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ABSTRACT

The purpose of this study was to explore. describe and explain the
nature of the relationships that develobod between sport bodies ot Canada,
bbth protessional and some amateur, the television wedinm, and
advertisers/spounsors during the emergence of national television from 102
to 1987 - -the first thirty years of Canadian television This stady wae

&

x
comprised of a three part structure: the documentation of the historical
developments of the interplay between sport (froma peneral and a selected
sport-specific perspective), the two major Canadian television netwarks (the
CBC and CTV) and advertisers/sponsors (major ones such as Imperial 0fl,

- \ ) - - -
Imperial Tobacco and the threg Canadian breweries- -Carling O‘Keefe, Molson,
Labatt); an examination™f the dynamic interplay and dimensi(;xs involved in

~
this relationship; and an analysis of the relationships among the three groups
. EN h
to determine whether the relatienships were symbiotic in nature.:
In order w examine and assess the nature of the relationships two
) ) \

major methodologies were employed. Primary and secondary sources provided
h%morical documentation on both television and sport. "Government

.~ ) . N .
documents, annual reports of a range of organizations and the CBC and Royal
Commission Reports provided a substantive framework to which was added
information from numerous secondary sources. Findlly, a rich data source for
‘this study proved to be the fort}y focused interviews conducted with Peading

‘

Canadian authorities in telecommunication and sport.

Findings generally provided support for the hypothesis that the

reiationship(s) among sport, televisidh and advertisers/sponsors was of a

symbiotic or interdependent nature and &ynam!c. Itychanged,with time and as

- a consequence of.actions taken on the part of one or more of the threg

v

~



cntities and woarcddne primarily toattract a larper audience . dhe

- »
-

telationship(o among the thiee part ngrs was impor%;m( and all"had benetited

. r
in some was cmainly financial or t1om increased awareness and exposure .
Sper o cencetited fromtelevision exposure to national and international

rrbiences and the revenue received for television rights but spondt als(\\
N A}
, . v
canypedanles . schedules and prese tion formats to meet the changing needs
.
N 1

\

ot its partners \Television gained substantive advantages: sports
.‘ . : v ; - . -
programmning enabled the Canadian networks to meet*Canadian content
requirements; it attracted large audiences ui}l thereore
v

advertisers/sponsors; it was comparatively inexpensive and eaSy to produoce

. _ \

or purchase, and it was a fairly substantial money-maker. The'third party in

the triumvirate, tle advertisers/sponsors, also benefited from the - -

-

relationship in that sports programs attracted large audiences, added a

prestige value in advertising on certain sport telecasts or inbeing associated
with a particular sport and,.most important, delivered audiences with the
"right" demographics and was cost efficient. The triumvirate of sport, v~

L4

television and the advertiser/sponsor formed relationships among €ach other

which appeared both symbiotic and self-perpetu;ting. ‘ - .
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CHAPTER ’

[NITRODUC T TON

Althowuy b port T abwavs been g dyntficamt paant o Wentern cultare o

pece aled thanonphout history ant, Titerature . chionte les and othiet wi 1t fen
Adocrmmentation, an the tour decades sainee 1990 10 hae hecome o pervasive

vopec Dol Tibe tomany Notth Amer icans who have become involved in Spob o
crther paa i ol panta o spectatonrs Av spectators thev may have watchoed e

conpetltion crther 1o percon ot the sporting venue o on television  Since he

s

tocepttlon of televicion preater nunbers of people have become involved 1n

et e this phenomenon reguite examiger fon, specitically the relat lonshingp

etween sport oand televiston in Canada
A aresalt of this relationahip chnpes in hoth sport and television

Dave o e ned Fohnson tecopnised this when he stated "Quite simply, fin the

Cndted stares ] it has come to this  the fwpact of television tn the past ten

vears has produced more tevolutionatry and ivrevocable  changes in sports

thanany other torce since men began plaving organized games” (1976:.76)  An

internationallyv recognized communicat ions expert . Canadian Marshall

Meluhan, recognized the importance of the various communications media

when he said that "the medium is the message” and that television "has

affected the totality of our lives, personal and social and political” (196423

McLuhan's main point was that the relationship between the medium and the

message was an interactive one’. This meant the medi‘um not only conveyed

but shaped the message. For example. televisidn (the medium) shapes the

football game (the message) by carefully selecting the shots and camera

angles it will present to viewers. Another way in which television affects



spottwan demonstrated by the tact that sports have chonped tules and
*
procedines to accomiodat e the needs of telexision Some examples ot
chanpen werte g new scoring syatem in tennis to cnable matches o be
complet cdlWithin predetermined time pertods . a <hitt tiommateh o medal o
i)
stroke plav in polt  and aninclusion of contiived @ ime outs in some spot ts fon
the purpose of prefdenting commercials  The sportt message also aftectoed the
medium of television because inorder to telecast sport ing eventsstelevinion
advanced Tt technolopy insuch areas as instant replavs. slow mot fon, and
. <
camera equipment to provide bet ter and mote enternt alning coverage of sports
events The whole presentation of a major sport event via the technical |

sophisticated and artistically orchestrated television medim has made it

mote appealing for spectators to view an event.-{1om the comfort of thei

<

-

homes

The wedding of sport and television produced some impressive

statistics and results. In 1972 more than 16 million Canadian viewers
atched the final hockey game in the Canada-U.$ S R. series - 4millionmore

than watched the tirst moon landing as reported in Time Magazine (19/7)

LY

During the Canada-U.S.S.R. series bus.iness came to a virtual halt, children
watched the game ontelevision either at home or in their classrooms and
across the country streets were empty as people watched "the" game. Wise
and Fisher referred to the final game and its importance in Canada’s
development as a nation with an identity as "A kind of pinnacle of national
consciousness was reached; being a nation in Canadian terms, may not only
consist of doing things together but watching hockéy together™ (1974:307)
The sport viewership world-wide was also impressive. in 1976, over 1

billion peopie world-wide viewed the Summer Olympic Games (CBC, 1978); it

was estimated that over 800 million viewers throughout the world watched

< '



v

the World ¢ap football championship in 1978 (Loy . MclPherson and Kenyon,

P78y and it was reported that more than 2 billion viewers, almost halt the

world s population, watched cach ot the 1980 and 1984 Summer Olympics held

- A
inMoscow and Los Angeles respectively (Lucas, Real and Mechikott | 1986)

.
But dmpressive statistices were not isolated to viewership numbers

.
Time eftort and dollars exchanged have reached stagpering proportions.
Constder o tor example, the $19 6 million contract for television r ights sipned

j

in 1980 between the Canadian Football League (CFL) and Carl ing O'Keete
Brewerifes of Canada Ltd. tor the rights to televise the three seasons from
I”Hl.t o 1983 inclusive . Onan international scale, f.o(‘ the 1976 Montreal
Olvmpics the American Broadeasting Company (ABC) network paid the Olympic
orpaniving committee $25 million for the United States broadcast ing rights
for the Games . As large as this sum may have seemed ABC managed to "break
even” in1ts Olvmpic budget because big corporations such as Sears
department stores, Schlitz brewery and Chevrolet car manufacturers paid
$72.000 a gihute tor prime time advert ising (Stewart and Crawford,
19/8:48) . ABC recently agreed to pay a record $309 million for the United
States television rights for the 1988 Winter Olympics in Calgary.

»

Major North America‘?] television networks have paid such large sums of
- ’
money for the rights to broadcast sporting events because their studies
indicate that sport programs have been attracting an increasing number of
viewers and bave contributed to better ratings. ABC program director Tom
Moore stated, ". . . sports is what television was born to do best. There's no
drama we can do on stage that will match the drama on the ball field" (Hart,

1972:378). Observers of sport in contemporary society agreed, believing that

there had been an increase in sport interest due to television coverage:



13 "
In the past ten vears sport in America has come to be the
stepchild of television. . . . In the very time of its ascendancy
sport tinds its greatest benctactor is electroric technolopy
(Johnson, 1971:25) . A‘
. o
The most spectacular rise ot sport as mass entertainment , a
post -World War I development , has been largely the product of still

another medium, television (Talamini and Page‘ 1973:417) .

although spogts interests certainly existed prior to -
television, this particular mass media has had the most dramatic
effect on the sportsmania of today, and television is a phenomena ot

the past twenty years (Sage, 1974 ).

.

In 1977, the CBC celebrated its twenty fifth anniversary of television

broadcasting--a time of both feflection and projectfon. A "@GBC Television

Sports Brief '

'

written January 24, 1978, examined the relat ionship between
*

v

sport coverage and television viewing. Some conclusions were that major
sports events were extremely popular, generated a great deal of revenue and
were comparatively-inexpensive to produce or acquire. One concern which

was expressed by program directors and other television executives was the
disrupting and unbalancing effect televisiod sports often had ou overall
programmi-ng schedules. The facts and figures showed that although the
"glamour" sports, particulariy professional hockey, football and baseballi
continued to draw large audiences, their pobularity was decreasing somewhat.

The brief concluded by questioning the issue of how much sports programming

@

on television would be e‘nough and how‘ much would be too much.

The CBC was not the only organization 'questioning the rela.tionship
between sport and television. Several sports’ governing i)odies were
concerned with the coverage of their sports on television. Further,
researchers have been questioning and examining the relationship bet\';eén

3

sport and television. These people were not only seeking answers to the



concerns raised in the CBC Brief they were also attempting to develop a

clearer understanding of the relationship between sport and television, the
i

scemingly interdependent growth of sport and televisioh, and the effects ot

P

tDis probable growth on these two social institutions.

Only in the last ten to fifteen years had researchers and writers begun

.

to examine it. Areview of the literatute on the development (or history) of
3 . . L- . .
sport and television revealed that little had beenwritten of a historical
nature. Six authors (’J()hnson_ 19/1; Parente, 1974; Sugar, 19/8, Patton,
1984 Powers, 1984 ; Rader, 1984) have examined various aspects of this

’ N

development in the United States but, so far, very little,literature had been

found that dealt with Canada. Inone of the first studies of sport and

television, Super Spectator and the Electivic¢ Lilliputians, Johnson provided\
many insights into the events which have led to an interdependency between
professional sport and the three major American networks. He examined the

impact the networks have had on professional sports, the roles played by the

networks, advertisers and sport administrators, and the increasing
importance of the dollar to all concerned. He was highly critical of

televisior s influence on and contr(;\l of sport but as he acknowledged:

Perhaps the judgment is too harsh. For we must ask many
questfphs‘before we can hope to approach the truth of our world as.
it exists in the Seventies. The impact of television has catapulted
sport into a golden era, true enough. At the same time it has
created a direct life and.death dependence on the dollars of

.American commerce. This is acritical relationship. For major
league sport has now sold itself beyond the capacity to control its
own destiny (1971:236).

~
N

- N .

The relationship between sport and television was construed by some

Jther writers who borrowed a biological term and described the relationship

-



6

g
as symbiotic innature because of the intimate and mautually beneticial
. A}
interdependency (Parente, 19/74; Michener, 1976, Smith and Blackman, 19/78) .
They contend that sport had become dependiut upon television tor financial

. ’
support and free publicity, while television had become dependent upon sports

to fu‘lfill many of 1ts programming needs. Pareute’s A History of Television

and Spogts concentrated on the growth of a complex, symbiotic relationship
. " “

betweep vfganized, professional and quasi-protessional sports; the media ot
y ) b

commmication; and the American business system. One important feature of

) Lod . . 3 :
Parente’s study was that he examined both the influence of-television on

.

: -t . : : ;
sport and the influence of sport programming bn televisfon and ultimately

. - -
showing how both sport and television had become a part of the advertising

N .

lindustry_ Miche;\er:(1976) f'ma Srﬁith a;\d Bla‘ckman (19/8) agreed with
Parentes thesis. Lucas, Reall_ and Mechikoff (¥986) used Parelnte's ériteria to
E)_camine‘t.he relations‘hip bet\ileen the participants of Olympic television
c.oye'rage and conc\luded that fhat’relationsh‘ip was a symbiotic one.

