
MIPCOM: Programing world comes to Cannes 
Satellite TV, co- productions, 
obtaining rights among issues 
facing market attendees 

A bustling MIPCOM international televi- 
sion market, driven by the burgeoning Euro- 
pean media scene, drew more than 5,400 
television buyers, sellers and producers to 
the French Riviera resort of Cannes for five 
days Oct. 14 -18. 

While few major deals are made or 
broken at MIPCOM, the fast -growing fall 
version of the venerable spring MIP -TV, the 
program fair reflects the industry's need to 
take a regular measure of a world market 
dramatically altered by deregulation, the ad- 
vent of satellites and other fundamental 
changes. 

Attendance this year was 25% higher, 
with nearly one -fifth of the 525 exhibitors 
there for the first time. The American pro- 
gram industry, anxious to build on its role as 
the leading producers of television in the 
world and exporter of more than $1.3 billion 
in programs, has also taken to the show in 
growing numbers, with new exhibitors this 
year ranging from Hollywood majors like 
Paramount to independents like Reeves and 
Hanna -Barbera. 

What first -timers to MIPCOM undoubt- 
edly found is that the traditional promotion 
of television program buying and selling in 
the aisles of Cannes' Palais des Festival last 
week was, as often as not, accompanied by 
talk of the new program -making approaches 
of international co- production and adver- 
tiser- backed barter TV, as well as the effect 
of impending direct -to -home satellite ser- 
vices. 

Satellite television has been most impor- 
tant so far more for its affect on program 
pricing and buying patterns than for its still - 
limited affect on TV viewing around the 
region. Although satellite TV program ac- 
quisitions have, for the most part, been 
minor, traditional broadcasters, already 
pushed toward more competitive buying 
habits by new terrestrial outlets, are becom- 
ing even more aggressive with the prospect 
of a new competitor. 

Some major distributors remain undecid- 
ed in their approach to satellite TV sales, 
however, not just because terrestrial buyers 
remain dominant, but because of complex- 
ities with satellite transmission like cross - 
border rights payments, pirating and the 
sequencing of pay channels. 

Larger strategic considerations can also 
play a role. William Saunders, president of 
20th Century Fox TV International, for in- 
stance, said his company is currently con- 
sidering whether or not to sell to satellite 
service Sky Television, which is about to 
launch a four -channel service aimed at the 
UK market. 

Sky and 20th Century Fox are both owned 
by the same parent, Rupert Murdoch's News 
International, but it is unlikely the satellite 
channel could regularly match fees paid the 
studio by British terrestrial buyers. 

Turner International, which is itself con- 
sidering a future European satellite enter- 
tainment service (see box, below), is trying 
to sort through the rights complexities of its 
extensive MGM and RKO libraries as well. 

According to Jack Petrik, Chairman of 
Turner Program Services, the company's 
primary goal is to gain more complete con- 
trol over the patchwork of world rights for 
its libraries, for instance, through the recent 
formation of an international home video 
subsidiary for new productions. 

On the issue of selling satellite rights 
against terrestrial broadcasters, however, 
Petrik said that with the substantial growth 
expected in over -the -air broadcasting, it 
would take a "major change in direction to 
give up" its prospective revenue stream. 

Walt Disney Studios is another example 
of a distributor that will hold its product off 
of European pay satellite at the same time it 
expands traditional distribution. Etiene De 
Villiers, president of Buena Vista Interna- 
tional Television, said the company is con- 
sidering developing up to five European 
national pay cable channels of its own, such 
as in the UK and France, modeled on its 
family pay service in the U.S. 

As it launches several new Disney theme 
parks in Europe, added De Villiers, the 
company hopes traditional distribution in 
Europe in the next five years will grow to 
include several hours a week on European 
terrestrial TV, plus four specials a year and a 

weekly hour of Disney club programing. 
One leading independent distributor at 

MIPCOM did take a first step into satellite 
sales. Worldvision Executive Vice President 
and Chief Operating Office Bert Cohen an- 
nounced at the show a multimillion dollar 

'Rimer eyes Europe. Turner Broadcasting founder Ted Turner, in an exclusive interview with 
BROADCASTING during his first -ever MIPCOM in Cannes last week, said he wants to launch 
a European entertainment network, but would hold off until his multimillion -dollar committ- 
ment bringing CNN to Europe turns a profit. 

Said Turner: At some point we would like to have an entertainment network over 
Europe, but I'm not ready to make that commitment right at the present time because it 

hasn't sorted itself out enough and I want to get CNN profitable over here before we are 
involved in the sort of losses that it would take, I believe, to get established." 

CNN in Europe, which gets the largest part of its revenue from hotels and broadcasters 
using it as a news service, is probably a couple of years from profitability, Turner said. 

Regarding an entertainment service, he said: "We can do one in a big hurry whenever 
we feel we want to start the meter running." Turner had already come close in recent 
weeks to taking over -in a joint bid with United Cable and Home Box Office -the 
European satellite -to -cable entertainment service Superchannel, before negotiations 
with the UK's Virgin Group and other shareholders broke down (BROADCASTING, Oct. 17). 

Turner explained last week that "the more we looked at it [Superchannell, the more it 
looked like the losses were going to be greater than we wanted to bear and the people we 
were dealing with, HBO and United Cable, as they looked at it further, came to the same 
conclusion." 

Of a dinner meeting with British publishing giant Robert Maxwell Oct. 16 in Cannes, 
Turner said: "He was the only major global media mogul that I hadn't met," and added: 
"We had a lot of similar ideas...about peace and about good Soviet, East -West relations 
and things like that." He declined further detail about the meeting, which he later 
described as "mostly social." 

During a subsequent press conference, Turner criticized excessive violence in Ameri- 
can programing. "So much of the television programing and the movies that come out of 
the United States are full of gratuitious violence," he told reporters. "A certain amount of 
violence can be good if it's neccesary to prove a point. Gratuitous violence is when you 
use violence just to raise attention.... I don't think there's anything worse than making 
rotten, gratuitously violent programing. In my opinion and in a lot of other people's 
opinions, it leads to violence in society." 

Regarding program quotas in Europe, which often effectively restricts American 
programing sales, Turner said he did not like quotas, but said he understood their 
application in certain cases. He added: "You're not going to change people's quota 
system by griping about it. You're going to change their quota systems by making 
programs that are so good the people in those countries are going to want them and the 
countries are going to want to let them in." 

Turner last week was scheduled to continue his European swing, meeting in Italy with 
state broadcaster RAI and media magnate Silvio Berlusconi, followed by an annual trip to 
the Soviet Union. 
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