0:30
*Cliver & Ccxrany" film Disney 0:30
Fun Fruits Sunkist 0:30
Always Sisters dolls 0:30
Canpbell's soup Campbell's 0:30
wWish World Krids dolls Kenner 0:30
Cccoa Pebbles Post 0:30
Mc Donald's Mc Donald's 0:30
Mc Donald's Mc Donald's 0:30
Pizza Party game Parker Brothers 0:30
- Corn Pops cereal Kellogy's 0:30
Pop Tarts Kellogg's 0:30
My Little Pcay Hasbro 0:15
Sccots scooterx 0:15
Tecdy Grahams Nabisco 0:30
Is.and Fun Barbie Mattel 0:30
"O0liver & Conpany" film Disney 0:30
Hot Peotato garme 0:30
Lady Lovelylocxs Mattel 0:60
Video Games System Sega 0:30



Network: CBS

Station: WNEV, Boston, Channel 7
Date: November 19, 1288
8:00 - 9:00
Product Manufacturer Tizms
Fruit Loops cereal Kellogg's 0:3:
Dress-n-Dazzle kit Tonka 0:3:
Purrtenders stuffed toys Fisher Price 0:3:
Campbell's soup Campbell's 0:3:
Dynamite game Parker Brothers 0:32:
Perfume Pretty Barbie Mattel 0:3:
Croonchy Stars cereal Post 0:3:
Dynamite game Parker Brothers 0:3:
Dress-n-Dazzle kit Tonka 0:3:
Legos Lego 0:32
Honeycomb cereal Post 0:3:
Maxie doll Hasbro 0:3:
Videogames Sega 0:32
Fruit Loops Kellogg's 0:37
Doctor Barbie Mattel 0:3¢C
"Oliver & Company" f£ilm Disney 0:3C
Dynamite game Parker Brothers 0:3C
Campbell's soup Campbell's 0:3C
M and M's candy M and M/Mars 0:3C
Two-T-Fruits snack Sunkist 0:3C
oL



Lego game sets

Network: CBS
Station: WNEV, Boston, Channel 7
Date: November 19, 1988
9:00 - 10:00
Froduct Manufacturex Time
Smooshies Fisher Price 0:22
Ea2rry Bears snack Fruit Corners 0:30
Cwnamite game Parker Brothers 0:30
Barbie's Island Fun Hut Mattel 0:30
Mc Donald's Birthday Parties Mc Donald's 0:30
Scgar Corn Pops cereal Kellogg's 0:30
L namite gane Parker Brothers 0:30
Ezneycomb cereal Post 0:30
Cress-n-Dazzle kit Tonka ¢:30
. Caristmas Crunch cereal Quaker 0:30
*cliver & Company" film Disney 0:30
Mc Donald's McDonald's 0:30
Dynamite game Parker Brothers 0:30
S:gar Corn Pops cereal Kellogg's 0:30
Lego game sets ) Lego 0:30
Fcp Tarts Kellogg's 0:30
Little Miss Makeup Mattel 0:30
Fruity Pebbles cereal Post g:gg



Network: CBS
Station: WNEV, Boston, Channel 7

v Date: November 19, 1988

10:00 - 11:00

Froduct Manufacturer

Sugar Corn Pops cereal Kellogg's

Mc Donald's Mc Donald's

Barbie Furniture Mattel 30
Colgate Junior Toothpaste Colgate

Shotbhuster Basketball set DP

Purrtenders Stuffed Toy
Milk

Fashion Star Fillies
Two-T-Fruits :

Fruit Loops cereal
Videogames

Cr.ips Ahoy cookies

Sugar Corn Pops

Hot Wheels

Dynamite game

Shark Bites snacks

"Oliver & Company" film
Star Stage

Chuck E. Cheese restaurant

19-684 0 - 89 - 2

Fisher Price

American Dairy Farmexrs
Kenner

Sunkist

Kellogg's

Sega

Nabisco
Kellogg's
Mattel

Parker Bros.
Fruit Corners
Disney

Fisher Price
Chuck E. Cheese
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Part III: Weeknight Prime Time Network Programming

A: Commercial Minutes

Network: ABC

Station: WCVB, Boston, Channel 5

Date: January 12, 1989

8:00 - 9:00 p.m. Knightwatch
Commercial anno.ncements 8:00
Station promoticns 2:58
Voice-over promctions 0:26

9:00 - 10:00 p.m. Dynasty
Commercial anno.lncements 8:00
Station promoticns 2:35
Voice-over promctions 0:15

)
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Aruitoxt provided by Eic:
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Mr. MARKEY. The Chair now turns to recognize the gentleman
from Kansas, Mr. Slattery, a member of the subcommittee.

Mr. SraTTERY. Thank you, Mr. Chairman.

I'd like to just briefly commend you for your leadership in
moving this legislation forward in a very expeditious fashion this
session, and I would like to also commend my colleagues on this
committee who have really demonstrated some real positive leader-
ship: Congressmen Bryant, and Terry Bruce, and Matty Rinaldo,
and all the others who have played a key roie in this. I know that
we are all anxious to hear from the witnesses this morning, as am

I would like to particularly welcome Dr. John Murray, a constit-
uent of mine, who is chairman of the Department of Human Devel-
opment and Family Studies at Kansas State University in Manhat-
tan, Kansas. We look forward to the comments from all of you this
morning, and I appreciate you traveling and taking the time from
your busy schedules to be here with us this morning.

Again, Mr. Chairman, I appreciate your leadership. I see today’s
action as a first step in reversing a mistake that Precident Reagan
made when he vetoed the bill that we passed last year. " his legisla-
tion is far from being radical in any sense of the word. What we
are talking about are some very reasonable limitations on the
amount of advertising during ch'ldren’s programs. Children are
watching 200,000 commercials before they are age 18, and they
spend more time in front of that television than they do in the
classrooms of this country. It seems to me the least we can do is to
try and do something modest like this to improve the quality of
this television that they are watching, just in some modest way,
consistent with the first amendment in this country.

So, again, I commend your leadership, Mr. Chairman, and I look
forward to the comments of the witnesses here today, and I yield
back any time that I might have.

Mr. MARkEY. The gentleman’s time has expired.

The Chair recognizes the gentleman from Illinois, one of the

.

prime cosponsors of the legislation, Mr. Bruce.

STATEMENT OF HON. TERRY L. BRUCE, A REPRESENTATIVE IN
CONGRESS FROM THE STATE OF ILLINOIS

Mr. Bruce. Thank you, Mr. Chairman, for allowing me to be
with the subcommittee this morning.

I am pleased to join you, the chairman and my colleagues, Mr.
Bryant, Mr. Rinaldo, and other members of the subcommttee who
are supporting the Chiidren’s Te evision Practices Act as we begin
the process of returning this legi.lation to the White House.

Mr. Chairman, the road to deregulation under former President
Reagan was usually bumpy but often beneficial, at least at first.
However, as Congress and the administration drove toward deregu-
lation, we oftentimes took wrong turns, and that is the case with
the FCC’s decision to deregulate television for children.

While I do not expect television broadcasters to fill the educa-
tional responsibility of parents and schools—that's our responsibil-
ity—broadcasters must not forget, even in an era of Government's
rush to deregulate, that by virtue of their acceptance of a television
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broadcast license they have agreed to a wide array of public trust
responsibility, and foremost among those responsibilities, I believe,
is a clear obligation to provide relevant programming beneficial to
children’s intellectual development, and this bill guarantees that
speech on the public airwaves will not be driven solely by economic
and commercial considerations.

Expression on the airwaves should require imagination, enter-
tgilnment, education, and creativity, not a big budget from toy
sales.

In his November veto message, President Reagan claimed that
the bill simply cannot be reconciled with the freedom of expression
secured by our Constitution. But this same administration correct-
ly, I believe, did not quarrel with the FCC’s decision to ban obscene
shows when children are watching, and when dealing with the
public airwaves this is clearly within our rights, and there are
strong parallels between the need to keep children from exposure
to obscenity and the need to keep children from exposure to exces-
sive and misleading advertising. We have historically as a country
moved to protect children from exploitation, and we should contin-
ue on that course.

Deregulation sometimes proves useful when adults are making
the decisions, but when children are involved Government should
be concerned, and we restart today the process of improving chil-
dren’s television. I hope this legislation quickly passes both Houses
and is signed by President Bush. The children deserve it; they de-
serve the best, and we should offer them no less.

I would like to thank my colleague who has joined us, Mr.
Bryant from Texas. He and I put this legislation together, he
longer in the vineyards than myself. I appreciate the fact that we
have combined his legislation and mine. He has been an advocate,
and I appreciate the strong efforts he has had to push children’s
television to the forefront of congressional concerns.

I would also like to thank the chairman, Mr. Markey, who has,
from time to time, prodded us to make the needed concessions to
get this legislation on the agenda so that it will be on the floor; to
Mr. Rinaldo, who, at a critical time last year, was able to strike the
bargain and work with the interested parties and spent a great
deal of time on legislation that is important to children but became
important to Mr. Rinaldo; to Peggy Charren, who sits at the wit-
ness table, for her concern; to the National Association of Broad-
casters, who last year were the leaders in trying to forge the differ-
ent compromises that had to be made; to the National PTA; NEA;
and dozens of other organizations that have shown interest in this
legislation.

) I thank the chairman and yield back any additional time I might
ave.

[The opening statement of Mr. Bruce follows:]

STATEMENT oF HON. TeRRY L. BRUCE, A REPRESENTATIVE IN CONGRESS FROM THE
StaTE oF ILLINOIS

The road to deregulation under former President Reagan was usually bumpy but
often beneficial—at least at first. The immediate benefits of deregulation were spir-
ited competition which often led to wastecutting by business and lower prices for
consumers. However, as Congress and the administration drove toward deregulation
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we sometimes took wrong turns. That is the case with the FCC's decision to deregu-
late television for children.

In its attempts to improve competition and quality in children’s television, the
FCC unwittingly did just the opposite. By allowing commercials to expand into pro-
gram-length formats, they significantly reduced the quality of children’s television.
While the pay-per-show arrangement worked well for television stations and toy
manufacturers, children suffered. A program was no longer shown on the basis of
the viewership it could attract, it was shown on the financial backing it could bring
to production.

That is not right. We owe our children a better deal and this legislation provides
a hetter deal. I was disappointed when President Reagan pocket-vetoed the Chil-
dren’s Television Act last year, but I am delighted to join Congressmen Bryant, Rin-
aldo and Markey in once again gursuing better television for children.” This bill
guarantees that speech on the public airwaves does not need manufacturing back-

ng.

%}xpression on our airwaves should require imagination, entertainment, education
and all of our best creativity, not a big budget from toy sales.

In his November veto messape, former President agan claimed that “The bill
simply cannot be reconciled with the freedom of expression secured by our Constitu-
tion.” This same administration—correctly—did not quarrel with an FCC decision to
ban obscene shows when children are watching. When dealing with the public air-
waves, this is clearly within our rights. Parallels are strong between the need to
keep children from exposure to obscenity and the need to keep children from expo-
sure to excessive and misleading advertising. This country has historically moved to
protect children from exploitation and we should continue with that course.

I have been pleased by the genuine concern shown by groups on all sides of the
children’s television issue and want to particularly praise action for children’s tele-
vision and the National Association of Broadcasters for their efforts on this legisla-
tion.

Deregulation can prove useful when the decision-making process is left to adults,
hut when children are involved, Government should be concerned. Today, we restart
the process of improving children’s television. I hope that this legisiation quickly
passes both Houses of Congress and is signed by President Bush. Our children de-
serve the best and we should offer them no less.

Mr. MARKEY. The gentleman’s time has expired.

The Chair recognizes the gentleman frora New Jersey, the rank-
ing minority member and prime cosponsor of the legislation, Mr.
Rinaldo.

Mr. RiNnaLpo. Thank you very much, Mr. Chairman. _

I have a short statement. I am going to make it a little shorter in
view of the very prestigious panel of witnesses we have. I know
they are all in favor of this legislation, which is certainly a good
sign, particularly in view of the fact that America’s young people
watch about 20 hours of TV a week, as much as 15,000 hours b
the time they are 16 years of age, and there is little doubt that tel-
evision can influence children in ways that can cause parents great
concern.

Unfortunately, in many cases television competes with the
family and the classroom for the attention of children. Television
has great potential to educate and entertain children, but too often
that potential has been lost. Although there are bright spots, too
much children’s programming now is commercially oriented to
toys, games, and cereals, and not the good cereals either in many
cases,

Since the FCC got rid of its commercial time guidelines 5 years
ago, the number of commercials aired during children’s programs
has noticeably increased. Last year, congressional concern with this
situation boiled over. This subcomm’ttee became convinced that it
had to intervene to make sure that broadca-ters’ special obligation
to their child audiences was being fulfilled. The result of that sub-
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committee effort was the Children’s Television Act, which was re-
introduced yesterday by myself, my colleagues John Bryant, Terry
Bruce, and a number of others.

The bill is a carefully crafted bipartisan compromise. It passed
the House last year overwhelmingly and was approved by the
Senate by voice vote. The bill would set reasonable time guidelines
for children’s television advertising and guarantees that TV sta-
tions will continue to have maximum flexibility in programming
for their child audiences. I hope it will contin.e to have the wide
support it enjoyed in Congress and from the industry, and it got
that support from the industry because it is a fair bill, it is a rea-
sonable piece of legislation, and it doesn’t really mandate any hard-
ships on anyone.

The underlying purpose of the legislation, in fact, should be em-
phasized fo there 1s no doubt in the mind of the public or the in-
dustry about what it will accomplish. The bill simply reaffirms the
essential obligation of television stations to serve just children and
not just entertain them. TV licensees unquestionably have that ob-
ligation, and Federal courts have recognized its legitimacy.

The bill does not impose additional obligations or increase the
regulatory burden on broadcasters. It is not a cure-all or panacea.
It identifies particular problems with children’s programming and
corrects them with a minimum of interference from the Govern-
ment. More sweeping children’s TV legislation dealing with sub-
jects like program length, commercials, and other subjects have

een discussed many times, most recently by the Senate in their
debate on last year’s bill. I hope that the industry will demonstrate
to us that further legislation will not be necessary. To make sure of
that, TV stations, netwcrks, and program producers should make
every effort to improve their children’s TV programming in sub-
stantive ways.

The industry should not forget that more is at stake with chil-
dren’s television than just entertainment. It has a profound effect
on the development of this Nation’s most precious resource, its
children, its young people. Broadcasters and guardians of the
public airwaves in that position also become guardians of the Na-
tion’s children.

We are all striving to improve America’s competitiveness. We
are striving to improve and better our quality of life. In that spirit,
broadcasters shou?d make a serious attempt to improve the quality
of children’s TV programming as part of their public service obliga-
tion. I'm sure that not even the industry itself would say that tele-
vision is doing everything it can to develop and air children’s Hro-
gramming that enlightens as well as entertains.

We have not yet seen enough effort, enough innovation, from the
industry as a whole to find and stake out that important middle
ground in children’s TV programming. There is a vast, unexplored
territory between children’s TV shows that are purely educational
and those that are ,urely entertainment. Bridging that gap, airing
programming that is good and which gives kids the kind of value
that is important is the real challenge facing the television indus-
try today. I hope that bridge can be gapped; I hope that this bill
fulfills its purpose, and I also hope that no additional direction or
legislation from Congress is needed.

26D
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Mr. Chairman, thank you very much. I appreciate your efforts
and your leadership on this particular issue and yield back the bal-
ance of my time.

Mr. MARKEY. I thank the gentleman very much.

The Chair recognizes the prime cosponsor, the gentleman from
Texas, Mr. Bryant.

Mr. BryanTt. Thank you, Mr. Chairman.

I think that everything has been said not just at this hearing but
at all of the other hearings that we have had over the years on this
maliii,er already, and I don’t want to take everyone's time repeating
it all.

I just want to say a profound thank you to you, Mr. Chairman,
for persisting and pushing this bill forward to the front of the
agenda, and also to Mr. Rinaldo for making this a bipartisan effort
by his sponsorship and continued support. And real special thanks
also to Peggy Charren for having led the effort to keep the heat on
all of us and making this thing not only possible but interesting to
the public; and people like Bob Keeshan, who has come up here
over and over in the last few years to stand in groups of people and
add a little celebrity status to our efforts; it has been very, very
important in making it possible.

I think the bill is different today only in one respect. It is not
different than last year’s, it’s the same as last year’s, but over the
years we had not | icluded the provision regarding children’s adver-
{:)i.slilng. Terry Bruce brought that forward and made it a part of this

ill.

So we have two major steps forward today, not only the effort to
restrict children’s advertising but also to place into our law a
standard, a national standard, that people with broadcast licenses
have the of:ligation to address children’s needs, and that we are
going to judge their license renewal application accordingly. I think
that is a great step forward, and it has been made possible by the
people I have mentioned and by so many folks who are here today.

I am also pleased to say that 'm not the only Texan involved in
this. We also have Bill Castleman—really from Texas, although I
th(ilnk he is sort of on temporary loan to Atlanta, sitting up nere
today.

Thank you very much. I yield back my time, and ask unanimous
consent for my full statement to appear in the record.

The opening statement of Mr. Bryant follows:]

OPENING STATEMENT OF HON. JOHN BRYANT, A REPRESENTATIVE IN CoNGRESS FROM
THE STATE OF TEXAS

I am pleased that my colleagues here this afternoon and I are again offering a
sound legislative compromise to ensure st bstantial improvement in the quality of
children’s television programming with a minimum of commercialization.

Unfortunately, we are here today because identical legislation, passed by the
House and the Senate, was vetoed by President Reagan during the final days of the
100th Congress last year. Thot veto was a tragedy for American families and the
future of our children, but our presence here is testimony to the importance and
resilience of this issue.

With the strong and ess.ntial support of Matt Rinaldo and Terry Bruce, I am
again introducing legislat.on which combines two important concepts: reinstatement
of the previous Federa' Communications Commission (FCC) limitations on commer-
cial advertising during children’s programs to 10.6 minutes per hour during week-
ends and 12 minutes per hour during the week; and a requirement that the Com-
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mission consider, at license renewal, whether broadcast licensees have adequately
committed to and served the educational and informational needs of children in its
overall programming.

I have traditionally supported much stronger programming standards. I believe
commercial broadcasters should—at a bare minimum-air 7 hours a week of edica-
tional and informational programming to meet the needs of children 12 years old
and younger.

One theme which has been echoed time and again by parents, educators and child
development specialists is that television is a powerful force in our society—a power
most influential on our children.

While I do not 2xpect the television broadcaster to fulfill the educational responsi-
Lility of parents and schools, broadcasters must not forget or ignore—even in this
era of government’s rush to deregulate—that, by virtue of their acceptance of a tele-
vision broadcast license, they have agreed to an array of public trust responsibil-
ities.

Foremost among these responsibilities to serve the public interest, I believe, is the
ciear obligation to provide relevant programming beneficial to our children’s intel-
lectual development, not just commercials, cartoons, and pabulum.

And, in order to protect our children from over-commercialization, we must strict-
ly limit the amount of commercial time allowed during programs aimed at them.
None of us wants our children to be used or taken advantage of whether it is by
bullies in a schoolyard or advertisers on television.

Since today’s FCC prefers to rely on clearly inadequate ‘marketplace competition’
rather than rules or regulations to insure that broadcasters meet their public inter-
esi obligations to kids, rhe legislation we will report from the Subcommittee on
Telecommunications is absolutely essential. It imposes the restraint that neither the
current FCC nor many broadcasters have demonstrited on their own. The limits we
propose are reasonable—neceesitated by the over-commercialization of children's
programming, including the advent of program-length commercials.

The public interest, rather than commercial interests, demands informative pro-
gramming that turns on a child mind, not his or her sweet tooth—or desire for the
latest fad toy.

While I am disappointed that specific daily programming requirements were
dropped as a part of this compromise, I do recognize the importance of requiring the
Federal Communications Commission to review a station’s commitment to serving
children’s programming needs at license renewal time.

It is unfortunate that we must remind the FCC, by enacting legislation, that the
public interest it is assigned to protect includes children.

It is my intent—in offering this legislation—that stations which fail to provide a
reasonable amount of quality programming with strict advertising limits specifically
for children should not only be in jeopardy of losing, but actually lose, their licenses
at renewal.

On the whole, this legislation is a noble effort to improve children’s television pro-
gramming and prevent further commercialization, contrary to children's interest.

I coinmend my colleagues Matt Rinaldo aad Terry Bruce for their untiring efforts
to craft this legislative compromise. I thank our chairman, Mr. Markey, for his ef-
forts during the extended negotiations which he conducted with the industry to
achieve this compromise last year.

I trust that the support of the numerous groups which promote the education,
physical, emotional, and mental health end general welfare of cur children will per-
suade our new President that this smull step forward for quality children’s telcvi-
sion fits into his program as a “kinder and gentler” President who responds to
family concerns that will build a “kinder and gentler” America.

Mr. MARKEY. I thank the gentleman very much, and the gentle-
man is right, we have had this discussion before, but, as a wise
man once said, everything has keen say?! but not everyone has said
it yet. So we are going to, one final tim», give everyone a shot at
talking.

" Tlc;e Chair recogniz:s the gentleman from California, Mr. Moor-
ead.

Mr. MoorHgaDp. Well, Mr. Chairman, we have taken a long time
in working on this particular legislation, and appuarently we have a
bill now that is basically supported by the broadcasters as well as
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those people who are extremely concerned about our children and
about our ability to improve the quality of television that they see.

I wish to join the others in complimenting Mr. Keeshan in the
work he has done on television. We really appreciate it. I know
kids have grown up with it. To some extent, I feel that I have
grown up with you, too.

What our children see and what they hear will have a great deal
to do with the kind of people they become. Anything that we c. 1
do to improve that will be to our benefit and to the benefit of our
country.

So while I have some misgivings about legislation of this sort, I
intend to support the legislation.

Mr. MARKEY. The gentleman’s time has expired.

The Chair recognizes the gentleman from Ghio, Mr. Oxley.

Mr. OxLEy. I have no opening statement. Thank you, Mr. Chair-
man.

Mr. MARkEY. Great. Well, that completes the time for opening
statements by members, and now we will turn to our panel.

Our panel cousists of, from my right to left, Mr. William Castle-
man, who is executive vice president and chief operating officer of
Act III Broadcasting, Incorporated, which is owned by Norman
Lear. Mr. Castleman is representing the Association of Independ-
ent Television Stations.

Our next witness is Mr. Dan Anderson. He is from the Depart-
ment of Psychology at the University of Massachusetts at Amherst.
Mr. Anderson wrote a report that the Departrent of Education re-
leased last year entitled “The Impact on Children’s Education:
Television’s Influence on Cognitive Development.”

Our next witness is Mr. Glenn Wright, who is the executive vice
president and general manager of KIRO-TV in Seattle. Mr. Wright
18 here today representing the National Association of Broadcast-
ers,

The next witness is Ms. Peggy Charren, who is the president of
Action for Children’s Television. Peggy is and has been a dynamic
and tireless public interest spokeswoman before this committee and
across the country over the last 20 years.

Next is Mr. Robert Keeshan, from Robert Keeshan and Associ-
ates. He is Captain Kangaroo, and he has been involved in educa-
tional programming for children for years, dating back to his long-
running show and, as Mr. Bryant has pointed out, he has actively
lobbied for legislation of this nature for years.

Next is Dr. John Murray, who is the chairman of the Depart-
ment of Human Develop aent and Family Studies at Kansas State
University. He is a member of the American Psychological Associa-
tion’s Children’s Television Task Force. He spent 6 years teaching
and doing research in Australia while the country’s present system
of regulations was being implemented.

Dr. DeWitt Helm, president of the Association of National Adver-
tisers, here representing that organization today; and Dr. Helen
Boehm, vice president for Children’s Advertising Review Unit,
called CARU, which is a self-regulatory agency for review of all ad-
vertising on children’s television.

So we have a very distinguished panel here today.
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Why don’t we begin with you, Mr. Castleman, and then we will
go across. I would ask each of you to keep your opening statements
to 5 minutes or less, and we will enforce that, so piease try to, in a
self-regulatory mode, keep your comments under that limit, and
then I can promise you there is great interest on our subcommittee
in being able to conduct a vigorous question and answer period.

Let’s begin with you, Mr. Castleman.

STATEMENTS OF WILLIAM P. CASTLEMAN, VICE PRESIDENT, ACT
Iil BROADCASTING, ON BEHALF OF ASSOCIATION OF INDE-
PENDENT TELEVISION STATIONS; DANIEL R. ANDERSON, PSY-
CHOLOGY DEPARTMENT, UNIVERSITY OF MASSACHUSETTS;
GLENN WRIGHT, VICE PRESIDENT, KIRO-TV, ON BEHALF OF
NATIONAL ASSOCIATION OF BROADCASTERS; ROBERT KEE-
SHAN, ROBERT KEESHAN & ASSOCIATES; JOHN P. MURRAY,
PROFESSOR, DEPARTMENT OF HUMAN DEVELOPMENT AND
FAMILY STUDIES, KANSAS STATE UNIVERSITY; DEWITT F.
HELM, JR., PRESIDENT, ASSOCIATION OF NATIONAL ADVERTIS-
ERS, INC,; HELEN L. BOEHM, VICE PRESIDENT, CHILDREN'S AD-
VERTISING REVIEW UNIT, COUNCIL OF BETTER BUSINESS BU-
REAUS, INC., AND PEGGY CHARREN, PRESIDENT, ACTION FOR
CHILDREN'S TELEVISION

Mr. CASTLEMAN. Thank you, Mr. Chairman, and thank you for
inviting me here today.

Act III Broadcasting currently owns six television stations, all in-
dependents, and we are getting ready to close on a seventh within
the next week. Act III Broadcasting is a subsidiary company of Act
III Communications, which is principally owned by Norman Lear
and serves as our chairman of the board. Mr. Lear recently formed
Act III Television, and Act III Television will do two thilr\xfs: One, it
will develop and produce situation comedies, for which Mr. Lear is
so famous; and, two, we will develop and produce quality children’s
programming for both the networks as well as independent televi-
sion stations,

I wish to accomplish three thizgs in the short time I have avail-
able; that is, to state INTV’s position regarding this legislation
before you, generally describe independent television’s role in the
area of children’s programming, and tell you a little bit about what
we at Act III are doing to serve the public and particularly the
children.

The position of independent television broadcasters is that we
favor tﬁe ideals embodied in H.R. 3966. We also favor self-refula-
tion over Government intervention. We have su ported the bill in-
troduced by Representatives Tauke and Swift which would grant a
limited antitrust exemption to broadcasters to create a framework
for self-regulation.

We at Act III and many other broadcasters are doing that right
now. For example, Monday through Friday, from 7 a.m. to 9 a.m.
in the morning and 3 p.m. to 5 p.m. in the afternoon, Act III sta-
tions air only 6 minutes’ worth of commercials per half hour. We
air no PG or R-rated movies in children’s time periods. We screen
all children’s programs and most commercials before they go to air,
and we promote only kids’ programming and children’s programs.

%
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But in a cooperative effort with this committee, which has no Ju-
risdiction over antitrust laws, we supported H.R. 3966 last year,
and we support the new bill as well.

We have an obligation to our viewers, some of whom depend on
cable for reception of our signal. In order for us to fulfill our obli-
gation under this bill as well as under our license, our viewers
must be able to view our television staticns, and independent sta-
tions can no longer be allocated to the basement of cable channel
positioning. We just want an even chance to be able to serve our
communities as we are licensed to do.

Independent television maintains an important role in children’s
television. Both independent TV and children have been around for
a long time. Broadcasters were not responsible for the elimination
of the NAB Code or the FCC program guidelines. Many stations
continue, even today, to subscribe to some of those limitations, as
pointed out in that code.

We are the first to know when an audience is dissatisfied with
what we aj- either an adult audience or a kids audience. They call
us. We are the ones that have to answer the questions, and we are
the ones that have to view the commercials and view the programs
to determine whether or not they are fit for air.

Most independents program 4 to 5 hours a day for children plus
a couple of hours on the weekends. Ki 's mean a lot; we take them
seriously. But children want to be entertained, and parents want
them to be educated and informed, and we are trying to do both.

Kids will not watch television if there is not some form of enter-
tainment. I think that has been proven over the years. But TV’s
responsibility to adults, and especially to children, is awesome. We
embrace the CARU guidelines for children’s commercials within
children’s programming.

We at Act III Broadcasting are developing a literacy campaign to
begin this fall which will last at least 1 or 2 years, and there will
be two campaigns, one for adults and one for children. This cam-
paign will have many facets to it, and some of it might be commer-
cial, but the bottom line is that we are going to try, in our markets,
to attack the illiteracy problem and attack it diligently.

We are concerned, as you are; we want what you want; and we
thus support this legislation.

Thank you, Mr. Chairman.

Mr. Markey. Thank you.

[The prepared statement of Mr. Castleman follows:]

4':
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Testimony of

WILLIAM P. CASTLEMAN
Exgcutive Vice President
and
Chief Operating Officer
ACT II1 BROADCASTING

On Behalf of
THE ASSOC.A”ION OF INDEPENDENT TELEVISION STATIONS

Hr. Chairman, Members of the Subcommittee, my name is William
P. Castleman and 1 am the Fxecutive Vice President and Chief Operatisg
Officer of Act IIl Broadcasting. Act III operates seven Independent
television stations, located in Charleston, West Virginia; Dayton;
Winston-Salem; Richmond; Charleston, South Carolina and Rochester,
New York. 1'm appearing before you this morning on behalf of INTV
~= The Association of lndependent Tecievision Stations.

Last year, Mr, Chairman, you anz “r. Rinaldo worked closely
with all broadcasters to develop H.R. 3966, The Children's Televis:::
Practices Act of 1988, Like you, we w:re disappointed when that
legislation was vetoed. However, th:s is & new year and INTV stan:s
ready to work with this subcommittee to pass similar legislation.

I would also note that the INTV Boar: of Directors has also voted

to endorse Congressman Tauke's bill, H.R. 823, which would grant
broadcasters an antitrust exemption to develop voluntary guidelines
such as those contained in the old NAB code. In short, we are ameratle
to either approach.

Before turning to your bill, Mr. Chairman, I think it would
be instructive to give the subcommittee a little background on the
role Independent stations play in children's :elevision.

The concerns which obviously uncerlie this legislation are
extremely important to me both as a yarent and as a businessman
operating seven TV stations which actively Leek young viewers.

While balancing the responsibilities of both these roles may require
special attention, they are certainly not mutually exclusive. In
the time available to me th.s mornins. I'd like t talk about the
role of Independent celevision in children's programming, as well

as some of the specifi~ steps INTV hzs: taken, and Act II1 has taker,
to assure a responsible approach to serving our young viewers.

Over the last 20 years, substantial progress has been made
in the avea of children's television, and the Independent stations
deserve much of the credit. In 1974, the FCC released fts landmark
report on the status of children's tclevision., At the time, the

Commission focused primarily on the need to increase the amount



41

of programming desizned for, and directed at, chiliren., I don't
think anyone would argue today that quantity i th: problem. independent
stations, on averaze, provide far more children's :rogramming than

do network affiliated stations. While in 1976 the:z were only 79
Independent stations, today there are over 300. A: a consequence

of this growth, the quantity and variety of prigra--ing tor kids

is at an all time hizh. And unlike cable or ‘CR's. local television
stations provide this programming to all American: ree of charge.
Therefore, I think it's important to remember tnat z:causc of the
growth in the numtcr of Independent stations and t-:ir unique role

in providing substantial amounts of children's prc::=mning, policy
makers, such as the nembers of this subcommittcsz, -:« have the luxury
of coving from the issue of program quantity to pr:izam quality

-- a ~ost difficult word to define as it relates t: :elevision and
individual tastes.

Obviously, Independent stations do not devotc -3jor portions
of their programming day to children merely be:au:: we are altruistic.
I¢ has to do with survival as well. To compete w::: the cntrenched
network affiliated stations, Independents rely on : strategy of
counter-programming. Weekdays, the networks targe: adults in the
early morning with news and talk, and in the afterzcons with soaps
and talk shows. This leaves kids as the big, unserved market, and
an obvious opportunity for Independenit stations tc¢ zttract a substantial
audience.

That we have been able to step in and serve tais market has
benefited both children -- who have a far, far wic:r choice of programming
available to them free of charge -- and the Independent stations.

The weekday kids' block of programming is an inteiral part of the
tevenue base of most Independent stations; it cert2inly is with
all of our stations. As such, we are pleased that :n your bill,
Mr. Cnairman, you recognize the necessity of coumerczial support
for the continued supply of children's programming ¢n Eree, over
the air television.

In this regard, 1 am aware that there are so-: advocates who
faver imposing far harsher requirements on broadczsters. For example,
requiring that stations air an hour a day of educztional programming
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f-+ kids, or eliminate commercials altogether. I assume these well-
<=tentioned proposals are based ou the balief that television stetions

2 so profitable that this would be a small price to pay. Unfc=zunately,
t~is assumption is erroneous wWith regard to the Independents. 1'¢
lixe the Members of this subcommittee to undorstand that in 1987.
t-s most recent year for which we have complete data, the averag:
I=iependcrne television station lost $130,000; the average UHF Inzpendent
.- znd over 90% of all Independents are UHF -- lost $1.4 millior
.. 1ars last year. In short, as a group, Indepencents arc in n¢

z:sition to take on any more money-losing propositions than they
:.zzady have. It's a credit to this subcommittee that last year
.+ -easidered, and then rejected, provisions like those I descri:z:2.
=-: rejection of these onerous and intrusive portions of the eri;inal
c:v3ion of the bill was, of course, integral to our support for
2.5, 39066,

On the other hand, as Independent broadcasters, we recognic:

the more we seck to attract a young audience, the greater c.:r
consibility to see that we do not abuse the special relationenip
w2 are trying to develop. At Act ILL, for example, we review evizy

ce:zram und everv commercial before we will air it during the kiis'
sk. We've rejected programs and plenty of comrercials simply

::ause, in our mind, they are unsuitable. For example, we won':

atzezt a spot for a PG-rated movie in a kids' show, and we even

trx¢ sure S ots for Gerated movies do not depict violent or sext:z.ly

{-slicit or .exually suggestive scenes from the mevie. And give:

. nany years in the broadcasting business, I can assure you thas
Azt III is not unique in this respect.
For example, all INTV member stations have worked with CARU
-- the Children's Advertislng Review Unit of the Kational Associ:tion
-7 s.tter Business Bureaus -=- to police commercial practicer. Lzst

Loz it became apparent that some advertisers were preparving two
wirsions of the same commercial for the same product: one versiso

w.: used for network kids shows where they had to pass inspactic:

%, :he networks' Standurds and Practices divisions; the geccnd virsion
«:: tlaced directly on individual statioms in spot buys. Tha di‘ference
w:: that the second versior often contained less careful a d res:cnsible
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depictions of the products, Some local stations had, perhaps, become

a little lazy reviewing the actual spots becausec they helieved thenm

to be the same ones placed on the networks, The INTV Board of Directors
voted to endorse detailed guidelines that CARU had developed te

judge whether a commercial was suitable for children. Those guid2lines
were then sent to every INTV member station. To our knowledge virtually
all INTV stations welcomed the guidelines and put them to use in

their local operation.

Much more recently, there has been a public outcry over so-called
"900/976" telepqone services designed for kids., Jnce again, INTV
worked with CARU to address the issue. CARU devecloped guidelines
to assist statisns in judging commercials for ¢../976 services.

INTV endorsed taose guidelines and sent them to :11 its member stattn.s.
I'm told that rany Independents responded that trey had stopped
accepting any spots for 900/976 numbers or were :zposing standards
a4t least as stringent as those outlined by CARU. That is certainly
the case with cur Act III stations. And, in fact, we have adopted
stricter guidelines than those imposed by CARU at our television
stations. We, like many Independent broadcast ojarators, place
strong restrictions on commercials...for children as well as adults,
and where we feel that an advertiser is trying to unfaicly exploit
our audience especially where it involves children, we step in to
assure that this does not happen.

My point is simply that INTV and the lndependents have done
a pretty good job of policing children's advertising practices,

We also undertake many pro-social special efforts to better serve

our young viewers. For example, on Independent stations you will

find plenty of Public Service Announcements directed at kids. As

we speak, production is beginning on a series of spots featuring

Tony Coclho ard his "Yes We Can" campaign for the Epilepsy Foundation.
This project was conceived by INTV and is beilng groduced by Group

W. The finished spots will be distributed to every Independent
station in the country for airing during their kids programming

block.

We at Act III have recognized that there is a major problew
throughout the country, a problem that has reccived much attention

“ 4 -
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recently...illiteracy. We wil] begin a major campaign this fa!l
on our seven stations directed at helping to solve this proble-.
The campaign is not simply a superficial public service campaizr-,
It will b marketed und promoted, and the audience will be rewarded
for taking part. I would be happy and proud to discuss this wita
you in more detail.

1'd also like to suggest that it is incorrect to consider vids
a captive audience. Not only ¢s their parents play a major rc.:
in what they watch -- and don't watch -- the kids themsclves 1::
us know when our programming dz:isions are off-base: they swi<:n
zhannels or turn off the set, :ad I can assure you that the f:-st
to hear about a viewer complai=: is the television station. /:
Act Tl stations, we take every :omplaint seriously and immediz::ly
react to see whether the complaint is valid. If so, we take r:sissary
steps to solve the problem. As an industry we've seen a seric.:
erosion in the children's audierce over the past several years.
While some of the audience loss is due to such things as VCKR's,
a lot of it had to do with the fact that many stations were nct
giving the kids the kind of prozramming they wanted to watch.

Because of the importance of children's television to the Independents
INTY commissioned an independent research firm to conduct interviews
with 502 kids, ages 6 -~ 11, and their mothers. While I won't F{4
into all the details here, the ressage was pretty clear. Chilir:zn
have become much more sophisticated and selective. They can sact
poor quality animation or weak plot lines. They demand more a:zc_rate
targeting for different age groups. Shows that were popular sevzral
years ago are no longer working. Many programs Members of the subcommittee
had objected to -- those based on toys -- have completely failed
to attract an audience.

In addition, years ago the American television market was i:undated
with imported Japanese animation. #..y responsible broadcasters
refused to air this programminz because not only was the quality
poor, but the subject matter was not appropriatc for American kids.
Much of the programming contained "violence for violence sake."
And because of this rejection of imported amimation by many broadcasters,
many of these shows failed; thus forcing improvement in the quality
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of childrens' animation,

In short, kids will not sit and watch just anything. They
have tastes, they have opinions, and they exercise them. It also
means that many stations and program producers guessed wrong, Hany
stations are stuck with contracts for programs that aren't working.
The advertising market has been soft for several years now, so stations
have the added problem that the weak demand is not generating the
revenues neccssary to purchase a lot of new, different programming,
But the market is working. At this year's INIV and NATPE conventions,
I was impressed with the quality of the kids skows now being offcred
to stations. For example, starting in the Fall of 1990, there will
be a new 2-hsur block of Disney animated shows :zalled “The Disney
Afternoon”, which I expect will be extremely pipular with both kidg
and their parents. Other syndicators were alsc offering programming
which I think will be successful in winning back the kids' audience.

And although there has been a decline in the children population
with the "baby boomers" peaking at almost 54 m:1lion in 1970 and
declining to less than 48 million in 1980, a recent study shows
that in 1995 the childrens' market is projectec to once again peak
to more than 53 million. Not only is this an opportunity for Independent
television operators, but with this opportunity goes responsibility
and a commitament to offer programming that is in-tune with today's
world and to direct our stations to respond to today's problems.

Let me now turu to the legislation before this subcommittee.
As I understand it, it is virtually identical to H.R. 3966 in the
100th Congress. Basically, the legislation re-iterates that a licensee
has an ohligation to serve the educational and informational needs
of the children in its gverall programming; the bill would also
restrict the number of commercial minutes in children's programming
to 12 minutes weekdays and 10% minutes on weckends.

In regard to the first component -- servirg the educational
and informational necds of children -- it is my belief that thig
obligation already exists, although not s.. ted as succinctly, in
the Communications Act. And broadcasters are supplying informational
and educational programming, to children as well ag adults, but
most are doing it in an entertaining manner which will entice Viewers
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to continue watching the program., As such, we can hardly q.z-rel
with a restatement of that obligation in this bill.