The relationship‘betweerp sport and television hdd*come under

examination within the sociology of sport area. Smith and Blackgnan’s

y . .
moéograph, Sport in the Mass Media, provided a good overview of the "state of

the art" with regard to sport and the mass media research:
% ., '

[y

There are very‘fev;\emplrical studies which have tested mass
communlcation theories. Most of work that has been done has been
descriptive; that is assessments Itave been made of respondents’
frequency of mass media use of sports information. Much of the
remaining available material consists of "arm chair” pieces, though,
while thought provokiné they provide no hard data to support their
theorizing (1978:4).

)

Since then researchers in a variety of fields, including communications,

history and sociology of sport, have focused on the subject. The July 1983

EX
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<
Posne of Arena was devoted entitely to research and peneral interest articles

ou sport and the media. Du:iing the 1980s research had been done on the
relationship between the Olympic Games and mass media, ince ludigg, televisdion
(Tomlinson and Whannel, 1984 Alaszkiewicz, 1986 Real, 1986) . Real (1986)

compiledrand edited a UNESCO report entitled ¢lobal Ritual: Olympic Media

Coverage and International Understanding and included information on the

relationship between television and some countries’ coverage of the Olympic

Cames . Untortunately, Canada was not ment foned althouph each cont inent was

Y

tepresented in the report,

Researchers in the aref of sport and media had generally examined:

- b
(1) the ettfect or impact television had on a specific sport today; (ii) the
-

degree of sport involvement of consumers; (iii) one element of the mass .
. 7/

media, tor example, the sport journalism social system; or (iv) the history ot
sport (or a specific sport) and television in the United States. Many studies
examined the degree of primary and secondary involvement by the mass
population (Kenyon, 1966; McPherson, 1972, 1975; Birrell and Loy, 1974;

) A . ,
Smith, 1974). Generally, by far the greatest involvement in sport occurred

indirectly (secondary involvement) through television, radio, books and

i
magazines by males under thirty, who were middle class urban dwellers with

~some exposure to higher education (Loy, McPherson and Kenyon, 1978). Other

studies (Birrell and :Loy, 1977) used the individual differencés theory of mass
3

communication in a sports context and proposed that media sport had four

functions: (1) a cognitive or inf;)rmation function which provided knowledge

of the game, the results and statistics; (2) an integrative function which .

provided affiliation with a.social group and a group experience Qich ‘g

spectators; (3) an ar‘c‘)}lsal function which provided an emotional experience

and excitement; and (4) an escapist t&unction which provided the release of



P

N

tension and pent up emotfons. Birrell and Loy supgested that tA‘h:- forms of

secondary involvement selected are based on the individual ' s perceived neoed:

a predisposition toward intormationwill lead to "hot media”
involvement (McLuhan, 1964) inbooks, newspapers, and tilms where
there is low participation by the audience . On the other hand, N
integrative and arousal predispositions will incline the individual
toward "cool media"® consumption (eg., direct attendance at events,
television, and radio) where there is higher sensory involvement

(Loy, McPherson and Kenyon, 19/8:307) .

'

Studies which had examined the influence or effect of television on sport

were Tew (Furst, 1972; Altheide and Swow, 19/7; Amdur, 19/8: Pat ton, l‘)gé)

- /

and, with respect to Canada, were non-existent. The need to study the
interplay between these two social institutions was both timely and

necessary.

-

What became apparent through reviewing the literature was that there
]

« '
was a paucity of resBarch deal ing with the nature of the relationship between

sports and television in Canada, be it symbiotic or dependent. More

specifically, the way in which the relationship between sport and television

»

°developed in Canada was largely unknown but an interest had been generated

in this area to determine whether or not it was symbiotic in nature.

o

A.’ Statement of the Problem

The problem under examinat'lon was to explore, describe and explain the
"nature of the relationships thaédeveloped between the maj or professional

and sohe amateur sport orgariizat}ons.in Canada and the television medium

.

auring the emergence of national television in 1952 and 1982--the first

L
thirty years of Canadian television. The assessment and analysis focused 6n
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the two key dimensions of sport and televison; but, of necensity, it also
included the third dimension of sponsorship and advertising. The N

- L) N
i(lV('Hfi‘g@i()H centred on the ways inwhich the relationships evolved and
changed in the thirty year period and the factors which caused the changes to

¢
occur. The investigation included studying the changes and adaptations

various sports made in terms of rules, s;hedules, and presentation to me et

the needs of television and/or advertisers/sponsors. In addition, the changes

and adaptations made to .(elvvision and its technology to accommodate certain

sports or to respond to demands tor better coverage were probed. Although

the ma'{or focus was on the development of sport and television, it was

necessary to review the same relationships within the context of television’s

predecessor: radio, for a variety of reasons. One reason was that the pattern
-

established among radio, sport and advertisers/sponsors in Canada continued,

for awhile, with television.

There had been little inve‘st igation 1;1 Ceanada regarding tbe
development of the relationships among Canadian sports, television and
ad.vert isers/sponsors although some research had been done in the United
States by Parente. In addition, 1i§t1e had been researched regarding the
variety and types of relationships which had evolved since the three had been
working together to présent a product for viewers. This study investigated
tfie factors which generated the changes that took place in the relatiohship;,
and an attempt was made to assess the regponses of the other partner(s) to .

-

these change(s). Parente described these re-latiori'ships, in the United States
as symbiotic in nature. This study'in'vesti;gated whether or not his thesis was
valid in the context of the development of the tripartite relationships among,

sport, television, and advertisers/sponsors in Canada. The major factor

which was examined’'was change. Change within the relationship was
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. B

Y
measured by the priorities agsipited to sport programming by television and
advertisers/sponsors and the impact they had on fluctuations in hours of
programming, the amount (s) paid for rights, the audience size. and the

experience of the professionals in the relationship.
: O

B. Definition of Terms
Ty

For the purpose of this study the following terms were defined:
Advertiser: A company or organization which wants to p'romote a
service, product or an idea and tries to accomplish this
by influencing, informing or persuading people through

buying commercial time on television (Ungerleider and

Kreiger, 1985).

Content Analysis: A provisional investigation of a situation or area of ,JT
study in order £:o become éotally acquainted with the
subject matter. This leads to the formation of an
interview guide or research model which contai'ns the
major areas of‘inquiry and dletermines the criteria for
the collection of relevant information (Short‘ and Innes,
©1972) .
Dependent: An organizatior} or institution which relies on another
for support or help, or is controlled or influenced by
something else (Gage, 1983:317). \

.

Focused Interview: A type of research interview which has the fallowing

distinctive characteristics: the interviewees have
- * been involved in a particular s;tuation; the interviewer
has conducted a content arralysis and formed an
interview guide which contains the wajor areas of .
ihquiry and the criteria for the collection of relevant
information; and the interview focuses on the
. : subjective experiences of the incerviewee in order to

ascertain his/her personal definition of the situation.
f .
3 -



[ndependent :

Interdependent :

in

Mass communication:

Mass media:

Network:

11
(Short and Innes, 1972) .

An organization or institution which is not needing,
wat‘t ing, or getting help from o\lrers; not connected
with others; not depending on others; not result ing
from another thing; not controlled or influenced by
something else; separate; dist et (Gage, 1983:592).
()rgunizat.ﬁnm or institutidns which are dependent each
upon the other (Gage, 1983:608) .

-~
Simultaneous (or nearly so) process--essential ly
one-way communication from a single source addressed

to amass audience (Sterling and Kittross, 19/8:492)

A set of technological devices whose function is to
transmit messages to a mass audience in such a way

that they all get the message at virtually the same

time. . . . the mass mediatwill include television, radio,

newspapers and some magazines (Smith, 1974:107).

Two or more stations, often broadcasting stations,
interconnected by some means, or associated for the
often simultaneous transmission of the same ‘messages
Oor programs. . . . a network generaily consiskts of the
program-producing and central administering
organization, a small number of owned-and-operated

(0 &0) bstations, and a greater number of independently
owned but affiliated stations (Sterling and Kittross,
1978:494) . NG

An advertiser who pays for the entire production of a
program in whi'ch only his or her goods.or services are

advertised (Ungerleider and Krieger, 1985:239).

Sport is defined as involving activities having formally
recorded histories and traditions, stressing physical
exertion through competition within limits set in
explicit and formal rules governing role and position
relationships, and carried out by actors who represent

or who are part of formally organized associations



having the goal of achieving valued tangibles or

intangibles through defeating opposing groups

&‘ (Edwards, 1973:5/7-58). .
L]

Symbiosis: A mutual interdependent relationship between two ©
essentially dissimilar entities (Parente, 19/4)> In this
study the entities are sport, television and
advertisers/sponsars.

®
Television: A telecommunication sysren; for the transmissinn of

transient images of fixed or moving objects; also the
broadcast service of the same name, which includes
both th’e picture and the ‘accompanying sound (Sterling
and Kittross, 1978:500) . ) N

C. Justification of the Study

s

What little had®been written about sport and television in Canada in

histories of sport or physical education generally consisted of abrief

summary or reference. For example, in Howell and Howell'’s Sports and Games

in Canadian Life, although the authors wrote that ". . . since the late 1940s the

inf_}}xence of television on Canada'’s sports life has been of major importance" -
(1969:148) tiley devoted iny three paragraphs to this topi‘c. Wise and Fisher
(1974) included a chapter on the history oé sport journalism in Canada and
discussed the impact of the electronic media upon spotts journalism and
.sport in general. For them "the jury is stiﬂlf‘ out on what the long tex;m impact
of television will,be upon sport. This unchained rﬁonster raises both Hope and ‘
apprehension in the hearts of sports promotefs and administrators"
(1974:306). ) .

Within the field of mass communication there were detailed histories

of the development of broadcasting in Canada (Weir, 1965; Peers, 1969,1979;

CBC, 1976; Rutherford, 1978) ‘but there was hardly any mention of

-
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'5’“.“11,.'? oy of port waithin the toadastay Peeotro 1979 discuanaed the "Cres
. ]

'\"1) Fioeco™ ot Pae whaoch tonvalved the oc 0 UV and the CFL trom the
el

poedapective of the Boaad of Broade gt covernors” decicion to intervene hat ded

noet examioe the relationshnp between the two networbs and the CFL Macb v

P The oo and The Pablio s dicon s ed manapemnent <ovle and decraton mak togy

within the corporation but did not have enough <~x;'1m;xl(~-. of these relating o

sport to ane bade 1o b il indes Stewart o inHere s Looking at Us ) A Personal
s

Hivtory of Televicion I Canada, had a chapter on sports which largely

vnnuiutf-«i m‘t vll]“ personal tecollections and included numetous photographs ot

@

people and technolopgy Hardin' s Closed Cilreuits The Sellout of Canadian

)
Telaviaion diccussed the aue ot sport on television by Canadian networ ks to
mect Canadian content tepulations as had beenstipualated by the Canadian
Radto Televiaton Commission (CRIGH Dixon (1984) was one ot the tinst
teveatchers toyexamine the telationship between sport and television in

(.unmhj“h‘ht limited her Macter s thesis to anexamination ot telationship

between the CBC and sport in Canada from 1936 to 1982 Mot of the

description of what sports programs were included in the total vear's
. \
programming schedule
The above represented the literature available on television in Canada

or the relationship between sport and television in Canada. To the present
those studies which have been written about this relationship have been
mainlv limited to one network. the CBC, and the changes which both sport and
the CBC have gone through as a result of the relationship. Both CTV and
Global networks have received little study although CTV had been a major
component of the relationship between sport and television in Canada since

4 14
the network’s inception. There have been some discussions about how

i

-



televicaon had it Taenced and chanyed opon s

Phat lrrile o mention of how S

Bhoad tnt Taenced and « Hanpoed tedeviaion tor all networh o anada Thire Tatoen

aspoect was examined hero bocaaae 10 wan ween as Boedng just ces Timpor tant a-

the formen
Both wport and televi

slon wete impotrtant tortees in Canadian wociet v

and thetr e lat

tonship wartanted Stody Networks were spending focicaning
amount s o money to produce and cover mote sport Ly, event . Mot cover |

[
televicion had shaped the natvre ot sporting patterns in Canada Thus to

better understand sport in Canadian socicty out wide iof luences such as

televiasion should he .n\dl}’,'t‘d Criticiam had been leveled ot televiaion with

tespect to Tts Tmpact on var fous sports . theretore thete was a need 1o tind

out mor e about t

cleviaton and the chanpes 1t promoted

Only thiovpeh a tull study and analveis ot all available conrces . auch o

teports  correspondence  igterviews  collections of memorabilia, newspapet

and existing government recotds could a comprehensive history ot sport and
; )

television in Canada be wiitten Speculation about the future ot sports

3

programming on television in Canada was thentfeasible

[}
D. belimitations of the Study

1. The time period examined was 1952 to 1982--"The First Thirty

Years." The first television telecast in Canada was in 1952 in Montreal and

Toronto. However, appropriate background information prior to 1952 was

included to establish the setting.

