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In little more than 10 years, network 

executives responsible for Satur-
day morning programing have seen 

their roles change drastically. The 
execut ives , who at one t ime were 
responsible mainly for trying to iden-
t i fy the next big hit among young 
v i ewer s , now are f aced wi th the 
daunting task of navigating through 
waters filled with hazards from both 
inside and outside the industry. 

As dean of network television chil-
dren's programing executives, CBS's 
Judy Pr i ce has seen all of these 
changes and expects the seascape to 
remain rocky. Price has led the net-
work's Saturday morning activities for 
more than 11 years; however, she 
might just as easily have ended up pro-
graming to a slightly older audience. 

As a 19-year-old newly wed, Price 
joined KHJ(AM) Los Angeles as assis-
tant to the music librarian. Soon after, 
she moved to KHJ-TV as assistant to 
the executive producer. After taking 
time off to have two children, Price 
began a succession of moves up the 
ladder that led to her being named a 
producer. But the climb wasn't always 
easy, she says. 

"When I finally became a producer, 
it was just me. I didn't have an associ-
ate producer or really any other staff. 
As I would move up, the s ta t ion 
would eliminate the position that I 
had moved up from. Even as a pro-
ducer, I had to type my own script. Of 
course , the man who had the job 
before me didn't have to type. It was 
especially tough for women." 

After nearly eight years in local 
television, Price got a taste of national 
exposure as a producer of American 
Bandstand. Producing on a national 
level and working with Dick Clark 
gave her a new education in the televi-
sion business, she says. "Working for 
Dick Clark was an important part of 
my future experience. 'Workaholic' 
has a negative sound to it, but he was 
very driven," Clark was "an incredible 
role model. I was probably too wide-
eyed and bushy-tailed when I came in. 
But he had a great grasp of prioritiz-
ing, especially about production.... He 
also was a real team player. When you 
work with him, everyone rolls up their 
sleeves and dives in." 

A f t e r six years wi th American 
Bandstand, Price decided a change 
was needed. She accepted an offer 
from ABC in its children's program-
ing department. 

However, the move to the network 
wasn't nearly what she expected. "I 
was miserable there for about two 
years. It was a much different experi-
ence than I was used 
to. I had come from 
the production side, 
and this was a much 
smaller pond. Dick 
Clark was a compa-
ny that was very 
visionary. Networks 
are very layered, and 
there is so m u c h 
p a p e r w o r k . I t ' s a 
whole different situ-
ation operationally." 

But she ended up 
acc l imat ing to the 
job "and loving the 
daypa r t and the 
department . It gets 
into your blood." 

D u r i n g her six 
years at ABC, Price 
rose to the rank of 
vice president, children's programing, 
a post she held for two years. Wheñ 
CBS came knocking in 1983, she ini-
tially turned down the offer. "I wasn't 
ready to leave ABC when I was first 
approached," she says. She changed 
her mind after she began to feel like a 
"caretaker" at ABC. Eventually, more 
autonomy and the opportunity to tack-
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le different subjects in children's pro-
graming influenced her to take CBS's 
offer. 

One of the first actions she under-
took at CBS was to establish the CBS 
Schooibreak Specials. "ABC was 
doing a lot of the softer subjects in its 
After School Specials. I wanted to do 
more topical issues that face children 
and teens," she says. 

Ra the r than t ip toe in to those 
waters, Price set as the first special the 
true story of a convicted murderer 
who, days before his execution, made 
a videotape that attempted to persuade 
children away from a life of crime. 
The special used portions of the tape 
intertwined with footage shot with 
actors. Price's daring paid off the fol-
lowing year when the special, the first 
in a long line of award-winning CBS 
Schooibreak Specials, won an Emmy. 

In the past 10 years, perhaps the 
biggest challenge faced by Price and 
other children's programers has come 
from outside the industry in the form of 
legislation. Since the Children's Act of 

1990 was passed , 
" educa t iona l pro-
graming has im-
proved dramatically," 
Price says. However, 
more regula t ion 
appears to be on the 
way, with some call-
ing for stations to air 
an hour of education-
al programing a day. 

In addition to the 
logistical and finan-
cial ramifications of 
such a mandate, Price 
says, "If the FCC 
passes this, commer-
cial broadcasters will 
go in direct competi-
tion with public tele-
vision." If stat ions 
are forced to program 

an hour a day of educational program-
ing between 7 a.m. and 10 p.m., the 
logical audience will be preschool chil-
dren, who are more likely to be home. 
"Preschool programing allows greater 
scheduling flexibility. And public tele-
vision already does a pretty good job of 
programing for preschoolers," Price 
says. —SC 