In so far as the commercial time limitations ares concer:n:zd,
INTV believes the proposed levels are acceptable. It is interesting
to note that the levels in the bill are nearly identical to those
in the old NAB Code. That Coce was, of course, struck down in 1982
as being a violation of the antitrust laws. Broadcasters h:¢ acted
respcnsibly to guard against svar-commercialization in chil:z:n's
progr:mming., However, the Justice Department apparently de:::zd
that =he NAB Code was a major antitrust conspiracy. As a r:::lt,
we fc.nd ourselves literally Zamned if we did and damned if w~: didn't.
Likew:se, when the FCC voted -n 1984 to remove a number of r..2s
- whether

and ;-idelines governing television stations, it was not cl:z
they intended to repeal the rencwal-form questions on chilézan's
commezcial practices as well. The broadcasters had not ask:? the
Commi:zsion to repeal those quzstions, and we had to formall. :2tition
the F2C for a clavification., I mention these facts in the :vant
there are newer Members of th:is subcommittee who somehow belizve
that <he broadcasters were responsible for the elimination :f the
NAE Code or the FCC's guidelines on the subject, Not only ZiZ we
not eliminate any such guidelines, but many broedcasters iniividually
stayed with the parameters of the NAB code and the FCC guid:zlines
because the established guidelines made common sense. It s:z27ed
to offer that fine line which provided for the non-overcomr:r:ialization
of childrens' prograaming.

Prior to the introduction of H.R. 3966 last year, the INTV
Board of Directors had discussed Congressional concern over children's
advertising practices. At that time, the Board expressed its belief
that industry self-regulation .us preferable to government wn-ervdiction,
Conse juently, INTV endorsed M-, Tauke's bill which would pr:vide
broac=asters with the antitrust protections needed to allow s:lf-regulation.
Were it not for the Justice Dzpartment and the federal cour:s. the
very successful time limitations voluntarily adopted by the troadcasters
would still be in effect and this would be a non-issue.

ionetheless, responding to the concerns of this subconzittee,
which lacks the jurisdictien to grant antitrust exemptions, LLTV
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agreed to support H.R. 3966 last year, and is willing to do so again
in the 101st Congress. Our support is baseZ on the very limited
nature of this legislation and the fact that it re-imposes standards
the broadcasters themselves had first created.

I would like to make one final point, however. This legislation
applies only to television broadcasters. It has no impact whatsoever
on the cable industry, cven though that mecdium now serves over half
of all tel:zvision households in the United S:ates. I raise this
not in an zttempt to apply these same rule: :0 cable program services,
but to not: the unique public interest resi:-sibilities the Congress
is asking :he broadcasters -~ but not cahle ~-- to assume. While
we arc mor: than willing to accept these s:::ial responsibilities,

I hope it .5 not lost on this subcommittee --at the public inlerest
objectives these obligations are designed :- accomplish will not
come about if local television stations are -efused cavriage by
cable syst:ns or find their channel positicn: being shifted in favor
of prugram services in which the cable operzior has a vested interest.
Broadcasters can best serve their community :nly if the community
can view their local gtations over their cz>'e service, and where
Independent operators are concerned, we car. :nly serve our viewers,
including children, if we are designated a :rannel position on -ar
with other local stations. We just want ar. zven chance to be aple
to serve our communities, as we are license? to do, as well as stay
in business, which is becoming more challerging.

In short, (his is not a one-way street. I would very much
hope that in the very near future this subco-mittee will turn its
attention to adopting new must-carry rules, restrictions on arbitrary
channel re-positioning, and regulations interded to reduce or eliminate
the growing vertical and horizontal concentrztion in the cable industry.

Thank you for your attention, and I will be pleased to answer
any questicns you may have.



48
Mr. MArkEY. Dr. Anderson.

STATEMENT OF DANIEL R. ANDERSON

Mr. ANDERSON. Conservatively estimated, the average American
school-age child spends 3 hours a day with television. About an
hour of that time is actually spent in activities other than looking
at the screen, s0 2 hours a day is spent paying attention to TV,
This constitutes approximately 14 percent of a child’s waking life,
or about one full waking day per week. In any given year then, the
typical school child spends about two-thirds as much time looking
at TV as he or she spends in a school building.

Contrary to opinions held by many, when children look at TV
they are surprisingly mentally active. They attempt to comprehend
what th.y are viewing, even at very young ages. When viewing to-
gether, children talk about the TV program, try to guess how it
will turn out, ask each other the meanings of words they do not
know, attempt to judge the reality of portrayals, and so on.

One of the most common reasons children given for watching tel-
evision is that they feel they learn things. Research has shown
that, indeed, they do learn things from TV. We now know that
time spent with television is not necessarily time wasted. Children
are not the mindless, passive creatures mesmerized by TV as so
often portrayed. Rather, television, whether we like it or not, is
teaching America’s children. The fundamental question now is:
what do we want television to teach?

Well produced educational television educates. At its best, televi-
sion is a wonderful window to the world, showing places, peoples,
and events that a child could never experience without television.
Television can make very tiny things visible, such as the cells of
the body; it can slow down events that are too fast to perceive, such
as the movements of a hum.aingbird’s wings; and, with animation,
television can concretely demonstrate even abstract mathematical
concepte, such as the Pythagorean theorem.

Entertainment television also educates, but here the danger is
that the education is not usually intended. Children think that

- they learn about society from television, its styles, values, and ex-

pectations of social behavior. At its worst, television teaches chil-
dren to be violent, drink alcohol, and devalue schooling. Children
can and do learn those lessons, too.

It is clear to me, however, that television can entertain and also
educate in many positive ways. The limits of commercial program-
ming that can entertain but also benefit children have ot yet been
found or even explored.

At the J)resent time, however, there is little burden on commer-
cial broadcasters to justify the programming they offer to Ameri-
can children. Children can be treated simply as an audience to be
sold to advertisers; programming is nothing more than a means of
reaching that audience. But television can be so much more, a
medium of real educational and rocial value while, at the same
time, serving as a viable commercial product.

This subcommittee is considering legislation which provides a
step in the direction of making tefevision that medium of value.
Providing an upper limit on advertising and a lower limit on edu-

[
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cational and informative programming would at last put some re-
sponsibility on the shoulders of the broadcasters. The legislation
should cost the taxpayer nothing and will cost the broadcaster rela-
tively little. The result, however, in terms of improved program-
ming could be of true benefit to American children.

[The prepared statement of Mr. Anderson follows:]

STATEMENT OF DANIEL R. ANDERSON

Conservatively estimated, the average American school-age child spends about 3
hours a day with television. About an hour of that time is spent doing things other
than looking at the TV, such as playing with toys, socializing, and so forth. Children
actually look at TV, therefore, about 2 hours a day, or 14 percent of their awake
time, or about 1 day of waking time per week. In any given year, then, the typical
school child spends about two thirds as much time looking at TV as he or she
spends in a scgeool building. If one subtracts out the time at school spent in lunch,
recess, or other nonacademic activities, then the average child spends as much time
paying attention to television as to formal studies.

Many believe that children’s time spent with televi<ion is ueither beneficial or
harmful; it is just time for the children to relax. Others believe that television mes-
merizes young children leading to passive, mindless, time wasting. These beliefs,
however, receive little support in research on children’s television viewing. Contrary
to opinions held by many, when children look at TV, they are surprisingly mentally
active. They tend to look at TV programs which they think are comprehensible, and
when they look, they attempt to comprehend what they are viewing, even at very
young ages. When viewing together, children talk about the TV program, try to
guess how it will turn out, ask each other the meanings of words they do not know,
attempt to judge the reality of the portrayals, and so on. Healthy children are end-
lessly curious about the world, anﬂhe world presented by television is no excep-
tion. In fact, one of the most common reasons children give for watching television
is that they feel they learn things.

Decades of research have now shown that children do indeed learn from televi-
sion. Time spent watching television is not necessarily time wasted; children are not
the mindless, passive creatures mesmerized by TV as so often portral\;ed. Rather, tel-
evision, whether we like it or not, is teaching American children. Children are also
spending large amounts of time with television. The fundamental question is: what
do we want television to teach?

Well produced educational television educates. At its best television is a wonder-
ful window to the world, showing places, peoples, and events that a child could
never experience without television. Television can make very tiny things visible,
such as the cells of the body, or the dust that floats in the air. Television can glow
down events that are too fast to perceive, such as the movements of a humming-
bird's wings. Television can even concretely explain_ abstract concepts; through ani-
mation, for example, the Pythagorean theorem and its uses can be described and
demonstrated. Numerous investigations have shown that educational TV programs
can very effectively educate and inform children as intended.

Entertainment teievision not ouly entertains, but it also educates, even if the edu-
cation is unintended and inzy)progriate. Just because the producers do not mean to
teach their audience of children is no guarantee that the audience is not activel{
absorbing the unintended lessons. After all, for millennia the world’s human cul-
tures have used children’s entertainment to teach children the dominant social be-
haviors, values, and ethics of their time and place. Not surprisingly, children think
they can learn about American society from television: its styles, values, and social
expectations. While most commercial television is harmless entertainment, at its
worst it can teach children unintended lessons of distorted values, violence, dru
and alcohol consumption, and the devaluation of schooling. Children will learn suc
lessons, especially ilP not contradicted by experiences in the ome and school.

The fact that children are eager if uncritical learners from television makes it
clear that television can educate and also entertain in many positive ways. Past
commercial offerings such as “In the News” provided children comprehensible sto-
ries about current events, Many other positive examples from commercial television
can be cited, but on the whole, and especially in recent years, they are rare. The
limits of commercial programming that can entertain but also inform and educate
children have not yet {’)een found or even explored.

At the presen. time there is little burden on commercial broadcasters to justify
the programming they offer to American children. Children can be treated simply



50

as an audience to be sold to advertisers; programming is nothing more than a
means of obtaining that audience. But televisiun can b so much more, a medium of
real educational and social value, enhancing rather inan wasting childhood’s pre-
cious time. it seems a small thing to ask that some part of that 14 hours per week
spetl;t looking at TV be an experience designed to educate and inform as well as en-
tertain.

This subcommittee is considering legislation which provides a step in the direction
of making television viewing an experience of value to children. Providing an upper
limit on advertising and a lower limit on educational and informative programming
would at last KUt snme responsibility on the shoulders of the broadcasters. If that
responsibility had to be shouldered equally in their highly competitive business, I
believe most broadcasters would welcome it. The result, in terms of improved pro-
gramming, could be of true benefit to American children.

Mr. Swirr [presiding]. Zhank you very much.

The next witness 18 Mr. Glenn Wright, who is executive vice
.president and general manager of KIRO Television in Seattle,
Washington, and you are here, Glenn, today representing the Na-
tional Association of Broadcasters. You may proceed.

STATEMENT OF GLENN WRIGHT

Mr. Wrigar. Thank you. '

I am not only representing the National Association of Broad-
casters as a board member but also as chairman of the Children’s
Television Committee for the NAB. I appreciate the opportunity to
appear before you today to discuss the children’s television issues.

For more than a decade, the Congress has considered legislative
proposals concerning children’s television. Firstly, all these bills
concern two basic subjects: advertising in and adjacent to children’s
programs, and a quantitative requirement for children’s program-
ming that all commercial broadcasters will be required to provide.
NAB opposes these legislative initiatives.

In the 1C0th Congress, a bill was fashioned which NAB chose not
to oppose. We made that decision after long hours of negotiation
and careful consideration by NAB members and members of the
subcommittee. It was not a conclusion which was reached in a
mautter of minutes or hours. Regrettably, the bill was met with a
pocket veto, and the debate must now start anew.

Accordingly, let me review for the subcommittee the realities of
the video marketplace which I am sure you will want to take into
account as you carefully and thoughtfully discuss pending legisla-
tive proposals.

The children’s television marketplace is in a constant state of
flux. The popularity of a program today does not guarantee that
same program will be popular tomorrow. Yet, despite higher costs
of production and increased competition, television broadcasters
have provided quality programming to the child audience and will
continue to do so.

The growth of commercial and public broadcast outlets, cable tel-
evision, and VCR's has provided children and their parents with a
large variety of programming options. Broadcasters provide locally
produced programming, network programs, and sfyndicated pro-
grams to meet the needs of the child audience. We find it unfortu-
nate that in the pursuit of higher quality children’s programming
Congress has always focused only on one component of the market-
place, commercial television broadcasting, and avoided regulating
our competitors.

.
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Broadcasters are always deeply concerned about legislation
which attempts to regulate advertising. We trust members of the
subcommittee will recognize the link between advertising revenue
and programming decisions.

In the data that I have submitted along with my prepared state-
ment, there is ample evidence that the general concern about over-
commercialization is not the corimon practice in the broadeast in-
dustry. Furthermore, for several years there has been a great deal
of discussion about so-called program-length commercials. Based
upon the latest ranking of children’s programming, it appears
abundantly clear that these programs have not been very popular
in the marketplace. In short, the child audience has made distinc-
tions between program content and commercial content and, on its
own, has not favored these programs.

Mr. Chairman, please allow us to stress that the NAB is willing
to continue to work with the members of the subcommittee in fash-
ioning legislation. There are many interesting legislative options
for all of us to consider and discuss, including one cosponsored by
Representative Al Swift from my home State of Washington.

I am confident that members of this subcommittee will also wish
to discuss these ditferent legislative options and the realities of the
video marketplace which I have just described with their local
broadcasters to obtain their views. Then we can all reason together
to find the best approach.

Thank you for your time, and I do welcome your questions,

[Testimony resumes on p. 145.]

[The prepared statement and attachments of Mr. Wright follow:]

-
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National Association of

NAI

BROADCASTERS

TBSTIMONY OF GLFNN WRIGHT
EXECUTIVE VICE PRESIDENT/GENERAL MANAGER, KIRO TELEVISION .

Thank you Mr. chairman. My name is Glenn Wright,
Ezecutive Vice President and General Mahager of KIRO-TV in Seattle,
Washington. I am here today representing the National Association
of Broadcasters (NAB)ﬂ I serve on NAB's Television Board and
chair its children's Television Committee. NAB appreciates the
opportunity to appear before you today to discuss children's

television issues. . .

Legislative proposals concerning children's television have
been introduced in every Congress for over 10 years. While the
specific content of these proposals has dittfered, virtually all of
these bills were concerned with two basic subjects: first,
advertising in and adjacent to children's programming, either in
terms of the number of advertising minutes or certain advertising
practices; and second, 3 minimum hourly requirement for children's
educational and informational programming that all commercial
broadcasters were required to provide. NAB strenuously opposed

these b. 1s.

1
The National association of Rroadcasters is a nen-profit

trade association representing over %,100 radio and 970 tel
' avision
stations, including all the major nef@orks. '
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In the 100th Congress, this pattern appeared to be repeating
itself.? When Wally Jorgenson, NAB Joint Béard Chairman, appeared
before this subcommittee approximately one year ago, he reiterated
broadcaster opposition to these bills. However, through a great
deal of hard work on thé part of members of the subcommittee, staff
and broadcast representatives, a bill was fashioned that passed
both Houses cf Congress which broadcasters agreed not to oppose.
It is fair to say that many broadcasters were disappointed by the

Presidentus pocket veto.

Children's television legislation has been a time-consuming
issue for the broadcast industry. NAB hoped that we had finally
been able to put this issue behind us. We looked forward to the
opportunity to work cooperatively with all members of the
Subcommittee in fashioning solutions to other important problems

that face broadcasters.

We have appeared in the House and the Senate to stress the
work done in local communities to provide worthwhile programming
and to urge Congress not to focus on one segment of the video
marketplace at a time when consumers have an exploding choice ox
programming available to them. Children are <vatching less
broadcast television at a time when costs of prouction are

skyrocketing. We have tried to impress upon Congress the fact that

2 H.R. 3966, by Representative Bryant of Texas and H.R. 3z2gs,

by Representative Bruce of Illinois.

2
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the chjldren's programming market is exceptionally volatile --
programming that was popular last year may not reach ;he same
levels this year. However, prior to the adoption of the Rinaldo-
Markey substitute to the original text in H.R. 3966, legislation
failed to reflect the realities of the videc marketplace.

NAB sincerely hopes we now have reached a level of mutual
trust and agreement. To that end, we are ready to discuss
c¢hildren's television proposals and'to work with yoﬁ in fashioning
appropriate legiglation. Our joint efforts in the 100th Congress
should serve as the foundation for working together in the 101st

Congress.

Several new legislative proposals may prove worthy of
examination by the Congress. For instance, Representatives Tauke
and Swift have introduced H. R. 823, which provides a limited anti-
trust .immunity to allow broadcasters to develop standards for
advertising and programming, including children's programming and
advertising. NAB is currently examining unresolved questions about
this bill. However, this approach may warrant further
consideration by the Subcommittee. We are also aware of proposals
on children's television being developed in the Senate, such as
the establishment of an endowment to create a supply of children's
programming that commercial broadcasters can use. The NAB takes

no position on this proposal, at this time.

o—
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I would 1like to raise geveral importunt issues that need to

‘be  fully examined prior‘ to the consideration of children's

television legislation.

The video Marketplace

The 1974 Policy Statement on children's television
released by the FCC recognized that broadcasters have the ability
to provide creative educationai and informational programming for
children’.  Broadcasters have remainsd committed to developing
programs that will serve child audiences, I see no sign that this
commitment is wavering, However, I again want to remind you that
the world of video programming today is far different from that in
1974. I have attached to my testimony a report on the “children's
Video Marketplace" written by Dr. Richard Ducey of the Research

and Planning D_partment of NAB.

As this report shows, one reflection of the changes in the
video marketplace is that while overall viewing among other groups
is up, children are watching less television than they used to.
Children watch televisinn, especiall}. after school, but other
programming outlets, such as cable and VCR's, compete with

broadcasting for children's time and attention.

3 Children's Television Report and Policy Statement, 50
F.C.C. 24, 1974.



O

ERIC

Aruitoxt provided by Eic:

56

The change in children's viewing habits is a function of the

" growth of the broadcast industry and its competitors. In January

1975, there were 953 gstations on the air; at the end o¥ 1987, there
were ‘1,342 stations on the air. This 40 percent growth was most
pronounced among independent commercial stations. Today, 71
percent of all television households receive nine or more stations,
whereas in 1974 only 31 percent received nine or more signals.
Only three percent of today's television households receive less

than five stations.

Cable television also has experienced dramatic growth since
the issuance of the 1974 Policy Statement. Today, approximately
80 percent of all television households can receive cable service
("howmes passed"). Over 50 percent of television households

currently do subscribe to cable.

Perliaps the most explosive growth in the video marketplace
has bheen in the penetration of video cassette recorders (VCRs).
Where there was zero percent penetration in 1974, today over 62
percent of television households have videocassette recorders.
VCRs are even more prevalent in houéeholds with children. VCRs
enable parents to rent, buy or record programming for their
children. Many parents record programs from broadcast stations or

cable services to provide their children with a "library" of

programming. In addition to taping, rentals and purchases of
prerecorded video casgettes continue to grow. By 1990, it is
5
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astimated 52.2 million video cassettes of children's programming

will be shipped to retail outlets. This represents 21 percent of
all prerecorded cassettes in 1990 and is worth approximately $472
million. .

What this discussion makes clear is that the children's
television market is fully competitive, providing both children and
parents with an abundance of choice. The problems faced by
broadcasters in this market are significant. There is a smaller
audience for each children's program broadcast over-the-air. Costs
for the production of these shows are rising rapidly. 1In 1983, the
average cost of a network children's program was $86,000 per
episode. By 1986, that cost had risen to $220,000, an increase of
175 percent in three years. This increase is especially burdensome
because broadcasters recapture costs of operation solely through
the sale of advertising time. The broadcaster is confronted with
the problem of a declining audience share, and therefore, lower
advertising revenue potential, yet higher costs for programming.
The recent INTV study confirms this problen, showing that 39
percent of the stations surveyed reported a reduction in the amount

of children's programming to be aired in the future.?

‘. wprogramming: Betting the Whole Bundle," INTV,
wWashington, b.c., 1987.

Q fi;L
ERIC

Aruitoxt provided by Eic:



O

ERIC

Aruitoxt provided by Eic:

b8

Commercial Broadcasters and children

To demonstrate the work done in 1local communities by
broadcasters in children's television, I have attached a copy of
NAB's "Television Idea Book." While not meant to be the complete
picture of work done by commercial broadcasters, it will provide
the Subcommittee with an lidea of the effort that goes into
children's programming. This booﬁlet contains listings of locally-
produced programming, networ). programming and additional

programming available nationally.

The compilation reflects a wide variety of programming
formats, including the use of games and contests, news features,
group science experiments, story telling and reading. Ih addition
to locally developed shows, network programming also is part of the
children's pr-gramming mix, including CBS's "“Storybreak," NBC's
prime time showing of the children’s classics "Swiss Family
Robinson" and "Peter Pan," and ABC's "Weekend Specials," video
versions of popular children's books. All three of the
commercial networks.provide programming that educates and informs

children.

I also have attached a pamphlet describing NAB!'s Family
Viewing Month, which was held in January 1989. The pamphlet
demonstrates how stations can work with parents in guiding children

to watch television more selectively. It gives -hints to make
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children more perceptive and discriminating viewers., Reaction to
this initial effort is being studied carefully, and we plan to
broaden its scope next year. contacts have been made with the
Governors' Wives Aésociation which has expressed an interest in

being a sponsor.

NAB's Children's Television Committee, which I chair, also
encourages and honors 1local broadcasters for their work 1in
children's programming. I have attached a copy of éur pamphlet on

NAB's Service to children Television Awards.

However, I think it is important thét we avoid the témptation
to "pigeonhole" programming. There-is little question that as part
of our public interest responsibility, broadcasters do provide
programming that is targeted to and written for children. Yet
there is more than just "children's programming." Many programs
viewed on commercial and public stations today, while not
"children's" per se, nevertheless are worthwhile for children to
view. This is programming intended for both children and parents.
For example, NBC provides "Alf," ABC has "Wonder Years" and CBS
shows "Beauty and the Beast." These shows give the child an
appreciation for traditional family values and the worth of the
individual, and examine many of the problems that confront children
and families. One of the most popular shows on television today
is "The cosby Show," which imparts to children and parents these

very themes.
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Furthermore, for years commercial broadcasters have
partiqipated in and deyeloped public service campalgns designed to
reach children. Campaigng on alcohol and drug abuse, the dangers
of smoking, the value of staying in school, and safety at home and
in the community are targeted to children of varying ayes. Often
these campaigns are multi-faceted =-- public service announcements
(PSAs) and locally produced programming ére combined with other
community-sponsored activities that are run during the weekend or
in the schools. This reflects one of the basic values of our
system of broadcasting -~ broadcasters working with others in their
communities to provide programming that local residents will value.
As we have stated before this Subcomniittee and many other forums,
the broadcaster's obligation to serve his local community also

makes good business sense.

Advertising on Children's Programming

Broadcasters are supported solely by the sale of advertising
time. Therefore, limitations on the lawful advertising of legal
products historically have been opposed by the NAB., At a minimum,
those who support such lim’‘tations should be obligated to show
where a significant harm exists. To date, that has not happened
in the discussion of advertising on children's television

programming.

298
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The basic fact is that the advertising of products or services
over«the-air is not harnmiful. Further, current complaints
concerning adveitising in and around children's programming do not
appear to show any harm to the viewers of the program. Absent a
showing of harm, or put another way, a significant governmental
interest, it is unlikely that restrictions on the advertising of

lawful products would withstand court challenge.

Advertising in children's programming was an issue the FCC
addressed in its 1974 Policy sStateme:t. At that time, the FCC
recommended that commercial time be limited to 9.5 minutes per hour
on weekends and 12 minutes per hour on weekdays. The FCC enforced
these guidelines during the license renewal process, in which the
renewal form included a question of the licensee of whether that
licensee had at any time exceeded these guidelines by a certain
amount. In the 1984 Television Deregulation Report and Order of
the FCC, t.ese guidelines were eliminated. The current FCC, on
remand from the U.S. Court of Appeals, D.C. Circuit, is again

reviewing this issue.®

As part of the FCC's review of advertising on children's
programming, NAB has submitted extensive comments on the current
state of the market in both programming and advertising.

Attached is our recent survey on commercialization. I urge the

. Action for Children's Television v. FCC, 821 F. 2d 741
(D.C. cir. 1987)

10

19-684 0 ~ 89 ~ 3



O

62

members of the Subcommittee to review it. We believe it is the
most .complete survey to date on the issue of commerciaiization in

children's programs.

By way of summary, NAB's survey reveals that the average
childrent's program contained slightly more than 8.5 minutes of
cormmercial time on a pef hour basis. Total non-program material
time was just over 13 minutes per hour. Finally, over twé-thirds
of all pirograms have fewer than 10 minutes of commercials per hour
and nearly nine out of 10 programs have fewer than 12 minutes of

commercials on a per hour basis.

These data lead to the conclusion that the marketplace
effectively acts to.regulate against the possibility of over-
commercialization of children's programming. There does not appear
to be a "deluge" of commercials raining down upon the viewers of

children's programming.

Congress has also been interested in the issue of "program
length commercials." For the most part, this concerns programming
purchased from syndicators and not that provided by the three major
networks. Over the past several years many have recognized that
some characters in children's programming also are available in toy
stores. It is not clear in all cases which came first, the show
or the playthings. Nevertheless, concern has buen expressed that

this 1linkage creates over-commercializatipn o7 children's

11
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programming. In fact, critics claim that some shows are aired only
as part of a promotional campaign to push sales  for the toys and

other items associated with the show's characters.

We recognize, as I hope many of you do, that what constitutes
a "program length commercial® is di’ficult to define in regulation
or legislation. Cluarly, overbroad definitions would capture more
than is desirable. However, it once again appears that the
marketplace is acting on its own to regulate. As I stated at the
outset of my testimony, the success or failure of children's
programming is determined by the audience. The recently-released
Nieléen Cassandra DMA Coverage Area Ranking Report for November
1988, revealed that children ages 2«11 are drawn to programming
that is family-oriented or of the standard cartoon type. Clearly,
many of the more popular programs also have marketing licenses as
well, however, none of tne 10 most popular hows are closely
associated with a line of action figures®. You may be interested
to know that two of the vore criticized shows were much lower in
the rankings; "G.I. Joe" was ranked 30th and "Transformers" is now

ranked 34th.

® fThe top ten children's shows are: "Duck Tales," "Fun
House," "Alvin and the Chipmunks," "Faerie Tale Theatre," "Dennis
the Menace," "The Real Ghostbusters," "Funtastic World of Hanna-
Barbara," "The Jetsons," "Woody Woodpecker," "Bugs Bunny."

12
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The children's television marketplace is constantly changing.
Program popularity does‘not last as long as in other programming
areas. Despite higher costs of production and increased
cowpetition, television broadcasters have provided quality
programﬁing to the child audience and will continue to do so. The
growth of broadcast outlets, cable televi;ion and VCRs has provided
children and their parents with a wide variety of programming
options. Broadcasters provide locally produced programming,
network programs and purchase syndicated programs to meet the needs
of the child audience. In advertising, there is a need to
recognize the financial reality that all broadcasters face between
adve}tising revenue and programming decisions. It does not appear
that so called "program length commercials" have met with success
in the marketplace and the most popular children's shows are not
Yprogram length commercials.” In addition, the general concern of
over~commercialization does not appear to be a common practice in

the broadcast industry.

Conclusion

As I discussed earlier, the NAB stands reacy to work with the
members of the Subcommittee in developing legislation which
furthers your interest in improving the guality of programming

‘provided to children and reflects as well the changing marketplace,

Thank you for your attention and I welcome your questions.
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INTRODUCTION

The broadcasters ol this country recognize the spevial obligation they hav ¢ to serve

A
£

the children in their local communities. Television has a capacity to entertain and to
educate w hich exceeds the expectation of even the most seasoned broadeaster: we
are all continually made awsre of new examples ol the extraordinary power ol the medium.

The Chiildren's Television Committee ol the National Association of Broadeasters is
devoted to encouraging broadcasters to present the very best programming possible to
the young people in the audience. The purpose of this publication, by inspiring through
example, is to disseminate useful resources which can make the production of television
programs and service campaigns for children more accessibie to the local station pro-
duver and program director.

The first section of the Idea Book is a compendium of examples of significani children’s
programming produced by the commercial networks, syndicated sources, and many local
television stations. We have included the individual contacts at those stations for readers
who may want to learn more details on program concept and production.

We next turn to a selective bibliography and a listing of Children's Television Awards.
We believe that interesting and useful children's programs should be recognized by the
industry. We call attention particularly to the NAB Service To Children Television Avards
which are spunsored by this Committee.

’-
Also, we provide a summary of KIDSNET — 3 centralized database devoted to children’s r ‘)A
programming. [t's a useful resource for both the programmer and teacher.

Finally, we recognize those broadcasters dedicated to children's issues who make up the
NAB Children's Television Committee and NAB staff involved int this project. Com:  ~mmmm——————
mittee members include: Ray Alexander, General Manager of KRGV-TV: Joanne
Brokaw-Livesey, Director Educational & Community Services, CBS Broadcast Gioup:
Ron Handberg, Vice President and General Manager, WCCO-TV; John Mucha, General
Manager, WBNG-TV; Robert Munoz, President and General Manager KCIK-TV: Jane
Paley, Director Community Relations, Capital Cities/ABC. Inc.; Gary N. Schmeding,
General Manager WSAZ-TV, Rosaiyn Schram, Directer of Commutity Relations, NBC:
Ron Townsend, President and General Manager, WUSA-TV. NAB staff memnters in-
clr-de: Dick Hollands, Senior Vice President, Television Department and Committee
Liaison; April Lee Bliscett, Television Coordinator; Jeanne Cadwallader, Manager Special
Projects.

We hope you will help us io expand the scope and the inforination contained in this hook
for purposes of subsequent editions. Please contact the MAHB Television Department with
any suggestions or additions which you feel would be usetul. Atove ail, please join with
the NAB Children's Television Committee in w rking toward video programming lor
youth which is ever more enlightening, attractive nd inspiring.

M P lhiptt 25T

Glenn C. Wright, Edward O. Fritts
Chairman President. CEQ,
NAB Children's Television Committee National Association ol Broadeasters

January (988
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IDEA BANK

he following are examples of quality children’s television programs and/or com-

I munity outreach projects which serve to enrich and enhance children’s lives, Many

stimulate children's natural creativity and imagination; others offer pro-social or
cultural messages; still others serve to educate and enlighten.

To share your recent children's programming and campaign ideas in the next edition of
the NAB Service To Children’s Idea Book please complete and seitd .15 the form included
at the end of this book,

NETWORKS

The net-works have for years provided schools with teaching guides and viewer guides
detailing television programming of specia! social, cultural and educational significance,
The teacher guides are used in local schools in conjunction with the airing of special pro-
grams, Educators are encouraged to use the guides to help siimulate discussion about
sensitive issues raised in the programs and to help young viewers understand overt and
underlying messages of television programs.

ABC - ABC's long history of providing quality children’s programming incluces such
shows as "ABZ's Weekend Specials,” the original storybook program (produced in con-
junction with the Library of Congress) which features a cat named *'O.G. Readmore"';
and, of courss, ABC's " Afterschool Specials,” now in its 16th season, promotine pro-
social and cultural vglues,

ABC's 1987 fall semson introduced two new chikdren's programs. **Little Clowns of Happy-
town"" is a dramatic comedy cartoon which emphasizes the asic message of maintain.
ing & happy, healthy and positive attitude. The little clowns find the silver lining in every
cloud and deal with siich childhood concerns as fear of the dark, leaming to ride a bicy-
cle, ec. “Animal Crack-Ups*' is a new educational game show which features extraor-
dinary animal footage and poses questions to the audience about the animal and its
b&a?or Children learn about the animal kingdom through a fascinating and whim-
s ormat,

Contact; Squire D. Rushnell 212.887-6691

CBS — CBS’ award-winning *'Schoolbreak” series zeros in on issues of concern to

today’s young people such as cating disorders, family relationships, school pressures, pre- .

judice, etc. “'Storybreak,” a CBS Saturday morning show, presents popular children's
books in Lively animation to encourage children to read. This series closes ench show with
& ''Read More About [t segment which recommends similar or related books to read,

- after stimulating interest with each featured animated story,

Contact: Judy Price 213-852-2302

NBC — Using drama, fantasy, comedy, and adventure, NBC's Family Programs focus
on social issues affarting today’s youth. These productions, often feature popular celebrities
$uch as Don Johnson and Harry Belafonte. The stories focus on anti-drug abuse, world
hunger, missing children, Martin Luther King, Jr., and other provocative subjects.
*Mainstreet,”” NBC's monthiy magazine-format show for young people, deals with issues
such as alcohiol abuse, teenage pregnancy, etc. In a Bicentennial special, Mainstreet focused
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on Constitutional rights. The hour was highlighted by former Chiel Justice Warren Burger
who answered questions posed by the Mainstreet Kids about (he importance of the Con.
stitution to modern society.

Contact: Phyllis Tucker Vinson 818-840-3012

SYNDICATED PACKAGES
FOR KIDS' SAKE

This corporate project created by Group W, enables local stations to develop a broad
range of projects, programs, special events, PSAs, features, and community activities
which focus attention on issues affecting the quality of life for children.

The For Kids' Sake package provides programming support by including ad slicks. col-
lateral mechanivals, on-air promos, and press kits. These accompany every For Kids' Sake
special selected by the participating station.

What is most important, however, about the For Kids' Sake campaign is the number
of locally-produced programs and special activities that are spawned from the syndicated
package. Stations across the nation have used the packay * as a springboard to launch
community outreach projsci: geared to the needs of their local children.

CLASTER TELEVISION PRODUCTIONS

"*Romper Room And Friends'' combines local community children with pre-produced
segments on animals, health, safety, national landimarks, farming, fishing, industries :nd
much more. Original music and puppet segments add to the atmosphere of fun. learn-
ing, and community involvement.

“C.0.P.S." represents an entirely new concept with local community involvement in a
syndicated children's series, Using the theme of a ‘team of C.0.P.S devoted to safety
and law enforcement from the syndicated program, local police officers will be included
in the show to teach youngsters about safety and obeying the law.

Contact: Sally C, Bell, 301-561-5500

CONTRIBUTING TELEVISION STATIONS

Arizona H: wail Loulsiana
KPHO, Phoenix, ato KGMB, Honolulu, 13 WBRZ, Baton Rouge, p4
Callforuia fowa Massachusetts -
KHJ, Los Angelss, o3 WO, Ames, ps WBZ, Boston, s4
KCBA, Salinas, sé Iiinois WLVI, Cambridge, p
KRO, San Francisco, pl3 WLS, Chicago, s WHSH, Framingham, p7
District of Colnbia WFHL, Decatur, p?
WRC, :VICS, Springfield, pt4 thXMiul. ‘Grand Rapids, n13
WCJB, Gainesville, p.t3 WTWO, Terre Haute, 13 Montana »
WTLYV, Jacksonville, p10  Kansas KULR, Billings, p13
Georgla KSAS, Wichita, p9 KPAX, Missoula, p.s
\WTBS, Atlanta, p4 Kentucky Minnesota
WAGT, Augusta, py WPSD, Paduca, pmw4.lS KSTP, Minneapolis, ps
2
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Missouri

KSHB, Kansas City, .3
KYTV, Springfield, at¢
KMOV, St. Louis, ps

North Carolina

WLOS, Asheville, 9
WSOC, Charlotte, a3
WCTI, New Bern, p?

Nebraska

KOLN/KGIN, Lincoln, 3 Ohdo

KMTYV, Omaha, p? WUARB, Cleveland, p9
New Mexico WHIO, Dayton, o7

KOB, Albuquerque, medld  Oklahoma
KGGM, Albuguerque, g3

New York
W. Albany, al4
BNG, Binghamton, sz KPTV, Portland,
WGRZ, Buffalo, sl anch o
WNBC, New York, pi2 Pennsylvania
WNYW, New York, ald  WTAJ, Altoona, alo
WHEC, Rochester, ps
WSTM, Syracuse, a2
WWNY, Svatertown, a9

WRAL, Raleigh, peet9

KOCO, Oklahoma City, »9
Oregon

KATU, Portland, peai214
WJIAC, Johnwown, all

‘WCAU, Philadelphia, p3
WPV, Philadelphia, a1e

South Carolina

WIS, Columbia, pl0
WSPA, Spartanburg, sl
Tennessee

WTVC, Chattanooga, p3
WMC, Meniphis, all
Texas

KPRC, Houston, p4
KRIV, Houston, pmd.i4
KXAS, Fort Worth, a1
Utzh .
KSL, Salt Lake City, pi2
A\

WXEX, Richmond, gss.16
Washington '
KCTS, Seattle, p4
KOMO, Seattle, pasi2 ¢
West Virginia .
WSAZ, Huntington, a2

CURRENT EVENTS AND NEWS (.
KGGM-TV, Albuquerque, NM: “Wrap Around,” uses a “Face the Nation” format
withmmmfwympeopkwhoqtmﬁonmalunonncumtcopic. The program,

which is

taped on location, Lises a young person as panel moderator and (s in-

tended to give kids a chance to meet adults in various professions and to leam about their

concerns and opinions.
Contact; Shirley Roybal 503-243-2285

WTVC, Chatancogs, TN: “Kidsnews'" hosted by area youth, presents interesti g, in-

formative, and sometimes entertaining news

programming fer young peopie (ages 3-14),
anﬁnmmwdrmmwy,MMyw

Saturday and give

mmmmumnnmsaummmwunmmm

topics are

thhkaumﬁmakid’spuspeaive,whu’shap-

wide-ranging.
wﬂmhmsdw&.mmmrwki&(mmfmb&eafaywwmwm
outstanding local .

cost of a school dance), and also special recognition of

young people

mmomomdmmmmy."m"hnmmnmmmm-
mmmammmmmmm.uwummwy
lﬁd\mmbuofmmxhool,mpeophhunmhawlinkoppmmizyfmdhbgm
or friendship with kids except those whom they sce regularty. “Kidsnews"" brings together
ympwpkfmnmmy@iﬂmbgd&aoumhmdsdmls.anemmwhid\bmh

Contact: Marcia Kling, 615-756-5500

WCAU-TV, Philadetphia, PA: Hosed by four children reporters, “Kidside is a special

upbeat seriss which presents kids' points of view on issues and

tories of interest to kids and

3
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young teens, Topics explored during the past year included: kids from Philadelphia’s ant-
graffiti network who paint murals on city buildings to cover up graffiti; a profile of a
young drug addict; Space Camp in Huntsville, Alabama; the Pennsylvania Ballet; Inner
Quest, Inc., an outdoor education organization encouraging self-awareness through in-
volvement in survival weekends; and more. After only its first year. there have been re.
quests for more *‘Kidside" programs. The station plans to at least double its production
of “Kidside" for (988,

Contact: Dan Sitarski, 215-668-5758

WBZ-TV, Boston, MA: “‘Rap-Around" is a forum for the discussion of issues. ideas,
and trends of interest to young people. Students from urben and suburban schools make
murals in advance of each show to highlight the issues to be discussed. Actors do vig-
nettes on pre-arranged topics, and a host leads the studio-based discussion. The program
airs each Saturday at noon.

Contact: Barry Schulman, 617-787-7087

WBRZ.TV, Baton Rouge, LA: “Let's Talk” a locally-produced half-hour show airs
once a month and is tied into the For Kids' Sake campaign. The host interviews local
community specialists, volunteers, and a live studio audience of about 20 kids on a specific
topic of importarce to the community. Topics coversd have included Teenage Pregnan-
cy, Learning to Read and Staying in School, Drug Abuse, %/ olunteer Programs for Youth.
and Choosing a Day Care Center, A committee of community leaders serves as an ad-
visury council for the averall project.

Contact: Barbara Bree Shaab $04-387-2222

WTBS-TV, Atlanta, GA: "'Kids’ Beat,"” which airs Monday through Friday, informs
children of current events and happenings around the world. A "*live” anchor who is
8 - 12 years old uses CNN and other material to present a daily kids' nevs update. All
the stories covered are kid-oriented.

Contact: Marilyn Ringo, 404.827-1717

KPRC-TV, Houston, TX: ““The Kid Show"* is a locally-produced news, information,
and educational program aired twice weekly. Six regular Anchorkids introduce stories,
make announcements, and give comumentaries on current topics. Also, kid reporters go
on lacation to cover stories of interest to othr kids. Many **how to*’ segments introduce
kids to kite making, cooking, fixing bikes, going on location to maks & report, etc. The
main public service thrust is to help kids who can’t heto themselves, The Anchorkids have

in charitable events for Muscular Dystrophy, the Heart Association,

mmmwmmmm.mahummmy

functions. Through the stories co sered, the station ericourages community involvement.
Contact: Patricia J. Taylor, 713.771-4631

KOB-TV, Albuquerque, NM: In conjuniction with its For Kids’ Sake campaign. this
station produces a special series of 30-second spots on key children's i ssues such as reading,
Children’s Hospdial Week, and summer fun. News broadcast, include features on
children's issues and on children themselves. A monthly mailiug to 3,000 local child
advocates keeps the community informed about the stations stivities and upcoming

4
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For Kids' Sake spevials. Through spevial promotions, the station also supports community
projects such as a summer camp for children with cancer.

Contact Paula Vaes, 505-243-4411

KOLN/KGIN-TV, Lincoln, NE: “Kids Can Do* is a special news feature with 2
to 3 minute segments highlighting the special achirvements of Mebraska's young peo-
ple; it airs every Wednesday evening on the 6ibu, .n. hiews.