\_"
2. For this study television was restricted to network television

productions of the CBC and CTV, and thus did not include local television

.



pooedac Do The wtady b o Taded the ©anaadan Spor i Network (CSN) i e

1 produced "Haook e Nipht in Canada

| The wtady examined maindy protessional Cpotts in Canadoe and the

major dntertnationad sporting event o and champion-Bips which oconrred in
Catada fhe T Bt h Faeplte Comen, the 1967 Pan Amer 1o an Coane . Chie
P Olvinpic Camer s the T8 Commonweal th Comes . and e Lo ted wor |d
choampionshope

I While 1t i pecopntoed that the nidted Saten o a Latge and power fal
nedphbowr which has pareatly intluenced Canadian televinion, sport and

{

adverticing s only Canadian networ ke, sports orpanloat lons and

spontorssadver tisers were incladed in this study . which somphit to examine

only Canadian televiasion sports proptanmlng,

I Limitations of the Study

1 he chitet Timitation to the study was the absence of complete
tecords tor the CBO, CTV . the protessional sports involved, and the ma jor
international sporting festivals:

X Some ot the individuals who were closely involved with television
and/or sport are now deceased, retired. or have moved away and informat ion
on theit whereabouts was either too difficult to obtain or nonexistent .

3. The investigator relied heavily upon the data obtained from the
interviews whose accuracy was limited to the recall of the individuals
interviewed. Cross Ache(‘kin(g wasWith either written evidence or other

V4
interviews to verify information.

»
4. The expense of traveling to various cities across Canada to

interview important individuals agd to examine documents coupled with the



Cime involved tor such undertakings were also Limit Top tactors with respoet
to the < tudy Everv ettort wan made to Tnterview in pPerson ot contact by

telephone all kev tesoutce people inthe tield ot sport and televivion
I Methods and Proceduares

he 1esearch for this study was cartied out by using thiee main sowrces
ot informat ion

1 Secondar v sources included books | periodicals . and articles
Nume1ous studies on sport and television were v.\ni}mi ned tully, books and
pertiodicals dealing with television and the mass media in Canada were
teviewed in order to provide background intol'm:ﬂt fon about the development of
televisiton in Canada. To provide a backgiound tor the development of sports
in Canada various books and articles on the history ot Sport were also
teviewed

z Primary sources included government documents Xﬂnuul reports,
individuals’ and corporations’ tiles and records . The.(‘,B(Z Re-sourve Library in
Toronto was an important source of documents and reports. Documents such
as the Canadian government 's reports and investigations on mass media in
Canada, the Davey Commission's Reports and the Canadian Radio-television
and Telecommunications Commission (CRTC) publications and the annual
reports of the CBC, the CFL and other organizations involved were examined
fully. The investigator had access to and examined the files, records and
speeches of key individuals and organizations. \

3. Interviews were conducted with individuals closely associated with

sport and television in Canada. The recollections of these individuals, plus

any materials that they had collected and saved were of inestimable value,

Na
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cuspecially since many of them detailed aspects that were not fully deseribed

inpublic reports and publications. An example of the interview guide and an

cxplanation of the {nterviewee selection proc‘s can be found in Appendix A

Key individuals who were interviewed were listed alphabetically by

affiliationwith the organization with which they are/were associated (an

individual "s position is listed in the Bibliography):

Canadian Broadeasting

Corporation (CBG):

Canadian Football League

(CFL)

Canadian Sport Network (CSN)

(and "Hockey Night in Canada"):

CTV

Carling 0'Keefe Breweries
ot Canada:

Houston Group:

Imperial Oil:

Labatt Brewing Company
Limited (Labatt):

MacLaren Advertising:
. s
Molson Breweries Limited

of Canada (Molson):

Ernie Afaganis, Jacques Berube, Don Cheviier |
Yvon Giguere, Don Goodwin, Peter Herrndort |
Fred Jones, Don MacPherson, Dennis O'Neil]l,
George Retzlaff, Ted Reynolds, Bill Shechan,

and Jim Thompson

Mike DeCGroote, Bill Fry, Jake Gaudaur, and
Doug Mitchell

Ted Hough, Dick Irvin, Ralph Mellanby . and

Frank Selké Jr.

John F. Bassett Sr., Murray Chercover,

Johnny Esaw, and Glenn Wert

Bill Bourne

Stan Houston

Don Twaits

14

John Hudson

Iy

Hugh Horler

Hollis Brace, Senator Hartland Molson
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National Hockey League (NHI) :  Scotty Morrison, Joel Nixon
Toronto Blue Jays: Paul Beaston
The Spor s Network (TSN): Gordon Craig

Other: Douglas Fisher

The Interview as a Method of Research

The invAest igator chose an interview method as one of the two primarvy
me thods of data collect iorl‘l)e(tause the in-format fon which the interviewees
provided was unavailable in published form. In addition, virtually the onlv
way to obtain the data for the study was through interviewing individuals
who were important in sport and television in Canada. The richness provided

by the interview informat i/gn could not have been gathered through a

Questionnaire. Kerlinger, in Foundations of Behavioral Research, defend)\lt e

& interview as a research method. (

The interview is probably man’'s oldest and most often used /
device for obtaining information. It has important qualities that
objective tests and scales and beha?{oral observations do not
‘possess. When used with a well-conceived schedule, a:l interview
can obtain a great deal of information, is flexible and adaptable to
individual situations, and can often be used when no other method is
possible or adequate. An interviewer can know whether the
respondent does ﬁot understand a question and can, within limits,
repeat or rephrase the question. . . . Most important, perhaps, the
interview permits probing into the context and reasons for answers

to question 1480) .

The interview has been used by researchers in the social sciences to
\ obtain data for describing and testing the phenomena of interest to them.
Attempts have been made to state the rationale and technique for

constructing interview schedules and cond\?Ftin‘g interviews in the context of
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social research (Maccoby and Maccoby ) 19%4; Merton, Fiske and Kendall, 1956,

Fahu and Cannell | 1957; Richardson, Dohrenwend and Klein, 1965%)  Within the

context

purpose

content

of social research the rescarch interview has been detfined as "a

two person conversation, initiated by the interviewer for the specific

of obtaining research relevant intormation, and focused by him on

specified by research objectives of systematic description,

prediction, or explanation” (Cannell and Kahn, 1968:%27/7) .

-~
In 1946 Merton and Kendall developed a type of research interview
4

called the focused interview. The distinctive characteristics of the focused

inteyview are:
/

S
-

1. The interviewees axg known to have been involved in a particular
situation (member of an ¢rganization, etc ).

2. The investigator hag/provisionally analysed the situation .
(content analysis) and developed working hypotheses regarding the
various events of the situation.

3." The content analysis leads to the formation of an interview guide
or research model which contains the major areas of inquiry and
which also determines the cr;teria for the collection of relevant
information. v

4. The intérview focuses on the subjective experiences of the
interviewee in order to ascertain his personal definition of the

situation (Short and Tnnes, 1972:233).

In a latp: study, Merton, Fiske and Kendall (1956) found that effective focused'

interviews satisfied the criteria of range, specificity, depth and personal

-

context. They were defined as follows:

1.

Range - Range referred to extent of relevant interview
data. Adequacy of range was gauged by the ‘
degree to which data (i) exemplified types of
responses anticipated on the basis of prior
analysis of stimulus situation; (ii) suggested

interrelations between responses; and



(i11) fdentiticduwnanticipated responses .

2. Speciticity. The focused interview inquired into specific
mean i ngs of significant details to ident{fy
effective stimuli patterns. Specitication
required the subject to designate signiticant
aspect s.()f the stimulus situation and to link

particular responses to these.

)
3. Depth. Depth referred to self-revelatory reports of
AY
how stimulus situation was experienced. Depth
responses enabled the interviewer to determine
the degree of detachment or personal
involvement in the experience, and the
peripheral or salient character of responses.
N : .
4. Personal context . Criterion of pérsonal context were met by

uncovering experiences and statuses which®
helped to explain the distinctive definitions ot

stimulus situation.

——

Merton, Fiske and Kéndall (1956) maintained that the criteria were
interrelated and the interviewer had to develop the practice of Co‘ltinuously
using the different dimensions of the criteria to assess the interview.
Convinced that the focused interview would provide the best
information on sport and television in Canada the investigator chose this
3 . .
method of research, because it would provide informant specific insights into

the nature of and shifts in the relationships between and among the various

elements in the triumvirate of sport, television, and advertisers/sponsors.

Methodological Procedures v

h

Merton, Fiske and Kendall (1956) ; _Cannell and Kahn (1968); and Short
and Innes (1972) provided accounts of the methodological procedures which

they thought were important in conducting research using the focused



interview., This investigationutilived a combination of those techniques
which wore the most useful and appropriate  The procedural framework ot

this study included the tollowing steps:

AN

I Acontent analysis was conducted on the available information
LY
dealing with sport and television
. . .

L) 2. An interview guide or schedule (set of basic questions, statements
pictures, o other stimuli to evoke responses) was formulated and a set ot
tules or procedures for using the schedule was developed,

}. Subjects to be interviewed were selected based on the fact that the
individual was or had been involved in sport and/or television (including
advertisers or sponsors). Individuals were contacted either in person or by
phone .

4. A focused interview was conducted using the general open-ended
questions in the interview guide or research model . Accommodation was

made during the interview for the interviewee to suggesﬁer possible

subjects. An evaluation of the ix\lterview was on-going and the \interviewer

assessed the interview technique, the responses received and way aware of

and dealt with any problems which developed during the interview.
5. Tapes of the interviews were transcribed

6. An "information retrieval system" was established so the

investigator had access to all the information collected.

H

Format ‘of the Study

L 4

The remainder of this dissertation consists of an additional five
chapters. Chapter II traces the demelopment of sports and broadcasting from
the beginning of radio to the expapsion of the television network across

Canada in the late 1950s. ;It describes the initial visions of men involved in

4
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early radio stations and their programming and the involvement of the tederal
*

government in this new communications medium. Tt emphasizes these visions

g
and jnvolvements as they relate to the invention and carly development and

expansion of Canadian television.
N

4

Chapter 111 continues to trace the prowth and expansion ot Canadian
television and sport in the 1960s. [t includes information on the

establishiment of Canada’s second network, ¢TIV, and its intluence on sports

T

progrznm’nihg on Cana@ian television. Television’s coverage of various sports
during the decade is detailed. The chapter concludes with a description of the
ch-'ang,é‘s and developments that sport and television have wrought on each

other.

Chapter IV deals with the changing nature of sport and television in the
1970s and 1980s. For television new technologies, increased populérity and
programming as they relate (o sports are traced. For sport increased income,
rule changes, expansion of sched‘ule:s and presentation of the product as they
relate to televisionare documented. The role of advertisers/sponsors as a
facet of the tripartite relationship is made apparent.

In Chapter V there is an examination and analysis of the interplay and
dimensions involved:in the relationships among sport, television, and
advertisers/sponsors. Contained here is a discussion and éoncluding remarks
as to whether or not the relationships are symbiotic or dependent. The

+

conclusions are based on an examination of the dimensions of programming,

sponsors/advertisers’ influence, changes and paybacks as related to sport and
.

television in Canada.