Contact: Robert Flinn 402-467-4321

KRIV-TV, Houston, TX: *Kids' Break!”' is a regularly broadcast series ot 60-second
community calendars featuring a ““spokeskid"* who informs viewers of 4 to 6 events og-
curring in the greater Houston area each weekend. Two versions are produced weekly:
one highlights weekend activities and the other features upcoming week events. A city-
wide open audition for this on-camera position creatively promotes the station.

Contact: Aprille Meek, 713-626-2610

WHECTYV., Rochester, NY: “Kids’ Break"* and “Kids’ Calenidar” are weekly vignettes
produced by chis station. “Kids’ Break"* provides current events and news of interest to
children and airs Saturday and Sunday morniings. “Kids’ Calendar'" airs Friday at noon
and provides parents with information about local family activities.

Contact: Terry A. Fauth, 716-546-5670

KSTP-TV, Minneapolis, MN: “Incredible Kids.” a 90 second weekly news feature
highlights youth who do outstanding work or have extraordinary talent. A different
youngster is profiled each week, and all story ideas are suggested by viewers.

Contact: Kari Eklund 612-642-4442

WXEX-TV, Richmond, VA: "Just For Kids" is a weekly scgment of WXEX's
newscast which provides children in the market a vehicle through which to express
themsetves. Local children-turned-reporters explore topics interesting to their age group.

Contact: J. Sandhi Kozsuch, 804-320-320i

KMOV-TV, St. Louis, MO: **D.B.’s Delight,** which airs Saturday morniugs, is a
game show for sixth graders during which the kids compete to answer “Toss-Up"* ques.
tions. The show has generated a high level of interest among local schools.

Contact: Jim Rothschild, 314-621-4444

WPSD.TV, Paduca, KY: This station airs a special, weekly $ o’clock news segment
in which a reporter provides an answer to a current events question that has been selected
fron. among those sent in by focal students, Students whose questions are chosen are
notified in advance so that they can watch the reply. The kids are thrilled to ses their
names o television and the segment helps to build their rapport with newspeog ..

Contact: Cathy Crecelius, 502-442-8214

WSOC.TV, Charlotte, NC: **The Great Intergalactic Scientific Game Show™ is de-
signed to intreduce children in grades 3 - 9 to basic scientific concepts. The show is eniceed
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by Kevin *KC The Whiz Kid'* Campbell and Quarksie Quasar, a 3-1/2 oot tall robot
who is never at a loss tor words when it comes to scientific Facts. Taped at the Discosery
Ptace Museum in Chariotte. local students are chosen from the audience to participate
on two teams. The teams take part in experiments. scientific trivia. and mystery objevt
guessing to obtain points for their team. The team with the most points wins. Each show
focuses on a particular scientific topic. e.g., air pressure or stativ electricity.

Contact: Karen Peckham, 704-3354816

SAFETY AND DRUG AND ALCOHOL ABUSE

WLVLTYV, Cambridge. MA: “Kid Tips" is a communhy service campaign designed
to teach children, in a non-threatening manner, safety and care of themselves when their
parents are not around. A series of PSAs have been produced which talk kid-10-kid abowt
such issues as being home alone, taking snoney from strangers, and “*buddying up'* when
going places. Community response has been very positive.

Contact: Vicky Gregorian, 617-265-5656

WLS-TV, Chicago, IL: A number of programs have been produced which aie dasigned
to educate and inform the audience about issues related (o safety and the prevention of
drug abuse. “*Say No To Drugs,”’ with Oprah Winfrey and guests, and “'Say No To Drugs
Parade," with Kirk Cameron, combined, accounted for three hours of anti-drug pro-
gramming. Two half-hour safety programs for children under ten also were produced.
‘‘Be A Safe Kid'* used Care Bears to focus on safety and strangers, and "Be ©  1fe Kid
at Home'' emphasized accident prevention and featured Pound Puppies

Contact: Charlotte J. Koppe, 312.750-7277

KCBA-TV, Satinas, CA: To counter the drift into drug use by younger viewers during
the summer months, this station produced ten-second 1.D.s featuring children from various
ethnic groups who *‘Ssy No To Drugs.” 1.D.s air throughout the entire schedule. and
will probably be repeated next year with an emphasis on the summer vacation mfon'

Contact: Bill Kline, 408-422-3500

LEARNING AND EDUCATION

KCTS-TV, Seattle, WA: *“The Big A" is a special series designed to delight and in-
struct children (grades | - 3)in the skillful and imaginative process of looking at, talking
about and creating art. The series, hosted by Don Arioli, a personable cartoonist and
humorist, leads five young children ii: an exploration of art history, criticism. produc.
tion and aesthetics. Throughout the series. Arioli and his companions venture head-long
into the world of art, working on projects in his colorful studio, visiting museums and
galleries, and meeting artists such as painter Jacob Lawrence, children's author and book
illustrator Margot Zemach. and glass artist Daje Chihuly. Twenty-one artists are featured
in tiwe series. This program has attracted widespread recognition and support, and has
received a number of prestigious national and local awards, including a local Emmy Tor
instructional programming.

Contact: Jane Sheridan, 206-443-6709

6
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WHIO-TV. Dayton. OH: Seer, four tin.s annually, **3 By 3" provides a forum tor
voung people (ages 11 - 14) to question: guest: on a tull range ot educational topics. Two
topics are featured on each show where studio guests are questioned from an audience
of 50 children. In between (he two segments, a short field-produced feature entitled “*Kid
Stuff™ is run, which highlights local places and activities of interest to local youth.

Contact: John E. Clark, 513-259-2111

KMTV . Omaha, NE: **Jean’s Storytime"* is a regularly broadcast program since (957
which entertains and teaches children valuable lessons about responsibility and caring
for others. Each week children are asked to send In their own drawings which are used
to illustrate a story with a moral message. As many as 1,000 drawings are received dur-
ing one week. This program airs from September through May. -

During the summer months KMTYV also presents **Playground Chamoions'" for local
children. Area kids compete in various athletic contests such as limbo, swimming and
diving, boxing, hockey, etc., at city parks. The finalists appear on television to deter-
mine winners in each event.

Contact: Don Browers, 402-592-3333

WRAL-TV, Raleigh, NC: “Sparks” provides incentive for kids to read and encourages
initiative and confidence. The young characters of the show resolve conflicts through
research and action. Local educators, writers, actors and school children develop a half-
hour Saturday morning program which addresses concerns and interests of the young
peopie in the community. With the help of a time machine hidden in the back room of
their grandfather’s fix-it shop, Tory, Zach, and their friends gain perspective on some
of the problems of growing up.

[n connection with the show, WRAL also has developed *Sparks-in-The-School Pro-
gram" which involves elementary school classes in researching historical figures of in-
terests. The research and students’ own experiences combine to format a storyline for
“Sparks.”

Contact: Peter Anlyan, 919-821-8750

WCTLTV, New Bern, NC: “Telestory” is a show that features Miss Ellenoir, a
character created by the librarian from the local public libra.y. Each Saturday, Miss
Ellcﬂoir reads stories to a group of children and encourages them to read and to visit
the library.

Contac:* Tammy L. Green, 91¢-637:2111

WHSH'TV. Framingham, MA: “Carrascolendas’* is a special program targeted at
children ages 3 to 8 years. It instructs children in Spanish and English to help contribute
to bilingual-understanding and developinent and features aspects of two different cultares.

Contact: Michele Bazzell, 617-879-6566

WFHL.TV, Decatur, IL: This full-time religious station produces “'Get on Board*
a program on Bible teachings for children. This program airs eight and a half hours weekly
and features a hoscess with kids in the studio and stories, puppets, special guests. and songs.

Contact: Mark Siegal, 217-428-2323
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WOLTY, Ames. 1A: “The House With The Magic Window"* is a weekly program
which has been on air since 1951. Geared to the younger child (aged 2 - 6), this is an in-
tormation and craf'ts program designed to help stimulare learning and vreativity in the
pre-schooler.

Contact: Janis Marvin, 515-294-1413

KHJ-TV, Los Angeles, CA: **The Froozles,'" an award-winning children's series, is
designed to instill values and basic education in an entertaining stvle. The series is atten-
tive to the creative learning process and employs unique special effects for visual appeal.
The program teaches children to solve problems in nonviolent ways and makes them teel
good about themselves. They learn that in the Land of Frooze people become much hap-
pier when they are kind to others. An assortment of human characters played by an ac-
tress and an actor are joined by a cast of marionettes and puppets representing a s ariety
of ethnic backgrounds. One puppet is handicapped.

Contact: Walt Baker 213-467-5459

WRC-TV, washington, DC: *3 Stories Tall," a program designed to presere and
promote oral traditional storytelling, airs twice weekly, Each week, a guest joins the host
for a half-hour of lively story-telling with themes from all over the world. Produced without
special effects, background music, or sound effects, the drama of the show is created
by the interaction between the storytellers and the children in the audience.

Contact: Julie Warmington 202-885-4484

VARIETY AND MAGAZINE FORMAT PROGRAMS

KPTV, Portland, OR: **The Ramblin’ Rod Show" is a regularly broadcast show on the
air since 1960. The program features carefully selected cartoons and 40 local area kids. 10
of whom celebrate their birthdays on the show. Ramblin’ Rod, the show host, is extremely
popular and is in constant demand for different community functions. The show also senes
as a showcase for touring Disney Animals and local businesses’ mascots. Approximately
five shows a month are shot on-location, and reservations taken three months in advance
are usually filled within 3 days from the announced date!

A For Kids’ Sake station, KPTV also makes VHS tapes of For Kids' Sake specials available
1o local schools and other organizations for use in their own programs,

Contact: Gene Brendler, 503-222-9921

KOMO-TV, seantle, WA: Award-winning *‘Boomerang™ has been lauded by critics,
parents, educators, day-care providers, ard others for helping preschool children deal with
the everyday problems and challenges of growing up. The *‘Boomerang” cast consists ol
well-known vocalist/actress Mami Nixon and several talented puppeteers. Each program
has a central theme, such as being a good friend, confronting your fears, controlling your
temper, etc. Throughout the program, Mami and the puppets talk, sing songs. and read
stories which reinforce the day's theme. Games are sometimes played (o teach younusters
simple concepts. “*‘Boomerang” has gamered 30 Emmys for excellence in individuai and
program achievernent.

Contact: Barbara Groce, 2064434137

WSAZ.TYV, Huntington, WV: **Mr. Cartoon," on air for over 35 yeur . is a lise. hour-
long program featuring cartoons such as Bugs Bunny and Popeye. Mr. Cat*oon plays host

8
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to torty children on ¢ach show, 1 sterspersing cartoons with games and interviews with ii
Kids. There iy a six- to eight-mo «h waiting list tor reservations for the show,

Contact: Mickev Curry. 304-697 941

WWNY-TV. watertown, NY: T : **Danny Burgess" program mises cartoons with
audience participation. Youngsters in the audience are questioned by the host about current
events in their lives and their interests. The aim is to stimulate the children's thinking
without being blatantly educational.

Contact: Danny Burgess, 315-788-3800

WLOS-TV, Asheville, NC: “Mr. Bill's Friends" is a 45-minute daily show, which
airs from 6:00 a.m. - 6:45 a.m., for preschool and grade school children. It is family-
oriented and aimed at children getting ready to go to day-care and to schooi. [zatured
on "“Mr. Bill's Friends" are interviews with special guests trom area schools. news headlines
of local interest, school lunch menus, local festivals and carnivals, time signals, and health
and nutrition features. These segments are interspersed with classic cartoons. Now in its
28th year, M. Bill has become a household word in the Asheville community.

Contact: Bill Norwood, 704-255-0013

WUAB-TV, Cleveland, OH: "*Baraby" is a special friend to the younger children
(ages 2 10 6) of the Cleveland area. Barnaby has been po.trayed by the same man tor
30 years. The show uses two cartoons per day (one Casper and one Tom & Jerry), but
the emphasis is on Barnaby who invites guests to the show to teack children about dif-

ferent occupations, lifestyles and everyday tips. Guests include dentists, doctors, zoo- ('

keepers, policemen, firemen, musicians, librarians. etc. Barnaby closes the show every-

day with “If anybody calls, tell them Barnaby said hello. And tell them I think you are
the nicest person in the whole world. Just you."” Cleveland is now into its second generation
ol Barnaby friends.

Contact: Ron St. Charles, 216-845-6043

KOCO-TV, okahoma City, OK: On the air since 1959, "*Ho Ho's Showplace® is
a weekly variety show that entertains, instructs, informs. and, in keeping with station
philosophy. involves station personnel in community projects. Ho Ho The Clown
volunteers s help in special events such as holiday parties, awareness campaigns. and
fund-raisin, activities for medical research. The show is now reaching its second genera-
tion of viewers; the show’s positive inﬂu_encr is far-reaching and wide-ranging.

Contact: Ed Birchall, 405-478-3000

KSAS-TV, Wichita. KS: “Major Astro," a cartoon show, airs from 2:30 to $:00 p.m.
Monday through Friday. The host, an astronaut-type figure. offers safety tips and uses
cut«ins during and between cartoons to promote contests for kids sponsored by the sta.
tion. Memb-ership in the show's club for kids, “*Space Patrol 24" currently numbers 13,000,

Contact: Harlan Reams, 316-942-2424
WAGT-TV, Augusta, GA: “Dixie's Magic Club" is a half-hour seekly program which
taps into children’s natural curiosity about magic. The show is hosted by a local magi-

cian who explains the art of magic to the audience made up of kids. He ends the show
-with safety tips for the children.

Contact: Lee Shetidan, 404-826-0026
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WTLV-TYV, jacksonville, FL: Children and their parents ace brought into the sta-
tion to tape **Skipper Ed," a one-hour Saturday show teaturing kids, cartoons, and special
guests. A representative from the Humane Soclety brings in a puppy or a kitter each
week tor the kids to hold and pet while pet care is discussed. Also, there is a write-in contest
tor the benelit of kids at home in the television audience.

Contact: Debra Frazier Quintero, 904-354-1212

KPHO-TYV, Phoenix, AZ: **Wallace & Ladmo,"" a locally produced and hosted car-
toon program, has been the dominant children's program in the Phoenix macket for orer
thirty years. This one-hour, Monday through Friday, morning show has a lix ¢ audience.
contests, and hosts who provide sketches between cartoons. The Hosts are well known
in the community and much sought after for public appearances.

Contact: Greg Brannan, 602-264-1000

WPVILTY, Philadelphia, PA: “*Captain Noah And His Magical Ack," now in its 20th
year, is a weekly adventure program (for ages 3 - 9) of discovery aboard a colortul ark
with a fanciful crew of puppet animals, Aided by his crew. Captain Noah exploie: - e
wonders of the universe and relates them to the experiences of children growing up and
learning to live harmoniously together. The program makes regular use of animals from
the Philadelphia Zoo, local museums and science centers, ethnic and cultural societies,
inventive children and creative craftspersons, Over the years, hundreds of thousands of
children have shared in how-to-make-it projects, drawing features. tales of American
Folklore and Bible Stories. The needs of special and retarded children have been show-
cased; poor chikiren aided, Adopt-A-Pet has led to the placernent of almost a half-million
SPCA shelter animals.

Contact: Charles Brasiley, 215-378-9700

WIS-TV, Columbia, SC: **Knozitland,” entering its 25th vear, amuses. informs.
educatss, and encourages children aged 3 - 12 every weekend on Saturday and Sunday
mornings. [ts format consists of a mixture of cartoons, studio guests and an interchange
between the host, Mr. Knozit, and groups of children. The show is taken on the road
for remote broadeasts from Carowinds. Riverbanks Zoo, YMCA Summer Camp, and
the State Fair. With two decades of sucoess to support it, it’s no wonder the show is booked
with groups for a year in advance. * *

Contact: Diane Bagweil, 803-799-1010

WPVL-TV, Philadelphia, PA: “This Is It"* isa monthly program designed to reflect
the interests of pre- and early-teenagers, to inspire pride in their accompiishments and
to suoport them with meaningful role models. Four fast-paced segments feature: (1) role
models with a message for young people, (2) teenagers in exciting and-unusual activities.
(3)a fast, fun piece on some championship or recreational event geared to young people’s
interests, and (4) the number one music video at the top of the charts. ** This Is It™ is
taped primarily on location throughout the Philadelphia area and has received the Leis
and Keystone Awards.

Contact: Charles Bradley, 215-878-9700 _
WTAUJ-TV, Alioona. PA: “Lickety Split"* is just one of many shows w hich continues

to establish WTAJ's longstanding reputation for production of local children’s programe
ming. These quarterly specials deal in-depth with topics of interest to children. The program

10
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¢mphasizes places and people of the Altoona area, but also incorporates features from
other vities. such as Sea World. Lickety Split is hosted by members of WTAJ's **Action
News For Kids™ Action Kids and vover a variety of themes such as learning to ski, weather
forevasting, voal mining, community theatre, making music, holiday specials, flying, etc.

""Action News For Kids, " now in its 12th year, provides coverage ol local events by kid
correspondents and is anchored by kids. This show also has segments such as book reviews,
school calendars, sports reports, etc. Good relations with area schools are maintained
through package reports concerning various local school districts and through periodic
auditions for new Acuon Kids.

Contact: Doug Parker, 814-944-2031

WJAC-TV, Johnstown. PA: The station uses 2 local schoo! to help produce **Young
Universe," a program for kids. ** Young Universe' contains stories about children from
around the world and is distributed via sateilize nationally. ‘The school. uses its own pro-
duction facility to shoot local wraps about each story and edits them into the show. Par-
ticipating students learn about television production, and the local school is promoted
nationwide.

Contact: Todd Galloway 814-255-7600

WSPA-TV, spartanburg, SC: “Kicsizzle” is a Saturday morning program which in-
troduces children (aged 7 - 12) to exciting and different places. It allows kids to see how
other children spend their free time and are involved in different and unusual activities.
Presented in a fast-paced, magazine format with two kid hosts, the show is shot entirely
on-location. Past programs have included an airline pilot training center, an eyeglass
factory, a hydro-electric generating plant, and a behind-the-scenes show at the Miss South
Carolina Pageant, “Kidsizzle’ has won several awards and is endorsed by the South
Carolina Educational Association.

Contact: Jimmy Sanders, 803-576-7777

WMC-TV, Memphis, TN: *Magicland" is a half-hour weekly program targeted to
children ages (6- 12) to entertain, inform znd satisfy cheir natural curiosity. Magic tricks
and illusions ase performed by a profession.l magician before a studio audience of children
and their parents. In addition, segments of Youag Universe, brief reports on subjects
and events of interest to young people by young people are interspersed throughout the
program. The show's longevity speaks [or itself ~ it's been on the air since 1966 — and
is the longest-running, regularly scheduled television magic show in the world. [t's even
had the same sponsor since the beginning!

Twice daily, WMC also runs **Walrus Tales," a series of fun and instructional two-minute
segments about natural history, animals, little-known facts, and various topics of interest.

Contact: Philip Slavick, 901-726-0555

KXAS-TV, Fort Worth, TX: **The Children's Hour"* gives interesting and impor-
tant information while also entertaininy children and their famities, A child co-host, selected
weekly. by drawing, introduces appearances by local 200 officials with animals, and local
museum representatives with artifacts. The co-host also reads the Sunday comics and
cazh sho»lv includes a 3-5 minute interview on a public service issue of intercst to children
and families.

Contact: Bill Kelley, 817-429-1550

l
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KSL-TV. salt Lake City, UT: As part of its campaign “*Because Kids \latter,” NSL
produced a special series called “*Nids" Hometown Heroes.* Highlighted in the series are
seven children in the community who deserve merit and praise tor their accomplishments.
The purpose of the show is to profile each of the children and to recognize all kids in
the community who, each in their own way, could be considered one of Salt Lake City's
*hometown heroes." One is an infant who has been tighting for her lite since birth.

Cpntact: Margaret Smoot, 801-575-5555

KOMO-TYV, Seattle. WA: “Front Runners" is a weekly broadvast show which pro-
files young people who tell ‘anique inspirational stories about living up to their potential.
Each week. three "Front Runners'* are highlighted in this action program that spevializes
in high production values, music, creative use of video-and natural sound. From bee
keepers to ballet dancers, *'i*ront Runners'* focuses on young people who are living out
their dreams to the fullest -~ those who are living proof that the impossible just takes
a little longer.

Contact: Barbara Groce, 206-443-4137

KATU-TYV. Portland, OK: KATU demonstrates its commitment to quality children’s
television programming with its award-winning **Popcom." This show, created especially
for children ages 6 1o 12, is hosted by kid reporters and encourages kid involvement. Week-
ly segments include on-location stories, science features, storytelling. safety tips, local
school salutes. and much mare, A recent Popcorn special encouraged children to look
at the hero inside themselves, and ciot to others. Themes of personal ¢ffort and sclf-
:;surance permeated the program. Popcorn gives kids the chance to **do anything they
0 the best."

Contact: Joella Werlin, $03-231.4247

WNBC.TV, New York, MY: “Kids Just Kids* is a special program series designed
\0 entertain and educate young viewers ages 6-12. This public affairs magazine format
show is hosted by three kids chosen from local public schools in the New York tri-state
area. Covering a myriad of «opics, a typical show might have a segment on skatcboards
and skateboard safety, anothet on the popularity of certalin movies or toys, and another
might include an interview with young celebrities, such as the star of **Karaie Kid'* and
a visit 12 a karate school for kids.

Contact: Lucia Suarez, 202-66¢-2195

WBNG-TV. Binghamton. NY: For over a dozen years, WBNG has presented a weehly
show dsigned like **Plvi Magazine.** It features local kid repotters whocover community
wvents, movie reviews, bzhind-the-scenes stories, ete. Children learn about the working
world through segments that lcok insiie a lumber mill or farm, for instance. The sta-
tion alio produsced speciuls every year featuring the Chikdren's Symphony, sparking musical
intenust and inspirasion in area ctildren. Another special, **Odyssey of the Mind" ir s olyed
a creative problem solving competition for children.

Contact: Mark Prutisto, 607-723-7311

WSTML.TV, Syracuse, NY: This For Kids' Sake station has selected a group of kids
that do news fearures about young neople. Regular programming includes **Saturday
Showboat'" on the air for over twenty years. **Showboat's' cast includes a Magicign,
Crafy Lady, Pirate, and Skunk. who entertain and educate a live audience of children.
Guests come from a variety ol places such as 2003, farms. and tields of science. The
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audience is booked over 1 vear in advance. **STM Club," airs Monday through Friday,
and features a cast that panticipate in a soap-opera.like story shown in two-minute segments
wrapped around cartoons. The characters make many public appearances on behall of
community campaigns. Membership in the club numbers 100,000.

Contact: Charles S. Bivins, 315-474-5148

KSHB-TV. kansas © ity, MO: This station produces 60-second spots based on letter:
received from kids. Each spot features three children with video reproductions of their
letters and their school pictures. Station personnel do the voice-overs, keeping produc-
tion costs very reasonable. The series, catled “*Talkin® Kid's Stuff,"* has generated a large
following; the station receives 25 to 35 letters a week. The children who write usually
sudre their thoughts related to safety, tell about fun things to do in a:' around Kansas
City, or tell about neat ideas they hear a school, Spots are aired Monday .. ough Saturday
in conjunction with children's shows.

Contact: Peter D. Brake, 816-753-4141

WXMI-TV, crand Rapids, MI: “*Kids Stuff Kids Show"" is a brand-new show to
the Grand Rapids children which highlights kids' activities in Western Michigan. The
show includes a live audi.nce of approximately 30 area children and features taped
segments on local kids and community events for children. The program also contains
games, kids performances, mailbag, and a kids news segment, .

Contact: Dick Stawicki, 616-364-8722

KGMB-TV, Honolulu, Hi: This station produces two shows that emphasize achicve.
ment and the positive attributes of kids. **Hawaii's Superkids' profiles young people
wio excef in sports, music, community service, scholastics, and new careers. Prime-time
"*State Spelling Bee’' features fifteen finalists from various schools who compete for a
chance to fly to Washington, D.C., to compete in the Mational Spelling Bee. Parental
response (o bath shows is overwhelmingly positive,

Contact: Phil Artone, 808.944.5206

KRON-TV, San Francisco, CA: A weekly magazine series for pre-teens and teenagers,
**Home Turf." is hosted by a popular actress whao is also a rapper and musician. Features
include entertainment, such as the latest bands and dances, as well as issuc-oriented
segments focusing on problems such as gang violence and teen pregnancy.

Contact: Chyistina Metcalfe, 415-561-8644

SEASONAL AND OCCASIONAL PROGRAMMING

WTWO.TV, Terre Haute, IN: A November/December community campaign re-
questing the donation of toys for children in hospitals has been in operation since 1980.
Toy dcnations are also requested from suppliers. Both toys. and money in pu.chase toys
for olcer children, are distributed te various area hospitals throughout the year.

Contact: Phyllis Martindale 1.812-696-2i21

WCIB-TY, Gainesvil'e, i-* Airs two live Christmas/Holiday parades originating ir
Gairiesville and Alachuas High Springs so that ail members of the comitunity, including
children, can see them even if they can't be there in person.

Contact: Karen Woolfstead, 904-377.2020
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WICS-TV, Springfield. IL: “For Kids Only" is designed to showcase activ ities of grade
school studer ts and includes participation by parents. Tte show precedes and is schedulel
on the same dav 1s NBC's "*Special Treat.’* Programs ar: thematic. i.e. returaing to school.
Halloween fun and safety, how to make Christmas cards and decorations, ote. Last vear
the station held talent auditions in the Local Theat:r Guild and desvoted two hall-hour
programs to the **Top Talent,'* as selected by a panel of independent judyes,

Contact: Gasy E. Spears 217-753-5620

COMMUNITY CAMPAIGNS AND PROGRAMS

KRIV.TV, Houston, TX: A For Kids' Sake station, uses their Kids Break!" 60 second
community calenders as a catalyst 10 becomne heavily involved in community activities. The
station’s anchors hold **story hours’’ at local libraries, sponsored the Houston Interational
Festival Children’s Stage, the Zoo Run (to help support the Houston Zoo) and Career Day
for area junior and senior high scl.ool students.

Contact: Aprille Meek, 713-626-261C

KATU-TV, Portland, OR: KATU co-sponsors a local campaign called **Tom MeCall
GREAT KIDS Community Service Awards."’ This campaign, in its eighth season, has two
pasts — production of GREAT KIDS PSAs with Portland area schools and the Tom MeCall
Awards for Community Service. In what has now become a Portland tradition, KATU airy
an annual special **Two at Four”’ show which features kids and the adults they admire. The
show salutes young people for outstanding community achievements, as well as individuals
and groups wh.~ have contributed to the growth and enrichment of’ the Portland area.

Contact; Joella Werlin, 503-231.4247

WNYT-TV, Albany, NY: Supplements For Kids' Sake shows and materials with spevial
projects include “Best of the Class'’ honoring high + “woo! graduates: **Know Your World,"
an in-school program on news; and ““Dial-A-Teacher” for help with homework. The emphasis
is on raiting community awareness of the needs and coticerns of children.

Contact: Noelle Wall 518-4364791

WINYW- TV, New York, NY: A number of tocal programnming projects and cordmunity
evertis supplement the For Kids' Sake campaign. **Kidsbreaks' includes coverage of news
talent on location at their first summer jobs and special coverage of current events. such
as a show featuring students discussing the negative side of dropping out of school. A loval
special "' The Playing Fields of Life,” focused on top athletes talking about their relation-
ships with their kids. Community events have included a For Kids' Sake Central Park vone
cert ferturing Dustin Hoffman and Ossie Davis performing **Peter and+the Woif."

Contact: Paul Noble 212-535-1000

KOB-TV, Aibuquergae, NM: tn support of National Adoption Week. the station hosts
a pacty to introduce prospective parents to adopable children. A news series that weeh o
plores the process pazents go through to complete an adoption,

A sperial half-hour program for latchkey children, *'Kids with Keys,™ was produced and
aired during the regiilar school day. The program provided guidance to children about what
t6 do when they are alone because their parents are at work. Qver 200,000 parnphikts covenny
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the information presented in the program were distributed (o children in the New Mex-
icn school sysiein,

Contact Paula Maes, 508-243-9411

W GRZ-TV, Buffalo, NY: Utilizing news programs, public affairs programming, and
promotion spots, this station has created a year-round campaign focusing on the mon-
thly issues addressed by For Kids' Sake. The station airs prime-time specials, news series,
news specials, P5As, and sponsors community events, A Community Advisory and Spon-
sor Council provide input on topics and assist in setting up and staffing hot-lines which
operate during the For Kids' Sane television specials. Hot-lines receive between 80 and
123 calis during the first hour of a special, and the station receives a great deal of mail
from viewers who wish to comment on programs or receive additional information. -

Contact: April Conlon, 716.856-1414

KULR-TV, Biltings, MT: In 1984, KULR and the local Girls Club undertook a com-
munity service project known as Phone Friend, an after-school telephoite warm-line for
children. After the first year, the Girls Club was unable to continue the project. KULR
felt it to be an important and vital service to the children of Billings and now is the sole
sponsor. Volunteers man the phonus and respond to chitdren's calls, The kids generally
just want someone (o talk to about their feclings or activities occurring in their lives.
Phonefriend receives approximately one to four emergency calls a month and responds
quickly and appropriately.

Contact: Margo Aldrich, 406-656-8000

KPAX-TV, Missoula, MT: Kickea off the For Kids' Sake campaign this spring and
has incorporated a wide variety of local programminy specials and communitv ~reach
activities. The staticn has a For Kids' Sake Advisory CouncilandaDrugP - Coun-
cil made up of students. A number of PSAs featuring t>¢ens talking abov.. ., 'and ac-
tivities and containing anti-drug use messages have been produced and ajred. A ,outh
talent audition drew over 150 participants and the winnet are featured in campaign pro-
gramming as annourcers. In a joint project with the Ponderosa Council of Camp Fire,
special messages about child safety have been produced and directed to parents and kids.
A special public forum on child abuse jointy sponsored with Parents Anonymous was
held at the Missoula Public Library, and the station is sponsoring a Missoula Children's
Theater production of **The Peace Child."

Contact: Jacqueline Schommer, 406-543-7106

WPSD-TV, Paduca, KY: In their *Books Make a Difference,” campaign. WPSD
$ponsors story hours at the library each summer. In addition to refreshments, the sta-
tion also provides poster/viewer guides, prizes for summer readers, and books for the
children's permanent collection. Nationally and locally produced PSAs encourage chikdren
to participate, and news personalities make guest appearances at each story hour. This
year, over 300 children and adults participated in a **Book Swap** special event. and the
number of library visits made Yy chikdren and adults increased 100,

A second community service campaign, *‘The WPSD-TV6 News Game," is designed
like "' Trivial Pursuit" to stimulate student interest in current events. In cooperation wih
Summit Press, the station publishes a weekly 32-question current events quiz sheet, The
quiz sheet is distributed to 260 schools in the community. Studenits are encouraged Lo
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watch the news or read the newspaper in order to learn the answers, Many teachers give
students extra credit for completing the *News Game:" others use it as a fun class activi-
ty. Certificates are given to outstanding ‘News Game' participants cach semester. Many
students and teachers have written letters of thanks to the station for prosiding this servive.

Contact: Cathy Crecelius, 502-442.8214

KYTV-TV, Springiield. MO: This For Kids' Sake station has developed a number
of local projects in support of the campaign. {n December, a special campaign called
the **30 Children" includes 30-second station PSAs and features children trom The
Springfield Children's Home. The children, many of whom are victims of child abuse
or come from bro¥en homes, are profiled and asked what they would like for Christmas.
Requests range from a pair of shoes to bruces for teeth. The station reports that local
viewers have been very generous and that somehow every child's request is filled each year.

In another project, **Storybreak," major on-air personalities appear at one of four libraries
in the Springfiekd area to spend an hour reading stories and talking with children. Short
films are often shown as well, and the children have a chance to question the anchors
about themselves and their jobs. PSAs and follow-up news stories are used to promote
the projec'.

Each fall, the station sponsors a “*Kinetic Kontraption Race'’ in conjunction with Coors
with proceeds going to the Area VI Special Olympics. A Kinetic Kontraption is a
homemade, outrageous, people-powered vehicle designed to move on land and in water.
Each year over 2,000 fans, TV reporters, and newspaper reporters have flocked to a loval
lake to see this racing event.

Other projects include a child reporter who reports on upcoming events for kids each
week, and community events supported by For Kids' Sake sponsors, such as an Old
Fashion Carnival, a Coats for Kids project and a Christmas party for needy vhildren.

Contact: Natalie Murphy, 417-866-2766

KOMO-TV, Seattle, 'VA; KOMO, a For Kids' Sake station, ;upplements syndicated
specials with local outreach projects. The KOMO KidsFair held annually features five
stages of continuous entertalnment and over 30 information booths and exhibits. The
booths provide iformation on everything from bicycle safety to adopting a pet. Hands-on
activities include an on-camera " KidNe vs'* presentation and basketball clinic conducted
by college coaches. In ti..ec years, KidsFair has grown in attendance from 10,000 fairgoers
in 1985 to over 20,000 in 1987. It is the largest one-day children's ¢ -ent in the state of
Washington. All events and activities at KidsFair are free to fairge rs.

Contact: Barbara Groce, 206-443.4137

WXEX-TV, Richmond, VA: in conjunction with the Arts Council of Richmund,
WXEX sponsored the Richmond Childrens' Festival which attracted over 100,000
attendees last year, The purpose of the event was to expose area children to the arts and
different ways they can participate in them. Kids met artists and had a chance to try thair
own talents on stage, many for the first time.

Contact: J. Sandhi Kozsuch. 804-320-3201
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A SELECTIVE BIBLIOGRAPY

Charren, Peggy and Cynthia Alperowicz, comps. Editors' Cholce: A Look at Books for
Children'’s TV, Newtomille, VIA: Action for Children’s Telesision, 1982,
A guide 10 book tittes suitabl2 for adaptation as children's television programs. Each entry
gives a brief description of the book's plot and tells why the ediior thinks the book is
a natural for television. Books were selected by children’s book editors.

Emmens, Carol A., ed. Chikiren's Media Market Place. 2nd ed. New York: Neal Schuman
Publishers, 1982, (New edition scheduled for publication in Iate 1987 or early 1988).

A directory of sources for locating children's materials, including animated films. video.
picture books, juvenile magazines, tetevision shows and ail media designed for children
or for people who work with children. Sources for children's television programs include
ETV and [TV stations which produce programs for children. Section on television pro-
gram distributors lists companies which lease, sell, or rent and/or sy.dicate children's
television programs. ncludes title index to children's television programs.

Fischer, Stuart. Kids® TV: The First 25 Years. New York: Facts on File, 983,

A history of network children’s programming from the 1946-1947 season through the
1972-1973 season. Entries for each show include descriptions of plot and characters, actor-
producer and network-credit Listings, and debut and cancellation dates. Chronological
arrangement shows how trends in society are reflected in children’s progiamming.

P;sh;er. Edward L. Children in the Cradie of Tefevision. Lexington, MA: Lexington Books,
1987,

A history of chikdren's television, its changing social context and its relationship to prime
time shows. Palmer reperts how producers, network programming executives, and net-
work brcadcast standards executives evaluate children’s television and what they hope
for the future.

Schneider, Cy. Children’s Televisiw: The Art, the Business, and How It Works. Lincoln-
wood, IL: Nations! Textbook Co., 1987, '

An insider’s view of the forces that drive chikiren's televisicn, from programmers anc
advertisers wo parents and kids themselves. Schieider, a former Nickelodeon executive,
takes a pasitive attitude toward television and its influence on children.

Waoolery, George W, Chikiren’s Television: The First Thirty-Five Years, 19461981, 2
vols. Metuchen, NJ: Scarecrow Press, 1983, (935,

A two-part compendium of children’s tefevision programs. Part { traces origins, growth
and development of anisnated television series programmed on commcrcial networks and
public television or syndicated exclusively to local stations. Part 11 does the same for televi-
sion series for young people, transmitted live or from film or videotaps. Uselul for
establishing the history of children's programming.

ARTICLES

Klein, 5? “Gateway's Kidvid Commitment.” NATPE Programmer, May/June 1980,
po. 41

A description of the children’s programs produced locally by the Gateway Communica-
tions television stations.
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Reitman, Judith, *Newsbug, WTTG.TV, Washiagton, DC." View, Jan. 6, 1968, pp.
106-107,

a backstage look at the production ot a weekly news magazine show tor kids. Halt-hour
taped program has a seven-person crew, uses children as hosts.

Swissheim, George, “TV Stations Use Kidvid To Power Local Identity.” Televivion Radio
Age, Aug. 3, 1987, p. 57 +.

This overview ol locally produced children’s shows includes descriptions ot original pro-
grams from around the country,
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CHILDREN’S AWARDS

CALENDAR OF DEADLINES i

JANUARY

I/1 — On Behaif of Youth Award

171 — Christopher Awards

1715 = The American Film and Video
Festival

1715 — Jack R. Howard Broadcast Awards

1715 — George Foster Peabody Awards

late January — Scholastic Writing Awards

" 8/1 — The Gabriel Awards

FEBRUARY

2/1 — ACT Awards
2/1 = Cine Golden Eagle
2/15 — (Clarion Competition

MARCH
NAB Service To Children Television Awards

APRIL

4/1 — National Council On Family
Relations

4/1§ «— Primetime Emmys

4/30 - National Education Association
Awards

late April — Naytime Emmys

MAY
5/1 — Freedom Founation Awards

JULY
7/1 — American Children's Television
Festival
Mid July — Parents’ Choice Television
Awards

AUGUST

8/1 ~— Chicago Inrernational Film
Festival

SEPTEMBER

9/12 — International Film and TV
Festival of New York Awards

9/15 ~ Writers Guild of America

Awards .\
9/30 = Ohio State University Awards
OCTOBER (. ’ﬁA
Mid October — lris Awards i
DECEMBER

early December — National Educational
Film and Video Festival

On Behalf of Youth Awards —-
deadlines vary throughout the year.
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CHILDREN'S TELEVISION AWARDS A

ACT AWARDS )
Sponsored by Action I'cr Children's Television

20 University Road, Canibridge, MA 02138, (617) 876-6620
Deadline: Usually Feb, 1

Contact: Sue Edeiman

Given to producers of children's programs for signiticant contril utions to television for
young audiences. Programs must be directed specifically to children and young people
and must have included at least five new episodes during the calendar year.

AS

AMERICAN CHILDREN'S TELEVISION FESTIVAL

Founded by Central Educational Network and WTTW-TV, Chicago

1400 East Touhy Avenue, Suite 260, Des Plaines, 1L 60018-3305, (312) 390-8700
Deadline: Usually July |

Contact: Valentine Kass

Open to any teievision program or series for children or youth produced or vo-produced
by United States organizations for initial broadcast or cable distribution in the United
States, Festival includes presentation of Ollie Awards for outstanding hildren's programs.

THE AMERICAN FILM AND VIDEO FESTIVAL
Sponsored by The American Film and Video Association -

45 John Street, Room 301.New York, NY 10038, (212) 227-5599
Deadline: Dec. (5 (early), Jan. |$ (final)

Contact: Sandy Mandelberger

Competition includes children’s and young adult programs in a wide range of sUbjeC! e
areas and genres, including original stories, literary adaptauons documentaries, and educa-

tional/in formational programs. Programis are judged by peer juries. Winners are screened

at New York annual festival in June.

CHICAGO INTERNATIONAL FILM FESTIVAL

Sponsored by Chicago [nternational Film Festival .
415 North Dearborn Street, Chicugo, IL 60610, (312) 6¢4-3400
Deadline: Aug. 1

Contact: Laura Kaiser

Television categories include features made for television, educational programs, documen-
taries. spevial events, varieiy/entertainment programs, children's programs, news
documentaries, mini-series, public affairs/political programs, and cclevision series.

CHRISTOPHER AWARDS

Sponsored by The Christophers

12 East 48th Strect. New Yoark, NY 10017, (212) 7594050
Deadline: jan. |

Contact: Peggy Flanagan

Given to writers, producers and directors whose works represent the best a:hievements
in their fields. Any television program can be vonsidered: there is no spevial category lor
children's television.
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CINE GOLDEN EAGLE

Sponsored by Council on International Nontheatrical Esents
1201 16th Street, NW, Washington, DC 20036, (202) 785-1136
Deadline: Feb. | {spring competition), Aug. | (fall competition)
Contact: S.R. Tamhane

The Counil acts as a clearinghouse of short tilms for submission to international lilm
festivals held abroad. One of the categories is children's filins, including those made tor
television,

CLARION COMPETITION

Sponsored by Women in Ccmmunications, Inec.
P.O. Box 9561, Austin, TX 78766. (512) 3469875
Deadline: Feb. IS

Contact: Margo Swanson

Emphasis is on the role of comsnunications in dealing with current issues. Prosides recognis
tion for excellence in reporting on human rights, environment, and community sersice.
Transcript and synopsis material must accompany entry form. Broaduasting vategories
include news stories, PSAs, documeiaries, and documentary series.