The final cha

o]



CHAPTER 11

THE EARLY HISTORY OF SPORT AND gHE ELECTRONIC MED1A
L}

¢

A "Manna from Heaven” Radio

The desire to toster national unity fuelled the carly development ot
Canadian broadcasting. In 1919 Canada st ’ret(‘hed from the Atlantic to E’}'u‘i fic

. -
Oceans and had nine provinces and two territories, all of which needed to be
governed  One way the federal government could rule it effectively was to
A\

develop arrextensive and effective means of conunuxylicat ing with its cit i'éens
inthe ditferent regions. When radio was established in Canada in 1919 it weri:;
received as "manna from heaven" (Smythe, 1966). Canada and Canadians had
played an important r(‘rle in the early stages of the development of radio. The
first trans-Atlantic radio-telegraph message was received by Marconi in
Newfoundland in December 1901 ; later, the Canadian government supported

the Italian inventor by giving him a $80,000 subsidy to continue his

experimental work (Jowett and Hemmings, 1975). The first radio broadcast

on record was made by a Canadian, R.A. Fessenden, on Christmas Eve 1906
from Brant Rock, Massachusetts. Wireless operators on ships hundreds of
miles away at sea heard it (Weir, 1965:1).

Despite these early t{enchmérks, radio broadcasting did not begin on a
-regular basis in Canada until ‘1919 when the Canadian Marconi Company of
Mon\treal"conducted some test programs and then commenced its regu\lar
org/anized programs. Within three years radio was establishéd as a popular
medium in both Canada and the United States. The Depe;rtment of Marine in
‘ Ottawa issued thirty nine commercial broadcasting licg‘r:‘cues in 1922 and

¢
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ninety one licences by 1926. In the ecarly days the failure rate among
licencees was high and only half were operating five years 1&1(01‘: but the
places of those who went "off air” were taken by other licencees .

Among the most successful of the early commercial broadcasters was

the Canadian National Railway (CNR). Sir Henry Thornton, president of the

CNR from 1922 to 1932, was referred to’as the "father of network

broadcasting in Canada" by Weir, .author of The Struggle for National

Broadcasting in Canada (1965:4) because Thornton believed a communicat ion

:Ed transportation network spam{ing the country was essential to national
"thity and identity. He used radio and the railway to further this belief and
vision. For example, when the CNR celebrated its first anniversary in the
broadcasting business it made the first sponsdred network broadcast from

o ‘_;‘:
Montreal en December 30, 1923. Two months later, in February, 1924, the

company opened jts first radio station in Ottawa. Over the ensuing years as

radio broadcasting developed, Thornton's addresses reflected a commitment

to a national ideal and identity which he thought could be shared and enhanced

)

through radio. Speaking at the opening of the transcontinentally broadcasy

All-Canada Symphony Concert series on October 20, 1929, Thornton remarked:

It is only though nation-wide broadcasts th.%it we shall
accomplish what we regard as most important, tlime encouragement
§ of a feeling of kinship between all parts of the country, to bring
home to all sections more vividly our common aspirations and

achievements. . . . We regard the use of radio gs a national trust.

is essentiélly both a national and a local-service institution. As

such it adds to the social and economic life of the hation. Service

It

to the listener is the primary consideration. In the final analysis

the listener himself makes the program. 'The future of broadca:s_},i-ng’

rests with the individual who turns the dials (Weir, 1965:17).

. s

< . . C
The Liberal government of Prime Minister Mackenzie-King agreed with
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Thornton’s assessment of radio and establ i§}1t*(i a Royal Commis3ion on
Broadcasting to investigate what type of breadeasting system should be
established in Canada. Headed by Sir John Aird, it visited twent y five cities
and received 788 submissions before filing its report in 1929. One of the
Comnission’s chief findings was that many Canadians were worried their
culrure would become swamped (;1’ Americanized by the flood of radio
broadeasts flowing from the United States which reached more Canadian
tadios than Canadian broadcasts. Wrote Aird: "There is unanimity on one
fundamental question--Canadian radio listeners want Canadian broadcasting®
(Weir, 1969 108). The Commission had identified what was to become a
perpetual concern, specifically the Americanization of Canadian culture.
Broadcasting could "be adequately served only by some form of public
ownership, operation and control behind which is the national power and
prestige of the whole public of the Dolminion of Canada" (Shea, 1963:4) .
Lengthiy discussions about the nationalization of radio followed tfle
Aird C(‘)mmission.‘ But nothing was done about the issue until the Progressive
Counservatives came to-power under RB Bennett in the early 1930s. Qg March
2, 1932 the Prime Minister echoed Th.ornton’s sentiments when he said:
Canadians have the right to a system of broadcasting from .
Canadian sources equal in all respects to that of any other country.
The enormous benefits of an adequatie scheme of radio broadcasting
controlled and operated by Canadians are abundantly plain. Properly
employed radio can be a most effective instrument in
nation-building, with an educational value difficult to estimate.
. This country must be assured of complete Canadian control of

. broadcasting from Canadian sources, free from foreign interference
or influence” (Weir, 1965:110) .

) . .

Bennett directed a House of Commons committee to hold hearings on the Aird

“u

Commission Report. Finally, on May 26, 1932, Parliament passed the Canadian

4
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Radio Broadcasting Act establ ishi'ng the Canadian Radio Broadcast i.ng
Commission (CRBC), which would be reorganized and re-named the Canadian
Broadcasting Corporation (CBC) in 1936. There were many problems with the
organization of the Canadian Radio Broadcasting Commission and, as a result,
a Parliamentary Committee recommended a complete reorganization of the
national radio system as had been recommended in the Aird Repbx‘t . On
November 2 the Broadcasting Act of 1936 was proclaimed by Parliament . £
This established a public broadcasting system called the Canadian

Broadgasting Corporation (CBC) which was headed by a Board of Governors, a
¢ B

gegeral manager and an assistant general manager. Fhe Act stated that the

CBC had the mandate to provide Canada with a national broadcasting service

and to supervise the nature of any programming and broadcasts. Te meet this
LN

mandate the CBC formed the Trans-Canada Network to serve anglophone
)

Canada and the French Network for francophone Canada.

Initially Canadians listened to the radio during the evéning as only a

few Canadian stations provided prog;ams during the day; programs m_ainlyA

consisted of music, dramas, national ceremonies and commentaries. In 1933

" newscasts and weather reports were included. That year the CRBC broadcast
two and a half hours of,national network programs »ea<':h evening and on Suﬁday
at\"ternoons. By 1836 the CRBC (soon to become the CBC) had expanded to

’ inzzlude both its own and privc;xte stations and was now broadcas’ting six hours

of programs a day during the evening to 50% of the Canadian population. The

CBC proéramming increased to sixteen or more hours daily in 1938 and, in

later years, the hours of service were increased even further.
. ,f’" !

[

- With the increase in programming hours the CBC began carrying
1

sponsored network programs not produced by the corporation. The fledgling

N —_ -

network purchased shows from the British Broadcaéting Corporation (BBC) in

. . -
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peaehed the o i‘("‘\ll‘lfll‘!\4l[)f[l"~ The c RO hoad o drt brondt ok ot
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Fyen using spensor produced proprams the CRO did accompliah oy et
Aol In Dependency Road - Communication, capltalism, Connclounness and
Cabada s Smyvthe g knowledpod that accomplishment when e stated " Thank.

fo the astuteness of the Board and manapement ot CRC and to the dedicat i(l'n

of the people thev emploved  CBRC programming did pertorm a nation bailding

0T
role™ (1981 174 The peslod trom 1936 to 1953 has been called "the $01&'IL
; : (\.
ape of CBC radio ™ Thisteputation was based ugon several vital programming
. N
deve loprmeeit s In 1938 the CBC Drama Department was ftormed and would
cventually broadcast approximately 390 plavs a vear  As well, in 1938 the

CBRC initiated special interest propgrams tor tarmers and fishermen. The CBC
nmintuilﬁi its own symphonviand p,t"zmd opera troupe and', through
competit 16115, encouraged Canadian singers, instrumentalists athd comedians.
[nterest inglv . the CBC did not have a sports department pr—i(A)I' to World War 11
The importance of news was recognized when the national news S(’l’\'i(‘ wdas
.

established by the CBC during World War I1. 1t pgoved to be beneficial as a

*
fundamental information-sharing unit to all Canadians. The era of
in(ormati"(:n was in its infancy.

Although the management of the CBC failed to recognize the

)
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Cremendonws potential ot cport proyr ey and schodualed more Moo aond
News ploptais - ome spolt Tuy oventsowete oot tod The e twor ko Jdid ooy

Spot Usosuch as baceball polt  boating . boodbetbat b horsevacing . hor e pamping,

lactosse tupby and hockey Having sportiny events biroadeast on the tadio
proved tabe saccenstul and popalas with the Liatener - The most popaloa
sport to listen to onradio an well o view 1n petson was hockey 1t was the

onlv repulanly schoeduled sport and one of the toew sponsoted progiam. on the
CRO chixon, 19840
It was the ¢NR that intioduced tadio hocbev to Canada with 10

broadeast of the Stanleyv Cup matceh between the Montreal Canadiens and the

-
now detunct Ot tawa Senators inMarch 1904 This carly torav into fce hockey
was not an immediate success It would be three men from three ditterent

tields ot endeavour who would turtn hockev into a Canadian tradition In the

late 19205 Conn Smyvthe . then owner of the Toronto Maple Leats and Maple

Leat Cavdens began meeting with Jack Maclaren, the president of Maclaren
Advertising, and Foster Hewitt | then areporter tor the Toreonto Star who in
his spare time announced Maple Leat games over the Star’s own local station
Over rounds of golf the trio discussed how they might make money

broadcasting Saturday night Leat games acvoss the country. Their casual

talks turned serious and led to the creation of "NHL Hockey on Saturdav Night "
which would become "Hockey Night in Canada" in the 1960s. Many stories have
been told of how the Saturday night hockey broadcasts from Maple Leaf

Gardens first started. In an October 15, 1966 letter to the Toronto Star,

Smythe described how it all came about:
’

The original kick-off of the broadcast should be credited, I think,
to the proper persons. Jack MacLaren, who started the Maclaren
Advertising Company (and because of him it is a great agency today),
Larkin Maloney (a lifelong friend) and myself all had cottages at



Orcehard Beach, Lake Sitmcoce

Intounds of polt | we discussed broadeas<ting many times and
when 16 was suppested that we could pet monev for this It was
then I believed the story about manna trom Heaven  Hele wer e
hundreds of tivms paving tor theit hroadeast | hoping to sell theia
products s and we were poing to be paid to sell ours! Nothing io v
1 if&‘ { 1Ill(‘ ll.‘l‘; Ve *-('1‘]1]1'11 ) }'.(Y(Hi

Tack, who was g sott sell man, pot Ceneral Motors involved and 1
our caperness at the Cardens to have the broadeast he made a very
pood deal tor himself and, of comrse | Foster is no bad business wman
cither The vears with Ceneral Motors were successtul and then

*
when thev pulled out ) Victor Ross | a member of our Board, suggpested
that Tmperial O] would be interested I introduced Jack Macl.aren to
Victor Ross and, with both parties sott soaping me | again I made a
financial deal which was a little bit easier than I should have made
Inthe carly davs Maclalen’s was just a partnetr in the deal

The apency had complete control ot the l)l‘nf'i(l(‘ust . except over the
broadecaster I kept contiol over the broadeaster, because I didn’t
want them tiring Fostern Foster and The Star ate really the ones

who started it all

Maclaten and Smythe " s handshake apteement lasted for ten yvears until a
.

wiltten contract was drawnup. According to Weitr (1965), the g dme
broadeasts were tirst offered toThe CNR. not General Motors: however | the

tailway was not in a position to accept it. Other sources interviewed, Don

-
'I‘Weii(s'nnd Ted Hough, tor example, said that Maclaren went immediately to

AS
his major ¢lient, General Motors, with the deal. Nevertheless. General Motors

started its five vear s\ponsor‘ship of the NHL's games from Maple Leaf Gardens
in November 1931, At the end of this period General Motors«id not wish to
cont Mue to sponsor the hockey broadcasts, so in 1936, Imperial 01l took over
the sponsorship.  Though Smythe et al. were likely motivated by the love of
sport and the desire to earn some mon}ey, the broadcasts also served Vanother

more altruistic purpose; they\ﬁelped unify the country in a way that nothing

ever had before. "The first, and still the greatest, tie that bound a nation



topether was the NHL Hockey Broadeast Saturdav niphts on radio during the
\':|x1.|(1»i anwintet were nights when most of anentite nation pave ftselt to the
flat, penetrat i})){ and serious imaperv of the volce of Foster Hewitt® g Living,
196 15 >

During the Depression, and later the war vear s, lmperial 011 continued
to sponsor the Toronto Maple Leats’ Saturdav night pames althouph there was
no advertising for Tmperial 0i17s products since everyt hing was 1ationed,
however | the broadeasts were used to sell war bonds An additional
nation unityving teature occurred during World War 11 when the hockey pames
wele broadeast overseas | thus pr oviding a "bit of h()me". to Canadian troops in
Furope  Meanwhile, tor many ot the tolks back home the Saturday nipght hockey
broadeasts provided the one bright spot intheirdrying lives Throughout
Fnglish-speaking Canada, even in the west | a fierce bond ot loyalt y was

forged to both Tmperial Vil and the Maple Leats:

For years "Hockey Night in CAduada” was really the only "national”
broadcasting in Canada. Imperial did two things that stood them in
good stead with Western Canadians: in the Depression they wrote
off some $15million worth of debt the prairie farmers had with
Imperial a.nd it brought them "Hockey Night in Canada." There are
people in t)z/e West who will say that "Hockey Night in Canada" was
one of the‘things that held this country together during the
Depression, because nobody had anything to do, they didn’t have any
money. Literally the only form of entertainment was to sit down at
night over the battery radio and listen to Hewitt at the Maple Leaf
Gardens.