EMMY AWARDS — DAYTIME

Sponsored by National Academy of Television Arts & Sciences

110 West $7th Srreet, 3rd Floor, New York. NY 10019, (212) 586.8424
Deadline: Marcu

Contact: National Academy

Recognizes excellence in program achievement in daytime programming. includiny
children's programs.

EMMY AWARDS — PRIME T:ME

Sponsored by Academy of "Television Arts & Sciences

3500 W. Olive Avenue, Suite 700, Burbank, C4 91505, (818) 953.7575

Deadline: Varies

Contact: Academy

Recegnizes excellence in individual and program achievement in prime time programm-

ing. Many categories pertain to programs directed to youth and family audiences. In-
cludes outstanding children's programs ind outstanding animated program categorics.

FREEDOM FOUNDATION AWARDS
Sponsored by Freedom Foundation at Valley Forge
Rte. 23, Valley Forge, PA 19481, (215) 933-8825
Deadline: May |

Contact: Denise Armstrong

Awarded annually to radio and television stations w hich de elop or feature constructive
activities that bring about a better understanding of Anerica,

22
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THE GABRIEL AWARDS

Sponsored by UNDA.LSA (Catholic association tor broadcasters and allied
comnmunicators) ]

40 East Center Street. Ahron. OH 44308, (216) 253-1468

Deadline: First Monday of August

Contact: Patrick J. DiSalvatore

Honors radio and television programs which retlect human values. Television vategories
include children's programs, public service annoancements, community awareness cam-
paigns, and outstanding achievement by a television station.

INTERNATIONAL FILM AND TV FESTIVAL OF NEW YORK AWARDS
Sponsored by International Film and TV Festival of New York

5 West 37th Street, New York, NY 10018. (914) 238.4481

Deadline: Second Monday ol September

Contact: Festival

Given annually in television programming categories, including programs for children
ages 2 - 6, programs for pre-teens ages 7 - 12, and programs for teenagers ages 13 - 19,

JACK R. HOWARD BROADCAST AWARDS

Sponsored by Scripps-Howard Foundation

1100 Central Trust Tower, Cincinnati, OH 45202, (513) 977-3035
Deadline: Mid-January

Contact: Mary Lou Marusin

Given to a program or series of programs designedd to promote the public good.

[RIS AWARDS

Sponsored by the National Association of Television Program Executives
10100 Santa Monica Blvd., Suit~ 300, Los Angeles, CA 90067, (213) 282-8801
Deadline: Mid-October

Contact: Executive Director

Given for excellence in locally produced programming. Entries are classilied according
to station markets. Categories include children's programs,

NAB SERYICE TO CHILDREN TELEVISION AWARDS
Snonsored by National Association of Broadcasters

1771 N Street, NW, Wastington, DC 20036, (202) 4295362
Deadline: March '

Contact: NAB Television Department

Presenced annuallv to acknowledge quality in locally produced children's programs in
several categories .ncluding continuing programs, special programs, shorter form pro-
grams (PSAs included), and non-broadcast activities directed toward children. Each
category is divided by market size.

NATIONAL COUNCIL ON FAMILY RELATIONS

Sponsored by National Council on Family Relations

1910 West County Road B, Suite 147, St. Paul, MN 55113.(612) 633-6933
Deadline: April 1

Contact: Media Awards Coordinator
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Provides recognition for excellence in production of tilms and vidcos in the family field. '
Winners are reviewed in October issue of Family Relations: Applied Sournal of Family
and Child.

NATIONAL EDUCATION ASSOCIATION AWARDS
Sponsored by the National Education Association

1201 16th Street, NW, Washington, DC 20036, (202) 822.7200
Deadline: April 30

Contact: National Education Association Communications Office

Awarded for the advancement of learning through broadcasting. Awards are divided into
four categories: documentary/ educational productions fo children and for general uu-
diences; dramatic productions for children and for general audiences.

NATIONAL EDUCATIONAL FILM AND VIDEO FESTIVAL AWARDS
Sponsored by National Educational Film and Video Festival

314 East 10th St., Oakland, CA 94606, (415) 465-6885

Deadline: Early winter

Contact: Sue Davies, Executive Direcior

Given annually in categories including: history and governmenc, health and safess, tine
arts, human refations, language arts, business, how-to, career and vocational guidance,
video art, life sciences and ecology, sacial studies, teacher education and student made
film, mathematics, physical sciences, and recreation, travel and sports.

THE OHIO STATE AWARDS

Sponsered by the WOSU Stations (Ohio State University)

2400 Otentangy River Road, Columbus, OH 43210, (614) 292-018$
Deadline: Sept. 30

Contact: Phyllis Madry, Manager of Awards

Recognizes achievement in programs where the primary intent is to instruct. inform. or
enrich understanding, rather than to entertain. Entries are separated into radio and televi-
sion, then divided by market size, by audience (adults or chikdren), and by categories » hich
include performing arts, natural and physical sciences, social sciences and public attairs.

ON BEHALF OF YOUTH AWARD

Sponsored by Camp Fire, Inc.

4601 Madison Avenue, Kansas City, MO 64112, (816) 756-1950
Deadline: Varies

Contact: Cindy Jones

Recognizes contributions which have had a notable effect on improving conditions in
society which affect youth. Nominees include individuals or corpors.ions.

PARENTS' CHOICE TELEVISION AWARDS
Sponsored by Parents' Choice Foundation

P.0. Box 185, Wayban, MA 02168, (617) 965-5913 .
Deadline: Mid-July

Contact: Diana Huss Green

Recognizes the best submitted children's television programming in four age group
categories: preschool to 4 years, 5 - 8 years, 9 - |1 years, 12 and up.

24
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GEORGE FOSTER PEABODY AWARDS

Sponsored by Henry W, Grady School of Journalism and Mass Communication
University of Georgia, Athens, GA 30602, (404) 542.3787

Deadline: Jan. t$§

Contact: Dr. Worth McDougnld, Director of Peabody Awards

One of the oldest and * esteemed awards in the industev, the Peabody honors
distinguished and meritorious achievement in broadcasting. Includes a children’s category.

SCHOLASTIC WRITING AWARDS

Sponsored by Scholastic, {ne., Smith-Corona, and NBC

National Broadcasting Co.

30 Rockefeller Plaza, Room 2559, New York, NY 10020, (212) 664-5443
Deadline: Late January

Contact: Dr. Rosalyn Schram, Director, Coinmunity Affairs. NBC

A script writing competition open to students in grades seven through tvelve. Designed
to encourage excellence in writing and creative achievement.

WRITERS GUILD OF AMERICA AWARDS
Sponsored by Writers Guild of America, East, Ine. and Writers Guild of America, West,
Inc.

Writers Guild of America, East, 555 West 57th Street, Suite 1230, New York, NY 10019,
(212) 245-6180

Deadline: Sept. 15

Contact: Writers Guild East

writers Guild of America, West .

8955 Beverly Blvd, Los Angeles, CA 90048, (213) 550-1000
Deadline: Sept. 1S

Contact: Writers Guild West

Given jointly by the Writers Guild of America, East and West, for radio, television and
motion picture scripts. Judging takes place on both coasts. Includes children’s scripts as
a category. Awards are for Guild members only.

ERIC

Aruitoxt provided by Eic:

A
/




Q

ERIC

Aruitoxt provided by Eic:

91

KIDSNET

KIDSNET is the first centralized database to offer a comprehensisve source of informa-
tion concerning children's television/radio, audio and video programming. It is design.
¢d 10 be nsed by parents. teachers, media specialists. doctors. museum curitors. school
principals, kids, as well as broadcasters. Founded in August 1983, KIDSNET was
developed thanks to grants from the Corporation for Public Broadcasting, The Ford Foun-
dation, The John and Mary Markle Foundation, The George Gund Foundation, The
Benton Foundation, the Carnegie Corporation of New York, The John D. and Catherine
T. MacArthur Fund, and the National Endowment For The Arts. Contributions are also
made by the major commercial television networks, NAB, sevet 2l station groups and
production groups.

KIDSNET provides six computerized clearinghouse services:

1. Active database — Detailed information on over 5,000 children’s programs and public
service announcements.

2. Future Bulletin — Monthly publication which tracks current and future programs on
commercial, cable, and public broadcasting stations, including programs in produc-
tion and development.

3. KIDSNET Calendar — Lists upcoming events, publications. outreach events. nev
technologies, grants, competitions, awards, home video and audio programs, distribu-
tions and syndications, and legislation and regulations.

4. Archival database — Comprehensive information on over 25,000 programs that has e
previously aired.

5. Home Video Listings ~ Detailed descriptions of available video cassettes best suited
for the education of children. ‘

6. KIDSNET Catalog — Print version of selscted data from the archival database.

KIDSNET now links users to its computerized database in two ways: via an 800 toll-free
telephone line and through an electronic mailbox in which search requests can be made.
Thus, individual and institutional users (school sysiems, libraries. hospitals, and broad-
casters, for example) can all access the automated information base. Users ure able to
tap specific information directly and quickly, commission specialized research, or initiate
special surveys through the KIDSNET inquiry system.

A ore.year subscription to KIDSNET Electronic Mail costs $175 for non-profit organiza-
tions, $375 for commercial; a year's subscription for use of the toll-free 800 number is
5245 for non-prolit groups, $525 for commercial; and the KIDSNET Catalog is available
to subscribers for S135. If you are interested in KIDSNET, contact:

Ms, Karen W, Jalfe
Director

KIDSNET

Suite 208

6856 Eastern Avenue, N.W.
Washington. DC 20012
(202) 2911400

LI
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NAB SERVICE TO CHILDREN'S BE
IDFA BOOK FORM 7

Programs submitted on this form for the next Service to Children's [dea Boob. should
be currently on air, Continuing special series, community campaigns, and shows Jated
tor 1988 are also acceptable.

Station Call Letters:
Address:
Contact Person and Title:
Phone Number:
Program/Series Title;
Program Time Slot:
Type of Program:
Target AudiencesAge:
Initial Airdate:
Type of Program:

( ) Regularly broadcast continuing program

() Special program/series
( ) Annual special
(
(

) Community campaign
) Other

Purpose of Program:

Brief Description:

Community Reaction:

Comments: _ —

(Feel free to duplicate this form or ‘nclude additional pages)

Thank you very much for your idea. Please mail to: NAB Telesision Depariment. or-
vice To Children's Jdea Book, 1771 N Street NW, Washington, DC 0036,

29
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THE CHILDREN'S VIDEO MARKETPLACE

Richard V. Ducey, Ph.D.
NAB Research and Planning

I. SUMMARY

The term, "video marketplace® has become familiar to policymakers in the past
several years.! However, there has not been any thor<ugh examination of a burgeoning
submarket in this area, the "children’s video marketplace." This market is relevant to
the FCC's current proceeding which reopens its television deregulation actions with
respect to children's telcvisicn.? This market has evolved substantially, both
quantitatively and qualitatively, since the FCC's v i nort
Policy Statement in 1974 and even since the original television deregulation action in
19843 This report delineates some of the broader contours of the children's video
marketplace.

In this report, the viewing behaviors of children are reported, a description of
the tremendous growth in the availability and distribution of children's programming is
presented, the economics of the children's video marketplace are briefly explored and
finally, some of the unique marketplace aspects of the children's video marketplace
are examined. In conclusion, it is observed that while the childreu's video marketplace

is rapidly growing and nealthy overall, the broadcast television component of this

t ; "In the Matter of the Revision of Programming aand
Commercinlization Policies, Ascertainment Requirements, and Program Log

Requirements for Commercisl Television Stations,” Notice of Proposed Rule Making,
MM Docket No. 83-670, June 29, 1983, at para. 23,

? *In the Matter of Revision of Programming and Commercialization Palicies,
Ascertainment Requirements, and Program Log Requirements for Commercial Television

Stations," Further Notice of Proposed Rule Makins/Natice of Incuiry, MM Docket
No. 83-670, Getober 20, 1987,

S Children's Televisiop Reuort and Policy Statement in Docket No. 19142, 50 FCC
2d 1 (1974).

19-684 O - 89 - 4
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is rapidly growing and healthy overall, the broadcast television component of this

marketplace has the most delicate economic balance.

II. THE CHILD AUDIENCE SEGMENT (2-11 years)

Demographic Qverview

The proportion of households with children is expected to remain stable through
1990. In 1980, there were 33.3 million children from 2-11 years old or 14.7% of the
total population. This is expected to increase to 37.1 million children aged 2-11 years
or 14.4% of the total population by 1990.¢

With nearly two-thirds of mothers now working, fawmilies have changed over time,
kics have more responsibility. A recent Wall Street Journal article pointed out that
children not yet in their teens are responsible for things like shopping, cooking,
scheduling medical appointments and lessons with & kind of independence which one
sociologist dubs, "self;nurturing."® While a small part of the total population, children
are not irrelevant to the economy. Children 9-12 years old spend nearly all of the
*$4.73 billion they get annually in allowances, gifts and earnings,” and influence

annual spending of over $40 billion by their parents.®

¢ US. Department of Commerce, Bureau of the Census,

the United States, 1985; and Population Estimates and Projections, June 1984.

§ Ellen Graham, "As Kids Gain Power of Purse, Marketing Takes Ai'a at Them,"
January 9, 1988, p, 1.

act of

% Graham, p, I,
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Children's Broadcast and Cable Viewing by Dayoast
It may be instructive to review children's television viewiny habits as measured
by the A.C. Nielsen Company, whict. repo:ts only on broadcast and cable viewing.
Perhaps surprisingly, relatively little of their total viewing occurs during the Saturday

and Sunday morning daypart (e.g. only 11-12% in 1987).

Table I. Weekly Broadcast and Cable Viewing Activity far Children.

PERCENTAGE OF TOTAL VIEWING HOURS

Daypart Nov '83 Nov '87

Age «=> 2-5 611 2-5 6-11
(Hours Per Week) (27:09) (24:50) (22:58)  (19:47)
Prime Time 18% 27% 22% 3%
M-F 4:30-7:30PM 19% 2% 15% 18%
M-F 10AM-4:30PM 22% 10% 23% 9%
Sat/Sun 7AM-IPM 14% 15% 11% 12%
-Sat 1-8PM/Sun 1-7PM 10% 13% 9% 11%
M-Sun 11PM-1AM 1% 1% 4% 5%
Remainder 16% 12% 16% 14%

Source; A.C. Nielsen Company, November 1983, 1987,

As can be seen in Table I, the broadcast and cable viewing of 2-5 year olds and
6-11 year olds has declined 15.4% and 20.3%, respectively, in the period 19831937,
Viewing for persons 2 years old and over is up overall in the same time period. Thus,

3

0
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THE CHILDREN'S VIDEC MAREKETPLACE/
children are watching less television than they used to and this is occurring in a
period when viewing overall, is up. However, these viewing measures do pot include

YCR viewing of prerecorded tapes.

The Effect of "People Mctara®

With the introduction of the people meter by Niclsen in the 1987-1988 television
scason, & number of controversial developments have occurred. Among these have been
the noted decline in children's television viewing. Ratings have declined in other
categories, for some program sources more than others. The decline in mezasured
children’s viewing is probably at least partially due to the people meter, but there
may also be a real viewing decline.

The cconomic ecffects of this apparent viewing decline are staggering. The
children’s Saturday morning daypart is worth $150 million in advertising revenues to
the networks, and duc to the large apparent decline in children’s television ratings
(which Niclsen evidently "tacitly admits are seriously off,") the nctworks may lose $40
million worth of revenues.” This has prompted at least one network to consider no
longer programming for chiidren 211 year olds in this daypart.®

Whether or not people meters are accurate, either in sample selection or sample
cooperation, tlhiere is a wide consensus that children’s viewing of broadcast television
is down. In 8 recent survey of television program directors, nearly two-thirds (61.4%)

said that there is a decline in children's viewing in their markets® Clearly,

T Verne Gay and Julie Liesse Ericksonm, "Kidvid Tumbles: People Meters Make
Rating Dive," Advertising Age, November 23, 1987, pp. 2, 64,

$ Gay and Liesse, p. 2, 64,

9 Alfred J. Jaffe, "Kids Viewing Drop Assessed,” Television/Radio Age, February
8, 1983, p. 71,
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THE CHILDREN'S VIDEO MARKETPLACE/
broadcasters must find out what is happening to their child audiences and ‘discover
ways to stabilize or improve viewing levels.

Children’s television changing viewing behaviors have impacted independent
stations to the cxtent that the Assc.iation of Independen: Television Stations (INTV)
commissioned its own special study to understand why there has been slippage in
after-school viewing of independent stations’ children's programming.’® Among the
study’s major conclusions are that:

1. Viewing of broadcast television is still a very popular after school activity,

but many alternatives (iucludirg VCR and cable viewing) now compete for

children's time and attention.

2. Children 2-11 are not a homogencous |roup..A|e and gender differences are

reflected in programming tastes. Some older children (particularly ia the 9-11 age

group) express an interest in more adult or “real life” programming.i?
111, PROGRAMMING OUTLETS

The Children's "Video Marketplace*
In its original Notice on celovision deregulation, the FCC developed the concept
of a video marketp'ace, wherein it becomes reievant to consider both the product and

geographical dimeunsions of a particular marketplace. The FCC concluded that, “in

10 M/E Marketing, "The Dynamics of Children’s After-School Television Viewing,”
15th Annual INTV Convention, Los Angeles, CA, January 1988, ("INTV Study").

11 INTV Study, 1988,
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terms of the gcographic component, the tclevision marketplace may in a sense be
characterized as both a national and a local market."!3

Thus, when considering the product of children's video programming, it is
necessary to consider both local and national sources of programming and all video
programming outlets in a market which are substitutable (i.c. competitive with one
another). This analysis will be limited to a consideration of currently available

broadcast, cable and home video options.

Ihe National Market

There has been at least on¢ study, by Siemicki et al, to quantify the national
children's video marketplace.!? In the Siemicki study, it was found that as of 1984,
there were 477.1 hours of children's broadcast and cable programming nationally
available for one sample week in October 1984, This included pay and basic cable
services, commercial and public television stations and broadcast superstations. Among
other thingy, this study found that for every one hour of children's programming on
the networks, there were six such hours available on cable. Home Box Office (HBO)
programs about 60 hours ;€r month of children's programming.i4

Apparently, the national marketplace in children’s television has been producing
programming which even some skeptics agree is high quality. TV _Guide recently asked

a group of eaperts, including network executives, children’s educators, consumer

13 Notice of Inauiry. MM Docket 83-670, at para. 23.

13 Michele Siemicki, David Atkin, Bradley Greeaberg and Thomas Baldwin,
"Nationslly Distributed (‘hildrens Shows: What Cabie TV Contributes,” Journalism
Quarterly, Winter 1987, vol. 63, no. 4, pp. 710-718,734,

" Televizion/Radio Agc, August 3, 1987, p. 60.

109
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THE CHILDREN'S VIDEO MARKETPLACE/
advocates, clinizal. psychologists and pediatricians, to name the "best shows on
children’s television,"\6

While a number of these programs were PBS programs, several were cable
network programs, both basic and ray networks. For example, Showtime's, "Faaerie
Tale Theatre,” was described as an “award-winning anthology series.” Nickelodeon's,
"Powerhouse” and "Standby . . . Lights! Camera! Action!” "You Can’t Do That on
Television," "Mr, Wizard's World," and "Livewire® were cited as excellent offerings,
The "National Geographic Explorer,” offered by WTBS-TV, a broadcast superstation,

was among the series receiving the highest marks by the panel of experts.

The Growth of Broadcast Stations

The number of local broadcast outlets has iancreased substantially since 1974
when the FCC issued its Policy Statement on children's television. Overall, the number
of broadcast stations has increased from 953 on-air stations, as of January 1975, to
" 1,285 on-air stations as of December 1986. This is an increase of 34.8% or 332 new
stations. Table II indicates the relative growth of affiliates, independents and
educational stations in this time period. Clearly, the most dramatic growth has come
from independent television stations. More current figures put the total number of

stations on-air at 1,342 total stations, or a 40.8% increase in stations since January

1975.16

1 Armen Keteyinn, "Experts Recommend the Best Children's Shows on TV," IV
Guide, February 15, 1986, pp. 33-36.

18 "Summary of Broadcasting," Rroadcasting, February 15, 1988, p. 146 (data as
of December 31, 1987).

1
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According to Nielsen,!? in 1986 71% of U.S. television houscholds received nine

or more television stations (only 3% of all television houucholds received less than
five television stations. In 1972, only 31% of all television houscholds received nine or

mor¢ television stations.

Table II. On-Air Broadcast Station Growth 1974-1987

Station Type 1974/75 1986/87 % Increase
Affiliates 611 657 7.5%
Independents’® 100 325 225.0%
Educational 242 303 25.2%
TOTAL 53 T T
Sources: Broadcasting Yearbook 1975, p. A-2 (data as of January 1975),
Broadcasting/Cablecasting Yearbook 1987, p. A-2 (data as of December 1986).

Growth of Cable Televisi
Cable television has also grown, from a penetration level of 11.3% in February

1974 to 50.5% in November 1987, according to the A.C. Niclsen Compary. Although one

in two television houscholds now subscribes to cable television, it is available as an

option to 79.3% of all television households (i.c. "households passed” by basic cable).!®

17 1087 Nielsen Report on Television, Niclsen Media Research, Northbrook, IL,
1987, p. 2.

18 The Association of Independent Television Stations (INTV) Research
Department reports that there were 77 independent television stations in 1974, serving
$9% of all teievision houscholds, and 310 indeperdent television stations serving 90%
of all television houscholds in 1988. Telephone call, February 16, 1988,

19 "Cable Barometer,” Cablevision, Januvary 18, 1988, p. 64,

8
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THE CHILDREN'S VIDEO MARKETPLACE/
Thus, an additional 28.8% of .all television households could subscribe to cable, if they
se chose,

According to AGB Television Research figures, as of September 1987 §2./% of
television housecholds with children under 12 had cable television service, co ted to
51% of the overall population. However, 35.1% of television houscholds with children
have pay cable services, compared to 29% of the overall population of television
households.?® This means that whereas households with children now subscribe to
basic cable at just over the rate at which all tc[cvision houscholds subscribe, they are
more likely to subscribe to one or more pay cable services.

When cable channels are added to television stations as options, 85% of U.S.
television households have nine or more video chanaels available to them.? It is also
interesting to note that market size and cable penctration are inversely related, such
that in smaller markets with fewer over-the-air viewipl options, ,uore housecholds

subscribe to cable television.??

Basic and Pav Cable Services
Table III indicates the current basic and pay services offering children's
programming, and the number of households which are served by each service. WTBS-

TV, an independent broadcast station from Atlants, is carried as a "superstation” by

0 {Jniverse Estimates for the AGB National TV Ratingy Service, AGB Television
Research, L.P., New York, NY, 1987, "AGB Universe Estimates."

3 1987 Nielsen Report on Television. p. 2.

3 An NAB Research and Planning Department analysis of "Cable Penectration
Estimates: May 1987, NSI News, A.C. Niclsen Company, New York, NY reveals a
negative correlation of -.321 (Pearson Product-Moment) between cable penetration and
aumber of television houscholds in the market (i.c. market size).
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cable systems to 42.5 million homes. The Disncy. Channel is available in 3.1 million

homes.

Table III. Basic and Pay Cable Services -- Houscholds Served

Service No. TV HH Served (Millions)
BASIC

WTBS-TV . 42.5
USA Cable Network 41.0
CBN Cable Network 37.2
Nickelodeon 358
Lifetime 34.0
Discovery Channel 274
WGN-TV . 238
BAY

Home Box Office (HRO) - 159
Showtime 5.8
Disncy Channel kN |

Sources: Cablevision. February 1, 1988, p. 64; Multichagnel News,
February |, 1988, p. 1.

Growth in Home Videocaustte Recorders (VCRa)

The growth in VCR penctration is an impressive story. From zero pencteation in
1974 (the VCR was introduced to U.S. consumers in 1975 by the Sony Corporation) to
53.8% in 198733 the VCR has casily surpassed the speed with which consumers adopted
other new video technologics such 8s color television and cable television.

Houscholds with children were sbout a third more likely to have VCRs than

households without children according to a 1986 survey by National Demographics and

3 Arbitron Ratings/Television, November 1987 estimates.

10
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Lifestyles of Denver.¥ According to September 1987 "universe estimates® of the AGB

Television Research ratings service, 59.8% of houscholds with children 0-11 years old

have VCRs, compared to 48% of all houscholds.?® Thus, households with children are

" significantly more likely to have VCRs available. Thesefore, households with children

were apparently earlier adopters of this technology and still hold a large lead over

the rest of the population (orly 38% of hquseholds with no children under 18 have
VCRS according to AGB).

How has this affected the children's video marketplace. Some feel that families
arc now building up children's video libraries which are *knocking the incoming signal
off the screen.? In fact, there is some support for this notion. In o1e study, 30% of
those buying VCRs cited "building a library of children’s TV shows” as a somewhat or
very important reason for purchasing the VCR. After 12 months of using the VCR,
28.7% of this samec group reported that building a children’s library -was still
important.?

Since viewing prerecorded videocassettes dc.3 mot couns in the syndicated ratings
services estimates of television viewing, the overall levei of children's viewing

credited to broadcast and cable television is affected. One network research head

3 Carol Boyd Leon, "Selling Through the VCR,” American Demograouics,
December 1987, pp. 40-43.

3 "AGB Universe Estimates,” p, 3.

® Edmond M. Rosenthal, "VCRs Having More Impact on Network Viewing,
Negotiation."” mmmm::.my 25. 1987, p. 69,

¥ Michael G. Harvey and James T. Rothe, "Video Cassette Recorders: Their
Impact on Viewcrs and Advertisers,” Journal of Advertising Rescarch, 1985.
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commented that significant playback on Saturday mornings is particularly impacting

the networks.?

Children's Video Programming

There are really ibree sources of home video programming for children: (a)
reatals, (b) sales, and (c) recordings of broadcast and cable programming. Thers are
literally thousands of home video titles from which parents and children can choose
for their viewing pleasure. This affords parents and children the opportpnity to be
their own programmers, if they 3o choose. To assist them in this exercise are
numerous catalogs and viewing guides.?®

The children’s video marketplace has been described as a very large market. For
example, 23.7 million childven's vidcocassettes worth $276 million (18.5% of total
number of prerecorded videocassetttes sold) will be shipped to dealers this year. By
1990, shipments will rise to 52,2 million (21%) worth $472 million.%®

Children’s changing tastes arc also reflected in this market, Recently, there has
been 8 noticeable shift in children's video programming, “licensed characters are
moving over to make room for more original, interactive and educational/interactive
kidvid"3! Many of the major video production and distribution companies are finding

that parents arc taking 8 more active interesc in children's video programming and

3 Rosenthal, p. 69.
3 See for ecxample; Harold Schecter, Ph.D., : ! ide

KIDVID: A_Parents' Guide to
Children's Videos. (New York: NY, Pocket Books, I986), Mick Martin, Marsha Porter

and Ed Remitz, mmmmmmm (New York, NY:
Ballentine Books, 1987).

% "yital Statistics,” TY Guide, November 12, 1987, p. A-167.

! Jim McCullaugh, "Programming Shifts: Licensed Characters Move Over for to
Make Room for Original Productions,” Billboard, July 26, 1986, p. K-4.

12
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want programming which is high quality, and education " 1ining. This is

creating a stronger market for more original children's programming .u uome video.
1V. CHILDREN'S PROGRAMMING ECONOMICS

Brogram Production

The great increase in the number of broadcast telcvision stations led to a
greater demand for programming. The demand for childron's programming by stations
also increased. For example, in 1984 about 500 half-hour children's shows for networks
and syndication were produced. In 1985 this had incrcased to 800 half-hour
programs.3? Aitogether, there are perhaps 10,000 half-hours of children's programming
avgilsble.$ The head of a msjor production house. predicts that due t» depressed
children’s television ratings and lower revenuc potential, & number of suppliers of
children's programmivg who ar¢ in s marginal position now may close up shop.¥

Advertisers seeking to reach the specialized children's market became concerned
with the relatively high cost of nctwork program vchicles, relative to the growing
options. To help keep advertisers from abandoning them, the networks began to
produce higher quality and higher priced children's programming. In 1982 the average
cost of s nectwork children's program was $80,000. By 1986 the average cost to

produce a network children’s program had shot up 275% to $220,000.%

32 Kenneth R. Hey, "We Are Experiencing Network Difficulties,” American
Demographics, October 1987, pp. 38 et seq.

3 Robert Sobol, "Syndicators Going Full Speed Ahead in First-Run Kidvid,”
Television/Radio Age, August 3, 1987, p. 55.

M Sobel, p. 55.
8 Ibid.

Loy
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INTY Programming Survey

INTV receatly conducted a survey of 80 independent television stations to
determine operators’ attitudes toward the children's programming marketplace.’® Of
these stations, 15% of their average total revenue is gemerated by children's
programming. This is obviously an important component of their operations. Yet, due
to declining audiences and therefore revenues, 39% of these stations indicate they are

planning to reduce their amounts of children's programming in the future.

. " Programs

Some critics of children's television argue that so-called "toy-driven® shows are
tiot as desirable as other types of programming, preferring to label these programs as
"program-length commercials."® The marketplace in fact shows some decline in the
popularity of these programs. Industry observers point out that while there has been
no overall advertiser slippagé in supporting children's television programming,
programs which festure toys are not doing as well, leading one major advertising
agency to comment, "toy-driven shows are a thing of the past,"™

Among other things, the risk in producing a television show on a toy which the
fickic tastes of children may scon abandon, is very unattractive. For example, "He-
Man" cost $10 million to produce. If kids do not like a show like thiz, they may not

ouly stop viewing the show, but walk away from the toy, or vice-versa. While from a

% *Programming: Betting the Whole Bundle,” INTV, Washington, D.C., 1987.

7 See for example petitions filed with the Federal Communications Commission
by Action for Children’s Television on February 9, 1987 and October 5, 1987 on this topic.

3 *Childran Erosion Disputed by Hirsch; Sees Toy-Driven Market Programs as

Over,” Talei.. (Radio Age, December 7, 1987, pp. 74,76.
14
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marketing viewpoint, the possibilities of linking programming for children with the
marketing of toys could be attractive, marketplace forces do not support this. Toy
marufacturers, respoading to the marketplace, are apyarently discovering that toy-

based programs are not necessarily wise investments.

Cross-Media Develooments

Whnile some might argue that what happens in one medium is irrelevant to the
other media, this is noi *%2 case, First, with over half of all US. houscholds having
cable and home video available (and this proportion increases in houscholds with
children), obviously there are substantial non<broadcast viewing alternatives, However,
the broadcast market is influenced by what is available from cable and home video.

Given the ecconomics of the children's video m.uketpllce. the risks of program
development arc great. There may be some incentives to undertake new program
developments in one medium which can then be used in another medium to help offset
development costs. For example, children's theatrical releases are also available on
videocassette &3 well as cable and broadcast. In snother cxample, *Double Dare,” a
children's game show once seen only on Nickelodeon, is entering syndication and new
episodes will be secen on locul broadcast stations around the country beginning in
February 19839

Another example is relevant here. Broadcast stations and cable systems
apparently have some ecconomic .incentives to cooperate in emsuring & supply of
children’s video programming to their markets. An independeut television station in

Fort Wayne, Indiana cites their children's programming as, "one of the key reasons

% Brian Donlon, "Networks Hooks Up With Cable TV," USA Today, January 22,
1988, p. 1-D.

15
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WEFT is still on so many cable systems who wanted to drop as many independents as

they could, as soon as the law allowed."40

Advertising in Children's Tslevision

Children's programming on broadcast television is supported entirely by
advertisers and broadcasters. Since there is no direct support mechanism from viewers,
broadcasters must rely on advertisers as their sole means of generating revenues to
off-et the costs of buying and producing programming for children, This is not true
for broadcasters' two major competitors in the children's video marketplace, cable and
home video, Even advertiser-supported basic cable networks also have s revenue
stream from cable operators who pay a per-subscriber fee to shese networks.

Broadcasters must therefore establish s delicate balance between the need to air
commercisls to generate revénue and the need to keep children attracted to their
programming. While the amount of commercial matter wasd previously set under FCC
guidelines, in 1984 the Commission abandoned these guidelines in its television
deregulation procecding. Therefore, since 1984 broadcasters have been free to let their
local markets set the appropriate levels of advertising in children's programming.

According to. s new NAB study, the gauilibrium level (i.e. set by the market, not
the FCC) of commercialization varies by market size.4! In other words, the amount of
commercials in children's programming on broadcast stations varies by the size of the

market. Typically, larger markets exhibit higher levels of commercialization.

9 George Swisshelm, *TV Stations Use Kidvid to Power Local Identity,”
Auvgust 3, 1987, p. 104.

! Edward E. Cohen, "NAB Children's Television Commercialization Survey,”

Rescarch and Planning Department, National Association of Broadcasters, February
1988.
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Market Forces Affecting Children's Television

Since the FCC dercgulated broadcast television there have been no governmental
guidclines rogarding children's television commercisls. However, the industry has
developed some self-regulatory structures.!? These structures have evolved in response
to marketplace concerns. For cxample, in one study. 91% of television stations in a
sample under study reported that they have developed their own time standards for
advertising on their stations.?

In addition to the local television stations, another industry group, the National
Advertising Division of the Council of Better Business Bureaus, maintsins 8 "Children's
Advertising Review Unit® (CARU) which scrutinizes children's advertising. CARU
focuses its efforts on the perception of a product and its benefits. CARU relies upon
a panecl of nsational advisors, including academics who have done research on child
comprehension and advertising.

Many of the complaints handled by the National Advertising Division (NAD) deal
with child-directed advertising and cosmetics (12.7% of the cases handled by NAD in
the first nine months of 1987 dealt with child-directed advertising).® Apparently,
most of the complaints arc initiated by competitors. In any case, the ad agencies
purport to be pleased that they have CARU'S guidance during their creative

development of children's advertising messages.

\? Ses; 1S v, NAB, 8 Media L. Rep. 2572 (Dist. Ct., Washington), 1982, in which
the former “NAB Code" specif ying voluntary commercial time limits was abandoned in
a consent decree action.

¥ Bruce A. Linton, °Self-Regulation in Broadcasting Revisited,” Journalism
Quarterly, Summer-Autumn 1987, vol. 64, nos. 2 & 3, pp. 483-490.

“ Edmond M. Roseathal, 'Fiélncill Service, Health Claim Ads Go Under
Scrutiny,” Television/Radio Age, October 26, 1987, p. 38,

17
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‘he NAD/CARU has some muscle in the industry. For ¢xample, when Flintstoncs
ins were advertised during "The Flintstones® program on a television station,
contacted the vitamin manufacturer to report two violations of its self-regulatory
lines: (1) medications, drugs and supplemental vitamins should not be advertised
ildren; and (2) animated characters should aot promote products because they can
a child’s perceptions. The manufscturer cited an oversight in communications was
onsible for the incident and that corrective action had been taken.®
In addition to station and advertiser scif-regulations, the major networks cach

¢ their own standards and practices units which set policies for network
gramming.

1& Marketolace Continues to Decide
In his book, Children's Telcvision: The Art, The Business and How it Works,*®
'y Schaecider, a 33-yesr veteran in children’s television, notes that today's television
rogrammers create over 900 different half hours of eatertainment for children cach
Jesr and advertisers spend $500 million snnually to promote products to kids. Based
upon his extensive career in children’s programming and advertising designed for
‘children, he argues that critics of children's television have been able to accomplish
- significant improvements in the marketplace, "without burdening broadcasters with

usecless government rules and stifling restrictions on business practices.”¢”

4 *NAD Cuts Flintstones Spot,* Advertising Age, December 23, 1987,

# Cy Schaeider, Children's Television: The Art, The Busincss and How jt Works,

Lincolnwood, IL: NTC Business Books, 1987).
47 Schneider, p. 179,
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As examples, he cites the following changes in children's television:¥®
o violence in children's television has been curbed
o there is a heightened sensitivity te stereotyping
o there is less advertising clutter

o there is more enlighteaing programming for children than ever before

KidsNet" Provides Marketniace Information

As an example of another marketplace structure which has evolved to serve the
special peeds of children, "KidsNet,* 4 non-profit (i.c. 501(cX3)) organizstion has been
established to assist anyone interested in learning more about children’s programming.
The charter members of "KidsNett' include the Arts & Eatertainment Network, Capital
Cities/ABC, Inc., CBN Network, CBS, Home sox Office, NAB, NBC, Nickelodeon,
Showtime, The Disney Channel, Lorimar Telepictures and USA Network,

"KidsNet* defines its benefits ax® ‘

By placing all of children's radio and tclevision programming
informsation (commercial, public, cable, home and school) into a
computerized database, programmers and distributors will have a built-in
promotional vehicle that at the same time will provide needed
inforration about the audience. The interactive ability of KidsNet will
sllow advertisers, advertising agencies, programmers and otherz to
retearch the wuse of their programs, cducational materials,
advertisements, public service announcements, etc., as well as the nceds
of their audiences: children, parents and educators.

4 Schneider, p. 179.

4 *KidsNet: A Computerized Clearinghouse for Children’s Radio and Television,”
KidsNet, 1201 16th Street, N.W., Suite 607E, Washington, D.C. 20036.
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Kids Are Not A Cantive Marh

As indicated by viewing data and other marketplace data, children
are¢ by no means a captive market. There are s0 many video options at the
disposal of children and their parents, that special marketplace mechanisms
bave evolved to respond with a supply of video programming in different
forms (ic. program types) and through different channcls (i.c. broadcast,
cable and home video) to meet the demand. Children's program producers and
distributors (c.g. broadcast, cable, home video) are respomsive to the special
needs of the child audience. They have to be, in order that they remain

competitive in an important marketplace.

V. CONCLUSION

The video marketplace in children's television is prolific and dynamic. The
viewing environment is such that the grea! preponderance of childrén have a large
number of broadcast, cable and home video siewing options. Some of these options are
advertiser-supported, some are subscriber-supported. The typical child (snd his or her
parent) has a virtusl wealth of video options from which to make viewing choices.

The children's video marketplace consists of three major parts, the broadcast,
cable and home vidco segments. Each of these segments interacts and affects the
other, both in terms of programaming and ecconomically. These segments are
substitutable and thus competitive. From a public policy perspective, this is a
fundamental observation. In order to preserve this competitiveness among the three
major segments of the children's video marketplace, policymakers should bear in mind

that these segments do not operate in isolation,

20
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Of the threc major segments jin the children's video marketplace, only
broadcasting is completely supported by advertising. The cable and home video
segments have other support mechanisms availabls to them, This permits home video
and cable some diversity in maintaining revenue streams whish then permits greater
staying power in the marketplace.

Therefore, any public policy interest in commercialization levels in brosdcast
children’s programming should recognize at least three key Cfactors: (a) broadcast
children's programming has only one revenue stream - advertising; (b) the children's
video marketplace is competitive and expensive to partivipate in; (c) cable snd home
video arc strong competitors to broadcast television stations as sources of children's

video programming.

2

1 .!‘ 'w‘}
-
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NAB Children's Television Commercialization Survey
February, 1988
Methed

This survey of children’s television commercialization levels was conducted by
the National Association of Broadcasters from mid-December, 1987 through early
February, 1988. A random sample of 469 commercial television stations was selected
and given the dates for a randomly selected composite week for the 1986-87 television
season.  Potential respondents were asked to list ail children’s programming (ie.
programs produced primarily for an audience aged 12 and under) that aired on their
station during the seven days along with the source of the programming (syndicated,
barter, local, network, or other), the time the programs aired, and the amount of
commercial mtiet. btomotional announcements, public service announcements, and
other non-prcgram material in minutes and seconde that aired in each program.
Respondents were asked to use the “clock hour* rather than including only non-
program material sired within the program. In this way, all adjacencics to programs
were included (eg. if 2 program began at 4:00 p.m. and ended at 4:29 p.m., stations
were asked to list at non-program material through 4:30 pm.). ABC, CBS, and NRC
provided NAB with the amounts and tynes of :{on-ptogtam material included in
network programs. Desctiptio:;s of the programs were also requested in case it was
necessary to determine if any programs w;:re actually "true" chi'ldten’s programming.
Copeis of the questionnaire and forms are attached.

The survey was conducted by mail using three mailings. Mailgrams informing the
poteatial respondents of the study and its importance were sent prior to the first

meiling. Another mailgram was sent prior to the third mailing. All correspondence

1 N
-
T
-~
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was addressed to the general manager of each station. Of the 469 stations, 267
responded, 1 refused, and 4 reported that they were not on the air during that period.
The response rate was 57.4 percent. Sampling error for binary questions involving the
entire sample was approximately 4.5 perceat at the 95% coafidence level, using the
finite population corr.cction factor.