It was one of the few network shows that was carried right
across Canada and into the far reaches of the North. If was unique
jn a sense. It was a unique sports broadcasting program. Nothing
ever like it in North America, in those terms--no other kind of

_audience. After that it was not unusual for surveys to tell you they
.had 65% of everybody living %n the count®y listening to N.H.L.
playoffs. What else was there to do? So it was a very unique thing



(Twaits, 1984 /)

Atter World War 1] several sipgniticant chianges ocomred in the Saturday
NHI. broadeasts  The Montreal Canadiens manapement headed by Frank Selke,

discovered that his team was vivtually unknown out side Quebec and hid

51
cven been booed by hockey tans in Calgary who viewed them as the villainous
arch enemies of the beloved Leats Selke reallved very quickly that | as tar as
Canada was concerned | there waslonly one hockey team and that was the
Toronto Maple Leats. This he attribated to their radio broadeasts . He insisted
that the Montreal Canadiens receive theinv tain share of the national coverage.
Though Smythe did not want the Canadiens to have any part of the national
coverape a deal was eventually worked out whereby the CBCwould airv the
Montreal games coast to-coast on Thursday nights on the Dominion Network
and the Toronto games on paturdays (Horler, 1984) .

The arrangement may have satisfied Selke and Smythe, but it caused no
end of trouble for sponsor Imperial Oil. Many western Canadians were
infuriated to hear the Montreal Canadiens on their radios. Many longtime
users of Imperial products tore up their credit cards in protest and returned
them to the company. Gradually, the furor over the broadcasting of the

P‘((Tnt real JCanadiens' games subsided and the Canadian public accepted the two
hockey teams and the broadcasting of two games a week.

Although hockey was very popular, the CBC did not have a coherent
philosophy regarding sports programming. During the 1940s the CBC adopted
a format in its programming which later served as the model for television
sports coverag'eA Basically, the CBC aired a wide variety of sports events,
especially on weekends, and also provided sports scores at the end of its

newscaats. Then, in 1944, the network produced a fifteen minute'weekly

program entitled "Sports College." With its "Keep Fit, Work Hard, Play Fair,



Live Clean”™ mot to, the program was a non prof it public service project
devised by Lloyd Percival to intorm younp, Canadians about all aspects ot
sport, health and physical training. Within tour vears "Spovt Collepe” had
developed one of the largest tollowings of any CBC program

Following the war, sports coverape mushroomed on the CBC s
Trans - Canada, Dominion and French networks . According to the CBC' s
1948 49 annual report the sporting events covered that year extended well
b\oy()nd NHIL hockey . Among the events covered: the eastern and Dominion
toctball finals; the Winter and Summer Olvmpics; the Allan Cup hockey tipals;
the annual running of the King’'s Plate at Woodbine; the Derby at Epsom Downs
England; the Willingdon Cup; the Canadian Junior Golt Championship; the
Canadian Amateur Golf Championship; .the Royal Canadian Henley Regatta; the
Canadian Qg*rhy; the Canadian Open Golf tournament; the Dominion Lacrosse
finals; the International Gold Cup motorboat race; the Dominion Ski Jumping
and cross-country championships; and the Dominion curling championships. In

addition, the CBC offered daily sports commentaries and, in Quebec:', a daily

review of ski conditions during the winter. In 1950 networkeoverage of

.

sports events increased and the CBC began covering satling, track and field,
prize-fighting, figure skating, skiing, tennis and baseball.

_Hence, though radio proggamnlers did not initially realize or take
advantage of the popularity of sport, by the end of the ;o-called "golden era of
radio" (1936 to 1953), éport had become 4 major component o'fbradio fare.
Largely thanks to its sports programming, radig was able to help unify a large
and sparsely p;)pulated country in much the manner that Thornton and the Aird
Commission had envisioned. The radio-sport unizn would likely have
continue.d to be a major factor in the development of Canadian unity and

identity had it not been for one thing--televisjion.
\\
\ ‘ A



B. The Emergence of Television as a Communication Medium

As amajor electronic commumication medium radio set the stage for
television broadeasting in Canada, providing it with the tormat, style and
even content still used to this day. Inmany respects televised sport was an

extension of sport on radio. The bast example of this gratting of one torm of

media onto another in the tield of sport was the CBC radio’s "Saturday night
NHIL. hockey,” which was carried live onradio as a sponsored program tor

thirty years before it became a popular Canadian television program in 1952,

A\
Douglas Fisher, a journalist, politician and sports historian, once explained

the radio-to-television transition, especially as it related to sport, thusly:

At first television tended to Be a continuation of radio. Radio had
already been developed in Canada and also the idea of a national
audience particularly for hockey and also football. So the great
distinction of Canadian sport from the very beginning has been that
Canadians wanted a nat ional focus. No sooner did the Canadian
Pacific reach the west coast than there was a lacrosse team back
from the west coastuthe very first year to beat Toronto and
Montreal. Our country developed in sport this way, almost as a
mimic of the political scene. This meant, or course, when we
developed national communications, such as telegraph and so on,
sport was very early on it.

So the pattern was there from that early stage for television that

¢

came along. Everybody was aware sport, including advertisers,

that there was a national audlence through radio. Naturally this

shifted right over to television (198%:1-2).

The first public demonstration of television occurred in London,
England 0;1 Janugry 26; 1926 when British inventor John Logie Baird unveiled
his "televisor," a tiny oblong screen not much bi&gef han a business card.
Acco.rding to the account written Qp two days later in The Times, the

miniature screen beamed the "faint and often blurred” image of a dummy head.



34
Though less than perfect | Baird's device showed it was possible "to transmit
and reproduce instantly the details of movement | and such things as the play
ol expression on the face" (Shiers, 1975:387/7) Within tl‘x've years the BBC
was experimenting with Baird’s televisor (CBC Times, Vol. 8, No. 31), aud by
November 1936, the year CBC radio was just getting started, had established
the world’s first regular television service. The Americans followed in 1939
with public telecasting, and two years later with commercial television.
With the outbreak of World War 11, television service was suspended in most
countries (Weir, 1965)‘
| Television expanded very quickly in the United States after the war. In
Canada the progress was not nearly as rapid. In Ontario and Quebec Canadians
living near tlhe U.S. border bought telewision sets to watch American
programs. This offended some of Canada’s more nationalistic citizens who
urged Ottawa to hurry up énd decide what it wanted to do with this latest
communication medium. Finally: in 1949 the federal government unveiled its
interim television policy, which included television development loans 2o the
CBC, together with the establishment of a Royal Commission on Natior;al
Development in the Arts, L;ztters and Sciences--known as the Massey
Commission after its chairman, the Rt. };on. Vintent Massey--to investigate
the future of Canadian radio and television.
After receiving 462 briefs and hearing from more than 1,200
witnesses, the Massey Commission tabled its report in Parliament on June 1,

\Fad

1951. That fall the government amended the Canadian B);Ao;adcas'ting Act to
: »

include several of the Commission’s recommendationdfwhich basically
supported the CBC's continued authority over broadcasting. No private

stations should be licensed until the CBC had established a national television

.

e <
service, advised the report. Once licensed, private stations should be

<
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tequired to setve as outlets for national programs (Weit, 19659) .
In March 1952, Montrealers were able to sce Canadian television tor the
first time via a specially transmittedmicrowave link trom the CBC s

television studios in the Radio Canada building to an exhibition of radio and

I
j~

television recelivers on display in a Merchandise Mart (CBC Annual Rep
1951 %2). Two hours of programs were of fered cactreventog tor a week.

Unlike inradio, sport was key to the development of Canadian
television from the start . The CBC used a varicety of sports in its testing of
television during 1951 and 1952, In addition, MaclLaren Advertising used

o
closed circult telecasts inMaple Leaf Gardens during the 1991 -92 season to
convince Conn Smythe of television’s potential. Smythe was soon among the
medium’s staunchest advocates. Years later he would remark:

When television came in, againmanna trom Heaven. How could
anyone in their right mind ever \Lurn down all the advertising they

would get trom broadcasting and television, when you know you have

a good product to sell.
A

\

It was always my contention that professional hockey, properly
presented, (as it was, due to Foster’'s artistry) was one of the most

exciting spectacles in the world (Toronto Star, 1966).

Hockey was not tTe only spor?t used to test the new medium. One of the first
television test (transmissions in Montreal was of a Montreal
Royals-Springfield Cubs baseball game on July 25, 1952. It was highly
&c’essful and test transmissions using International League baseball
games in Montreal continued from July 25 to August 6, and from August 29

to September 6, 1952. Televised baseball was a hit. But attempts to bring
C.anadian professional football to the tiny screen were less successful,
though not for technical teasons. An exhibition game between the Hamilton

Tiger-Cats and Toronto Argonauts, scheduled for telecast Sunday, August

1
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12, 1951, was abraptly cancelled by football league ofticials worried about
. . - - : l [
the possible negative impact television could have on gate receipts. To thi s\
. s ~ R . I
day Canadian FootballflLeague (CFL.) games are "blacked out” in tHe home
team’s area .
All the test transmissions came to an end in September 1952 when
. .
Canadian television was oftficially inaugurated with he opening of the CBC's
tirst two program production centers- -CBFT in Montreal on September 6,

and CHR.T in Toronto two days later. The September 17, 1992 issue of

Canadjian Telescreeu heralded the occasion with the fol lowing headl ine and

excerpt:

THEY'RE OFF! - CBC STARTS HOME-GROWN TV
Toronto - It took a long, long time, but television on an‘ofti(‘ial and
regular programbasis arrived in this part of Canada early last week,
two days behind the launching of the Canadian Broadcasting g
Corporation’s other station, CBFT in Montreal. ’
K The $2,100,000 installation here and its eq‘}xally expensive
brother in Quebec started out with roughly three hours of
programming each evening - a small portion of which is exchanged
by kinescope recording - and are expected to remain that way for

some time to come.

According to the CBC Annual Report 1952-53 the facilities were ’i)ut to

fullest use within ;Jeeks f the start of regular television service. CBLT was
programmed in English while CBFT carried a fairly even balance of programs

in both English and French and, in the daily broadcasting of news, actualiﬁies, -
documentaries and sports reviews the 1an’guage used alternated from day to

day. Programs were exchanged between the two stations by means of -

-~

kinescopes--television recordings. Live sport télecasting, primarily of

]

hockey games, was done thrdugh the CBC's mobile unit, basically a control



room on wheels . Though primitive by today’s standards, the unit provided the
basic elements the CBC needed to develop its sport broadcasting.