Of the responding stations, 178 or 66.7 percent were affiliates and 89 or 33.3
percent were independents, a ratio that is relatively close to the universe. Of the
affiliates, 55 were primary ABC stations, 68 were primary CBS stations, and 55 were
primary NBC affiliates. By market size, 28 stations were in top ten markets, 24 in
markets 11 through 20, 20 in markets 21-30, 15 in markets 31 through 40, 19 in
markets 41-50, 80 in markets 51-100, and 83 in markets smaller than 100,

Results

The survey covered 5,635 different children's television programs or an average
of over 21 per station. On an hourly basis, this was 3,117 hours and 22 minutes of
programming. The rangc of programs per station went from two stations that
reported they ran no children’s programs up to 82 programs for one station.

Table 1 shows the average con;mercial levels for different sources of children's
programs with the overall commercial time on an hourly basis at eight minutes and 38
scconds. In this report, all numbers will be given on an hourly basis for case of
coﬁ:purison (i.c. non-program minutes in half hour programs are simply doubled. This
may result in an gverstatement of commercial loads' as stations sometimes have higher
loads in one half hour than in the adjacent mext half hour). Table 1 also reports the
means for all non-network children's programs, all syndicated or barter children's
programs (non-nétwork oxcluding local and other), snd all network ghildrcn's
programs, ‘ |

Table 2 breaks the numbers down by various dayparts. In this samole, children's

programs run during w.ckday sfternoons contained approximately a half minute more
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of commercials on an hourly basis thau those aired during weekday mornings.
Weekend children's programs had fewer minutes of commiercials than did the weekday
programs, especially non-nétwork weekend programs. -

Table 3 gives the commercialization levels for each day of the week. In this
sample, the most commercialized day of the week was Wednesday, June 3 while Friday,
December 19 was the lightest weekday. Sunday, August 16 proved to hrnve the lowest
levels of commercialization,

The market size brecakdown showed that commercial levels were highest in the
top 50 markets. Stations in smaller markets tended to run fewer commercial minutes,
especi-allv in non-network programs. A onc way analysis of variance was performed
on the non-network data and yiclded a very significant F ratio of 43.65 (p<.001).
Scheffe post-hoc comparisons of the group means siiowed that the smallest markets
(101+) ran significantly fewer minutes of commercials per hour in non-network
programming than did the other market group. Stations in markets 51-100 also
showed a statistically :.gnificant d'iffercnce with lower commercial loads than larger
market stations,

In Table 5, the percentage of programs with various amounts of commercial
minutes per hour is given. Over two-thirds of all children’s programs had fewer than
ten minutes of commetcisls on an hourly basis. ;i'able 6 re-cxamines the data by
market size.

Table 7 reports the commercialization levels'on a station basis, rather than on a
program basis. This table shows, for example, that 67.7% of the stations in the
survey ran fewer than ten percent of their children’s programs with more than ¢leven
minutes of commercials on an hourly basis.

Finally. Table 8 reports the amount of total mon-program material in children’s
programs on an hourly basis, using many of the same breakdowns as shown in

previous tables.
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Conclusions
As with any cross-sectional survey, this one provides a snapthot of a situation.
In this case, we gain an accurate view of commercializntion levels of children's
television programs daring the 1986-87 television season. For non-network
programs, commercialization levels are higher in the top 50 markets than in smaller
ones. Many stations run low commercial loads in all or nearly all of their children’s
programming while & few run larger amounts. Meanwhile, non-program material levels,

at least on weekdays, are nearly constant, varying by only a few seconds across the

week.

(3
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NAB CHILDREN'S TELEVISION SURVEY INSTRUCTION SHEET

Thank ynu for taking the time to fill out the questionnaire. Your answers are very
important to NAB.

To complete this questionnaire, you will need to pull the program logs or equivalent
information for a composite week of the 1986-87 television season. The dates meeded
are.

Monday, September 22, 1986 Friday, December 19, 1986
Tuesday, February 17, 1987 Saturday, May 2, 1987
Wednesday, June 3, 1987 Sunday, August {6, 1987

Thursday, November 6, 1986

If your station was not on the wir during any of thesec dates or some unusual
programming occurred, please call Ed Cohen at (202) 429-5381 for alternate dates.

You will need to find all the children’s programming your- station ran. If you are in
doubt as to whether a program is truly for children or not, the FCC has defined
children’s programming as that "originally produced and broadcast primarily for a child
audlence tweive yours of age or under.” If you are still in doubt, include the program
in the questionnaire.

There are two parts to this questionnaire. First, use the sheet with all the columas
to list out various information. If you nced more space, feel free to make copies.
Here are the instructions:

Program Title - the name of the program

Date Alred - the calendar date on which the program ran

Start Time and End Time - Use the "clock” hour. For example, if a program
started at 4:00 p.m. and ended at 4:29 p.m, list 4:00 p.m. as the "start time” and
4:30 p.m, as the "end time."

Source - Please use the following codes: N - Network,.S - Syndicated, B-
Barter, L - Loc~", O - Other.

Minutes CM- the minutes and seconds of commercials that ran in and around the
. program. BE SURE TO INCLUDE ADJACENCIES, For example, if a program ended
at 4:29 p.m. and onc minute of commercials ran between 4:29 p.m. and 4:30 p.m.,
be sure to include that one minute in the 4:00,p.m. to 4:30 p.m. half-hour.

Minutes Promos-the minutes and seconds of promotional announcements that ran
in and around the program. BE SURE TO INCLUDE ADJACENCIES.

Minutes PSAs-the minutes and scconds of public service announcements that ran
in and around the program. BE SURE TO INCLUDE ADJACENCIES.

Mioutes other mon-pregram material-the minutes and .econds of other n.on-
program material that is not part of any of the previous categories (e.4. station
IDs, etc.).

(over)

j EO0y
o0



119

NOTE TO NETWORK AFFILIATES: You do not need to list the network pon-
program material minutes in network programs, . NAB has obtained this

information from the networks, List only non-program material that originated at
your station.

The second part of the questionnaire requests a description of each program. Simply
list the title of the program and a short description next to it

When yuu are finished, fold the questionnaire sheets, place them in the postpaid reply
envelope, and drop it iu the mail.

If you have any quéetionl. plcate call Ed Cohen, Manager of Audience Measurement
and Policy Research, NAB Research and Planning Department, at (202) 429-5381
between 9 a.m. and § p.m. EST.

Thank you for your help.

foi
by ‘)



HAB Children'e Television Survey

Call Letters Market Stze _ _ .

Hinutes
Date Stert tnd Minutes Mirutes Minutes Other Non-
Program Title Aired Ties Tine Source o Promos PSAs Program Matter

i 1 i 1 i i
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Other Hon Program Natter +- Hateriel thet 18 not O, Promo, or part of the progrem {e.9. atetion IDa) e .
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NAB Children’s Television Survey

Program Title Program Description
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

Table )
Overall Commercialization Levels of Childrena‘s Programming
Type of Programming Minutes N
All Children's Programming 8:38 5635
All Non<Network Children’s 8:29 4380
All Network Children’s 9%:10* 1255

All Syndicated/Barter 8:43 4200

*Amount of nctwork CM has changed since 5/2/87 as ABC and CBS haove each added
one minute of available commercial time to their Saturday morning inventory. To
adjust the figures, add approximately 40 seconds (not all time may be sold and not all
programs will be carried on all stations).

1
~
a0

o



NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

Jable 2

Children's Television Commercialization Levels
On a Minutes-Per-Hour Basis

By Davparts
Tyoe of Programming All Children's  All Non-Network All  Network
Weekdav Mornings 8:33 8:33 . -
(1658) (1658)
Wechday Afterncony/Evenings 9:14 215 8:12
(2040) (2023) (15%
All Weekdavs 8:56 8:56 7:31
. : (3698) (3683) Qs
Weekends 8:05 6:07 911
(1937) 697) (1240)

*NBC ran "Babes In Toyland® on Friday, December 19, 1986, Many affiliates
responding to the questionnsire did not realize this program should have been
classific s 8 children’s program. This should have no adverse effect on the numbers
given abuve,

0. 147
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

ITabled

Children's Television Commercialization Levels
By Day of Week )

Tvyoe of Programming All Childrep's  All Non-Network All  Network
Children’ Chiidren’

Mondav, September 22, 1986 8:45 8:45 -
(735%)

Tuesdav, February 17, 1987 8:40 8:40 .

_ (745%)

Wednosdayv, June 3, 1987 9:36 9:36 -
(673%)

Thursdav, November 6, 1986 %16 9:16 -
(754%)

Eridav, December 19, 1986 $:30 8:31 8:12
(786) am (15**)

Saturday, May 2, 1987 812 5:29 9:15
(1646) (459) (1187

Sundav, August 16, 1987 719 7:14 7:44
(291) (243) (489*%)

*Only non-network children's programs sired on Monday through Thursday.

®*NBC ran "Babes in Toyland" on Friday, December 22, 1986. Many affiliates
responding to the questionnsire did not realizé ‘this program should hive been
clagsified as a ch'ldren’s program. This should have no adverse effect on the numbers
given above. ’

¢**ABC’s "Disney Sunday Movie® and NBC's "Our House® were considered to be
children's programs by the respective networks. Many affiliates were not aware of
this and did not include the programs in their listings. This should have no adverse
effect on the numbers given above. ’

174
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

- Tablc 4

Children’s Tel.vision Commercialization Levels
By Market Size
On a Per-Hour Basis

‘Tvpe of Programmjng AllLChildren’s  All Non-Network All  Network

Children's Children's
Markets 1-20 9:04 9:03 " 905
(1165) (1030) (135)
Markets 21-50 9:08 A 9:05 . 025
. (1332) (1108) (224)
Markets $1-100 8:34 8:22 914
(1726) (1325) (401)
Markets 101+ 7:54 7:18 9:01
(1412) (917) (495)
120
. [N,

19-684 0 ~ 89 -



Minutes

7 or Fewer
8 or Fewer
9 or Fewer
10 or Fewer
11 or Fewer
12 or Fewer
13 or Fewer
14 or Fewer
15 or Fewer
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988 ’

Iable 5

Percentage Of Children's Programs At Or Below
Various Commercialization Levels

All All All
Programs Non-Network Network

' 28.7% 36.1% 3.1%
39.7 45.4 17.7
54.8 53.0 61.1
69.1 62.6 922
78.2 72.0 100.0
87.2 83.6 100.0
94,1 92.5 100.0
97.9 97.4 100.0
99.6 99.5 100.0
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988 :

. Igble 6

Percentage of Children's Programs 3t or Below
Variovs Commercialization Levels by Market Size
- sis

Markets 1-20
Minutes All All All
Brograms Non-Network Network
7 or kewer 25.3% 283 3.0%
8 or Fewer 349 371 . 185
9 or Fewer 476 45.0 66.7
10 or Fewer 59.0 54.3 94.8
i1 or Fewer 71.2 67.5 100.0
12 or Fewer 828 80.6 100.0
13 or Fewer . 924 914 - 100.0
14 or Fewer 974 97.1 100.0
15 or Fewer 99.9 99.9 100.0
Markets 21-50
All All All

Minutes Programs Non-Network Network

7 or Fewer 255% 30.1% 2.7%
8 or Fewer 332 kYN 10.7
9 or Fewer 454 44.1 51.8
10 or Fewer - 604 545 - 89.3
i1 or Fewer 69.7 63.6 100.0
12 or Fewer 80.0 75.9 100.0
13 or Fewer 92.2 90.6 100.0
14 or Fewer 273 96.8 100.0
15 or Fewer 994 99.3 100.0
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Minutes

7 or Fewer
8 or Fewer
9 or Fewer
10 or Fewer
11 or Fewer
12:or Fewer
13 or Fewer
14 or Fewer
15 or Fewer

Minutes

7 or Fewer
8 or Fewer
9 or Fewer
10 or Fewer
11 or Fewer
12 or Fewer
13 or Fewer
14 or Fewer
15 or Fewer

1

All
Programs

29.7%
39.7
558
69.5
78.7
89.5
94.5
98.0
99.4

All

33.4%
43.0
68.6
85.5
91.5
95.0
97.0
99.0
99.8

L6
e? r’J

128 '

All

37.9%
474
543
62.6
72.2
86.3
92.8
97.4
99.2

All

49.4%
61.3
70.7
81.6
86.9
92.3
95.4
98.5
99.7

All
Network

2.7%
142
60.6
92.3

100.0
100.0
100.0
100.0
100.0

All

3.6%
234
64.6
92.7

100.0
100.0
100.0
100.0
100.0
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

Table 7

Percentage OfF Stations Running Children's Programs
With Over 11, 12, and 13 Minutes of Commercials Per Hour
Less Than Ten Percent Of The Time

All Sations 67.7% 76.2% 88.8%
Markets 1-20 60.9 71.7 89.1
Markets 21-30 64.8 70.4 : 8Ls
Markets 51-100 66.7 73.1 87.2
Markets 101+ 744 85.4 95.2

Percentage Of Stations Running Children's Programs
With Over 11, 12, and 13 Minutes of Commercials Per Hour
Less Than Twenty Percent Of The Time

1l Minutes 12 Minutes 13 Minutes

All Stations ' 78.1% 87.7% 93.1%
Marksta $-20 69.6 852 93.5
Markets 21-50 122 81.5 88.9
Markets 51-100 73.1 88.5 . 923
Markets 101+ 91.5 93.9 96.4

Percentage Of Stations Running Children's Programs
With Over 11, 12, and 13 Minutes of Commercials Per Hour
Less Than Thirty Percent Of The Time

11 Minutes 12 Migutes 13 Minutes

All Stationy 85.0% 92.3% 97.7%
Mnrkets 1-20 73.9 89.1 95.7
Markets 21-50 8 85.2 98.1
Markets 51-100 84.5 934 97.4
Markets 101+ " o6a 976 988

Aoy \‘;;)
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NATIONAL ASSOCIATION OF BROADCASTERS
CHILDREN'S TELEVISION COMMERCIALIZATION SURVEY
FEBRUARY, 1988

Table 8

Total Non-Program Material In Children's Programming
Oa a Minutes-Per-Hour Basis

Tvpe of Programming All All Non-Network All Netw rk All Syndicated/
Children's ~ Children’ . ) B
Total 13:06 13:40 11:05 13:53
. (5635) (4380) (1255) (4200)
By Daypart
Weekday Mornines 14:04 14:04 - -
(1658) (1658)
Yeeckdav Afternocons/ 13:47 13:49 9:10
Eveninge (2040) (2025) (15)
Yeckdavs 13:54 13:56 9:10
(3698) (3683) (15)
Weekends 11:32 12:16 11.07
(1937) (697) (1240)
By Dav of Week
Monday, 9/22/86 13:55 - -
(735)
Tuesdav, 2/17/87 13:55 - -
(745)
Wednesds , 6/3/87 13:58 - -
(673) _
Thursdav, 11/6/86 13:59 - -
(754)
Friday, 12/19/86 " 1348 13:52 9:58
(786) 11 (15)
Saturday, §/2/87 11:25 12:02 11:10
(1646) (459) (1187)
Sunday 8/16/87- 1212 12:40 9:s1
(291) (243) (48)
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Iable § Continued
By Market Size
Tvpe of Programming All Children’s  All Non-Network All  Network
Children’s Children's
Markets 1-20 13:38 » 13:58 10:56
» (1165) (1030) (138)
Markets 21-50 13:27 13:53 1119
(1332) (1108) (224)
Markets 51-100 12:52 13:23 11:09
(1726) (1325) (401)
Markets 101+ 12:36 13:28 10:59
(1412) 17 (495)
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January _
Famjly Viewing Month
e e e P .. ,/ .

Attachment 4
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Dear Geueral Manager: ;

A cntical problem that our industry an concerned parents must
share and address s whether today's children are becoming televi.
ston couch potatoss.

Tie NAB Children’s Televison Committee announces Family $iu «-
ing Month, a national caripaign which encourages parentsto become
more involved in what their children watchon TV. It kicks off in January
under the campaign slogan, *Watch What They Watch.”

Guding children’s use of television is difficult. It s not the respon.
sibibty of broadcasters or government. It s the responsibility of
parents. Responstble parenting means teaching children to he
discnminating viewers, so they can benefit from the wonderful
educational and entertainment aspects of our medivm. Television 1s
part of American family life. And if used properly, it provides infor-
mation, stmulation, and pleasure.

1989isanew year  a ume for new beginnings and new attitudes.
A time to remund parents to *Watch What They Watch.” urge you
to make Fumily Viewing Month a priority project for your station.

Sincerely,

Glenn C. Wrlit, Chaiman

NAB Cluldren’s Televison Commuttee
% KIROTV. Seatile, Washington .
[ ] [ ]
[ ] [ ]

Q ,I, r~’ ’{{ /
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Famﬂy Viewing
Encowages Parents To:

¢ ¢+ + SET THE SCHEDULF.

Pre-selecting programs rather than randomly turning the dial
modifies what and how much time children spend watching
television and establishes a practice of watching programs not
just television.

¢ ¢+ TALK ABOUTIT

Encourage the family to share their thoughts and views on the
programs they watch. Open discussions can strengthen a
chuld's ability to think and express his or her ideas and fosters
better family communication.

¢ ¢ «» READ ABOUT IT

Use television to spur an interest in reading by pointing out
how library books can supplement what children learn from
programs.

¢+ » » CHECK WITH TEACHENS

Watch programs that generate interest in subjects studied in
scnools. Viewing assignments by the teacher can build upon
what 1s taught :n the classroom.

“With the development of
each modern means of story-
telling ~ books, newspapers,
movies, radlo, comics and
television —social debates
tegarding thelr effects have
recurred. A prominent theme
in all these delates has been
a concern with media’s im.
pact on youth, a concern
which in fact pre-dates the
modern era, Plato’s Republic
warned about storytellers.”

Ellen Wartella
Historical Trends in Resacurch
on Children and the Media




O

ERIC

Aruitoxt provided by Eic:

135

Campaign Outreach
Ideas for Stations

¢ ¢ o e Ask your Mayoror
Zavermnor to proclaim January

1 umily Viewing Month, The
signing of the proclamauon s a
great photo opporturuty and makes
a nice piece for the evening news
a3 well as your local newspaper

s o o ¢ {Jse your Congressional
representative as your campaign
spokesperson. This complements
th:» national PSA and qives your
LAMPAicn a stronger grassroots
connecton. Another excellent
choice may be your state’s hrst
lady KIRO-TV. Seattle, Washuington,
has successtully involved thew frst
lady in a similar campaign.

¢ « ¢ o The President of the PTA
or elemeniary school principal sur-
rourded by kids shouting your
campa:gn slogan tnakes an elfec:
tive spot Try this approach with
several schocls

¢ o0 ¢ \icintenaeavor wath 3
1304, ast leed “hain may add

impact and visibility to your cam.
paign. A PSA and tray hiners jontly
tagged are excellent tools for reach-
ng parents. You may conader
splitting the cost of distnbuting the
liners at a local school for the
month of January. A different twist
may be a cooperative effort with a
local dairy in whick, the slogan is
imprinted on muk cartons, especially
those cartons distributed in schools.

e+ ¢ ¢ Conduct station tours for
local PTA's and Teachers” Associa-
tions durng the month of January.
It qives department managers a
chance to get to know the educators
in their commuruty. At the sama
bme, 1t's important for senior
management to be wisible at
specil school events and PTA
meetings during the campaign

e ¢ ¢ o Host atown meeting for
your District Teachers' Associats
and the PTA Duwcuss openly ana
honestly how parents. teachers.

"We must make sure that

tlon; ons tool out of many
available o te in the continunl

television in moderation and
handle it with care. it can be
«valuable teacher, a wonder.
ful friend and a good setvaat,”

Michae! R. Kelley

Television: Making the
Most ol

and broadcasters can work
together to strengthen the use of
television by chuldrer: Such an
even! may make a nice gublic
affars show that could be adver.
tiser supported.

3.




¥
3

o400 hooncuid be ceter 3
rellng or reaxng a stery 1 shudren
than ycur owr. sn-ar taent” Heold a
‘Saturday Menung' readirg at the
staton or 3 ukrary Shcw how
bocks te-in with children's pro-
grams. Bockmarks and calendars
impranted wnth your slogan make
great give-aways for such avents.
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se 0 ]omtly develop with an

area leacher, a program that incor-

porates television and outside

reading assignments which comple-

ment the establshed class cur-
nculum. The results of such a pro-
qram could be presented at a PTA

meeting as a prot program for
other classes.

Television and Children — Weekly Viewing

Ages 2§ Agea 8-11

* + ¢ Hours Per Week 2229 19:38
o o ¢ Prme Time 4:25 5:25
oo MF 4307730 PM 321 3:25
e MF 10 AM4:30 PM 5:02 1:49
¢e¢ Sat &Sun. 7AM | PM 239 2:29
¢+s Sat. 1 8PM&Sun 1.7PM 1:28 1:45
®e¢ MSun, 11 30PM:1 AM .28 38

¢ * » Remander 6:26 6.07
» ¢ ¢ Jdverage Hours Day 313 2:48

s s Do e ainy Auderce Demonapne Yap i Sept (088

The suggestions on the
nexi page may encourage
children to become mote

- active viewers through

exploring thelr own ideas
about television pro-
grams, dreaning up new
programs, o predicting
outcomes, Use them aa
on-air tipa (radio or tele-
vislon) or as a photocopied
handout at meetings. Just
add your station call let-
ters and campaign logo.

O

ERIC
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Constructively Using Television

Tips For Parents

¢ + o Be a Nielsen Family
Family members pretend they are
television cntics whose program
choices are important in delermin-
ing which shows stay on the arr.
Make up a list of favontes - noting
the day, time and channel of each.
When notes are coinpared, the
family will discover mutual favontes.
It 1s interesting to hnd out why. Try
and figure out what appeals to the
entire family. The game becomes
ore of persuasion. Ths kind of play-
tul debate strengtheris children’s
abiity to think independently and
express their ideas Through discus-
sions and trade-cffs, the family can
reach a consensus on which shows
they should watch Find newspaper
or magaaine cnhques of shows to
compare to family opions. This
fosters children's use of and famibar-
1ty with newspapers and magaznes.

¢ ¢ o | Remember When. ..
A chiltsinterest i hisor her favonte
crogram can ce the basis for an

active memory game which
demonstrates how tastes and habits
create different standards as
children mature Ask children to
list the programs with their present
choices. Children can take pnae in
seelng how therr tastes have
tnatured. As an exercise. have an
older child develop a hst of shows
his younger sibiing should watch

¢ o o Create Your Own Program
Discuss possible shows that may be
developed from a child's favonte
film, book, and comic stnp En.
courage the child to develop his
idea into a class play

« ¢ ¢ Predicting Outcomes
Guessing the outcome of a show
can develop a child's awarer.ess of
the visual and verbal clues that are
the basis for drawing inferences
and making predictons Dunng
the cominersial braak, have
everyone write dewn therr secret
quess about how the story w:ll end

"The belled that televislon iy
abadluiiuencesice meny oy
unstabla. insecure one. Cop,
tainly It ts often kard to yug.
tain in the face of the ap.
parenily robust and bealthy
snjoymeent of televislon by
one’s own children,”

Robert Hodge & David Tripy
Children and Televialon

When the program is over, =em.
pare solutions to see who came
closest to guessing the outcome.
Discuss the clues eart, niember of
the famtly used it making his or
her predicton.

Quiz progratns otfer the zegor
tunity both to seccrna-guess the
contestants and 'o 2ztmate why

any quiz show mere . ©.° aise
develops the abuity to thirk quisdy.

Se




138

» ¢ » Helping Children
Understand What Th.y See
Comments and questions duning
and after viewig can help hikiren
gan information Don't assume that
a child grabs the mearung of what
they view, especially when un:
famibiar adul* Yopics are being
presented When parents clanly
the acticn in a story, 3 chid 15 bet-
ter able to understand and retain
the information available in what
they see This also presents ar op-
portunity to direct a child to books
or nawspaper stones that provide
addibonal details about the subject

¢ ¢ ¢ Where and When?

You can help a child become more
aware of cuitural and histonical
dushretons by dentifving the
detais that envey this intormaton
Pout out the clothes dialec lang-
marks scenery or other ciue to
where and when the events u, 3
story accurrexd

¢+ ¢ o Fact or Fantasy?

Thore are ey areas 1o

important to get your shaldren to
ask questions about what they see.
Ask what kund ol evidence was
shown that inade 1t seern real?
What proot would ane reed to
onfirm the realty of this :ntorma-
hon. Cakdren may not reazh zon-
olustons but these questhons may
gend them 1o books and magzzines
as sources for answers

¢+ » » What Did I Mias?

When you can't watch with o chuld
1 casual el me about it” i3 an ex-
cellent averiue ‘or sharpening

a chuld's abutty to urderstand and

express what he or she watched

s » ¢ Guess Who?

Play a game where one porson im-
tates the distinchve posture. walk
o1 gestures, used by a joamiliar

TV character, while other members
ol the famuly try to quess wrat
~harazter 1s being pertrayad

* ¢ » Whom Do You Admnire?
Whom Do You Dislike?

Talier: j abert the telasion
sraractots who mpress -hikdron
can exparad denphe
and qwve snsght e 1

“The relationahip betwesn
education and television has
onternd a uow phase, Origi.
oally educators largely Ig-
nored the new medium, Then
they denounced it and tried
to make It go away, Lately.
school and television peaple
have been working together
in the hope that something
construciive can be extracted
from all te time children
spend (n izont of thelr TV sets.”

Fred Hechinger
The New York Tlmes

thinking. Broaden the discviznon
by talkine about ways in whs
chuldren teel they are ke or
the television chara:

knaw This kind ot ~

Q

E
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Family Viewing PSA
Featuring Marlo Thomas
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I'm Marlo Thomas. For every hour
your children spend in school each
week, they spend another half-hour
watching television, And much of the
time, they're alone; with no one
around to separate the good from the
bad~-the fantasy from the fact. lt's
time to start watching TV with your
kids. Time to talk about the programs
you watch together. Time to teach
your kids the difference between the
fighting on the evening news and the
Zrghting on the morming cartoons. To
be nerfectly honest, it's time to:

\Watch What They Watch,

LR BN B B O N Ss00 000N 0

‘TELEJOURNAL

Foamily Viewing Feed
December 16
11:30 AM - 12:30 PM

TELSTAR 201, 12V-6.2, 6.8
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Family Viewing Campaign Ads

These campaign ads are -amera ready copy which can be personaiized with - ur lago or stahop
cail letters. If the dimensions do not meet your newspaper's mechanical requirements, ask the
publication to reduce or enlarge tu correct size,

3

*

<t

L R T BE B R R R J

HINON
XUYNNYI
(o)
{moys ysas)

L IR L K IR R I IR R B




142

Family Viewing Response Sheet

| To document broadcaster's support, please fill out and return to the NAB J
Television department, 1771 N Street, N.-W., Washington, D.C. 20036. .

1, How inuch air time was devoted to the campaign? 2. Did yon use Marlo Thomas P8A?

OYes ONo
Air Time .
Broadcast Date {minutes) {5 Used station rroduced PSA only

0 Used combination of staton and

lanuary 1.7 — nahonal produced PSA

January 8-14 —_—

]anuary 15.21 -— 0 Used our own PSA

January 22-28 -

January 29-31 —

3, Briefly describe your campaign activities.

. e R

10

Aruitoxt provided by Eic:
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Entry Form

St U Lot

Carnent Acken v ADY anie
Anard U et el mah e
T A Regularly Scheduled Programs
- B. Special Programs
. €. Public Service Campagns
" D. Drug and Alcohol Abuse Campaigns and PSAs

Peogmir Namwe

[RRVINGS

Moo Length

Frovrarn Demograpbae
RU RV ATRY, SRR A

Aidie o

sdend b

R Thone ¢

cremenccerant b NAB rthat they
te. dearames, and o
1nd Jements embodied in
aetitasand that the ue by NAB
Ericlibe 2o nmmk upen the
P rokse, or other sk of am
nerants agree to Jefend, indemnify,
Jacannt ane and ot Jaens,

= out of the breach of thes

"N o Chaldeen Teles iswon Awards”
Tdovion Dypanment

Natienal \vxution of Broadeasters
LTEN Syreer, N

Wadntrzron, 00, 2016

ERIC

Aruitoxt provided by Eic:
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% NAB Service ToChildren
Television Awards

The NAN Setvir Tor € inkbrens Tdovrson Awarch bomww
aotrns for e dhd st o oeianding kol programs
and Lunpugie

A poid of reegrin] prokesannabs, who actively endire
excelhtne an + hikdeen's peogramening, sclect the winners
froes the muny cnties subutted 1 the competition.

The 190 finaltite wall be anunced durmng next year's
NAR Conventrn Tekesiun Lutbeon iy Las Vegas. The
winmers will thets e honorad during a spevial Washington,
D venmony 0 May.

Y General Criteria

¥ Ooh programn sreated by ke al ke i snd intended
e ksl chibdecns, oghnenn wan of ax or wungee, acr chyd
He Sobievaen fum ek nn houes, inhgendvot
prskaen, ce intwathy are it cdapbh

 Any ety peohant paggam whah ol dunig the bawl-
vad e Syeendue | PR Thooudn At 11, 1980 on-
levsaab e it whim v wend doengg ihwe sane peoaad
by heinn

¥ tabubioge by wheniodia V4% Umo navate.
¥ Avmgdand o ben nunt umpuve exh asey

¥ Dt oo premen of peogramn nnst Ly whineied s tlay
atusls e anliib amray e il nt s habig
wormtonady, bot ekl i lv ulasare bt o the
LT

¥ Sonan mn wdont o nombet e, I eab
wdemeas s 1AL IV atn e ket

¥ Moee tlunaowi witenn pueonores o by kel

¥ Eintas onet erns unile NAI boras D by
ko [ haundar 1 IR Re nraksaxn, B jovar
chaeg nes v pusl i ot It 2am e wheniong the
iy

¥ Fons whend; In nonnad dbat e aroimaen o'
wnvens, o soffa xtn o st ax sl b Lol an

nahakil

¥ Awughann by AN or e s pieal ny okes o
the et s d oo it Laeh doakl bk wdde
tothe Nata oo Awtsinanod leend i

%7 Award Categories

Avwae wll be gran in e o the fmang AD! macket groupw
1-28, 26 80,51 -, 100 phas

A. Regulady Schedwied Programs. Any kength jvigram wis b
mevd daly, waekly. mwnably, quanterly, o

B Special Prograaw. Speaal prograns or sagments ki sy kengh)
with a spevdc 1 seasonal theme whach dd not run on a reguler e
C. Public Service Campaigrs and PSAs. Any comamunity set-
vice ielevision campwign, rommunaty outreach progham, of public
service snnuaxicement develnned for the henehe of hiddren in the
Tocol viewing sudierce (exchding drug sod skokol shuse care
paigra). Entries must inchade 8 one-page sumnary on hastory,
development, mplernentation, and reslts of the compagn,
outteach program, or publx servive snnouncement.

D Drug and Alcohol Abwse Campwigne and PSAs. Any
compaign or public service snnouneeent divected to childeen on
the preveshon of drug o skeohol subwance shuse. Entnes must
fewade 8 one.page summary on hestory, development, Implernen
tatan, and ceswks of the campeign or PSA.

224

X

AAAAALA4

% The Post-Newsweek Award

Wincei entnies 1n Coaegory A-(Regularty S hechuled v grarm)
wilt b consadered for @ spcusal $9,000 "Bt of The Bea™ awand

. speweaxed by the Pt Newswork Statnas Group In vkt 10

wyuably b this swand, the enes must deminitrate s poasne
gt upen & sigtafi a0t Buden e 10 RS Langes age o)
Camtgory A senies wanners will be endantid by NAR 1o wpedy
divumantatnn b thi award

Tewe 8 the NAR Tedewrw s Drponiment ¢ 0014708342 if
s by any qpastnons abva the ot

Mat coties tie

“Service To Chibdeo Television Awands,” Televaion
Depariment, National Asmciation of Brosdcasters,

1721 N Sireet, N.W., Washingion, DC. 20036

%7 Entry Form

Statnns Call lavees |

Cay tinl Seae P
Corrotd Arhatrens ADY anbing e
Award Cateproes (Chenk el

{1 A, Regutarty Scheduled Progamy

L] B, Specia) Progranw

C1C. Public Service Campaige

L1D. Drug and Akohol Abuse Campaigne and P'SAs
PegamName __
Prdaes o
Phgambeogh. .

Trgram Ormegraphas
(eared 1o what age group)

Armdate U
Subertiond by e O

) (7N | 1YY S

Py exstening the compytiten, eotrants watan e NAR thon dny
jerecs 1 bine woied all iavivan rghes keatamas, il o
Inerres with regant o all matnah and dements imludaal i
wirky subenated ke 1l comgatitnon, aid tha the e by NAB
of s ly waebs wll parher sedae 1 mfnge ipon the
e, akmard, pen sy, v, or i eghasod
posty it whamory thewed Lot ager ne bl unk nuady,
aend bobd NAD Lonmkas hon st gt any bl Lo,
o, cons, i b atreng e W ihe beeabed the
LEEILIY

Amulioby [
by e g boe oo vl kit
e . e

Maluan 1
"Service to Chibdren Television Awands”
“Television Depanavnt
National Amcuistin of Heoadeasters
1771 N Sercet, N.W.
Washingion, D 20036
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Mr. SwiFr. Mr. Wright, thank you very much.
I recognize now Mr. Robert Keeshan of Keeshan and Associates
for your testimony.

STATEMENT OF ROBERT KEESHAN

Mr. KegsHaN. Thank you very much, Mr. Swift. It is good to see
you all again. I thank you for affording me the opportunity to ad-
dress the subcommittee on the subject of children and te evision,
and, as many of you do kncw, I have been here before several
times—many times. In fact, I count 10 members of this committee
who were members a half a dozen years ago when I testified on tho
same subject.

In the years since then, \ve have not progressed in meeting the
needs of America’s children through television. In fact, with the
implementation of deregulation, children’s television in the com-
mercial sector is more of a wasteland than when that description
was first applied by a Federal Communications Chairman 28 years
ago.

In the last decade, the fierce winds of deregulation have swept
away virtually every notion of an industry with responsibility to
this Nation’s future, our children. Another Chairman of the FCC
decreed, in that same time period, that: “The marketplace will take
care of children.” His prediction has been accurate, if the results
were not exactly what he intended.

As long ago as 1982, FCC Commissioner Henry Rivera said that:
“Broadcasters haven't been paying enough attention to the needs
of children...the sad shape children’s television is in today serves to
remind me that, although reliance on market forces is normally
preferable to regulation, blind. unthinking, or rhetorical reliance
on the marketplace is an abdication of our duty to the public under
the Communications Act.” While Commissioner Rivera was ex-
pressing his anxieties, his Chairman was working at breakneck
speed to unfetter the broadcast industry in a truly doctrinaire
manner, putting abstract theory into effect without regard for
practical difficulties.

Results in the commercial broadcast sector can only be regarded
as disastrous by any thoughtful person concerned about the Na-
tion’s nurturing complex and the effect of television viewing on our
children. Unlike other modern industrial nations, from Japan to
Great Britain to the Soviet Union, we have declined to make televi-
sion an important part of the Nation’s nurturing system. Unlike
other nations which know its power to educate, we have opted to
protect the rights of broadcasters and have made television a tool
not to nurture but to sell to children.

My own program, Captain Kangaroo, is a classic lesson in reveal-
ing the attitudes o" licensees. For more than a quarter of a century
on CBS, the program delivered very substantial audiences. Sta-
tions, always protective of their broadcast license, championec the
Captain and warned off the News Division and any other threat to
the program which was an important daily entry on their FCC
broadcast log, end then, no log was required, no public service
entry demanded. The large audiences were still there for the Cap-

14y
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tain Kangaroo program, but they were primarily children, commer-
cially uninteresting for broadcasters.

Public service, the prime reason for the broadcast of a quality
children’s program, was gone. The program was replaced by a
seemingly unending series of news broadcasts, which rarely
achieved audiences of a greater size, but the audiences were totally
adult, and thus does the marketplace take care of children.

As we focus on changes in the industry, it is important that we
also look at changes in the audience. This is important because the
American family has undergone radical changes in the last 20
years, changes which have raused it to rely more on television in
the nurturing of our chiidren. Almost 70 percent of American
mothers work outside the home; a quarter of our children live in
single-parent households, almost all headed by a working mother,
busy and reliant on television to help her through a busy day.
Twenty percent of American children live in poverty, reliant on
free broadcast television for entertainment and education. More
than ever before, the American family looks to free broadcast tele-
vision to help in its nurturing tasks.

I do hope that the committee will address the serious issues of
over-commercialization in children’s television, and I hope that the
commercial broadcast industry will be required to meet its obliga-
tions, along with every other American business, in nurturing our
young and preparing for the Nation’s future.

Captain Kangaroo has now moved to public television, where we

are seen daily on 160 stations. In the last 3 years on public televi-
sion, I have had a very difficult time. I thought that in coming to
the public sector I would be afforded more time to meet creatively
the needs of the Nation’s children. To the contrary, I cannot afford
to spend much time in meeting the needs of children. I'm spending
my time looking for underwriters for the program, looking for
money.
If tge committee wishes to provide for the nurturing needs of our
children, it might well take a look at children’s programming in
public television and undertake means to fund such programming.
Instead of, or in additior to, funding reluctant commercial broad-
casters to provide quality programming, I urge the committee to
look at those many willing and talented producers who would pro-
vide programming of higher quality for our children through public
television. We in public television are very willing to meet the
needs of the future. So I ask you please to consider giving the re-
sources to meet those needs.

I thank you very much.

Mr. Swirrt. Captain, thank you.

Dr. John Murrai', chairman of the Department of Human Devel-
opment and Family Studies at Kansas State University, welcome,
and you may proceed.

STATEMENT OF JOUN MURRAY

Mr. Murray. Thank you, Mr. Chairman and members of the
committea,

I've been nsked to speak to the issue of television broadcasting
structures and opportunities for children in other countries and
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particularly Australia, where i spent some time during the course
of the reform of their Broadcusiing and Television Act and restruc-
turing of p.ogramming for children.

If there is one theme that I would like to stress today, it is the
‘theme that television is more than mere entertainment. I know I
am preaching to the choir with members of the committee and
many of the members of this panel, but it is not widely accepted in
the American public. Quite frequently, the American public thinks
of television as simply entertainment, diversion, something to do
when there are not other things to do. But those who have looked
seriously at the impact of television on children know that it is
more than mere entertainment, that television is a teacher, and
there are ways in which we can structure television for children
which will capitalize on that teaching mode.

In my prepared testimony, which has been submitted for the
record, I reported on a study that I and some of my colleagues con-
ducted in the early 1980’s comparing the structure of children’s tel-
evision in about 20 industrialized nations and excerpted from that
a table which is listed in my testimony as table 1, which compares
television broadcasting in England, Australia, and the United
States, looking at both public and commercial television, and trying
to calculate the amount of time devoted to children’s grogramming
and educational and informative programming on public and com-
mercial television in those three countries.

The important point of that is that, in general, public television
in all of those countries spends more time and more effort on chil-
dren’s programming and educational programming. But in coun-
tries such as England, w.th the BBC as a verly strong public service
})ro\;ramming agency, ¢ven the commercial program entity, the

TV, spends much more time devoting programming to educational

programs for children than does commercial broa casting in Aus-
tralia or the United States, and that is interesting, because that
says you can set a tone that the things that one does in the struc-
ture of the broadcasting system can set a tone that says children
ar(()ed important and we need to use television in an educational
mode.

I would submit to you, with the permission of the Chair and the
members of the subcommittee, the full text of that report which
provides a discussion of other countries.

Mr. Swirr. Withcut objection, that report will be received.

Mr. MURRAY. Thank you.

Moving to the Australian experience, I note toward the end of
the testimony—well, before getting to that, table 2 outlines some
information contained in a very important book written by Dr.
Edward F:li.er, published late last year, called “Television and
America’s Children: A Crisis of Neglect,” where he compared fund-
ing for public television, and this is really what Robert Keeshan
has talked about, that what you see is that funding in England,
Jaﬁan, and the United States is really quite different.

ngland provides per capita funding of about $16 per person for
the support of their public television, Japan about $11 per person,
and the United States $4.58 per person. What that means is that
England, with a pogulation one-fifth the size of the United States,
spends four times the amount of its broadcasting dollar on support
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of public television, and that means more children’s programming.
So, again, referring to the concern raised by Mr. Keeshan, we need
to look for ways to enhance that.

Turnin;: then to Australia, which I have been asked to do, there
is a long history of concern about children’s television beginning in
1953 with the Royal Commission on Television Programming, but
the main change came in about 1977 when the Australian Broad-
casting Control Board was changed to the Australian Broadcasting
Tribunal and they established an advisory committee called the
Children’s Program Committee. The Children's Program Commit-
tee set guidelines for the kinds of television programming ad-
dressed to children and ways to encourage increased programming.