The tirst oftticial Canadian sport broadcast other than test,

;
. ¢

transmissions or United States import, was of a Monti‘eal Canadien hockey
pame on October 11, 1952 in Montreal, tollowed by a Maple Leaf game on
November 1. 1952 in Toronto. For years NHL hockey telecasts began with the
last minute of ;')luy in the second perio;i, followed by an announcer’s summary
of the tirst two per mds., Ofﬂ!y the third period of the game was ('ompletely
n ek

televised. Despi Le"tf\My editing done to allay hockey teams”’
managements’ fears that televised games would lure spectators away from
arenas, "NHL Hockey" quickly became the CBC's top»rate(i television show.

Though the CBC wanted exclusive NHL television rights, it co-produced
the games with MaclLaren Advertising, which, because ot its hockey telecasts,
was the first Canadian advertising agency to establish a television
ad\;ért ising department. Angry with Ottawa for its wartime conscription
policy, Maple Leaf owner Smythe stubbornly refused to deal with any federal
agency, including the CBC. Hence he would not sell the network the television
__rights to his team; instead Smy the sirf;ply extended HacLaren’s Maple Leaf
radio rights to television for an extra $250 (Horler, 1984). Thu;_ was the CBC
forced to co-produce with MacLaren. The advertising agency might have been
conten't to produce the games alone, but, as Ted Hough, president of Canadian

Sports Network (CSN), once explained, "it was then as it is now--a
. . \

\
Y

combination wherein we used, of nec’a\f‘1§ity, CBC's technical facilities and
!

people because the network has alway$ had a policy of being involved in the
production of whatever they carry. Sé) to that end we worked together,

sometimes in harmony, sométimes not, ~producing and packaging the show”

(1982:4).
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Broadcasts of sports other than hockey were popular, too, bothwith the
CBC management and Canadian audiences. Inneedof popular programming to
till airtime, particularly on weekends, the CBC management quickly grew fond
of sport. By the end of 1953 118 of the CBC's television programming

v o
consisted of hockey and other sports (Dixon, 1984). The network’s mobile
units voraciously covered hockey, baseball, boxing, wrestling and football,
sports which readily made the transition from radio to television. less
adaptable to the new medium were golf and track and field, which were
technically more difficult to cover. In addition<to games coverage, the CBC
also aired shows like the weekly "Sports Parade, " which offered sports news,
, ‘

films of current sporting events and interviews with leading athletes. Other
programs featured panel discussions, sports topics, and ekper;s

demonstrating their golfing, fishing or other sports techniques (CBC Annual

Report 1952-53).

Thanks to television, more Canadians than ever before could watch the
1952 Grey Cup football game. The CBC televised the Grey Cup final from
Toronto’s Varsity Stadium using a mobile unit and three cameras--two in the
press box above the grandstand and on the 45-yard line. Pictures were
beamed by microwave to a receiving disk at the 300-foot level of the
telfavision tower and then transmitted to the surtounding district. Both the
radioﬂ and CBLT's television coverage of the game began at 12:45 p.m., but it
was not a simulcast (radio and televisjon at once). A kinescope recording of
the game was rushed to Montreal for broadcast thefe later that day.

The CBC's successful launching of its television service in 1952

7

heralded a new era in Canadian sp<yits broadcasting. At first radio and
television used similar formats and formulas for broadcasting sports events.

But eventually the unique properties and qualities of each medium became
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obvious and television producers gradually developed their own techniques,
especlally after television ownership became as widespread as radio .

ownership. The expansion of this electronic medium and its ever improving

¢

technological advances created the need for federal government policies

reparding television regulation, delivery and programming.

. Expansion and Development in the 1950s

»

N

l. Decision and Desire for a Cross-Canada Network

Three months aufter television’s debut on the CBC in Qctober 1952, Dr.
™

J.J. McCann, then-Minister of National Revenue and responsiblefor the CBC,
- , \.\
announced the federal government's second major television policy; one again
\ N

based on the Massey Commission recommendations and reminisgent of

Y .
\ "

1

\

Thornton’s views on hroadcasting:
\ A
The government believes, with the Royal Commissiony that

television should be developed in Canada with the aim of benefiting
our national life and that it should have the structure and the means
required by Canadian conditions to ensure an adequate amount of
suitable Canadian programs for Canadians, as well as using some
material from outside the country. . . . It should be so developed that
it is capable of providing a sensible pattern of programming fo»”g
Canadian homes with at least a good portion of Canadian content
reflecting Canadian ideas and creative abilities of our own people
and life in all parts of Canada. . . . Now that television has started,
it shduld be extended as widely and as quickly as possible to other
areas (CBC Times, Vol.5, No. 27:3). )

McCann wanted publicly owned broadcast and production facilities in each

major region of the country and proposed that the government loan the CBC

money to build stations in Vancog*er, Winnipeg and Halifax. He also

suggested'the government license private broadcasters as well in areas not

LN
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-
served by publicly owned stations, the objective being to serve as many
Canadians as possible through co-operation between the public and private
sectors. .

The CBC wasted no time implementing government policy. [n 1953 it
increased its airtime to more than thirty hours a week, opened a third station
(CBOT in Otvtawa) and established two microwave relay links. The one
between Toronto and Buffalo was in operation in January 1953 and Canada'’s
first television network, amicrowave relay system between Toronto and
Montreal, through Ottawa, was inauguarated May 14, 1953. These links

enabled viewers in Toronto and Montreal to watch the same program at the

‘same time entirely by electronic means and without the aid of films or

kinéscope recordings. (CBC Annual Report 1952-53). As the CBC expﬁanded, so
did privately-owned television stations. The first privately-owned Canadian

station opened in Sudbury, Ontario .in October 1953, followed one month later

by one in London, Ontario. Other private stations soon started operations, in
many cases assisted by the CBC. By 19535 the CBC's microwave network had
been extended to include privately-owned stations in London, Kitchener,

Hamilton, Windsor, Kingston and Quebec City.

o

-On December 16, 1953 the"CBC took its first big step towards

3

nationwide expansionby openfné a fourth station; CBUT, in Vancouver. Though

-

equipped with its own studio and newsreel facilities CBUT ‘i‘elied heavily upon

¢

kinescope recordings imported from eastern Canada until 1954 when it

obtained its own mobile unit. In January 1954 the- CBC opened CBMT, its

English-language station in Montreal and CBFT became a completely French

/
~ A d

service. Canada’s natfonal broadcasting service was unfolding as Minister
McCann had.envisioned, with the CBC statidns as the backbone kworking in

». S
conjunction with private operators to provide a nationwide service.

ES
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che st on and b prrvato by owned ittt rates aned provided oo avetape of
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v

AW About 6% of the CRO G proytanming ot iy lnated 1o Canada . with the

Batance coming from Apcr toan sotndres and the BRO Dur 1oy the 1953 04

televivion seanon the CBC ectab i hed i national news vervice which produceed

adaily tenminute pack e of natlonal and international news tor attilirates
arnd weekIv newartecl tor private stations (CBRC ADnual Report 1953 540

Pving the CRC T tirst two vears of televiston operatton the nunber ot

talevision sets owned by Canadians prew from 146 000 tomore than 8O0 000

Tndeed  danada’ s was the fastest growing television viewing population in the

wol 1;{((:1’)@_' Times. Vol 7 No /) FromMarch 19% to March 1955 the CRC's
national television service more than doubled {ts operations and the numbet

of television stations if the national svetem tripled to twenty six. National
L]

television was available to about 10 million Canadians, or more than

. \
one-third of all Canadian tamilies Bv March 1955 the English network was
aiving inexcess of fiftyv hours a week, more than half of it produced in
Canada. The French language sevrvice oftfered about forty hours a week (more
than 80% Canadian produced) and the private stations carried over forty hours
a week of national service (CBC Annual Report 1954-55). Moreover, that year

the CBC made agreements with commmunication companies for nationwide

direct relay network facilities thus making the coast-to-coast linking of



Canada by televicion a certainty by 1aay

One of the Massey Compission s tecommendat Tons had been that Ot Cawa
teview 10s televinion poliey within ””.(‘(l vears of the stunt of a nat ional
television service (Peers, 1979 To that end the tederal Fovertunent
appoelinted Robert M Fowler of Montreal to head fts thitd Roval Commission on
television in Decomben l"‘>V‘> The Fowler Commission was ditected to teview
the CBC s policies | its tinancial requitements | the measutes necded 1o ecnsa o
an adequate number of Canadian made proprams . and the licensing and contiol
of private stations and other 1elatedmatters  Through its tour of twelve
Canadian cities  acceptance of 270 briets and hundreds ot intormal
discussions | the Fowler Commission detected two schools ot thought The
first argued tor the continued and unchanged existence of the CBC system P
with a stuple national authority, the second advocated a léldi(‘:[l restiuctur ing
and tormation ot g separate rtepulatory body tor Canadian broadcasting

As the Fowler Commission conducted its work in 1996, the national
television service continued its rapid growth (see Table 1), The number of
television stations increased by seven, one CBC and six privately-owned, to .

-~

thirty three (eight CBC and twenty five privately-owned) television stations
operating and affiliated with the CBC networks. By the end of the year
Winnipeg had been connected via microwave to the national system and
television was now available to 80% of the population. By March 195/ the
CBC's Engiish network was broadcasting forty eight hours worth of programs

a week--60% of it Canadian made--and the private affiliates averaged thirty

€

eight hours weekly. The Canadian content of its French service continued to
exceed 75%. As 1959 rolled to a close, the national network consisted of

eight CBC stations and forty one privately-ocwned ones. Some 3.45million"

homes, 86% of the population, could tune in to the CBC's television programs



AL 1 fMounber of Televisaaon Stations o Comada . 1953 o Jana )
CRC Che Private Private O
et Faglich French bogplih French
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1/ m I (Frenchn “
HAEARSN [ 1 I ]
[RARY] [ : o0 [
]Gy, (SRR ’ 6 £y
R t ' 3 ,
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4 Source . Adapted trom Peers | 1979 a6
¢ Includes CROT | Ot tawa which was bilinpual until June 1999
vt Includes CFCM TV . Quebee ) which was then bilingual
A4 Excludes two armed forces stations in Newtoundland (1957 and
thereaf ter) | manayped by the CBC
TAR L Television Coven agpe in Canada, 1993 o 1999 »
Cuamulat ive Percentage of
Fiscal vear sale of TV Percentage of populationwithin
ending March 31 sels (1000) homes with set range of Cdn, stns,
1953 310 8 26
1954 /28 17 43
14995 1423 34 66
1956 2169 51 /72

Number of TV
January 1 homes ('000) .

1957 2306 57 78
1958 2796 67 82
1959 3111 73 85

* Source: Adapted from Peers, 1979:46
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(Wedn o 1965 (see Table 2 tor statistics telating to televinion coverape iy,
the 19505)

On July T 1958 wtter vears of planning and hard work | cant and weat
were finally connected by a $HOmillion. cross Canada network Foca propram
called "Memo to Champlain,” Vancouver and Victoria were Tinked to Svdiey and

"

Halifax by an "electronic skvway A tremendous englinceriong teat Tt maked

the tirst all Canadian, live coast to coast transmission in Canadi.an
television history The ftollowing June . the r.k-\'w‘i\' was extended to St
John's Nt'w'toundlam‘._ thus creating the longest network in the world
stretehing 4,200 miles. Boasted the CBC s 1957 98 annual 1eport . “The
combined live production output ot the English and French TV networks is
greater than that ot any other network in the wor ld" (CBC Annual Report
195/7.58:17).

The establishment of the ¢ross Canada network marked the end of the
firtst major stage of Canadian television development (Mellanby, 19/9) Both
recorded and live television could now be viewed across Canada. One
Lel‘evision veteran obsegved: "It was an exciting time because live television
was on everybody’s l1ips." The network solved the problem of broadcasting
over several different time zones by timing its programs to best
accommodate the most populous area in Canada--the Toronto-Montreal
corridor.

In August 1958 the fledgling‘Conservative governnment of John
Diefenbaker introduced a new broadcasting bill to Parliament. Passed later
that year on November 10, 1?58, the new Broadcasting Act established two
boards: a fifteen member regulatory Boar\t‘i of Broadcast Governors (BBG) and

an eleven member board of directors for the CBC to operate the CBC's national

service. The third ;;art of the new broadcasting law repealed the Canadian

a
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Broadeasting Act of 1936 and provided a tiransitional period for the New Act
tobecome eftective (Peers, 1979) The BBC had repulatory respousibility
over all public and private stations and the establishment and operation of
networ ks Morebver , it was to emsure the continued existence and etticient
operation ot a varled and compiehensive national broadeasting system that
wiun basically Canadian in content and character  The CBC board was given the
power to operate and maintain the CBC broadeasting stations and ne ®orks
and subject to approval | establish new stations. Though contiolled by the
board, the CBC s anmual budget would require nat i()ne;l Treasury Board approval
(Weint, 1969) Themew Act departed completely from the concept of a single
unitied svstem supported by the Fowler Commission and also from their
tecommendat fons regarding financing the CBC. Though the majority ot

private broadcasters applauded the new act | the CBC complained that it

stripped the corporation of much ot its power. In any event, the new Act .
sipnalled the start of yet another new era in Canadian broadcasting (Peers,
1979)

One of the underlying concerns in Canadian television broadcast ing \

fromits inception was program content. It had always been the assumption

a

1)
inradio broadcasting, and now television, that Canadians wanted Canadian

programs. Thus successsive Prime Ministers had insisted that program
production form one of the CBC's central mandates. But thé Canadian Aviewer
was, inreality, rather ambivalent about homegrown programming. For
instance, many Canadlians said they preferred popular American fadio and
television shows to generally less slick and flashy Canadian ones.
Nevertheless, with the onset of television, the CBC produced many programs
for distribution to both the CBC and private stations. These shows featured

everything from popular entertainers to reports on Canadian and world events
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towomen’s progtams to shows tor farmers, fishermen and children But the
cost ot television productionwas extremely high in Canada compared with tln_-
United States and Great Britain, Hence private stations tend@l to purchase
syndicated American shows because they were cheaper and had greatey
viewef appeal than their Canadian counterparts. One of ﬂw( major algument s
used apainst the privately owned stations was that their heavy use ot
Amdr ican prﬁgranuning threatened the Canadian television industry and
culture  For its part, "the CBC could not be guided mainly by "ratings, ' of mass
popularity programs, though it had to pay attention to them” (Weir, 1969:294)
But even the popular American programs had to be Canadiani.cd to win
audience acceptance and advertisers’ approva;] .
3

Canadian advertising agencies like Maclaren Advei:ising were key to
the development of the CBC’s programming, and a great deal of negotiating
went on between the agencies and the network. "We represented, by virtue ot
the tunding of the advertisers, the access to American programming, and the
access to the money with which Canadian programming was put together"
(Hough, 1982:4). To generate funding for its own productions, the CBC‘adopted
a packaging deal with advertisers; it would allow a Canadian advertiser to
bfing an American show to Canada if it agreed to sponsor a Canadian program
too. Sometimes the advertiser could bring in two American programs for
sponsoring one hour long Canadian production like the CBC S[unday drama,
"Sunday-Night General Motors Presents,"” which had a tremendous budget. Once
the advertising agency had purchased the American program, imported it to
Canada and "horse-traded” with the CBC over scheduling and spongoring of a

Canadian show, it still had to Canadianize the American product. In the

following excerpt, CSN's Ted Hough explgins why and how this was done:
4 .
4

=1
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Fveryone used to love the Dinah Shore show. Her theme song was

-5

"See the USA in your Chevrolet; America is the greatest land of all . "
Youreally couldn’t run two nights a week on CBC opening the
program that way, so we would Canadianize it

We changed the words on the floor of the studio on the spot
because it had to be done instantly . The American show business
people are not thaf tolerant of being told or asked by Canadians to
do things difterently tor Canada. She did a take of her theme and it
was "See the broad highway in your Chevriolet; Canada is the
g)l‘tfht est land of all " We took the sound tape back to Canada. The
show would come over the line trom New York and we'd have a
person at the CBC master control push the little button when she
came on and did the theme. Hopefully push the button so you'd get
the Canadian words while she was singing the American version.

That was Canadianization in one sense. We had to Canadianize
the commercials because obviously they were riddled with an
American flavor and we didn’t have the facilities for producing
commercials in Canada. [ think through the early days ot television
you could tind a number of examples of how the programs and/or
commercials were Canadianized in order to make them acceptable

inthis country (1982:9). v

Some Canadian television programs, however, were just as popular, it
not more popular, than the American imports and m‘anaged to draw enormous
audiences even in competitive areas. Among these programs were Saturday
night hockey, special events such as the Grey Cup game, variety programs like
"Holiday Ranch” and the national 11 p.m. news (Peers, 1979). Canadian sport

scored very well in the all-important television ratings, consistently

attracting large audiences.

2. Sports on television during the 1950s
During the 1950s the CBC handled sports on television in much the
same way it had on radio. It covered the week’s major sporting events,

seasonal sports like hockey and football, and it produced weekly sports

L/
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features and newsreels on hucﬂvy, wiest ling and boxing  Inaddition, it
/

otfered instructional programs inwhich athletes demonstrated thein
techniques, and studio iuterview shows like "The Vic Obeck Show”™ f1om
Montreal and Dave Price’s "Sports Folio” from Toronto.

During its 1954-5% seasol the CBC had two tirsts in sport
coverage- -the 1954 British Empire and Commonwealth Cames and the 1955
World Hockey Championships. Both provided the CBC production crews and
Canadian viewers with valuable expvriv}u*o and excitement, setting the stage
for what was to become a CBC tradition of covering major international
sporting events, The Fitth British Empire and Commonwealth Games were
held in Vancouver fromJuly 30 to August 7, 195 . It was the most extensive
television coverage of any special event the CBC had ever undcrtakon_ Indeed,

*
it "was the first time that a sporting event of such magnitude had been
. ’ )

televised to the North American continent" (CBC Times, August 29-September
4, 1954:4). It was also the first time eastern and western Canada were
linked to receive simultaneous telecasts of an event.

Planning for the Games began in October 1953. There was no
television network linking Vancouver with the rest of Canada, so
arrangements were made with the National Broadcasting Company (NBC) in the
Unifed States for a special microwave network. Television coverage of the
Games Wsmitted from Vancouver to Toronto via a closed coaxial cable
anﬁcrowave circuit stretching 4,500 miles through Seattle, Portland,
Sacramento, Salt Lake City, Denver, Omaha, Des Moines, Chicago and Buffalo.
From Toronto the Games were transmitted to the microwave connected
television stations of easfern Canada. Stations in eastern Canada not

connected were sent fiAm recordings the following day. It was the largest

\television network ever connected at that time and it enabled viewers in both
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Canada and the United States to see the Games In case thehvroute tailed,
artangement s had also been made w‘i th Trans Canada Airlines to tly ('el(ﬁis ion 4
tecordings to Toronto where they would be processed, printed, edited and
dista ih\.xt ed

The CBC provided live coverage of both the opening and closing Games”’
ceremonies to castern Canada and to the NBC network in the United States
Viewers in the Vancouver area received up to tour and a half hours of live
programming daily . Recorded one hour packages of the day’s events were
flown to Toronto each evening to be te lecast on tlAw network and distributed

’

to non connected stations. Coverage was also supplied thl'()ug!h the CBC's
international service to countries around the wor.ld, The CBC went ‘all out’ in:

fts coverage of the Games:

Two complete mobile units, each with a ¢rew of 10, will be in
service for the Games. One will be stationed close to the
broadcasting centre at the Stadium, to cover the track and field
events with three TV cameras--one at the finish line, another
picking up interviews with the athletes as they make their way back
to the dressing rooms, and the third mounted on a jéep to provide
general coverage gf the track and field events and infield activities
[Figure 1]. The other mobile unit will be at the Empire Pool on the
University of British Columbia campus, concentrating on swimming
and diving events [Figure 2,3].

CBC film cameras will cover most other events, although a mobile
unit will not be on hand for the cycling and boxing finals. Film
footage of events such as rowing and sculling at the Vedder Canal
venue will be edited in Vancouver and integrated into the daily
cross-country telecasts. Members of CBC’'s National News Service
will prepare their own newsreel material for CBC News Magazine
and other regular CBC-TV productions (CBC Times, July 25-31,
1954:2) . ‘

The climax of the Games’ telecasts was the highly-publicized one-mile

footrace, now known as the "Miracle Mile, " between Roger Bannister of
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Figurel Television camera mounted on a jeep to provide coverage of events
in Empire Stadium during the Fifth British Empire and '

Commdnweal;:h Games in Vancouver, B.C. in 1954




Figure 2

Figure 3

Television camera mounted on a crane outside Empire Pool to

provide coverage of the swimming and diving events at the Fifth

Brigish Empire and Commonwealth Games .

The CBC mobile unit at Empire Pool during f:he‘Fifth British Empire

and Commonwealth Games.
-



England and John Landy of Australia, who were then the only two humans in
the world o have broken the four minute mile. They were to race each other
on the last day ot the Games, and the CBC had a dupl ic_at e set of broadcast
equipment , including camera, mobile unit and microwave relay, on standby
just in case a techn‘ical glit(:ll should develop (CBC Times, 1954) . The
telecast went off without a hitch, as had the bulk of the Games coverage .
After the Games the CBC shifted back to its regular sports
programping with the usual weekly telecasts of wrest liné and boxing, the
seasonal coverage of hockey, football and baseball and telecasts of special
sporting events like Davis Cup tennis matches, the Queen’'s Plate horse race;
the world’s curling championship and international soccer matches. Saturday
night NHL games and football continued to draw large television audiences

\
over the connected network. The CBC viewers in most eastern Canadian cities

/
i

could watch Saturday afternoon games of the Big Four conference every week.
The rest of Canada could watch recordings of the games on Sunday afternoons
duing the season from the end of August to late Novembex;, 1958. Inwestern
Canada selected games of the Western I'nterprovincial Football Union (WIFU)
were broadcast live or by film, depending on the location of thé game. Once
agrain the highlight of the football schedule was the Grey Cup final, which was
cf;,;;;«?élllve over the connected television netwoYk, and shown by means of

kinescopes over the unconnected stations (CBC Annual Report 1954-55).

From February 24 to March 6, 1955 the CBC experienced another
first- —covverage of a major sporting event 6utside Canada. 'The network sent a
five-man crew to coXer the World Hockey Championship in Vest Germany for
both radioc and te ision. The CBC covered the last two periods of each game
with its Auricon camera. The final game between the U.S.S.R. and Canada was

covered in its entirety. Each morning after the games the television film was
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tlown to Canada for broadeast the next day (the third day atter each playing

date) over CBC's microwave network and distributiomnto non-connected

¥

stat ions (CBC Apnual Report 1954-55)

During the latter halt of the 1950s, the CBC made 1itTle change in its

sp{n‘(s programming, continuing to cover a variety ot major sporting events,

Ly
both amateur and professional, at international, national, regional and local
levels. Inthe 1956-57 season it scheduled more than 200 hours of live
telecasts of sporting events in Canada, the United States and overseas. In its

annual report tor that year the CBC observed that "Coverage of major sporting

events is an area inwhich the immediacy of broadcasting, and particularly

television, excels” (CBC Annual Report 1956-57:27).
1

Sports programming played an Important part in the CBC's television
schedule mainly because of its popularity with viewers. In the late . 1950s the -
CBC grew increasingly interested in the number of viewers watching its
programs,; large audiences attracted sponsors (advertisers) and that meént
money for the corporation. Telecabts of sports finals and semi-final events
attracted somt; of the largest radio and teleyision audiences recorded during a
year. In 1957 the CBC provided its first compiete coverage of the Stanley Cup
playoffs on both English and French networks. Each year theﬂ Stanley Cup
playoffs-and the Grey Cup final attracted huge audiences (See Table 3). In
tact, NHL hockey was consistently one of the most populvar p'rograms on
Canadian television. Other sports t;ad their year round followings as well. A
sur\‘zey of the four month period between November 1957 and Februar}; 1958
showed that Friday night boxing, Saturday qight hockey and wF_estling were
leading audience attractions, averaging 1.495 million for wrestling, 1.664

mbllion for boxing and 2.117 million for hockey (CBC Annual Report 1957-58) .