I would ask, if at all possible, to submit to the committee, with
the permission of the Chair, a brief description of the operation
and structure of the Children’s Program Committee of the Austra-
lian Broadcasting Tribunal and a listing of the regulations in force
in Australia at the moment relating to children’s television pro-
gramming.

Mr. Swirr. Without objection.

Mr. Murray. Thank you.

The main point of the regula‘ions in force in Australia is that
commercial television licensees ure required to broadcast 1 hour of
children’s educational entertainment programming per day 5 days
per week between the hours of 4 p.m. and 5 p.m. In addition, as of
1984, they were required to also produce and transmit %2 hour of
preschoolchildren’s programming—that is, programming for chil-
dren under the age of 5—between the hours of 9 a.m. and 4 p.m. So
1% hours of children’s programming is mandated.

Now that is a very different structure, and I'm not particularly
purporting that here, I'm just laying that out as an experiment
that we could observe and take into. consideration. I think H.R.
3966 goes a long way to promoting the notion that television really
is more than mere entertainment, that television is a teacher and
we must take television seriously in the United States.

In summary, returning to that theme of “television is more than
mere entertainment,” if I may be allowed an agricultural allusion,
coming from Kansas, the seeds thet we sow in early childhood
through the television programming that we provide are the seeds
that then are nurtured through the years and reap a harvest at
age 20 when these children are now becoming the leaders and the
stewards of our country.

We have the opportunity here, through the actions of this com-
mittee and through House 3966, to sow Jecent seeds for children’s
television and to provide that the harvest is not a bitter fruit.

Thank you.

[The prepared statement of Mr. Murray follows:]

A
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Testimony of
Johy: P. Murray, Ph.D.
Professor and Department Head
Human Development and Family Studies
Kansas State University
Manhattan, Kansas 66506

Mr. Chairman and members of the subcommittee, I am honored to be invited here
today to testify on the ways in which children’s television may be encouraged and
enhanced through the consideration of policies enacted in other countries.

Tam Dr. John P. Murray, Professor and Head of the Department of Human
Development and Family Studies at Kansas State University. 1 have investigated
various aspects of children’s television for the past 20 years and during that time I
have wtitten 6 books and more than 40 articlss concerning the impact of television on
young viewers. I am here today tr comment on my experience with the development of
children’s television in Australia as it relates to appropriate concerns in the
United States. In this regard, I will draw upon my work as a social scientist and
professor during a six-year period in Australia (1973-1979), my continuing
involvement in research and program development with collcagues at Australian
universities, and my consultation with the Australian Broadcasting Control Board and
its successor, the Australian Broadcasting Tribunal fromn 1973 to 1988. In my
testimony, I will describe some of the issues, concerns and recommendations discussed
by child development professionals, memuers of the public and broadcasiers. These
issues are documented in parliamentary inquiries and investigations conducted by
Australian broadcasters and their regulatory agencies.

There are many similarities in both the structure of broadcasting and the nature
of concerns expressed about children's television in the United States and Australia.
In both countries, there are commercial and public television systems which provide
programming directed to young viewers. Morcover, there is considerable similarity in
the forms of television programming available in both Australia and the United
States, including the sharing of programs across the two countries.

One of the earliest concerns about television in both the United States and

Australia was the question of the itnpact of televised violence on the behavior of
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children, The issuc of televised violence has persisted in both countries for about 40
years a3 evidenced by recent Congressional hearings and professional publications in
the United States (United States Congress, 1984, American Psychological Association,
1985; Murray, 1980; 1988) and Australia (Parliament of the Commonwealth of Australia,
1978; Australian Psychological Society, 1978; Australian Broadcasting Tribunal,

1988). '

However, in addition to these mutual concerns about television violence, there
is evidence that both countries are interested in the availability and adequacy of'
the television programming for children. In particular, there are mutual concerns
about the scope and relevance of educational programming for children and the
frequency and impact of advertising directed to young viewers. For example, hearings
conducted by this subcommittee last year led to the development of The Children's
Television Act of 1988. Similarly, an inquiry by the Australian Broadcasting
Tribunal (1987) has led t0 renewed interest in revising broadcasting and advc'rtising
standards.

Why are concerns about the availability of educational or informative
programming for children, and the extent of advertising directed to young viewers,
growing in both the United States and Australia? One answer is that commercial
television etc.tioas provide little educsational or informative programming for
children. Often, such programming is not available because it is too costly to
produce. -Morcover, advertisers are not willing to sponsor such programs because they
have specialized audicnces targeting & very narrow age range (such as, Mister Rogers
Neighborhood or Sesame Street).

To understand this possible relatiunship between commercial sponsor and the
scarcity of educational programming, 1 and my colleagues compared samples of one week

of television programming broadce.t on public and commercial stations in England,
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Australia, and the United States. Our reason for looking at these three countries is
the fact that they differ in the nature of their broadcasting and regulatory systems,
In England, the television system is strongly influenced by the BBC as a public
service entity, in conjunction with a later-developed commercial vroadcasting
structure, the ITV. In the United States, television programming is strongly
influenced by a8 commercial television system consisting of the three major networks
in conjunction with PBS as a later-developed public service broadcaster. In
Australia, the mix is more dynamic with a strong public service system, the ABC,
which developed alongside a fairly strong commercial system.

Table 1 is excerpted from an article on "Children and the Structures of
Television in Industrialized Nations® (Murray, 1981). Inspection of this table '
suggests that there are considerable differences in the frequency of children’s
programs and educational programming on public and commercial stations in each of the
three countries, with public stations providing greater amounts of
educational/informative and children's programming than commercial stations. But,
cqually interesting is the fact that the three countries differ in the overall fevel
of cducational and informative programming provided--with England offering the most
educational and children's programming and the United States offering the least,
Australia is midway between England and the United States in the extent of
cducational/informative programming offered on both public and commercial stations.
This pattern is a reflection of the differing emphases on commercial or public

service structures in the broadcasting systems of the three countries.
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TABLE 1

One Week of Public and Commercial Television Programming in England, Australis,
and the United Sintes,'s

Program Category ENGLAND®™' AUSTRALIAY  UNITED STATES'®
Public Public Commercial Public C jal  Public C reial
News & Public Allairs 24.5 12,0 130 13.8 5.2 2.4 14.0
I'eatures & Documentaries 658 200 (¥ 8. 21 60 K]
Education 2.0 298 12.4 26.) 4 26.0 20
Arls & Music 1.0 2.3 2.1 5.0
Children's Programs 1.5 6.5 R0 208 1.8 2170 4n
Drama (plays) 4.8 45 bR 24
Drams (series/serials) 10 40 16.6 98 2.8 LX) 17.0
Movies 6.5 11.0 12,0 2 NI 5.5 18.0
Qeneral Enlertainment 7.8 7.5 9.5 38 17.8 24.5
Sponts 6.0 1.8 6.2 LK 6.1 p] 4.8
Religion 1.0 K] R 0 .5
NOTES:

(a) Soutces: Williams (1974); Kippax & Mutray (1979)

(b) Data collected in March, 1973, The public channels are BBC-1 and BBC-2. The commervial channel is Anglia.

() Daia collected in April, 1978, The public station is ABC-2. The commercial station is TEN:10. Both stations
ace located in Sydney.

(d) Data collected in Maich, 1973. The public siation is KQED. The commercial station is Channel 7. Both
stations are located in San Francisco.

A somewhat different analysis, but one which leads to a similar conclusion, can
be found in a recent book by Edward L. Palmer (1988) entitled, “Television and
America's Children: A Crisis of Neglect.” Dr. Palmer, the former Vice President of
Children's Television Workshop, compared the per capita expenditures un the support
of public broadcasting in Englaud, Japan and the United States. As can be noted in
Table 2, he found that both countries greatly surpass the United Statcs in the
allocation of funds with England spending $16.14 and Japan allocating $11.83 per

person for their public television systems.
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TABLE 2

Per Capita Support for Publlc Televlslor(
In England, Japan and the United States(®)

v England Japan United States
Population b 56 million 120 million 239 million
Public Broadcasting Revenues(®) $904 $1,420 $1,096
Per Capita Suj., ort $16.14 $11.83 $4.58
NOTES:

(a) Source: Palmer (1988)
(b) Revenue in millions; for 1985, converted to 'J.S. Dollars

If there is a link between a commercial television structure and the infrequency
of educational or informative telcvision programming available to children, then it
might be useful to review the regu'atory approach to this issue¢ taken in other
countries where children’s programming is accorded a higher priority. As an example,
1 will of fer the following historical outline of events concerning children’s

television programming and the regulatory issues addressed in Australia:

- In 1953, the Royal Commission on Television received numerous expressions of
concern from parents and teachers about the po;sible effects of various aspects
of television programming on young viewers.

== In 1956, the Australian Broadcasting Control Board appointed the first
Cﬁildrcn's Advisory Committee to consult on issues concerning children’s
television (Australinn Broadcasting Control Board, 1976).

< In 1971 and 1976 the Childr :n’s Advisory Committee issued guidelines for the
development of childrea's programming.

« In 1977, the Australian Broadcasting Tribunal was empaneled as a successor to

the Australian Broadcasting Control Board and undertook a major inquiry into the

issue of self-regulation for broadcasters.
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One result of the Tribunal Self-regulation Inquiry was the conclusion that
children's programming could not be left to broadcaster self -regulation,
Consequently, several detailed regulations concerning children’s programming
were promulgated in 1977

The 1977 proposed regulations included the introduction of a "C" classification
for children’s programming (indicating that such programs were designed for
children), the requirement that only material classified as C could be
transmitted between the hours of 4:00 p.m. and 5:00 p.m. on weekdays {C-time),
and the establishment of the Children's Program Committee (CPC), with the aim of
using the committee to promote and improve programs for children.

The C prograia requirements were implemented in two phases «- a.) in July 1979,
cach commercial television station was required to televise an aggregate each
week of not less than three hours of C programs between 4:00 p.m. and 5:00 p.m.
on weekdays, and b.) in 1980 the C program requirement was increased to five
hours of C programs eich week between 4:00 p.m. and 5:00 p.m on weekdays.
The Children’s Program Committee's functions were to provide advice to the
Tribunal concerning the development of standards relating to children's
programs, the transmission of advertisements and promotions during those
programs, and the development of various aspects of the C classification,

In 1984 the Children's Program Committee drafted a revision of the children's
program staadards and added spccial standards for preschool children's
programming. The new standards confirmed the existing requirement for
children’s programming between 4:00 and 5:00 p.m. cach weekday, set out
criteria for C classifications, introduced a requirement that 50% of the C
programs transmitted by the licensee must be first-release Australian-made

programs, limited the repetition of C programs and the scheduling of back-to-
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back episodes of the same serics on the same day, consolidated and extended

existing requirements relating to advertising in C time, required that licensees

televise a minimum of eight hours or first-release Australian children’s drama

cach year, and consolidated the re. uirement that licensees must televise a

minimum of 30 minutes of preschool programs between 9:00 a.m. and 4:00 p.m. cach

weekday,
== In 1987, the Tribunal reaffirmed that regulatory action was necessary because
there was a lack of quality, age-specific television programs for childr;:n and

it was the Tribunal's duty to protect the interests of young viewers. (For more

information, sce: Australian Broadcasting Tribunal, 1987).

Clearly, the history of concern snd regulation of children's television
programming in Australia lias reflected the belief that television is an important
medium, one which can have a major influence on the growth and development of
children. It is this belicf that television is more than "mere entertainment” which
has guided the Australian efforts to develop comprehensive programming for children.
Most professionals and concerned citizens in the United States who advocate ways to
enhance children's television firmly believe in the potential of television to
promote the intellectua? and emotional development of children. However, this is not
a widely shared belief aunong American broadcasters.

Therefore, it 1s important to acknowledge that any changes in children's
television programming or advertising in the United States will be difficult without
the full support of the commervial television system, It is essential to find ways
to encourage broadcasters to program more educational and informative prograraming for
children and to encourage advertisers to take a longer-term view of the benefits to
be derived {rom nnderwriting educational programs which may be directed to small hut

very important audiences.
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Mr. Swirr. Dr. Murray, thank you very much.

Our next witness is Mr. DeWitt Helm:, who is president of the
Associaticn ” National Advertisers.

Welcome to the committee, and you may proceed.

STATEMENT OF DEWITT HELM

Mr. HeuMm. Thank you, Mr. Chairman and members of the com-
mittee.

On behalf of ANA, I thank the committee for this opportunity to
testify on the very important issue of television advertising to chil-
dren, and I preface my remarks today by unequivocably stating
that ANA strongly supports efforts to eliminate all false or decep-
tive advertising.

We believe that in the area of advertising directed to children
special attention needs to be taken, and that is why ANA is a
founding member and strong supporter of the Children’s Advertis-
ing Review Unit and its work in policing children’s advertising.
ANA stands ready to work with the Federal Trade Commission,
the Federal Communications Commission, CARU, and this subcom-
mittee to eradicate false or deceptive advertising wherever it may
OCCUr,

Now my remarks today will focus on the provisions of H.R. 1679,
the Children’s Television Act of 1989. While this bill and its prede-
cessor, H.R. 3966, in ANA’s view, represent an improvement over
earlier proposals in several important respects, it continues to raise
a number of serious concerns for ANA and its members.

ANA believes that restrictions on advertising time will actually
prove counterproductive to the subcommittee’s goal of increasing
and improving the juality and quantity of children’s programming.

To achieve better programming in the children’s area, advertis-
ers and program producers must have the flexibility to determine
how best to balance the entertainment needs of the audience with
the financial requirements of good programming. By imposing arbi-
trary limits on the number of commercial minutes per hour of chil-
dren’s programming, Congress will be attempting to micro-manage
the economics of children’s television. In addition, the congression-
al imposition of arbitrary time limits on the amount of advertising
during children’s programming is, in our view, unconstitutional.

Now we have carefully reviewed the House report accompanying
H.R. 3966, the same bill as H.R. 1679, and believe that the constitu-
tional analysis contained in that report does not adequately re-
spond to the requirements set by the Supreme Court in Central
Hudson. In particular, H.R. 1679 fails to directly advance a sub-
stantial governmental interest in a manner no more 2xtensive than
necessary. Also, the definition of children’s programming required
bg H.R. 1679 is arbitrary and divorced from any connection with
children’s real viewing habits.

The characterization of child»en’s programming rests on a deter-
mination as to whom a program was originally produced for rather
than who is likely to see that program. Children watch television
throughout the day, and, in fact, children ages 2 to 5 spend an
e({}xal amount of time watching prime-time and weekday daytime
TV. The advertising time limit restrictions basically ignore these
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realities and offer a remedy that does not aid children. In this
regard, imposition of quantitative limits on the amount of the ad-
vertising during children’s programming does not directly advance
what the committee has characterized as the substantial govern-
mental interest in protecting children from excessive children’s ad-
vertising.

In its report, the committee repeatedly stated that a child’s con-
ceptual inability to distinguish between programming and advertis-
ing and to critically evaluate the persuasiveness of the advertising
message justified the imposition of advertising time limits.

Now if, for the sake of argument, one were to accept this view, it
raises serious questions as to the efficacy and appropriateness of
the advertising restrictions contained in Ti.R. 1679. The susceptibil-
ity of children to the persuasiveness of advertising is not meaning-
fully related to the number of commercial minutes involved.

Whatever supposed qualitative harm commercials would inflict
in more than 12 minutes on weekdays they would certainly inflict
in 6 minutes, or 5, or any lesser amount of time. Diminishing or
increasing advertising time cannot in any way magically transform
children’s perceptual cepabilities. Therefore, advertising time re-
strictions have no meaningful relationship to the problem the sub-
committee has attempted to spotlight.

Finally, ANA believes that, as a general matter, market forces
do currently operate to provide effective constraints on the amount
of television advertising provided to children and to other segments
of the population.

From the particular perspective of our members an advertiser’s
desire for an effective, uncluttered environment for his advertising
will work to limit the number of commercial messages. Advertisers
simply will seek to avoid a media environment in which too much
advertising in a program effectively prevents any commercial from
distinguishing itself,

Against this background, we strongly urge the subcommittee to
reconsider the proposals contained in H.R. 1679 in regard to chil-
dren’s advertising.

{ thank you very much.

[Testimony resumes on p. 178.]

[The prepared statement and attachment of Mr Helm follows:]
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Statement of the
Association of National Advertisers, Inc.

by
DeWitt F. Helm, Jr.
President

Mr, Chairman and Members of the Subcommittee:

The Association of National Advertisers (A.N.A.) greatly appreciates this
opportunity to testify. The role of advertising in relationship to
children's programming raises extremely important issues of great concern

to our membership.

AN.A., as many of you are already aware, represents the vast majority of
national and regional advertisers in the United States. Our membership
includes companies with over 2,000 subsidiaries, divisions and operating
units located throughout the country. Our Members provide nearly 80% of
all national and regional advertising in this nation.

No legislation has been introduced to date in the 10lst Congress to limit
advertising during children's programming. Therefore, we are directing
our comtnents to the legislation approved by this Subcommittee in the last
Congress, H.R. 3966, "The Children's Television Act of 1988." Should new
legislation be offered which goes beyond the provisions of H.R., 3966,
A.N.A. requests the opportunity tn responi to those issues as well.

22}1cz Goals

One of the congressional findings included in H.R. 3966 last year stated
that “the financial suppurt of advertisers ascists in the provision of
programning to children.” (H.R. 3966, p. 1) In fact, advertising
provides the total support for commercial broadcasting 1in the United
States. A.N.A., believes that placing arbitrary 1liaits on commercial
speech on the broadcast media, as wae mandated by H.R. 3966, will fail
totally to further the laudable goals of increasing and improving the
quality and quantity of children's programming. These restrictions, 1f
anything, are 1likely to prove counterproductive and undermine these
important goals.

Iy
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A.N.A, also believes strongly that false or deceptive advertising
deserves to be eradicated and that children particularly need this type
of protection, It is for this reason that the Association of National
Advertisers and 1its sister advertising associations, the American
Association of Advertising Agencies and the American Advertising
Federation, established an 1industry self-regulatory body, the National
Advertising Division/National Advertising Review Board (NAD/NARB) of the
Council of Better Business Bureaus. Within the NAD/NARB system, a
separate Children's Advertising Review Unit (CARU) operates to monitor
and assure the truthfulness of children's advertising., CARU 1is sensitive
to the fact that advertising which may be totally acceptable for adults
can be misunderstood by children.

This strong self-regulatory commitment in the children's area 1s shared
by the mejor televisirn networks, all of which have developed stringent
standards governing advertising directed to children, and by the
Assoclation of Independent Television Stations (INTV) which has embraced
the CARU guidelines.

If specific abuses remain, A,N.A., will be glad to assist the efforts of
the Federal Trade Comuission, the Federal Communicatior.s Commission, the
Children's Advertising Review Unit, and this Subcomm’ttee to counteract
false or deceptive advertising, A.N.A,, however, strongly opposes
imposition of the governmentally mandated restrictions on truthful
advertising contained in H.R. 3966, These restrictions serve no valid
socletal or governmental purpose. In fact, we believe thesc advertising
time limit restrictions violate the First Amendment to the United States
Constitution.,

ing
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These concerns are not solely our own., The United States Department of
Juatice in a July 26, 1988 letter to then-Senate Majority Leader Robert
C. Byrd clearly and unequivccally stated the Department's view that the

_restrictions in H.R. 3966, "which 1imit the duration of advertising in

O

conjunction with children's programming, are unconstitutional.” (D.0.J.
letter, p. 1) A copy of the Department's letter is appended to this
testimony for the Subcommittee's consideration.

Children's Programming"

The advertising restrictions contained in H,R. 3966 of ten and one-half
minutes per hour on weekends and not more than twelve minutes per hour on
weekdays "in children's programning" (H.R 3966 Section 3(b)) raise
fundamental issues. The first issue is one of definition. The attempt
to define “children's programming” required by H.R. 3966 as a trigger for
limiting advertising time is constitutionally suspect. The Federal Trade
Commission as part of its analysis of the children's advertising issue,
for example, found that "an effective ban on television advertising
directed to or seeu by audiences composed of a majority or substantial
share of young children cannot be implemented on the basis of audience
composition data . ., . or of definitions of advertising directed to
children.” (F.T.C. Final Staff Report and Recommendation In The Matter
of Children's Advertising, 43 Fed. Reg. 17967, March 31, 1981, p. 37, 42)

This inherent and crucial problem was ignored 4in the drafting of
H.R. 3966. Thus, essentially identical television programs with the same
advertising and the game audience composition can be treated totally
differently in regard to advertising restrictions, based solely on a
determination of whether or not the program was originally “"designed for
children.” (Children's Television Practices Act of 1988, 100th
Congress, 2nd Segsion, House of Representatives Report 100 - 675, June 7,
1988, p. 17)

ERIC
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The characterization of a program as "designed for children" apparently
rests on imputing whether a television program was “originally produced

and broadcast primarily for an audience of children twelve years old and
under,"” (emphasis added) (Id. at p, 17) The Committee rouort on H.R.
3966, nowever, makes clear that children's programming "does not include
programs originslly produced for a general or adult audience which nay
neverthelees be significantly viewed by children," (emphasis added) (Id
at p, 17) The characterization of “"children's programming” thus rests on

a determipnation concerning whom a program was "originally produced for"
rat' er than who is likely to see that program. A,N.A. helieves that such
an approach is clearly arbitrary and divorced from & valid connection

with protecting children.

H.R. 3966 also completely fails in imposing advertising time restrictions
to make adequate distinctions between the impact of these advertising
limits on young children, older children (who are cognizant of the
existence and purpose of advertising) and adults. This bill's
restrictions would severely impact older children and adultsj more than

one-third of the audience of "Pee Wee's Playhouse," for example, which

airs on Saturday mornings is twelve years old or older. Many other
so-cailed “"children's programs" have heavy viewership of older children
and adults. As the Department of Justice has stated:

For any rcstriction on speech, even one justified by the special
susceptibility of children cannot “limit (discourse] to that
which would be suitable to a sandbox.” Bolger v. Younps Drug
Products, 463 1,8, 60, 74 (1983), 1Inasmuch as R.R, 3966 either
fails to include within it most programs and advertisements
watched by children, or would radically limit the amonnt and
types of programs and advertisements adults may watch, it {is
unlikely to withstand judicial scrutiny. (D.0.J. letter, p.4)



E

O

162

Weekdays and Weekends

The arbitrariness of this approach is further exacerbated hy the fact
that even in regard to programs characterized as “produced for children"
the same television program, with the same audieusce will face more or
less stringent advertising restrictions depending on whether the program
airs on a weekday or on a weekend. As Representatives Tauke, Dannemeyer
and Barton pointed out last year in their comments on H.R. 3966 " . . .
there is no Jjustification for placing greater 1imits on commercials
during weekead programs than programs snown on weekdays." (Children's
Television Practices Act of 1988, 100th Congress, 2nd Session, House of
Representatives Report 100-675, June 7, 1988, p.2l.)

Children and Advertising

As the Department of Justice pointed out, "[H.R. 3966] geems to be based
on the view that children are especially susceptible to advertising and
that this susceptibility on the part of the audience makes the speech

misleading."” (D.0.J. July 28, 1988 letter to then Senate Majority Leader
Robert C. Byrd, p.5)

Even 1f one were to accept this view for the sake of argument, it raises
serious questions as to the efficacy and appropriateness of the
advertising restrictions contained in H.R. 3966. The “susceptibility" of
children to the persuasiveness of advertising 1s uot meaningfully related
to the time involved. Whatever qualitative harm commercials supposedly
would inflict in more than twelve minutes they would inflict in six

minutes or five or any lesser amoun® of time.

This fact has constitutional signifi ance. If limiting advertising time
cannot traunsform the perceptual capabilities of children then the
advertising time restriction remedy contained in H.R. 3966 cannot meet

A
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the United States Supreme Court test for constitutionality. This test
require3 that 1) advertising restrictions must be bused upon a
substantial governmental interest; 2) must directly advance that

interest; and 3) must be no more extensive than necessary to further that

interest, Central Hudson Gas & Electric Corp. v. Public Service
Commission of New York, 447 U.S. 557 (1980).

F.C.C. Guidelines and Congressionally Mandated Advertising Time Restrictions

When H.R. 3966 established specific 1limits on the numher of commercial
ninutes during children's programming, it provided no meaningful context in

which to evaluate whether such 1imits are "no more extensive than
necessary,” a: required by the Central Hudson test. It 1s not sufficient,
as the Committee attempted to state irn its report last year, to simply
dismiss this coustitutional mandate by asserting that: "The time limits are
manifestly reasonable; indeed they are less stringent than those previou. .y
adhered to by broadcasters voluntarily pursuant to the 1974 Policy
Statement.” (Children's Televisioin Practices Act of 1988, 100th Congress,
2nd Session, House of Representatives Report 100 - 675, June 7, 1988, p.
11) The Court in Central Hudson did not make "reasonableness” the criterion
for determining the constitutionality of restriciions on commercial speech;
rather it specifically required that restrictions be "no mose exteusive than

necessary."”

In fashioning {ts time 1limite the Committee relied upon the former FCC
advertising guldelines imposed 1u 1974 which were based on the old National
Assoclation of Broadcasters voluntary Code. However, the Committec totally
ignored that amajor economic and constitutional changes have substantially
transformed the environment for broadcast advertising., Both the FCC
guidelines and the NAB Code were adopted prior to the 1976 Supreme Court
ruling that held that coummercial speech has substantial First Amendment
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protection and prior to the Court's ruling in the Central Hudson case.
Neither the FCC nor the NAB were compelled, therefore, to clear the
constitutional huidles this Subcommittee now must face.

AWN.A, believes it 1is essential that advertisers and program producers be

given the flexibility to best determine how to balance the entertainmeat
nexdn of the audience with the fimancial requirements of good programming.
Theee needs will necessarily vary over time, and the government should no-
establish arbitrary ldmite which straight jacket the ability of advertisers
and programmers to respond effectively to the marketplace and the public
they serve, By impoeing iimits on the number of commercial minutes per hour
of children's programming, the Congress would be attempting to micromanage
the economics of children's televisicn.

Onerous and artificfal 1imits on the amount of advertising time allowed
during children's programming will erode rather than enhance efforts to
improve the quality and quantity of children's television. This step would
be highly fll-advised at a time when vievership surveys suggest that fewer
children are watching children's television; competition among broadcasters
and video options has fragmented the children's audience; and children's
programming costs are ekyrocketing.,

Marketplace Constraints

Despite the Subcummittee's hasty dismissal of marketplace forces as a
restraint on the amount of advertising during children's television, there
are in fact numerous markei .forces that do and will continue to provide
import int constraints on the amount of television advertising provided to
children and other gegments of the populatioa,

RIC 105
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The first and most obvious constraint is the time required for the
programming itself in order to assure that it is effective in attracting

viewers. Second, advertisers aud broadcasters are sgensitive to the

growing competitition from other sources, including cable channels and

video cassettes which carry little, if any, advertising, and from the
multitude of competing television channels on public and commercial
television. Third is the advertiser's need for an effective environment
for his advertising. Advertisers will geek to avoid a medis enviroument
in which too much advertising in a program effectively prevents any
commercial from aistinguishing itself. Obviously other factors, such as
parental supervision, the individual station's own policy with regard to
the amount of advertising it will air, and the cost of advertising on the
broadcast media, all contribute to determining the amount of advertising
during any programming period.

"Programlength Comercials"

Finally, while the Committee chose not to address the subject of
so-called “program-length" commercials last year, A.N.A. believes that
the adoption of 1limits on the number of commercial minutes during
children's programming lays the groundwork for future efforts to censor
such programming, a step clearly violative of the First Amendwent.
Senator Tim Wirth (D-CO) drafted legislation last year which would have
"deemed" any children's program to be a “program-length commercial” whose
title or content {s “based in whole or in part on specific products
available to the public." Defining programs in this manner in
conjunction with the imprsition of commercial time 1imits would
effectively impose a death sentence on all such programming, as the
programs would violate the advertising time restrictions of H.R. 3966,
Given the open-ended nature of such a policy, many of the classics of
children's television from "Winnie the Pooh" to "Snow White and the Seven

Dwarts" to "Sesame Street" would be eliminated.

] ‘“;?39
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Clearly, imposing mandatory advertising time limits creates an increased

opportunity for backdoor censovship through redefining children's
television programming as advertising.

" Conelusion

O

A.N.A. believes the imposition of arbitrary 1limits on the amount of
truthful, nondeceptive advertising during "children's programming” {is
totally scunterproductive. We believe these restrictions will undermine
rather than enhance the goals of increasing the quality and quantity of
children's programming. These types of restrictions are uncomstitutional
and do not provide amy useful protection for childrem. The marketplace
does place major conatraints on the amount of advertlcing directed to
children on the broadcast media. There is no reaaon for the government
to impose mandatory vestrictiona. Finally, mandatory and arbitrary
advertising time restrictions are an open invitation for Ffurther
censorship and encroachment on the broadcasting wedisa by the government,
Therefcre, we strobgly urge that the Subcommittee reject the proposals
previounly contained in H.R. 3966 iu regard to children’s advertisiog.

0138A
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' . U.S. Department of Justice
. @ : Office of Legislative Affairs
3
Offios of b Astintind ARiraey Goneral : w shingeen, D.C. 20090 R "
July 26, 1988, °

Honorable Robert €, Byrd
Majority Leader

United States Senate
wuhinthno D.C. 20810

Dear Nr. Leoader:

This is to furnish the vievs of the Devartment of Justice on
H.R. 3966, the "Children's Television Act of 1988," as passed
the House Of Representatives. This Administration has giraly
Supported the reestablishment of goverament policies genkitivae to
the rieds of children and the fam: lg;d To that end, the President
hag, for example, issued Executive er 12606 on the Family, §2
Yed. Reg, 34188 fs.ptuabcr 2, 1987). The Justice Department,
mﬂ other things, has vaged a vigorous campaign to eradicate
chi pomoqughz. The Mninigtration lpgll\ldl the efforts of
the broadcast industry to increase both the amcunt and the
quality of children's programming, We believe that broadcasters
ought to be encouraged to continue these efforts.

While ve are sensitive to the needs of children and the
issues surrounding children's grogn-i and recognisze that
balancing the concerns of the Pirst Ame nt vith government
regulation of the electromagnetic spectrum is an enordously
complex issue, ve nevertheless believe that sections 3 and 4(1)
of H.R. 3966, which Limit the duut!?n of advertiging {n .
conjunction with children's programming, sre unconst tutioml,
In addition, in 1ight of our past comments and the President’'s
veto of the fairneas doctrine, ve believe that section ¢(2) ot
HeR. 3966, ¥vhich permits the government to deny license renswals
1f£ . a starion does not vhat the government vievs au adequate
programming for children, is unconstitutional. Pusthersore, we
note that this bill, by limiting advertising and, therefars,
revenues, may have the unintended effsct of reducing resources
available for children's programming.: Accordingly, {f this Hill
is enacted in {ts present form, we will recommsnd presidential
disapproval.

173
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A. Descriotion of the pill

This bill would require the Yederal Communications Commis~ _
sion (hereafter *FCC* or "Commissien®) 2o *initiate & rulemaking .
procesding to prescribe atandards applicable to commercial
vision t licensyes with ¢ t t0 the time devoted
commercial matter in conjunction with children's televigion
programaing.® gection 3la) of ®.R. 3966, Those standards, at a
ain » must linit the duration of sdvertising to mot more than
ten and one-half minutes per hour on veekends and not ROYe
tvelve minutes per bour on veskdays.- Section 3(b) of 396§, -

Section 4(1) of W.R. 3966 requires the ¥CC ¢o Yconsider,
mng the elements in its reviev of an "Zﬁ“““" for reteval of
& television broadcast licenses® whether the licensee has com-

lied vith the limitation in section 3 on the ameunt of advertis-
an tima.: In edditien, section ¢(2) directs the FCC to congider
48 part of & license reneval proceeding "whether the licans

oe has
served the educational and informationsl needs of chiMdren {n fts
overall programming.” "

B. facxion 3 of WLR, 3966 ~

This Department has previcusly set forth its vievs that
content- regulation of the broadcast media ghould be sub-
wu to much the same scrutiny as regulatien of g:tnt medin,

"stter of August 7, 1987 from Jobn R, Bolton, Asaistant
Att_.ney General, Office of Lagislative Affairs, to gSenator
P .aiel K, Inouye ra: §, 1277 (copy attached)., Our belief that
. sontent=based restrictions forcing broadeasters to carry csrtain
types of programming is unconstitytionsl does not secessarily
Raan, hovever, that 8 court should appraise all regulations on
broadcasting in precisely the game va.mt it assesses regula-
tions on the print media. Bven outs the brosdcasting context,
the Court 10oks at each medium differently, as is sppropriate

ous nedia.

.gtvon the differences in character between vari Regu-
ations on billdoards, for exsmple, cannot be and are not scruti-
nized in precigely the same vay that ations of the print
Rmed!a are vieved, Q‘Q;Egml_{ng. v, e 483 U.6.
490, 8nn.01 (1981) (pi Y opinien o te, J.) (eiting
ceses). .

ting must atill, therefors, be agsessed &3 o' .
*un{ asive" medivm wugu!.y accsssible to ehildren.

on, 438 U.8. 726, 748 (1970). In addi-

Yo
tion, in assess z‘:g section 3 of N.R. J966 ve must take {nto con-
sideration that the speech sought to be regulated is commereisl
speech, vhich according to the Supreme Court, is accorded the
Constitution "lesser protection . . , than . . . other consti-
tutionelly guarantesd expression.® "“iﬂ
:. rvi il“’ U.8. lat b "th . "1
esser protection is especially appropriate whers e specia
voblers of sdvertising in the electronic broadcast media® are
nvolved.” Bates v. Stase Ber of Arizong, ¢43 U.§. 350, 384

mle

i 4 ’
vy
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1’77’ eitd tina \ 3.6 .
(b.D.C. 1971')‘? susmarily sub nom, . 544
Ve 0 408 U.8. 200 TIOVEY, t

the restriction is “md to protect children makes the arne

ment's interest pare! 1y strong. 438 .8, 736:

'l‘hllli ia :zu::tngtth:h H r-ll.l:l “c ':ibuég' vz need pay N
al attention to the incressed sus °

and children £o teieviaton advertising. ¥ 0% 1oung pecple

Notvithstanding the lessar protection accorded ulnﬂ:h!.n!

brosdcast to children, hovever, ve are concerned thet this bill,

as vritten, is both over- and under- inclusive. This threshold
roblem {s one of definition and applies to all of the restrice
ions imposed by each of the bills, Thst ;robln is detinin

vhat is a ‘children's program.” Both the Pederal Comunicat ons

Commizsion and the Pederal Trade Commission have undertaken, and
abandoned, attampts to defins "children's rogramming® in a

Mnner consistent vith the prohibition against overbreadth, gee
*‘n. an%k M 422 U.8, 208, 216 (1975}
itriking o tion on overbre zﬁ grounds). From Pebruary

of 1978 natil March of 1981, thi“Pedersl Trade Cosmission
studied the issue of children's advertising. 1
' ’ 43 yed. m. 17967 (»rl ’ ] m .
Report and Recommendation, the Staff concluded

.the Final dza ‘
that “[aln effective ban on television 8dvertising directed to or

seen by audiences composed of a majority or substantial share of

young children cannot be implemented on the basis of audience -

composition data . . . ier of] definitions of mmiuag direce-
od to children.” I7C f nal luﬂiuport and R n

hudd ’ 'u! [ .

The F.T.C. Staff Rep vt considered in great detail the
feasibility of identifying the programs and sdvertisements di-
rected tovards children. It found that any att to reach more
than an-extremely limited number of programns “vould affect 80% of -
the audience vho are not young children vho do not have their
cognitive limitations . . . [end] vould be avarinclusive.® Stafl

o At 39.% Sisilarly, the Staff Raport could not success=

1] segregate audiences of young children grom older children
and From adutts. Iarces of.Joune ¢ y '

b}

The Staff Report focussed enly on *'children vho vers too young
to understand g:o selling i. of or othervise comprehend or
avaluate advertising.'* m, at 36, quoting 43 red.
Reg. 17,967, 17, 969 (1978), To the extent that the bdill nay
limit spasch to those children who Arg old enough to understand
advertising, the govornunt'l interest =~ in limiting the fraudy-
lent and unfair effect of adv.rtlslng on children ~= iessens
consideradly in force. Por those chlldren old .nough to under-
stand ndvor:!.ung, the rozuhtlon ought to be scrutinized in much

©

the sama vay that reguiations on advertising directed st sdults
is scrutinized, :

Y
ﬂ s
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ala The 7.C.C, arrived at a mmi eonclusion.. The Commission
said: o

The issue of definition relates not so much

to the fringes of the category but to the 1
basic purpese of the category itself, There . °
are, as has been noted elsevhere, programs -
that are basically entertainment and that are
also intended to shared with an adult

audience that naverthelass ®teach millions of
children each veek fundamsntal truths ut .
human relations and shout the essentis

charscter of the American 1e." Noth the
Cormission and the courts have recognized

that "judgements concerning the lulnbultg

of particular types of programaing are highly
subjective,.” .

v » 96 7.C.C.2 at 650-51 (footnotas and
citations tted). ' T

The efforts of the P.T.C. 8t¥ff and of tho P,C.C., although
not & sitive, cast substantial doubt on the 1ikelihoed that
any limitation of the type included in this dill would vithytand
udicial scrutiny. ror any restriction on :Eneh, o one
ustified the special sule:gtlb!.nt of children, cannot
Linit{] (discourse] to that vhich vouid be suitable to a sand~
box.” Y. 463 U.8, 60, 7¢ (1983). .-
Inasnuch as the b either fa to incivde vithin it most
progrm and advertisements witched by children, or would radi-
cally liait the amount and types of programs and advertisements
adults may vatchk, it is unlikely to vithstand judicial scrutiny.,

Assuning that the definitional problem is surmounted, the
restrictions still need vithstand snalysis as censtitutionally
permissible restrictions on eommercial speech, In assessing such
roguu:t:ns, the Supreme Cours has developed and suploys s four~
part tast:

At the outset, ve must detormine wvhether the
expression 18 protecied by tha Pirst Aaend-
nent. Por commercial speech to come within
that grovulon. it at least must concern
lavful activity and not be misleading, wext,
ve ask vhether the asserted gavernment inter-
est is substantial, 17 both inquiries yield
positive ansvers, ve must detarmine vhethsr
the regulation dircctly advances the govern=
mental interest asserted, and vhether it is

2 As an example, the Commission noted, *the children's program
vith the highest ehild vioving, the Scoobydoo=Dynamutt Shov, was
seen by only half as many children as Happy Days, an adult prou-
gram.* IV Programming, at 650 n.3S.

-‘n
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not sors extensive than is necessar to. s0rve
that interest. . 4

Lontral) Mudgar, 447 U.8. st 866,

%0 long as it is not mislesding, the typicel commarcial®
u!'nrt.umgn interspersed thru hgut the {?ptcd progran are
TN Ly AT e g 11

8, 4 SR 1n MONOpoly markets X
advestising reduces the informatinn svailabie for cansumer deci~
slons and tharaby defeats the of the rirst Amendment.®).
gection 3 of the bill, {t seexs, is predicated upon the
%ion thet advertisements aimed at chlidren are somencw {nherentiy
misleadings they £ind that "television operators snd licensees .
should follev practices in connsction with ehildren's television
programsing sdvertisenents that take in%0 consideration thre
ggz?cturhucl of this child sudience.” gaction 2(fjof R.2,

4]

This is not an agsertion, hovever, that the edvertisements
thexselves are miglesding. uth? the bill seens to be Lased on
the viev that children ars aspec ahy. susceptible tc sdvertis’ng,
and that thia susceptibility en the part of the avdiencs nakes
the speech mislesding. Were the sdvertisemonts themselves mis~
leading, they could lawfully be regulated undey the First Amend=
mant. But, as noted above, children's television arograms and
agvertisemants ained at ch{mm are vatched sdults as well,

are not migzled by them. These programs sdvertizemants
thesefors, are, under the rema Court's M{:ﬁ: protected by
"the Pirst Amendment. That the Programs are pr 'hy gearsd
tovards and watched by children lllzl! mesns that in veighing t.e
government’'s interest sguingt the statute's effect on the pro~
tected coms ‘relal Court's thumb wiill nat rest as

s the

heavily on .he speech side of the scale. ?hm v, s 749
r.24 853, 898 (D.C, Cir, .2984) quoting Xalven, n'_m*‘“
she public poruw: Cox v. Tenisfans, 1508 Sup. e mevotiiEys

Turning to the sacond factor, the asssried t inter-
est is, m”eau context, unquestionably substantisl. The Court
has long leld that "the government's interest in the ‘vell~being
of its youth' and in supporting ‘parent’'s ¢'aim to authority im
their ovn Louwselwld' justified ¢he regulation of othervise pro—
tectad expression.® - v, ion, 438 #.8. 726,
749 (1978), This interest, vh;u nea v *gniquel
pervasive presence [of television] in the 1ivas of all Amerl-
cans,” id. at 748, makes governaant's Interast vaighty.

“The last tvo steps of the sfn;;ﬁ Hudgon anslysis basically
involve a couim“uog’ot the 'fit m::“ the legislature's .

ends and mesns chosen to ac 1ish those .
Rusrte Rico Assgciation v. Sour ¢ 106
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interest. Bven under the lenient standard set forth by Justice

White in v, eco, 483 U.8. 490, 509
(1981) (p nion of White, J.), Ve &re conc n
1ini L {p ctnt of sdvertising’1s o omanifomiiy cioat &

vof dealing vith the issue., 1If in u.i. ¥
advertising are pmlcuu'.t! unfair and a‘hls:d g to clptt::m
belause of their cognitive nlblug.to distinguish betveen
o poralivess suthes’ Enan inposine s Blooer iand, oone
3 a \
e ol advertising ", taelen on
Purthermore, the limitation on the amocunt of sdvertising may
have & severely deleterious effect on the amount of svailable .
glt\i:mn;s prograzming. As the ¥.C.C., said in its 197¢ Policy
nts .

Sanning the sponsorship of rans dasigned
for ch ldnnmmwg a .y

effect on the amount and quality of such
programming . . o + It seems unrealistfe, om
the one band, to expect™licensess to
significantly their TAR nﬂ‘i'? to -
dren and, on the other s t0 vithdraw
aajor gource of funding for this. task:

39 red. Req, 96 (November 6, 1974), reconaidered and at-
<hildren need to be protected from “overcormercialization on
television,® section 2(4), the setting of strict quantitative
Limits on the smount of advertising necessarily restricis the
Tevenuas available for finaneing the production of ’
and thus may defeat the e 6f this statute by resulting a
net reduction of aveilable children's Yroqruntuq. this ig
undesirable as a policy matter and implicates the portion of the
constitutionsl analysis seeking congruence betveen the stated
ends and the means employed. ) :

€. Ssction 4(2) of M.R, 3966

As aoted above, in our letter toc Senator Inou¥e concerning
8. 1277 ve stated our belief that the *differences in character”
betveen the broadcast and print media traditionally used to
{uettz the application of & different Pirst Amendmsnt gtandard
o broedcasting than is applied to the print media no longer

3 rra1 advertising directed at children is inherently unfair
and mizleading, then the reasonsble solution is to ban it: marely
liniting the amount of all advertising points out the uareason- -
sbleness of such 8 limitation. The limitation {s thus too

broad == by aveeping within its ambit advertising that is not
unfair or misleading == or it is not broad snough == by

continuing to permit unfair or misleading advertising on the air,

a N,

' 1)
.ﬁ. A ‘;)
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Justify the application of a Qifferent Pirst Amsndment standard
to mumugg than is applied to the print media no longer
sdequately justify unequal treetment for content-baged -
regqulations.s We reiterate that which ve gaid on page 3 of this
letter: our econclusion that content-based restrictions forel
broadcasters to carry certain types of programaing is L
unconstitutional does not necessarily mean that courts should in
all events equate regulations on brosdcasting vith regulations

on the print media and sssess them {n the exact same vay. The
differences in character betveen varicus madis alter the context
and the analysis. There i{g, hovever, one aonstant, that embodied
in the Pirst Azendmont: a healthy fear of governmant interference
with vhat free citizens wish to say and not to say,

That fear is vital to the preservation of the freedom the
Constitution guarantees and which ve vant cur children to enjoy,
The Constitution does not empover the federal goverrment to
overses the progn.in decisions of brosdcasters in the manner
prescribed by this bill. Here ve must temper our justifiable
:cncoru i:: our children with the respect due our tudi'tion of

ree speach, -

We have previcusly stated cur bellef that there is tensicn
betveen that tradition :nd the leading case in this area,
o v.
alled *fai doctrings = VhioH requleoy Lo0id that el
e airness ne? =w r ors -
*afford reasonable rtunity for the discussion of canfliceing
wvievs on issues of lic imporsance,® &7 C.F.R. 73.1910 — vas
constitutional. .In ocur lettse to Senator Inouye regarding g.
1277 nsu!or&mvtwmtm_[ﬁnhuu_' ' 4 -
lav iu light of techaological changes the brosdcist 4. Wa
vent on to say that ve now believe that the rationale on which
the Court based its decision =~ the inherent surcip of
broadcast cutlets —- no longer has factual stipgort.

3 (Cont.) smaller dosages,

¢ As ve noted in our letter, the Court there evi=::4 s willing-
ness, hovever, to reconsider its decision. It sald, "if -
ence vith the administration of these doctrines indicuu t
they have the net elfect of reducing rather than enbancing the
volume and quality of coversge, there vill be time enough to
reconsider the constitutiona lications.¥ 398 U.8, at 393,
Since then, the Court has noted that the scarcity rationsle
undorlym has become incressingly suspect in recent
ears, that the decision remains subject to reconsideration.
A\ 2% ’ “‘ Uc'o “o 37“"7’ ”-11"12.

Hovever, the Court thus far has declined to undertake such a
roconsiderstion until it receives ‘some aignsl from Congress or
the PCC that technological developments have advanced s0 far that
some revision of the system of broadcast regulaticn msy be re=
quir.d.' m- at 377 n.l11.
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Moreover, as you knov, the President recently vetoed a hill
that would aave enacted the so-called fairness doctrine into
public lav. In his veto message, the President heartily endorsed
the ¥CC's factual datermination that changed conditions have
rendered Red Lion's rationale obsolete.” The President stated
that "(i)e. nov be fairly concluded that the growth in theé »
number of svailable media outlets does 1ndnd'oum:3h ahaterar
Justifications may have seansd to exist at the period during .
vhich the [Red iignl doctrine vas dsveloped,® Veto uuu?o of
the President ©of June 20, 1987, The President also questioned
the extent to which restrictians on broadcasting can be justified
in light.of the Pirst Anendments

Quits apart from these technological sdvane-
es, ve must not ignore the obviaus intent of
the First Amendment, vhich is to pramote
vigorous public debate and s diversity of ¢
viwgotntl in the public forwm as a le,
not in any particular medium, let alone in
any particular journalistic-outlet, Xistory
. has ghown that the dangers of an overl
timid or biased press eannot be avert
through bureaucratic regulation, but only
through the freedom and competition that the
Pirst Amendment sought to guarantee,

2.6

& -1 S otwe & Al

here ter Rapore®). The Commission stated, “in light of
the substantial increase in the mmbar and types of {nformation
scurces, ve believe that the artificial machanism of {nteriecting
tho government into an affirmative pole overseeing the content
of speech is unnecessary to vindicate the interest of the publie
in obtaining access to the marketplace of ideas. Were the bal-
ance curs alone to strike, the falrness doctrine would thus fall
short of Trmelnq those interests necessary to uphold its

o

constitutionality.” Id. st 18§, :

6 As noted above, the Suprem¢ Court has stated its villingness
to reconsider upon "some signal from the FC© or Cone
gress,* \ 2 n_Yeters

[J “8 U.'- at 3’? n.u- “
hed

¢ the
Slready proposed to abandon the zairness loctrine regulations.
;g. at 3?3-79 Rel2. We think that in vaiting for a l(iul from
Congress,” the Court vas in reality referring to the legislative
process, The legislative process has run {ts courze vith respect
to the fairness doctrine, and it has not been enacted into lav.
It may vell be, therefore, that recent events have furthcr ine
creased the likelihood that the Supreme Court will reconsider the

the time the Court decid
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Accordingly, vhether the rationale underlyi sag Lion ue
un!ot uppuog g{- vhether B&;mg itself vas 5.3? GPOR a
fau t{ !ru!.u. ve balieve t the content-baged ision of
H.R. 1966, maction 4(2), must nov ke subjected to the samn serict
sexrutiny lied to other federsl statutes aeeking to rnt.:ﬁg.
the First nt rights of non-brosdcast sedia. Onder thit
scrutiny, section ¢(2) is unconstitutional, Y

Put simply, section 4(2) directs tha FCC 1o consides the
content o!‘:pbgaadmeor’n'pmrmu in doter ‘*aing vhethar the
brosdcaster is entitled to reneval of his ticanse, consklto~.
tional) offensiveness of such a requirement 19 {llustrated tire
viev traditionally takan of this “ind of content~based . tion
cutside the brosdcast context. pur exasple, in .

\ L m ‘1. C.8. 2‘1' 258 (1 » the
& statuts nquh'm an e to grant equal spacs
ta & pou;lilcn c:nd‘l:;l:u to nﬂ ::d e:l‘s iciam mz, ctgcks on hixg
record, ‘The restriction "constitu ¢ compulsion by govern~
L BE on a nevapaper to print that wvhich it would not otharvwice
print.” 418 U.8. at 256. This vas impermiagible, the Courp
said, becauss .

- fa] nevapaper is more than's passive recepta-
-t enen cle or ch'.ﬁ:u for nevs cmz::, and gdver~ Coat
. 3 ti:lni {tgmt:a ::Ltt:ék The cl.:'née:hzt el
S 2 nateria s r .
grmm il dOREE Sl
cantent o P roa .
of public issuen mﬁ'?,:biu officlalg —
IR S St
exercise o rial eontro .
It has yet to be demcustrated how governman=
tal regulation of this ecrucial procass can be
oxorcl:od coxguu:mt vith "“:h m:gunt
rantess of a fres press as they have
tvoived to chts time." Y

418 0.8, at 250, Section 4(2) of M.R. 3966 mandates precizaely
that vhich the Pirst Amendwent seeks to avoid: govermment over-
8ight of tha choices lgconun nake about viaat to droadcast
vhiat not to broadcast.’. See generally In re Children's Televi~

.

€ (cont.) med Lion dectsicn at its next opportunity,

7
8igniticantly, in the reme Court rojected the
uqug:t that J& attua acar&i*y omo print lodicjl ustified o
content-baned raguiation, It has been wlrlcnu{ as is
that the actual scarcity of print outlets is, in ast,
:wnu :m the physical scareicy pnuntodrby the el
cs run.  fSeg | 18 _an Co T
s Prine And Electeonic Medias The Case for ¥l

5 y8¢h ong., lat Sess, 56«
the »ze severe scarclty of print outiets dia not

-3-

17¢
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WW%MMMM_FL%M“. 96 r.C.C.28 634
49§4) (Repo “rder Terminating Proceeding) (°IV Proqram-

rt
Bing®). I3 is offensive to the Piist Amendment end va oppose its
enactrment. . :

To be cleer, va do not here imply thet undar ne A
circunstances could e content-based restrictien on broadcasting
be upheld as constitutional, Saee, ‘aﬁ‘ e 430 U.8, 726,
Nor do we mnan in ui vay to ixpugn the rtance ol providing
quelity pmrmi:g‘ or children, or the general impartance of
addreiaing the ne of children in farming gevmmme policy.
The nouczheoncom addressed in tiis bill, hevever, cannot
override the requirements of the irs. Amendment, In additiesn,
v: :}ozo g!:ﬁ there exist othar means fov echieving the objectives
[+] 148 .

In sum, ve recognize the ernmant’'s intarest in the well- -
being of its youth and the tiva sentimants that underlie this
legislation. We are neve less concerned gengrslly thet
baceuse of the difficulty of defining “chiidren's pr:su.tag,’
any attempt to r ete advertising practices directed at
children constitutionally prohlematic.’ Marecver, evan if
such p runing can be getisfactorily defined, we are concerned
that e b t limitation ou the amount of sdvertising -~ rathar
than regulation of tha type ¢f advertis - iy easonable.
Pinslly, in light of our past comments the Pres t’s veato

T (Cont.) Justify the content-based restrictions in E:!ﬂh:
unither ghould the les. severs scercity of broadcast outiets
Justify gcction 4(2) of m.R. 3966.

Y 5 hasten to add that govermment raview of a broadcaster's
srogwui.ng &8 part of & license reneval proceeding is very
iflerent than e governmentel refussl to subsidise an ectivity or

an organizetion dased upnn the contant of its speech. As the .
Pirst Circuit geid in rejecting a first amendment ehuhngo 0 a
Nev hire Commission of the Arts refussl to continue funding
. ugu Ne baged upon its content, *neutrality in e program. for
public funding of the arts is lncenceivabdle.®

A\ I . %32 7,24 '193. 797 (l'lt Cir. 19 +« Neutra

termining to vhom public monies or tax benefits should be
svarded is similerl; impossible. In the broadcast context,
hovever, neutrality is plainly conceiveble = licenses can be
avarded based on factors other than the content of a brosde
castar's ?rogrmlnq. Moreover, in its caplc!.e&u proprie
stor/subsidizer, government can choose to sudbaidize <~ wvhather
directly or indirectly, through things like tax benefits — one
aceivity or another based upon its conception of the pnbléc .

interest. See, @.g. HQH L [ nof
!“-}t' [T u.sf 348.'5 983). 1a its capaci { as regula-
tor/"traffic officer” of the airvaves, hovever, lt may not condi~

tion access to them upon the surrender #f the constituticnel
~ right of free speach,

2 A
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of 8, 742 last yosr, we believe tlm requiring brosdcasters to
carry cartain t;pu'and mounts of programuing =~ even {f the
purpose s to banefit children -~ is unconssisutional.
Yor m foregoing reasons, u e.h!u bill {is passed in {
current fnrm, we mgg dhmmu. The Of£i g ol
esant end Budget hn .dvlud this Departxint that celuro is
ection to the sulmission of this report Zru standpoiue
o! the Aduinistration's prograa. . o

lhlcoroly, . “*

b,

m.{ng Assistant At.tornor Genersl

wlls
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Mr. Swirr. Thenk you very much, Mr. Heim.

Dr. Helen Boehm, who 1is vice president of the Children’s Adver-
tising Review Unit of the Coancil of Better Business Bureaus, wel-
come to the committee, and you may proceed.

STATEMENT OF HELEN L, BOEHM

Ms. BoeuM. Thank you. It is a pleasure to speak with you this
morning.

We are the self-regulatory mechanism for the children’s advertis-
ing industry. Although it is not usually the policy of the Council of
Better Business Bureaus to either support or vppose pending legis-
lation, we appreciate the oprortunity to acquaint you with our con-
cerns about the issues addressed by this committee in recent years
as well as to inform you about the role of CARU in the industry’s
self-regulatory process.

At CARU, we feel that kids don’t yet have the skills and experi-
ence with which they can fully understand or evaluate some forms
of adveriising communications. The abilities necessary for children
to make wise purchase decisions and become responsible consumers
are still in thc formative stage. Therefore, certain advertising tech-
niques and strategies which are appropriate for adults may be con-
fusing or misleading for children.

Like many of you here, as a parent, I often wondered who is
watching what my children are watchi~g. Mr. Chairman and mem-
bers of the subcommittee, concerning child-directed television ud-
vertising, I can assure you that at CARU we are watching.

We do not address the quantity of commercial time youngsters
are exposed to but, rather, the quality and clarity of the advertis-
ing inessage. CARU’s guidelines are subscribed to by the children’s
industry and endorsed by maior broadcasters and trade associa-
tions. They are periodicaﬁy revised to reflect new insights gained
from experience and research relating to children.

In practice, the self-regulatory guidelines lead adverticors
through some interesting questions and provide important industry
standards. For example: Is fantasy contained in a commercial? Is it
clearly just pretend? And, is it balanced with an accurate depiction
of the product and its capabilities? Does the commercial put pres-
sure on chiidren by suggesting they will be superior to friends or
more popular by owning a product? And, does an ad imply that an
adult who buys a product for a child is better or more caring than
one who does not?

CARU advocates, as does the Council of Better Business Bureaus,
the strengthening of self-regu:ation whenever possible and wherev-
er feasible, and this committee’s reliance on self-regulation us the
preferred way to control potentially abusive practices, becaus" self-
regulation has becu shown to be effective and long lasting.

ndeed, the success of self-regulation can be demonstrated "y an
example involving an area of concern to the members of this com-
mittee—namely, that of endorsement of a product by a program
character. This program and kind of practice has been referred to
in the past as host selling. Studies conducted and reported by our
acadeinic advisors have shown that endorsement by a character,
even the more appearance of a character with a product, can sig-
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nificantly alter a child’s perception of that product. The use of a
iamiliar cartoon or other program character in advertising may ac-
tually hamper a child’s ability to distinguish between program con-
tent and a commercial.

In compliance with our guideline which states, “Program person-
alities, live or animated, should not promote products, premiums,
or services in or adjacent to programs primarily directed to chil-
dren in which that same personality or character appears,” adver-
tisers have responded by carefully labeling commercials to allow
aplpropriate program placement.

am pleased to report to you today that our monitoring of chil-
dren’s viewing time on tele vision networks, independent, and cable
stations throughout the country over the last year revealed only
seven instances of host selling, 24d in each of those published cases
the n&istaken labeling or positioning of the commercial had oc-
curred.

At CARU, it is our belief that the problem of character endorse-
ment as well as other issues concerning children’s advertising can
be diligently and effectively overseen as well as controlled, through
the self-regulatory process. We feel it was, therefore, apprJp.-iate to
eliminate the discussion of host selling from the current 'egislation.
CARU will continue to monitor children’s advertisine ~ery careful-

The Council of Better Business Bureaus sinccrely appreciates the
opportunity to share its views before the subcommittee, and we cer-
tuinly commend you on your attention to this very important, of
children’s issu-s.

Mr. Markey. Thank you, Doctor, very much.
[The prepared statement of Ms. Boehm follows:]

STATEMENT OF HELEN L. BoEHM

It is a pleasure to speak with you this morning. My naine is Dr. Helen Boehm and
I am the director and vice president of the Children’s Advertising Review Unit
(CARU) of the Cou-icil of Better Business Bureaus. The Coincil of Better Business
Bureaus is a membership-based public service agency supported by 650 national con-
sumer products, consumer services and related business firms. Through its network
of local Better Business Bureaus, the Council represents 237,000 local and regional
businesses and responds to over 10 million consumer contacts each year. We are the
self-regulatory mechanism for the children's advertising industry. Although it is not
usually the policy of the Council of Better Business Durcavs to either support or
oppose pending legislation, we appreciate the opportunity to acquaint you with our
concerns about the issues addressed by this committee in recent {years, as well as
inform you about the role of CARU in the industry voluntary self-regulation proc-
ess.

At CARU, we feel that children dn not yet have the skills and experience with
which they can fully understand or evaluate soine forms of adver:ising communica-
tions. The abilities necessary for children to make wise purchase decisions and
become res). .nsible consumers are still in the formative stage. Therefore, certain ad-
vertising techniques and strategies which are appropriate for adults may be confus-
iny? or misleading to children.

In resronse to an eme ging childrea’s market place, CA®U, a department of the
National Advertising Division (NAD) of the Council, was established in 1974 by the
advertising industry. Supported by consumer producis firt 1s, ita mission is tc safe-
guard respousible advertising to children and to promote truthful, accurate market-
mi messages which are sensitive to the special nature of its audience.

ike many of you here, as a parent I often wondered, “Who is watching what my
children are watching?”’ Mr. Chairman and iembers of the subcommittee, concern-
ingt c}llliilddirected television advertising, I can agsure you that, at CARU, we are
watching.
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Our basic activity is the review and evaluation of commercials directed toward
children under the age of 12. When advertisements are found to be misleading, inac-
curate or inconsistent with CARU’s self-regulatory guidelines, we seek change
through the voluntary cooperation of advertisers. These decisions are reported in
the NAD Case Report, which is published monthly and dictributed nationally.

We do not address the quantity of commercial time youngsters are exposed to, but
rather the quality and clarity of the advertising messages. CARU’s guidelines are
subscribed to by the children’s industry and endorsed by major broadcasters and
trade associations. They are periodically revised to reflect new insights gained from
experience and research relating to children. In practice, the self-regulatory guide-
lines lead advertisers through some interesting questions and provide important in-
dustry standards. For example:

Can a child tell how large a product is and what it can do?

If fantasy is contained in a commercial, is it clearly “just pretend” and balanced
with an accurate depiction of the product and its capabilities?

Is the product already assembled as shown in the commercial or must someone
put it together? And, are batteries required or included?

Does the commercial put pressure on children by suggesting that they will be su-
perior to friends or more popular by owning the product being advertised?

Does the ad imply that an adult who buys a product for a child is better or more
caring than one who does not?

CARU'’s own monitoring of broadcast and cable television, radio, and children’s
magazines and comic books has been the largest single source of cases for investiga-
tion over the years. Local better business bureaus also refer consumer questions and
complaints to our office for action, and, of course, we hear from kids. Since 1974, we
have published 258 cases concerning child-directed advertising and, in response to
CARIF initiatives, 215 of these commercials were either voluntarily modified or dis-
continued as a result of our inquiry. Th : remaining 43 of these cases were, after our
investigation, found to be accurate and not in violation of our guidelines. Last year
alone, we were successful in having the industry change or discontinue 23 commer-
cials which did not comply with our standards.

CARU advocates, as does the Council of Better Business Bureaus, the strengthen-
ing of self-regulation whenever possible and wherever feasible—and this commit-
tee’s reliance on self-regulation as the preferred way to control potentially abusive

ractices—because self-regulation has been shown to be effective and long lasting.
ndeed, the success of self-regulation can be demonstrated by an example involving
an area of concern to the members of this committee, namely that of endorsement
of“a_ product by a program character. This practice has been referred to as “host
selling”.

Studies conducted and reported by our academic advisors have sliown that en-
dorsement by a character—even the mere appearance of a character with a prod-
uct—can significantly alter a child's perception of that product. The use of familiar
cartoon or other program characters in advertising may actually hamper a child’s
ability to distinguish between program content and commercials.

In compliance with our guideline which states: “Program personalities, live or
animated, should not promote products, premiums or services in or adjacent to pro-
grams primarily directed to children in which the same personality or character ap-
pears”. Advertisers have responded by carefully labeling commercials to allow ap-
propriate I)rogram placement. I am pleased to report to you today that our monitor-
ing of children’s viewing time on television networks, independent and cable sta-
tions throughout the country over the last year, revealed only seven instances of
“host selling”. And, in each of those published cases, a mistake in labeling or posi-
tioning of the commercial had occurred.

At CARU, it is our belief that the problem of character endorsement, as well as
other igsues concerning children’s advertising, can be diligently and effectively over-
seen and controlled through the self-regulatory process. We feel it was, therefore,
appropriate to eliminate the discussion of “host selling” from the current legisla-
tion. CARU will continue to monitor children’s .dvertising very carefully.

The Council of Better Business Bureaus sincerely appreciates the opportunity to
share its views before this subcommittee. We commend you on your attention to this
most important of children’s issues.

Mr. MaRrkey. Our final witness is Peggy Charren, who has been a
long-time champion of children’s television legislation, so much so
that the issue itself is almost identified with her in terms of the
need for national legislation on this subject.
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As I have said before, her greatness is that she combines the
energy of an 8-year-old with the wisdom of a grandmother, and it is
a very effective and powerful force that combination gives to her
and to the arguments which she has brought to this committee
over the last decade, and my hope is that this year we will finally
see the culmination of all of your ~fforts.

So welcome.

STATEMENT OF PEGGY CHARREN

Ms. CHARREN. I'm sure we will, and I hope we will, because I
really am a grandmother and there’s probably a limit to all that
energy.

I want to say that we have gone over this so often that when it
was foggy yesterday in Boston I wasn’t even nervous that I was
going to miss the hearing. If there is one hear' g where a robot
could have said what Peggy Charren is going to say today, this was
probably the hearing, and that is very comforting.

I think the only person whose testimony I disagree with at this
panel is the representative of the advertising industry, whose com-
ments, I think, are only unbelievable given the history of their ef-
forts on behalf of children and advertising for the last 20 years.
That is the one place where we can really show how gelf-regulation
works. A third of the advertising to children when ACT began was
for vitamin pills that said on the back of the bottle, by law, “Keep
out of the ' each of children,” and they were sold to kids like they
were candy. The idea that the marketplace works to limit commer-
cials to children when it is appropriate is really more than done in
by those posters.

Mr. MARKEY. Mr. Helm, have you met Ms. Charren before?

Mr. HELM, Many times.

Gilbert We.l sends her his best wishes,

Ms. CHARREN. I bet he does. I bet he does.

And I really think it is unfortunate that tlat industry didn’t
focus on what it is doing for and to childrer in the way that a lot
of the broadcasting industry has. I think that that is really one of
the major stains on the history of American telnvision.

To get to my prepared remarks, we are all familiar with the
three R's of schcol education—reading, writing, and arithmetic. 1
want to talk today about the three R’s of television education—re-
striction, requirement, and reporting. The American children need
restrictions on the amount o? advertising ermitted in children’s
programming; they need a requirement for stations to provide edu-
cational programs for children, and they need reporting by stations
to the FCC on how each licensee has fuifilled this requirement.

TV broadcasters will have to pay attention to these three R’s if
they want to participate in the biggest R of all, renewal, and we
agree with everybody who has already said ihui this bill gives Con-
gress the chance to right a wrong; the wrong was obviously the
veto of a bill that had the support of Democrats and Republicans,
of organizations concerned with children, and even the industry it
would regulate, which, by the way, we are very appreciative of. We
know just how much chance this bill would have if the industry
were fighting it tooth and nail.
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The factors that caused the bill to pass so enthusiastically last
year are still in effect: There is almost no nonfiction programming
for children on commercial television. In fact, last year we could
probably point to NBC's Main Street as one of the holes that you
talk about with pats on the back. But there is news for children:
That has been cancelled, and nothing came in its place.

With few exceptions, there is no news, no information, no biogra-
phy, no history, no geography, nothing that would show up in the
nonfiction shelves of a children’s library. The amount of advertis-
ing per hour is even higher than the levels in place in 1987 when
the court of appeals said the market did, in fact, operate to restrzimn
the commercia{)coritent of children’s television.

Now the escalating costs of programming, which is sometimes
given as an excuse for more advertising, don’t seem to have escalat-
ed the amount of advertising that we target to adults, who don’t
really love udvertising and tend to zap it when they get a VCR;
children don'’t; they think it’s nifty.

I will skip over what the National School Board said in its 1983
report, although it is in my prepared testimony and I want to enter
that in the record. It said that the economic costs associated with
failure to compete are enormous and that the board should recom-
mend Federal regulation of commercial stations to include, at a
time convenient from the point of view of the student, a required
period of educational g)rogramming for children.

Now this bill doesn’t go that far, but it does guarantee that the
mandate of the Communications Act requiring stations to serve the
public interest include serving the educational needs of children. Ii
puts a cap on the number of commercials, and those suggested
limits are generous to broadcasters. In a perfect world, perhaps we
wo ‘dn’t sell to children at all on television, but the world isn’t
periect, and politics is negotiated comprise, and the limits of 10%
and 12 minutes an hour are better than the 13 and 14 minutes an
hour that occur at least sometimes today and that mizht climb
higher without this legislation.

I would lil.> to submit ACT’s study of commercial time in chil-
dren’s TV for the record.

Some believe that alternate TV delivery systems solve the prob-
lem of inadequate broadcast service to children, but obviously poor
families cannot afford the expensive options of cable and home
video; less than 30 percent of American homes subscribe to pay
cable; the average retail price of video cassettes—although, of
course, they can be rented—but the price for the cassettes, based
on children’s books and music videos and other educational cas-
settes, is about $20.

A discouraging recent development is that some toy manufactur-
ers are using home video as an advertising medium, selling toy-
based video cassettes complete with commercials for as low as
$3.99—that is happening with Tyco and Dino Riders—and, of
course, poor parents see $3.99, and that is more important than
what the tapes say. In shopping for home videos, those things are
making out like crazy, and that is a problem that the Nation's li-
braries are yoing to have to move in on, I think, with lending video
cassettes.

Y
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Public broadcasting is a major national resource in this country,
and I don’t want my enthusiasm for this children’s television bill to
indicate at all that I don’t think it is at least as important to ade-
quately and more than adequately fund public television. But we
must remember when we celebrate its wonderful successes and the
appearance of the man with those big pockets—-I think of him now
as a farmer sowing seeds after listening to John Murray talk—that
is is only one channel, and in very ‘ew ci:.:s are we as fortunate as
Boston with two. We should have saved two for every city and town
in the country, and then we would be better off in this country.
But it is one channel, and they are doing preschool programming,

There is no public television for the 6- to 10-year-old. There is no
public broadcasting for the 10- to 15-year-old. There are too many
diffﬁrences in that 2- to 15-year-old age group to let one channel do
it all.

Television can be a major force in enriching the lives of children.
The Committee on Economic Development, which is 225 trustees
who are top executives, said that thi¢ Nation cannot continue to
compete and prosper in the global arena when more than one-fifth
of our Nation, our children, live in poverty and a third grow up in
ignorance. Television can really do a job about that and reach just
about every child in America with that magic box. It is cost effec-
tive. We think President .,ush, who wants to be known as the edu-
cation president, will welcome this opportunity to provide a
window for education without adding to the deficit or pushing up
taxes.

Thank you for the opportunity to come down, and may I add, by
the way, you know, I get all the very nice kudos for ACT because I
have such a big mouth, but the fact is, I would be nothing without
the support of this incredible list of organizations, from the Ameri-
can Academy of Child and Adolescent Psychiatry to the National
Organization for Women, the PTA, the Council of Catholic Women,;
it is an enormous group of people in America who support every-
thing you are doing here today and car’t wait until this is a piece
of legislation. I would like to enter the list for the record.

M:. MARKEY. It will be inserted in the record at the appropriate
point.

[+he prepared statement and attachments of Ms. Charren
follow:]

STATEMENT 0OF PEGGY CHARREN

We are all familiar with the three Rs of school education: reading, 'riting and
"rithmetic.

Today I want to talk about the three Rs of television education: restriction, re-
quirement and reporting. American children need 1estrictions on the amount of ad-
vertising permitted in children’s programs; they need a requirement for stations to
provide educational Erogrums for children; and they need reporting by stations to
the I"CC on how each licensee has fulfilled this requirement. 'T'V broadcasters will
have to pay attention to these three Rs if they want to participate in the biggest R
of all: Renewal.

The Children’s Television Act of 1989 gives Congress a chance to right a wrong,
The wrong in this case v.u8 the veto of a bill that had the support of Democrats and
Republicans, of orgsnizations concerned with the necds of children, and even had
the support of the industry it would regulate.

The factors that last year caused this bill to pass the House by a vote of 348 to TR
and the Senate with s inanimous voice vote still exist.
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There is almost no non-fiction programming for childran on commercial televi-
gsion. With few exceptions, there is no news, no information, no biography, no histo-
ry, no geography, nothing that would show up on the non-fiction shelves of a chil-
dren’s library.

The amount of advertising per hour or children's programming is even higher
than the levels in place in 1987, when the U.S. Court of Appeals stated that it was
“an unthinkable bureaucratic conclusion that the market did in fact operate to re-
strain the commercial content of children's television.”

What the National Science Board found in its 1983 report for the National Sci-
ence Foundation, “Educating Americans for the 21st Century,” is atill true. The
report concluded that never before has our country been so painfully confronted
with the enormous economic and social costs sssociated with failure to compete ade-
quately in international markets. The Board specifically recommended that “Feder-
al regulation of commercial stations shouid incliude, at a time convenient from the
goint;?f-view of the student, a required period of educational programming for chil-

ren.

This bill does not go quite that far, but it does guarantee that the mandate of the
Communications Act requiring statinns to serve the public interest includes serving
the educational needs of children.

This bill would also put a cap on the number of ccmmercials per hour permitted
on children's TV programs. The Buggested limits are gonerous to broadeasters. In a
perfect world, perhaps we wouldn't sell to childrer at all on television. But the
world is not perfect, and politics is negotiated compramise, and limit ~7 *" % and 12
minutes of ads per hour are better thaa thke 12 and 14 minutes per ,."... »nat occur
today and that might climb higher without this legislation. I would like to submit
ACT's study of commercial time in children’s TV for the record.

Some people believe: that alternate 'I'V tlelivery systems golve the problem of inad-
equate broadcast service to chiléren. But obvivusly poor families cannot afford the
expensive options of cable and home viden. Less than 3v percent of Amevican homes
subscribe to pay cable.

The average retail price for videocasseties haged on children’s bocks, music videos
and other educational cassettes is ahout $20. A discouraging recent development is
that some toy manufacturers are using home video as an advertising medium, sell-
ing ioy-based videvcasscttes completz with commercials for as little as $3.99. Neil
Werde, Director of Markoting for Tyco Toys Inc., stated, “It's a marketing tool for
toys” in explaining the company’s willingness "‘to sei! basically at our cost and to
ask the retailer not tu take a huge margin.” (See Video Marketing Newsletter, Octo-
ber 3, 1988 In gMopping for tiome videns, less aifluent parents are more likely to
buy thuse cassette-length commercials because they are so much cheaper than the
quality product.

The Co:nmittee for Economic Development, a public policy research group whose
225 trustees ave mortly top executives, released a 1987 report entitled, “Children in
Need: Invesiment S.rategies for the Educationally Disadvantaged.” I+ warns that
the United States is creating “a parme aent underclass of young pecple” who cannot
ht(gzl juhs because they lack fundamental literacy skills and work habits. The report
statad:

This Nation cannof, continue to comgete and prosper in the glebal arena when
more then one fifth of our children live in poverty and a third grow up in ignorance.
Thie Natior. can ill afford such an egreyious waste of human resources. Allowing
this to continue will not only impoverish these children, it will impovevish our
Natior.~-culttrally, politically and economically.

Television can be a major furce in enriching the lives of children. The Ch.idren's
Television Act. of 1983 is a cost-effective wuy to provide information and education
to yonng auliences. We believe that Presidont Bush, who wants to be known a: the
educutiot president, wil: welcome this oppertunity Lo provide a window for educa-
tion without adding to the deficit or pushing up taxes.
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/gs e« o AMERICAN ACADEMY OF CHILD AND ADOLESCENT PSYCHIATRY

3615 WISCONSIN AVENUE, N.W.
WASHINGTON, D.C. 20016
Area Code (202) 9v6-7300
FOR RELEASE: April 5, 1989
Contacts Mary Crosby
202/966-7300

CHILD AND ADOLESCENT PSYCHIATRISTS SUPFORT 1989 CHILDREN'S TV BILL

Washington, DC -- The Amaricen Academy cf Child and Adolaacent
Puychistry (AACAP) urges Congressionsl approvel of the "Childran's Television
Act of 1989.* The bill restricte ths amount of sdvertising in children's
progrecming and requires stetions to provide informative programming for
youngaters. Similar legisletion was paseed by both the House and Senste in
1988 but vetoed by President Reagan after tha Congruasional sassion ended.

The Acedemy reiteratss the nesd for ths legiselation in s summary of its
commante gubmitted to the Federal Communications Commiseion in 19881

[} Children's sensitivity to commercislse:

For @ child under seven, the {nherent authority of ths television,
the tendency to maintsin the stetus quo, and the lack of symbolic
understending of the materisl work agsinet distinguishing the
conceptusl snd motivetionsl difference between commercials snd
programs.

[} Damage to children from incressed commercisl time:

Less educstion occure during commercial time, end added commercial
time incressingly blurs the distinction between selling and
learning in the mind of the developing child. The damage thet
sdded commercisl tima ceuses ie subtle, but tumulatively it is
substantive.

[} Federsl government's concerns about restricting broadcasters:

Young children nesd specisl protection bacauss they sre
developmentally {mmaturs. The governswnt warns and restricts on
iesuss such as tobmcco, alcohol, and sexually explicit material.
To ignore ths issue of sdvertising guidelines ie to suggest to
parenta there ie no denger in § d cialiration of
children's tslevision. Thie is not trus.

A complete copy of tha comments sre aveilable from AACAP. They were
developed by D. scott May, H.D., Cheinsan of the AACAP Cowmittes on ' ‘levimsion
snd the Media. The American Academy of Child snd Adolescent Peychiatry is a
nationel profesuionsl organization of ovur 4300 child and sdoleacent
peychiatriote.
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PTA RECTION ALerT

ADVOCATES TAKING ACTION FOR CHILDREN AND YOUTH

CONTACT: Millie Waterman
Arnold F. Fege
202-822-7878

FOR IMMEDIATE RELEASE
April 5, 1989

NATIONAL PTA URGES PASSAGE OF THE CHILDREN'S TELEVISION BILL

Washington, DC-~ Citing frustration about formerfpresident Reagan's
pocket veto of the Children's Television Act in Novemher, 1988, the
National PTA is once again putting its full weight behind passing
and putting into 1law a children's programming bill which is
intended to improve television for children and limit commercials
during the watching time of children. "This is a family issue,"
stated Millie Waterman, Vice-President for Legislative Activity,
"and we couldn't believe it when the President did not sign a
neasure that would have helped parents in selecting qualitx
television programming for children."
"There should be no question that television is still the most
pervasive medium," Waterman continued, "and the need to improve
and increase children's TV is paramount. what is crucial is that
the networks could make a valuable contribution to the education
of the nation's children.® The National PTA, an organization of
over 6,5 million parents, joined other children advocacy groups,
the broadcasters and an overwhelming number of House and Senate
members in passing a similar measure last year.

The Natlonal PTA OHfice Governmental Reletions, 1291 16th Streer, N.W., Washington, 0.C. 20036 (202) 822-7878
Mitile Waterman, Vica-previdant, Laglisiative Aciivity
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- 1ICd NEWS

National Education Association 1201 16th Street, N.W.
COMMUNICATIONS/ ;:cingion. D.C. 200363200 (202) 6227200

For Further Information:
Marilyn Rogers  (202) 822-7200

FOR IMMEDIATE RELEASE

NEA ENDORSES NEWLY INTRODUCED CHILDREN'S TV LEGISLATION

WASHINGTON, D.C.--The 1.9 million-member National Education
Association (NEA) announced its support today for the Children‘s
Television Act of 1989.

This bipartisan bill--sponsored by Representative Edward
Markey (D-MA), chairman of the House Telecommunications and
Finance Subcommittee and several other members of Congress--is
identical to the children's TV bill vetoed by President Reagan
last November.

The NEA statement below summarizes the Association's
position on the proposed new legislation:

The Children's Television Act would, if enacted, reinstate
restrictions that were abolished by the Federal Communications
Commisssion (FCC) in 1984. These restrictions limited the amount
of commercials allowed during children's television programs.
Under the proposed new legislation, commercials would be limited
to 10.5 minutes per hour on weekends and 12 minutes on weekdays.

In addition, the measure would impose an obligation on
television broadcasters to serve the educational needs of
children by requiring the FCC to evaluate whether a licenesee has
nmet these needs in its review of applications for license
renewal.

The Children's Television Act, NEA believes, is necessary
to establish minimum standards for the public interest
obligations of those who maintain exclusive access to a public
trust--the airwaves.

The broadcast industry--far from demonstrating its good
faith effort to adequately address the need for quality
children's programming--has used deregulation as carte blanche to
stop production of children's programs once held up as signs of
good faith.

There 18 no evidence :hat market forces alone are
sufficient to promote an adequate supply of quality viewing
opportunities for young children.

NEA has a longstanding interest in the relationship between
television and education. We have for many years reviewed and
recommended specific televisin shows for children in an effort to
encourage grality programming. wWe have presented, on a yearly
basis, NEM Broadcast Awards to acknowledye and promote such
efforts. Mist recently, NEA contributed $200,000 to the joint
AbC/Coiporition for Public RBroadcasting effort to combat
f1literacy.
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Mr. MARKEY. We thank you and we thank all of the panelists for
their excellent opening testimony.

Now we will turn to questions fron. the panel. I recognize the
ranking minority member, the gentlenian from New Jersey, Mr.
Rinaldo.

Mr. RiNaALpo. Thank you very much, Mr. Chairmun.

Mr. Chairman, we have gone over and over this bill, so I really
(Iilori’t have many questions, but I would like to direct one to Mr.

elms.

Mr. Helms, since Congress has already determined that too much
advertising is harmful to children, can you explain the rationale
for your statement that the legislation, as presently written, is un-
constitutional?

Mr. HEtm. Well, I think you are talking about two different
uestions here, Mr. Rinaldo. Being unconstitutional is, in my view,
ifferent from the question of whether or not too much advertising

is harmful to children.

Our contention is that the proposed remedy here is certainly not
going to solve the problem. Even if we accept the ﬁroposition that
there is too much advertising—we don’t accept that proposition,
but even if we do, the remedy here is not going to do anything to
eradicate that problem, because the viewing of children’s television
is not limited to programming, so-called programminy, for children.
Children watch television in prime time, they watch sports events,
they watch all types of television advertising other than in chil-
dren’s programming, and we know of no evidence that says that a
limit on the amount of television advertising, 12 minutes as op-
posed to 3 minutes, as upposed to 5 minutes, is going to do any-
thing to eradicate the problem. So that is the basis for our objec-
tion.

Mr. RiNALDO. Ms. Charren, do you want to comment on that?

Ms. CHARREN. I am half-way up to the ceiling.

The fact is that all the people who make television work spend
time talking and thinking about how rauch advertising is appropri-
ate from a variety of perspectives, There are conferences on how to
deal with the fact that when we do tape and we get the opportuni-
ty ti) zap commercials, we tend to do that, should we run them fast
or slow.

The rule that established that in prime time it was 9% minutes
of advertising per hour for adults was based on the dea that, in
ﬂart, the public wouldn’t put up with more; you I .. o figure out

ow to V81‘ice them; it war better for the advertiser o' to have too
much. With children, it was sort of decided children .ke it so much
that we actually at one point turned their p1ograms into commer-
cials. This bill does not deal with that.

But all through the whole 20-year period of ACT we were really
very hassled even by the limits that we are putting on now. We
accept these limits, we enthusiastically endorse them, they are cer-
tainly better than no limits at all, but we still have 94 minutes as
a kind of cap for adult programming.

Now when the gentleman at the end of the table says children
watch adult programming, the fact is, not only are they watchiug
commercials that are not targeted to them, so they tend when they
are 6 years old not to ask for Listerine or some dandruff remover,
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but they see less advertising, which is really creepy. I don’t know
how they can go to sleep at night with these kinds of things on
their conscience.

To sit there and say they are putting a limit ¢n commercials
doesn’t help children; it flies in the face of the concerns of every
parent and teacher in America who, while they are not trying to
get the commercials off television, are certainly saying, “Gee whiz,
we should be as careful with children as we are with adults,” and
this bill isn’t even that careful but it is the political compromise
that we think is nifty, and we are not trying to make it better. We
feel if we try to make it better we won’t have a bill at all.

Now, you know, a little more talk like that and people will really
start to move in on Mr. Helm. He should take it while he’s got it.

Mr. HeLm. I think we should certainly be cognizant of the eco-
nomic realities of this provision. Now it is my understanding that
one of the intentions of this piece of legislation is to improve the
quality of children’s programming.

Mr. RiNaLDoO. That is correct.

Mr. HeLM. I wonder if Ms. Charren—and I don’t want to get into
a debate with her today; this is not personal in any sense—but I
wonder if she is aware of what has happened to the cost of pio-
gramming in the last 6 years.

Mr. RiNaLDO. Well, let me ask you a question. I think we should
ask the questions from up here rather than down there at this
point in the proceeding. We discussed this at length. The bill is a
compromise piece of legislation. In other words, what you are
saying, I assume, is that 12 minutes of advertising is not enough.
How many minutes per hour do you want?

Mr. HELM. Well, the reality of the marketplace is that self-regu-
lation is working;. There is not more than 12 minutes of advertising
per hour on the air today.

Mr. RiNALpo. Well, if that is correct, then you should be support-
ing the legislation.

Mr. HeLMm. Why do we need unconstitutional regulations to ac-
complish something that the market is already achieving? This
proposed legislation does not meet the test of Central Hudson.

Mr. RINALDO. You are saying it is unconstitutional; I'm saying it
is constitutional, and I completely disagree with you there.

Second, broadcasters have had 4 years of self-regulation since the
FCC repealed its old commercial time guidelines, and our hearing
showed th)t commercial levels during children’s TV programming
increased substantially after the old commerciai time guidelines
were eliminated, and, in fact, there is a chart there that shows
that. Consequently, there was a need for this legislation.

Once again, the legislation attenipts to strike a balance between
an adequate amount of advertising to fund the program and allow
people to make a profit, and to fund a good program, and the de-
mand3 that we feel are necessary not to overcommercialize chil-
dren’s programs.

Second, when you claim that commercial time limits are uncon-
stitutional, the only hook you apparently are going to hang that
one on is because of an intrusion on commercial speech rights. But
I think you are overlooking the fact that the public interest stand-
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ard also enables us to regulate broadcasting in ways that are not
permitted in other media, such as the printed press.

The subcommittee found, as a matter of record, that children
should be protected from excessive commercialization on television.
Consequently, we have to limit the ability, I should say, under the
Communications Act, to protect children X limiting the amount of
commercials shown during programs aimed at them.

This legislation is carefully crafted, it is not unreasonable, it is a
moderate piece of legislation, and you could get a lot worse, and
you sgill haven’t answered the question. How many minutes do you
want!

Mr. HeLm. What is the question?

Mr. RiNnaLpo. How many minutes dv rou want?

Mr. HeLm. We want the marketplace to determine what is
needed as long as it is not detrimental to children’s interests.

WNow as to the question of the unconstitutionality of this proposed
rioce of legislation, there is a letter from the Justice Department
on H.R. 3966 that very clearly delineates how, in the view of that
Department, the bill is unconstitutional.

Mr. RiNaLpo. Do I have to give you a chart to show you hov.
many times the Justice Department has been wrong and has been
overruled by the U.S. Supreme Court?

Does anybody else wish to comment on that, any other member
of the panel?

Mr. KeesHaN. If I can, Mr. Rinaldo.

Mr. RiNaLDO. Sure.

Mr. KeesHAN. I think that what we overlook here is something
that is very fundamental. Even creatures in the wild protect their
young, and that is what we are really talking about here.

It is very nice of us to talk about the rights of broadcasters. I
don’t believe that broadcasters have any right to damage the nur-
turing system that is required to bring us citizens who are happy
and who perform well and pay taxes. I think it is in the best inter-
ests of all of us in society to protect our young, and that is what I
think this bill is really doing. It is going some distance, not as far
as I would like to see it go, but it is going some distance to protect
young people. A society which does not consider the needs of its
young people is a society which is in great danger.

We see all around us in this Nation the results of our attitudes
in other areas, other than broadcasting, the results of substance
abuse, and the results of failures in education, and so on, which we
aretpaying a very, very high price for. This is part of the nurturing
system.

Broadcasting is relied upon by the American family today mcre
than ever before in the Nation’s history and the history of the
broadcasting industry, and if we don’t make broadcasters responsi-
ble for what they do to young people either through commercials
or through their proFrams or their lack of proEramming, then we
are negligent in fulfilling our responsibility to the future of the Re-
public. I think it is very, very important that we look at it in that
overview and not be concerned about our pocketbook and our
bottom line, as so0 often seems to be the case.

Mr. RiNALpo. 1 agree with you. I think it should be pointed out,
too, however, in defense of the broadcasters that all stations
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haven’t excessively commercialized their programs, but all stations
don’t have to commit a violation before Congress should ACT, and
that is why we have worked with the stations and certainly worked
with the broadcasters in an effort to come up with this kind of
compromise that is workable, that is pragmatic, and hopefull% that
will solve the problem and lcad us to a kinder, gentler, and better
educated America.

Yes, sir.

Mr. WrigHT. I would just like to say that the National Associa-
tion of Broadcasters did support H.R. 8966, but we also recognize
the fact that self-regulation has worked. Through a study, we
showed last year at this time, there was 8 minutes and 38 seconds
for all Frogramming, and self-regulation has been there.

But I think I have also got to point out that is not always what
television can do for children, but also we need to always recognize
what children and adults do with television. There has to be dis-
criminating viewership. That is why the National Association of
Broadcasters came out with Family Viewing this past January,
talking directly to parents of how they need to work with their
children, how they need to set up time schedules for what to watch,
how they need to make children into discriminating viewers, how
their children need to watch programming with their peers, with
their teachers, school guides, but how to effectively use all the
broadcasting that we provide plus all the other sources out there.
. There is an abundance of excellent children’s programming
available in the marketplace—I want to stress that again—that the
video marketplace has changed dramatically, and that there are
excellent examples throughout the country. When the Captain
pointed out tha* there were concerns in this area, we do not agree
with that.

We feel there is, without a doubt, based on our research and
looking at the programming available out there—I can speak spe-
cifically for our marketplace, which Pe %y is fairly familiar with—
that basically, on my competition, the ABC and NBC affiliate, they
have done an outstanding joi» because they have entered competi-
tion.

There are a lot of us out there, and I think KIRO-TV represents
a lot of the broadcasters. We don’t always get as involved in compe-
tition as we possibly should because tﬁat sets good examples for
other broadcasters, but there is programming that we are doing
oriented to children that specifically meets the needs within our
marketplace, and there are broadcasters doing that throughout the
country.

I would like to point out that five of the six stations in our mar-
ketplace do a local show for children. There 15 one that KIRO Tele-
vision does that Peggy is not aware of. It is called Kid’s Week. It
airs on Saturdays; it is targeted towards kids 9 to 14. It is hosted by
kids 12 to 15. It gets into field pieces. It is hosted in the studio but
goes out and talks to other kids, peer levels, athletes, scholars. It
gets into all these areas of information and education. It also talks
to their peers, coaches, teachers, et cetera.

My point is, it is happening within the marketplace not only
from tge programming standpoint and in the Seattle marketplace
but also in other areas of programming through syndication. There
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is a tremendous amount of available programming out there, and
beyond that is what we do from a public s2rvice standpoint orient-
ed towards kids and getting involved in community events. The
campaign through the NAB on “Watch What They Watch’ was de-
veloped in the Seattle market. All stations in the country had over
500 PSA’s that reached on the marketplace on this campaign. But
there are stations like KIRO that go above and beyond that.

Just bear with me for a moment. I just want to point out, be-
cause I think it is an example——

Mr. RINALDO. My time has expired.

Mr. Wricht. OK. But my point is, there is plenty of program-
ming opportunities out there, but, again, the NAB has worked with
Congress in the past, wants to continue working and coming up
with appropriate legislation that shows the tremendous change in
the video marketplace.

So, with that, I will stop there.

Mr. RiNaLpo. Mr. Chairman, I know my time has expired, but I
would like to cite for the record the 1988 hearing, particularly on
the constitutionality of this legislation.

Mr. MARkEY. Without objection.

[The document referred to, “Commercialization of Children’s Tel-
evision,” is Serial No. 100-93, and is available from the commit-
tee’s publications office.]

Mé' MARKEY. I thank the gentleman very much. His time has ex-
pired.
teI now turn to recognize the gentleman from Kansas, Mr. Slat-

ry.

Mr. SLATTERY. Thank you, Mr. Chairman.

I just have one quick question of the panelists, and before I ask
the question, though, I just want to make an observation for those
who are here today that are involved with the networks. That is, as
a parent and as a father of two children ages 7 and 10, I just want
all of you who are involved with the networks to know that I think
about 80 percent of network programming today is unmitigated
crap and you ought to be ashamed of yourself for having it on the
air.

You know, I understand that you all are in business, and I appre-
ciate that, and you are all trying to make money, and I appreciate
that, and that is the American way. But in terms of the kind of
information that is being communicated to young Americans in our
family rooms across this country and in our living rooms by net-
work television, it is miserably failing, absolutely miserably failing.
With a few exceptions, it is trash and it really needs to be cleaned
up.
Those of us in policy-making positions really recognize that our
hands are tied. I mean we do have a first amendment in this coun-
try, and we are sworn to uphold that, and we intend to do that.

That doesn’t in any way diminish our responsibility to speak out
and condemn this stuff for what it is and to try to put as much
public pressure as possible on the networks in this country to be
more responsible in meeting what I consider to be a public obliga-
tion to meet the unique needs of children in this country, 50 per-
cent of whom are growing up in single-parent families, and recog-
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nize that we have a horrible situation developing out in this coun-
try with our young people.

Television is an enormously powerful medium that can be either
used for good or for bad, and today, regrettably, in my opinion, the
networks in this country are not meeting their responsibilities, and
many local broadcasters aren’t doing it either, Mr. Wright, as far
as I am concerned. Some of them are. What we are talking about
here today is really piddling on the margins, and any suggestion
that this is some sort of radical legislation is pure nonsense; it
isn’t, it’s just piddling on the margins. It isn’t going to in any way
affect adversely responsible broadcasters who have a history of
meeting their public responsibilities to the communities that they
serve—it isn’t going to affect them one iota. I think we ought to
tell it like it is.

I'm just curious, I'd like to know from anybody at the panel
today, what program on network television currently being pro-
duced today is something that you can point to with pride and say
this is a program, especially something on Saturday morning—
when all the children in the country are watching television—not
all of them, but a huge percentage of them.

What programs at CBS, ABC, NBC, are they producing that they
can point to with pride and say, “This is something that we are
really proud of,” in addition to the Cosby Show and a few others
that are on prime time? I'm talking about children’s TV, and the
Cr sby Show is not really directed to the 6- and 7-year-olds, it is di-
rected to teenagers amdy parents even; it is more of a family pro-
gram. I am talking about children’s programming. I am just curi-
ous what you point to with pride and say, “I'm really proud that
we are putting this on television, infoyming young Americans with
this program.’

Mr. Wright.

Mr. WRIGHT. I can speak for CBS that more and more excellent
programming is coming out. They have Storybook specials on Sat-
urday that are coming out oriented toward the 2- to 6-year-olds on
reading more.

Mr. Srarrery. They are coming out?

Mr. Wrichr. It is a program they have got this year.

Mr. KeesHAN. No, it is out; it has been out for 3 years, CBS Stor-
ybreak. I'm familiar with it because I host it, and we take chil-
dren’s literature, outstanding children’s literature approved by li-
brarians and so on, and we animate it, using a technique that chil-
dren are so accustomed to.

Mr. SuaTTERY. CBS Storybreak?

Mr. KEEsHAN. Storybreek.

Mr. WrigHT. Storybreak. My point is that we are going to be
doing more, it is my understanding.

Ms. CHARREN. I want to comment on that, too. I was going to
mention that, too, and mention that so many affiliates don’t run it
that we have to get it by tape from the networks so we can see it
on Boston. It is on at the end of the Saturday morning schedvle
when people are going to sports, when they have bowling shows,
when they figure enough is enough with this children’s television,
and instead of puiting it on the next week on a delayed basis,
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which they could do because it is a quality program, they just don’t
run it at all.

Mr. StATTERY. I'm going to check and see what my affiliates are
doing with this.

OK, now what else?

Mr. WriGgHT. School break specials that air in the afternoon
during the week.

Mr. SLATTERY. School break specials? Is that the name?

Mr. WRIGHT. School break specials, and they do an average of at
least one a month.

For example, there are a lot of stations throughout the country
like ourselves that tie in with the network. They supply us with
guides and teachers’ guides, and then we print up approximately
(215,000 guides for each show. They go out to eight different school

istrictz.

Mr. SLATTERY. You do one of those a month?

Mr. WRIGHT. Approximately.

Mr. StATTERY. One a month. So what is that, a half-hour a
month?

Mr. WRIGHT. An hour. Sometimes there are local stations like us
that will follow up with an hour of local discussion about the topic
itself. They are dramas. They are oriented towards basically teen-
agers.hlt could be anything from drugs, alcohol use, to freedom of
speech.

Mr. SLATTERY. Storybreak, when is that typically run?

Mr. WriGHT. Saturday.

Mr. SraTTERY. Is that a 1 hour or % hour? That is a 30-minute
program. It is made available through CBS every Saturday morn-
ing for 30 minutes. Is that right?

Mr. KeesHAN. No. Excuse me, John.

It is made available about 9 months of the year, because the
sports schedule prohibits its play during much of the year.

Mr. StaTrery. We sure wouldn’t want to interrupt the sports
schedule.

Mr. KeesHAN. We would not want to interrupt the sports sched-
ule. You know, I think sports are important, too. Let’s move it up
in the schedule a little bit, but then we run into the toyshop pro-
gramming which is also very important, economically important.
But it doesn’t really get the kinds of clearance. Peggy mentioned
that. The networks may offer it, but that doesn’t mean the sta-
tions—there are so many outstanding stations lixe KIRO, and they
do have a great reputation, but there are a lot of stations that
don’t particularly care. So the clearance is not that great, as in
Boston, for example.

Mr. StATTERY. Is that 9 months out of the year, 30 minutes on
Saturday mosning?

Mr. KeesHaN. Yes, hopefully. Hopefully, we get played most of
the time during the 9 months.

Mr. SLATTERY. Any other programs now? We have accounted for
30 minutes a week 9 months out of the year maybe.

Mr. 'WriGHT. There are also syndicated shows available to broad-
casters. ObLviously, they produce locally-produced shows like, say, 5
out of 6 stations do in our market. There are also syndicated spe-
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cials through Multimedia that has excellent children s shows—Pep-
permint Place.

I know, in talking to some of my peers throughout the country
and talking to a group that I belong to, which is called the Idea
Exchange Group that represents ten locations throughout the coun-
try, we get together twice a year, and always in those discussions it
covers all aspects of our business. We always talk about community
service and orient it towards kids, too.

I'm just saying, from my experience, there is a very conscientious
feeling out there with broadcasters in meeting the needs of chil-
dren within their communities. It is certainly part of that public
service and an important part of it.

Mr. SLATTERY. Kgy time, I am sure, has expired. Afgain, I don’t
want to paint all broadcasters with the same brush. I understand
that some of them have and will continue to be responsible in the
way they use the public airwaves, and for that I am grateful, and I
understand that the networks’ piece of the pie is shrinking and
they are becoming very conservative in terms of the way they look
at their pro, ramming, and the bottom line for them is money. Let’s
face it, children aren’t necessarily a real powerful buying market, I
suppose. I understand all that. Then suggestions that the market-

lace is going to take care of all these things is, in my judgment,

r. Helm, very naive, and I say that as a former businessmen.
There are certain things that the marketplace responds to, and it
responds to money; that is what it is all about.

en you are talking about the public airwaves in this country,
the Government has some role to play in trying to make sure these
public airwaves are being used in a way that serves the public, and
the young people in America today are certainly part of the public.
If we don’t keep a close eye on this and if policymakers aren’t ad-
monishing the networks in this country and broadcasters to meet
this public responsibility to a very vulnerable segment of our popu-
lation, then it is going to be ignored and the marketplace is not
Eoing to respond to it hecause the children out there don’t have the
uying power of other Lotential listeners that the marketplace will
dictate that they respond to. T think we ought to be honest with
eéiclg git:her about these kirds of things and shoot each other
straight.

Anyway, I have used my 30 seconds of the bully pulpit here
today to admonish my friends in the networks and broadcasting to
be more responsible in meeting what I consider to be some verls('
urgent and unique needs of young Americans, and I will give bac
anKItime I might have.

r. MARkeY. The gentleman’s time has expired. I thank the gen-
tleman very, very much.

The Chair recognizes itself.

Ms. Charren, what is your sense of the importance of this legisla-
tion, building into the renewal standard ofp all television stations
that they have to observe the educational and informational needs
of children?

Ms. CHARREN. I think what this legislation will do is bring back a
sense of sort of the mission of broadcasting in this country that
really did exist in the seventies. Even though we were complaining
a lot—ACT—and trying to make it better, there was a sense from
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many of the participants on all sides that the obligation of broad-
castinghto serve the public had to include the children. That wac
through two Republican and one Democratic administrations. It
was through changes in the structure of who ran the systems. But
there was a sense that we had to do it better. '

Just before deregulation started, the ABC network had an-
nounced that—it had already reduced the number of minutes of ad-
vertising based on all the noise in the press and the interest of reg-
ulatory agencies; it had already reduced it, along with the other
networks, to a cap of 9% minutes on Saturday, and it had an-
nounced it was going to take 1 more minute off.

When CBS was first putting Captain Kangaroo out to pasture by
putting him on at 5 a.m. in the morning in the Mountain Zone and
then telling me there was no competition at that hour, and then
taking him off the air because he didn’t get an audience, that was
the most outrageous way of dealing with a national treasure you
can imagine.

They went to Children’s Television Workshop in the middle sev-
enties and asked them to prepare a pilot for what was going to be a
da\i}ly program in the afternoon.

hen deregulation came in, they fired the 20 people at CBS in
their news department, and CBS is sort of a microcosm of what
was going on in the seventies with Mark Fowler talking about tele-
vision being a toaster with pictures and his “let them eat cable”
attitude toward children, it was very Marie Antoinette-ish, as the
attitude of that administration toward the poor in other areas, as
far as I am concerned.

Anyway, CBS got rid of the 20 people in the news department
who were doing the news and all those programs, they got rid of
them, and I think this bill is gcing to bring back that attitude that
says, “We can do some nifty stuff for children and not fail.”
Nobody made CBS hire those 20 people; they did it because they
got a message from Washington and from people who care that
children were important, and I think this bill sends the same mes-
sage.

r. MARKEY. So this is an important piece of legislation.

Ms. CHARREN. It couldn’t be more important at this time in
America, when the alternatives are showing how you can serve and
they are not available to the children who need it the most.

Mr. MARKEY. So you don’t think this is insignificant at all?

Ms. CHARREN. Insignificant?

Mr. MARKEY. Yes.

Ms. CHARREN. I think this bill is the reason I started Action for
Children’s Television 20 years ago. Even when we asked for 2 hours
a day on that first trip to the FCC in 1970, we thought, “Let’s ask
for 2 hours, and maybe we’ll get 1 hour.” We didn’t get one either,
but I think that broadcasters are going to be hard put to say 1 hour
a month satisfies the mandate of this legislation and that when
they make decisions about allocation of resources this bill is ;;0ing
to be in the back of their minds.

Mr. MARkEY. Do you agree with that, Dr. Anderson? How impor-
tant is this legislation?

Mr. ANDERSON. It is very important. I agree with the comments
of Mr. Slattery about, there is a lot going on with the children of

20
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this country right now. We have, for the average child, about 14
hours of that child’s time to really talk to the child, to teach the
child, to tell them about society, and so on, 14 hours through televi-
sion. The child actually spends more time with television, but 14
hours that he is really paying attention.

It seems little enough that 10 percent of that time, an hour of
that time, be quality, a quality experience and not just simply en-
tertainment.

Mr. MARkEY. Dr. Murray, how important is this?

Mr. Murray. Well, I agree with Peggy and others who say that
this will set a tone for the broadcast industry that children are im-
portant, that they are a protected group, protected species.

One of the reasons, in responding to some other comments, is
that there is no specialized programming for children, age-specific
programming. We do our best, using television, to teach when we
gear the program to the needs ans capabilities of a particular age
group, and it is no secret that all of that programming is on public
broadcasting and not on commercial broadcasting, because when
you tailor it to the special needs you tailor it to a special audience,
a smaller audience, that is not as commercially viable.

But I think this sort of message that these, too, are very impor-
tant, and you may lose a little bit of money in the process but you
will be serving society and serving a very special group.

Mr. MARkEy. Dr. Boehm, can you characterize for us how impor-
tant you think this legislation is? Maybe you could focus on how
important it is to have the codification of the responsibility of
broadcasters to the children put right into the renewal standard
for their license; their license is, in fact, in question if they haven'’t
served the needs of the children, and that has not been a standard
for 40 years.

Ms. BoenM. Yes, that is true. But I also, again, want to suggest
that even one moment or 1 minute of advertising which is not
truthful or deceptive to children, even though it is well within the
limits proposed, is completely unacceptable, and I think that is
very important to keep in mind.

Mr. MARrkEY. We agree with that 100 percent.

I don’t think it should be lost on us, again, that in prime time for
adults, right now, the limit is 8 minutes, and somehow or other
there is an audience there that is saying, “We can’t take any more
than 8 minutes, or we're not going to watch your commercial pro-
gram that you have put together if you try to saturate that prime
time area. You are going to lose us as an audience.”

But there is clearly another audience that is more vulnerable,
more exposed, less discriminating in the morning, that does not ex-
ercise that kind of discriminating power, and we czn see this esca-
lation Some stations are up to 12, 13, 14 minutes an hour, and
some are even up at 15 and 16 now in some markets across the
country. Seattle and Boston happen to be amongst the Lest mar-
kets in the country, and, unfortunately, we don’t pass legislation
for the best. If all’ we had to do was deal with good pecple who
were law abiding and tried to do the right thing, we wouldn’t have
any need for laws in the country. We pass laws for people who
don’t abide by the standards of the community, who aren’t trying

2y
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to take into account what the real concerns are for families across
the country.

I think, Mr. Helm, it really does, in its own way, speak for itself
that the adults are only exposed to 8 minutes an hour in prime
time and the children, in many markets, are exposed to twice as
ml{;:h in their programming.

es.

Mr. Heum. Do I understand that that chart is just one station?

Mr. MARkEY. That is right. But that isn’t even representative of
the country as a whole; that might not even be as bad as the coun-
try as a whole. We had a study in here last year that indicated
that upwards of 10 percent of the stations have now exceeded 14
minutes for all their programming across the board. That is 10 per-
cent of stations. Again, that is whom we legislate for. We don’t leg-
islate for the stations that are down or any other group of people
whom we legislate for in any particular subject. We legislate for
the people that say, “Well, there’s no limit; there doesn’t appear to
be any real sanctions in the industry against us trying to exploit it
for all it's worth; let’s just go for all we can get here.” That is the
problem, Mr. Helm. This is not an isolated instant.

Mr. HeLm. It is my understanding that children’s television, so-
called children’s television, advertising revenues are down since
1977 from 3.95 percent of total network revenues to 2.4 percent,
and that is as of 1986.

Mr. MARKEY. Are you talking about revenues now, or are you
talking about numbers of minutes?

Mr. HeLm. I am talking about revenues.

Mr. MARKEY. You are talking about revenue. You see, that is
where you kind of get confused. We are not talking about revenues
here, we are talking about numbers of minutes.

Mr. HeLM. We want to improve the quality of programming. Rev-
enues are down substantially, and the cost of programming, accord-
ing to the National Association of Broadcasters, is up over 175 per-
cent.

Mr. MARKEY. Where is revenue in the evening?

Mr. HeLM. Pardon?

Mr. MaRkEy. How are revenues doing in the evening hours? Are
they up or down? Adult hours.

Mr. HeLm. I would have to defer to the NAB on that. The only
figures I have are on the question that we are debating here this
morning.

Mr. MARKEY. That would be an interesting contrast, and it would
also be interesting to wonder whetner or not you might not want to
make up some of those advertising hours by just increasing by 1 or
2 minutes in prime time.

Mr. HeLM. Mr. Chairman, I don’t think anybody is questioning
the intention of the legislation.

Mr. MARKEY. If it is revenues that you are looking for, it lovks
like a tremendous opportunity in prime time to try to increase the
number of minutes there, and I bet you could charge——

Mr. HELM. I'm sure the networks would love to sell that time.

Mr. MARKEY. Excuse me?

Mr. HeLm. I'm sure the networks would love to sell that time.
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Mr. MARKEY. I think that is what we ought to be looking at then.
I think there is a tremendous revenue enhancing opportunity for
any broadcaster to try to test that adult marketplace and see how
far you can go in having adults just sit. there in a daze as automo-
bile ad after dishwasher ad comes on, and see how large their audi-
ence will be,

Mr. WrRiGHT, Mr. Chairman.

Mr. MaRkEyY. Yes, sir.

Mr. WriGHT. I would just say one reason revenues may be down
is because viewership is down. The last figure we looked at a year
ago was that children, 2 to 5, was down 11 percent; I think 6 to 11
was like 20 percent. The viewing is down, and, again, I submit, a
lot of that reason is due to the wide variety of options out there in
the video marketplace with cable, VCR’s, and everything else.

Ms. CHARREN. But some of it is down because of the new meas-
urement way that you measure children, and people who think
they are going to push buttuns have never tried to get them to
clean up their room.

Mr. KEeSHAN. Also, what we are talking about on these charts is
the number of minutes in a given children’s program, we are not
talking about total minutes in children’s programming. There are
fewer minutes in children’s programming, and there is less reve-
nue because there is less children’s television. Captain Kangaroo,
right off—45 minutes of commercial time that is no longer there.
So if you add that and all the other programming that has gone off
in the last decade, certainly there are fewer minutes and therefore
less revenue.

Mr. HeuM. Well, I think we are also talking about truthful, non-
deceptive advertising of legal products and services. I think that is
fundamental to this discussion. There is somehow an assumption
that limiting the amount of truthful advertising is going to change
children’s perceptions.

I feel a little kit this morning like the messenger who is getting
shot because he has bad news. It just simply isn’t going to happen.
Nobody questions the intention of the legislation, but, again, the
bad news is, it is not going to change those perceptions, and, in the

rocess, it is going to seriously compromise the 1st amendment.

hat is the basis of our objection. We are not anti children. I
happen to be the father of two that have turned out reasonably
well, their father notwithstanding,

Mr. MARKEY. The bottom line problem here is that there are a
lot of things which are legitimate when you talk about adults.
Adults are assumed to have an ability to make determinations for
themselves with regard to what they want to consume, what they
want to view, and wha' they want to read. But we do havc a sepa-
rate set of laws which govern children in the country, especially for
children who are either in their pre-teen years or barely out of
their infancy, and these children have a very hiﬁh exposure to tele-
vision. We make societal decisions as to what they can e exposed
to. We just don’t let the commercial market determine what it is
that a child should have access to. We make some judgments our-
selves as a society. That . : why we have lsws which treat juveniles
across the board in a d'ficrent way than we do adults. Otherwise,
we wouldn’t muke that distinction.

2
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What we have done here is, we have basically identified a situa-
tion where 17 percent of all programs across the country now are
in excess of 12 minutes in advertising, where adult programs cre
only at 8. What we have tried to do is to reach some kind of com-
promise, agreement, that will lower the number of minutes in ad-
vertising and stabilize it at that point. Then we tried to build into
the law a requirement that all TV stations, in order to hold their
licenses, have to provide educational, informational services to the
children in their viewing community, and to strike a balance so it
isn’t just a toaster with pict:res, it is not just any other device, but
it is something special, it is something that affects for 6% hours a
. day the way in which families in this country look at the world.

T just don’t think, agreeing with Mr. Slattery, that we can look at
Japan, and look at Europe, and look at Korea, and look at the rest
of the world, and expect us to be able to develop a class of citizens
by the year 2000 that will be able to compete for these jobs interna-
tionally and be able to provide the work ferce, if all we are going to
do is treat television as a medium for selling candy bars and chil-
dren’s toys.

I think we have to be realistic that this is a central part of our
ability to be competitive long term. Drug policy, educational policy,
trade policy, tax policy, and regulatory policy all have to be worked
together to ensure that we have a citizenry that is going to be pre-
pared to compete. I don’t think that this is something that is going
to result right now in a world that is going to make us competitive.

Here is where we are right now. We have got a bill which, if we
can get a quorum, we can mark up and out and send it up to the
full committee so that we can move it out to the Floor of Congress
in an expeditious fashion. I think we are getting very close to a
quorum right now.

With the indulgence of the committee, I would like to dismiss the
panel, with the thanks of the committee for their testimony here
today. It has been very, very helpful to us. I would like to assure
you that as we go through this process, we would like you to stay
close to our committee, from the NAB, to the INTV people, right
through the associations of the public interest sides. We have tried
as best we can to bring everyone in close so that we can work on
something that has the corners of Peggy Charren’s mouth turned
upward at this moment in time. I think that that, in and of itself,
is the best test.

Mr. RicHArRpsoN. Mr. Chairman, I have a markup at the same
!:im;a, and I wonder, is it possible to call the roll and keep it rotat-
ing?

Mr. Markey. We will dismiss the panel. Thank you very, very
much, and we will now begin our markup of the legislation.

[Whereupon, at 12 noon, the hearing was adjourned.]

[The following statement was received for the record.]

"' . .
‘3'~5"';:
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BEFORE THE
TELECOMMUNICATIONS AND
FINANCE SUBCOMMITTEE
U.S. HOUSE OF REPRESENTAT,....

COMMENTS OF THE AMERICAN
ASSOCIATION OF ADVERTISING AGENCIES
ON H.R. 1677 - THE CHILDREN'S

TELEVISION ACT OF 1989
The American Association of Advertising Agencies, Inc.
(A.A.A.A.) submits these comments in response to H.R. 1677, The
Childrer 's Television Act of 1989, as it was discussed in a
hearing before the subcommittee on April 6, 1989.1 Regarding
commercialization practices in children's television
programming, the A.A.A.A. sees no need to require the Federal
Communications Commission to modify the regulatory policy of
non-interference which has prevailed for the past several
years. These comments will communicate the reasons why the
A.A.A.A. believes that a fair and free market will best serve

the public good.

As the national organization of the advertising agency business,

with over 760 member agencies placing more than 75% of

—

Comments substantially similar to those set forth here were
submitted before the Federal Communications Commission on
February 19, 1988, in response to the Further Notice of
Proposed Rulemaking/Notice of Inquiry issued by the FCC on
November 9, 1987. 52 Fed. Reqg. 44616 (Nov. 20, 1987). The
subnission was made as part of the A.A.A.A.'s continuing
effort to assist the Commission in formulating workable
policins in the area of children's television.

235.JLJ
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all national advertising in the United States, the A.A.A.A. has
long been an active participant in Commission proceedings
relating to children'c television.? Many A.A.A.A. member
agencies produce advertising for their clients which infoims
viewers, inuluding children, about children's products. This
advertising is broadcast during children's programming. Such
advertising represents an important part of the economic base
that supports the national commercial teievision system. Any
regulatory tampering with that delicate balance jeopardizes the
revenues that make commercial television possible. Thus, the
A.A.A.A. opposes imposition of unnecessary federal regulation

such as quantitative commercial guidelines.

We are opposed to commercialization guidelines because we
believe that proponents of such guidelines feel that children's
advertising is inherently harmful and that children need to be
protected from it. However, children did not re zeive such

“protection" in 1984 or 1986, when the Commission determined

See,e.q,, Comments, filed May 12, 1978, Petition of Action
for Children's Televisici; Comments, filed February 12,
1979, Second Nrtice of Inquiry; Comments, filed June 16,
1980, Ch'idren's Television Programming and Advertising
Practices, Docket No. 19142: Comments, filed April 28, 1983,
Children's Television and Advertising Practices, Docket No.
19142;: Comments, filed Novemker 2, 1983, Revision of
Programming and Commercialization Policies, MM Docket No.
83-670: Comments filed February 19, 1988, MM Docket NO.
83-670.
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that there was no need for such guidelines in children's
television.3 Further, we are aware of no new evidence that

suggests they need such "protection® now.

Children's advertising does not harm children. Commercials for
products that are aired during children's programming are
designed to show the product's features and explain its benefits
in terms that are understandable to children and yet sensitive
to their special attitudes and perceptions. These commercials
are carefully reviewed by the advertiser, its advertising
agency, and the station or network that will air the
advertising. In addition, the advertising industry's own
self-regulatory mechanism, the National Advertising Division
(NAD) of the Council of Better Business Bureaus, continues it
initiatives,4

With respect to a study provided by Action for children's Tele-
vision "Commercial Time In children's Television Programming",

during the April 6th hearing, critics of children's advertising

£ee Report and Order, MM Docket No. 83-670, 98 FCC 2d 1076
(1984); Memorandum Opinion and Order, MM Docket No. 83-670,
104 FCC 2d 358 (1986).

NAD's special unit for children's advertising, ‘:he
Children's Advertising Review Unit (CARU), continues to
review advertisements challenged by consumers, competitors
or public interest organizations. If an advertisement is
found not to satisfy the requirements of the CARU code,
modifications or withdrawal are the predominant remedy.

=Fe
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nged this limited study to show that commercial time has grown
to as much as fourteen minutes per hour of children's
television. The study was positioned to the Subcommittee as
conclusive evidence that the rate of increase of commercial time
during children's programming was alarming and uncontrolled,
misleading Chairman Edward Markey (D-MA) to believe there was
nothing to counteract this perceived trend. However, close
inspection of the data in the stu?ly discounts its findings.

Only the independent stations studied show any measurable breach
of a twelve minute standard. The most insinuating findings are
placed at the beginning of the study to make the first
impression. We feel the findings of this study have been
seriously misrepresented by its proponents, and are far too
1imited and distorted to serve as an accurate national yardstick

of the current commercialization of children's programming.

We also feel that advertisers, for perfectly valid economic
reasons, place a '"natural cap" on the amount of commercial time
within an hour of children's programming. When too many
commercials are running in any given time frame, they lose their
impact and advertisers begin to shy away from the cluttered
ajrwaves. It is simply not very smart to attempt to break
through the clutter. 1In fact, children's advertising is

basically 1like all other advertising. Advertisers, motivated by
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their hope for sales, and operating within standards and
guidelines imposed by the private sector, seek advertising
particularly suited to the capabilities of the intended

audience,

Contrary to the assertions of critics of children's advertising,
children are not putty in the hands of advertisers. As it has
been explained by one authoritative veteran of years working to
create advertising attractive to children:
We must stop treating children as helpless, gullible
sheep who need to be carefully watched and protected.
There is no evidence that television is the wolf in
sheep's clothing that is slowly devouring our children,
though many critics would have you believe that.
Children are not that easy to entertain or persuade;
they will not watch (everything) put in front of them
on televigion, and will not buy (or ask to buy)
everything that is cleverly advertised to them. In
reality, children are intelligent, discriminating, and
skeptical., pespite thgir lack of experience, they are
not that easily fooled?.
Without doubt, advertisers seek to inform and to influence the
preferences of children by means of advertisements intended to
stimulate their interest. Nonetheless, the continuing
procession of products which have failed in the marketplace
despite heavy investment in advertising during children's
programming demonstrates most vividly that children are both

sophisticated and discerning even while very young.

o |

Cy Schneider, children's Television: The ART,
and How it Works (chicago: NTC Business Books, 1987), at 2.
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Advartising also is accused of persuading children to force
their hapless parents into unwarranted purchasing decisions. In
fact, however, the decision-making process surrounding the
purchase of a "children's" product is not unlike the adult-child
dialogue and interaction that occurs in many regular

activities. Children lobby their parents for a later bedtime
with the same vigor used in urging a particular purchase
decision. Advertising provides children with a source of
information about aspects of our society, and, by introducing
childfen to basic concepts underlying our free market economy,

helps to prepare them for adult American life.

critics of children's programming and the advertising which
supports it also claim that broadcast television uses scarce

airwvaves and that children have no media alternatives.

This is especially untrue today in light of the proliferation of
choices offered by cable television. According to TV Dimensions
+gg6, the latest A.C. Neilsen count shows 90.4 million

American homes have television setg. Fifty-three percent of
these homes have cable television, and that is expected to reach

60% by 1990. Most cable systems offer several channels which

6 TV _Dimensions 88 (New York: Media Dynamics, 198%), p. 11,
290
6=
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concentrate on children's programming, giving many children
access to a continuing variety of children's programs. If, for
any reason, children are dissatisfied with the offerings of
network broadcasters, they will switch to cable proaramming and

force broadcasters to make programming changes.

Congress should be sensitive to the fact that reimposing
commercialization guidelines will create an administrative
burden for the FCC as well as administrative and cost burdens
for broadcasters and advertisers, Of course, to the extent that
quantitative limitations on commercials are imposed, there may
be less available media time in children's programming. If so,
the price of such media time could rise. Higher media costs
could mean fewer advertisers, and, since advertising supports
children's programming, fewer broadcast choices for children's
programming. These negative aspects of reimposing the
commercialization guidelines must be weighed in considering the
alleged--but unproven--benefits which critics of television

advertising say will accrue from government intrusion.

The reasons advanced today by the A.A.A.A. against government
intrusion into children's television are as compelling as they
were several years ago when the Commission decided that commer-
cialization standards were unnecessary. Again and again, the

advertising community has heard the assertions of critics that

o
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commercial advertising must be limited by government fiat
because it has harmful effects on children. Congress should not
mandate through legislation what the Commission, in its exper-

tise, has twice before rejected.

The alternative and preferred method to improving the quality of
children's television programming has been proposed already in
legislation introduced by Mr. Tauke (R-IA). Industry
self-requlatory standards can be encouraged and facilitated by
exempting broadcasters from the anti-trust barriers that
prohibit intra-industry communication. Just as CARU is
operating effectively to ensure appropriate and comprehensible
commercials for young viewers, self-implemented industry
guidelines can allow broadcasters the opportunity to improve
programming quality. This approach circumvents the regulatory
burden that the government and the FCC necessarily undertake
when imposing lawful regulation like the Children's Television
Act. Furthermore, the message to all broadcasters may be much
stronger and more meaningful if it comes from within the

industry.

Advertising self-regulation, operating in a free market, is
working to provide an effective guarantee of quality children’s
advertising. Market forces, acting without government inter-

ference, will serve the interest of children by naturally

Aoty
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regulating what is broadcast to them, without the need for
intrusive government regulations. The A.A.A.A. joins with all
others who have submitted comments in opposition to the

s reimposition of quantitative commercia)ization regquirements.,

Respectfully submitted,

AMERICAN ASSOCIATION OF
ADVERTISING AGENCIES, INC.

By. "“LLn,caLr—(' ﬁ//gj

Harold &, Sho
Executiye vide/ President

1899 L Street, N.W.
Wwashington, D.c. 20036
(202) 3317345

Of Counsel:

David S. Versfelt, Esq.

Donovan Leisure Newton & Irvine
30 Rockefeller Plaza

New York, New York 10012

Dated: May 1, 1989
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