TABLE 3 Largest Television Audiences 1956 to 1959 *

Year Sporting Event Audience Size
1956 Grey Cup game 4.5 - 5Smillion
19%7 Grey Cup game 4.8million
1958 Stanley Cup playofts 5.36 million

>

1959 Stanley Cup playofts - 7. 4million

* Source: CBC Annual Reports, 1956 to 1960.

One could see television’s growth and expansion across Canada
reflected in the &escripti(>r1s of how the network covered each year's Grey Cup
game. 1n 1955 the CBC covered the Crey Cup from Vancouver using the same
type of organization, effort and expertise it had for the Fifth British Empire
and Commonwealth Games the year before. A system of temporary network
‘ li«n\ks and special circuits to Toronto via Seattle and Buffalo brought the game

“live" to the fourteen station network in the east. Meanwhile kinescope

recordings were distributed to non-connected stations in minimum time (CBC

k]

Annual Report 1955-56).
In 1956 Toronto hosted the Grey gup game and even though the network
only extended as far as Winnipeg, Vancouverites saw the game "live" via a

3,400-mile retwork leased in the United States. Three different play-by-play

commentator crews (two for English language \coverage and.one for French)

~ had to be arranged because there was a different sponsor in Quebec than in
the rest of Canada;" All tk.xév comméntators used the same picture of tHe game,
but each needed s':p'ecial fécilities and coverage of the game réquired expert

handling by technical and program staff. Once again, kinescope recordings of

o1
N

the game were distributed to non-connected stations.

.

In 1957 viewers all across Canada were able to see the Grey Cup game

on "live" television for the first time. "Cover'age of the Grey Cup final was



Phe cea T bippest dople cperation v oot broadoan g™ (UBC Aranal Repors

e M R Frotinates were that 4 Xy million viewers il S50 million
fedeviadon home s watched the pame iom Toront o Vara ity Stadiam
A crttngs te i e ot the ot of Chnadian televicion et inusne during the

9% ol theae were tuned to the pootme

Pooaddition to }‘lt\f(““»iwlhil hockey and toot bl wvhileh wer e the

malietave of i sports propiamnlng . the CBO 4l o cont Tnued iUs cover ape ol
infernationad cporte For exanple il.() it tilwed the Winter Olympic
Comes at Cortina d"Ampes o, 1taly Since the prine 1pal interest of Canadiane

was the pertormance of the Fitchener Waterloo team in the hod key
tourtnament - tilms of 41l the Canadian pames were flown to Canada tor the
catliest possible showing, usually a two dav delav The CBC also showed

L )

filmed highlights cachnight of the other events T 19957 a0 CBC crew provided
tevialar tilmed and voice 1ecords ot the Wor Td Hocke v Championships at Oslo,
Notway o From 1958 to 1960 the CBC alred tilmed highlights of the British
bapite . Pan American and Olympic games but details ot the Coverage wele
not included in the CBC Annual Reports
.
N

Vo Areas of concern 1o sport and television in the 1950s

Three areas of concern about television and sport emerged during the
19505 improvement of event coverage. the impact televised sport had on
attendance at sporting events; and the purchase and selling of television
vights for sports like football and hockey .

Inthe first area.of concern- *the actual coverage of a sporting
event - -the producer, director and cameramen had to experiment with the

number of cameras, camera positions and other details. During the early and

mid-1950s three cameras were usually used to cover football games. Two



were In the pressbox ) one covered the plav by playv and the other tocuaed

wide The other camera was anmobile one on the cidelines at pround level
artound coentire ticeld Ion 199K a tourth coamera was added . either 1o the end
cone o hiigh atop the stadivm, depending on the preference of the producer and
the structure of the stadiam. Cordon Cradyp . president of The Sports Network
(TSNY, temembered the cameras “When we had thiee camera coveraype | we

would have two cameras with coom lenses, the thitd and eventually the tourth
had notmal lenses where vou had to tack over trom awide anple to aclose up”
(198Y 2

Thiee cameras were initiallv uned to cover NHE pames | too Two
cameras . one above the other, were located onone centie tee pillan Fyven so,
hockey coverape was mainlv a one camera show Frank Selke, Jr explained
that MachLaren Advertising was one of the few production houses in (h(“ wor ld
which thought hockey should be covered with one camera. "We believe that
the most. important aspect ot hockey coverags is to stav with the flow  Zoom
in, zoomout | and so on but don’'t constantly be cutting trom one camera to
another because you destroy the guy-at -home’'s perception of where the puck
is. Sowestaywith it with one camera at all times” (1980:11). The change
from three to moire cameras happened in the late 1950s when the mobile
units, along with the CBC's other equipment, became more sophisticated
(Horler, 1984) .

-

Coverage of gldesports improved immensely in 1958 when the videotape
recording was introduced to Canadian television. Videotape, basically the
recording of television signals on magnetic tape, revolutionized coverage,
programming and production. It rendered the ki;nescope obsolete because it

. . ’
provided a much better picture and it was cheaper to use because the tape

could be played back immediately without processing. Moreover, it was



toeusable Most dmportantly  videotape was electionie and probably equal in
qualtity to live television (,‘xlvllln)p and Fittroaa 19/78) With videotape,

. . . N . ’ Ay
ctatlons dnwestern Cannda hoad a hiph quality . practical means of delaving

Proadeasts tirom Toronto or Montreal without having to tepeat shows 1

>~
dictribute 1 lmed o kilu”‘«'u}nv 1ecol ‘iin"‘\ Television personne | il%( ervicwed

tor the study all commented on (‘h«- ticemendous inpact videotape had on the
deve lopment n{ I'v]«'\'i.\'iun and spor s coven u}":-

As television s technical personnel developed ever more sophisticated
caqutpment and wavs of covering sports events,

those involved in the sports

themselves were more concerned about television’s fmpact on sport and on
attendance at sporting events Some sports otficials believed that televising
a sport led to dmproved attendance at games and incieased pate rtecelipts

Others | insisting that telecasts hurt attendance arpued for blackouts . Hence

some spotts organizations co operated with televison persounel in the

production ot a telecast while others did not Generally, those sports that

co operated with television benetited from the association: those which did
not suffered and later tried to make amends for their initial lack of
co-operation. In addition, other sports enthusiasts wondered if television

was good for sport in both the short and long term. Since television had been

inoperation longer in the United States than in Canada it was natural that
-
some of the first commentaries on sport and television came from American

/
/
writers. (Years later similar comments were made by Canadian writers)/”

For example, on Christmas Day 1955 John Lardner wrote an artic}/é in

the New York Times Magazine entitled "Sports on TV - A Critical Survey." In

it he stated that after nearly ten years of televised sport in the United States

there was a widespread belief that the televised view of a bout, match ' or

ball game was at least as satisfying as seeing the event in person. Lardner ~.

3



halt seriously maintained that television was good tor some sports and not

tor others

Horse rtacing  Here televison is better than rval it vou considen
this complex pastime purely as a sport o1 spectacle . Nearly all
the signiticant action ina horse 1ace canbe kept in view by one
strong,. well placed camera

Wrestling 1t 's been said that televisionbuilt its toundations on
wrestling and Milton Berle . The sultability of wrestling to the new
medium was obvious . The fact is wrestling .that is,
contemporary wrestling  is abranch ot show business, and not a
sport.,

Boxing - On the tace of it boxing has strong resemblances to
wiestling, as a camera project  asmall, enclosed t ield of action,
head on physical contact, just two leading charact ers. Jtpromised,
at the start, to make excellent television. But god("'\i boxing is novt
really show business, or - intrinsically - a mass entertainment
At its best, boxing is a contest of skill. . . . The result is that skill,
having first been wasted in televised boxing, has now largely
disappeared = = . 1 admit that the TV view of a fight is better than
the view from the rear and gallery seats in a big outdoor arena.

The point is that TV boxers feel they cannot afford to bother with
short-range work or with science or subtlety. The result is logical
but disturbing. "Developing a TV fighter"

Football - TV is as good as, or better than, the real thing. That's
because every TV viewer has for each play the equivalent of the best
seat, visually speaking, in the grandstand and because camera
coverage, adequate to begin with, seems to be improving.

Baseball -The fact remains that the sport is not compatible with
television. Televising it is like televising the Battle of the Coral
Seaor life in a 30-sfory hotel. This is a complex of dimensions and
dramatic details that must be studied in the round. It requires
altitude. . . . The TVbasei)all game is curtailed, truncated, and
teeming with blind spots; as previously noted, it is only 15 or 20
per cent of a game. .

Tennis - Tennis is well adapted to the needs of the video viewer,
but the system used in the stadium at Forest Hjlls, the principal
showcase of the sport in America, is not.

Basketball, Hockey - Owing to problems of pace, range, lighting,
distance and focus, I think it’s fair to say that-watching basketball



and hockev in personis preterable towatching them ou television

(1955 10 11 .27

Whether people apreed with Lardner o1 not | some ot his points were well

takben and eventually proved to be correct Within the next few years

t:~ levined boxing had so severely hurt lTocal boxing ¢lubs and attendance at
matches that 1t was dropped from repgulat sports programming  Many people

telt that television had "destroved” the sport of boxing through overexposui e,
not for the 1easons Lardner ment ioned

Thiee vears later in Canada, Milt Dunnell questioned the relationship

Letween sport and television in his tepular "The Inside Track™ column in The
tay Weekly Magazine

There’'s no doubt of what television has done far from thej fields,
the arenas and rinks. It has set up cheering sections in the pubs and
the living rooms. But what is it doing to the box office? 1s it the
monster that devours whole leagues, as some ot the alarmists
insist? Or is 1t the money in the bank that pays the rent and enables

certain sports to live beyond their normal budgets? (.Jar‘uary 25,

1998)

To teind the answers to his questions Dunnell examined the state of boxing iAn
both Canada and the United States, along with the condition of Canadian
professional football. Small boxing clubs were dying because of the
overexposure of boxing on television. Meanwhile football in éastern Canada
had become dependent on money from television sponsors. Lew Hayman, one

of the east’'s top football executives, explained that "the successful
promotion of professional sport today depends on the ability of the promoter
to live with TV and use it to his advantage. You can create new faris and

increase your revenue by televising your road games. It's true that no club in
) y 8y 4

the Big Four could operate on the present scale without television money"



(bumnell, 1958) . An expected outcome of televised tootball at that time was
the development of an interlocking schedule between the Big Four and the
WIFU because the television sponsors were more interested in purchasing the
tights to a nine team, east -west interlocking schedule than two separate
ones . If that type of schedule was accepted then toothall clubs in both
leagues needed the revenue trom the sponsors to of fset the added costs of
transpoirtation,

But in order tor televised tootball to succeed in Canada, football
executives felt that local blackouts were necessary. A blackout simply
means that a game is not telecast to viewers withina fitty to seventy tive
mile radius of where the game is being played. Blackouts were first imposed
in Canada in the early 1950s. Unlike football, protessional heckey was never
subjected to the blackout. This, said football officials, was for two reasons:
the capacity of a hockey rink was much smaller than that of%a feotball
stadium; and football, because it was played outdoors, was at the mercy of
weather conditions--fans would rather stay home and watch the game on
television than brave inclement weather.

Dunnell concluded his article on the relationship between sports and
television on a somewhat philosophical note: "Whether the impact of TV on
sport has been good or bad, the association is only in its infancy." And he

»
agreed with the following statement of Conn Smythe: "Any sport that’s going
to be killed by TV would probably have died anyway."

Smythe thought television was good for business and so did not
blackout home games. But just to ensure.that televising a home game did not
have a negative effect on attendance, he began the hockey telecast at 9p.m.,
an hour after the game had started. This, he reasoned, would encourage fans

to attend games. Interestingly, when games were finally telecast in their



entitety, atter long and sustained pressure rom t.i‘ns' and advertisers, there
was virtually no impact whatsoever on pame attendance at Canadian based

. ?
NHL games.

By the late 19%0s it had become quite uppu-l ent that television rights
to popular protessional sports ltke hockey and foothball (the thitd arca ot
concern) was an lmportant issue. NHL broadeasting rights were nepgotiated by
cach club . It was related in ancarlier section how Jack Maclaren and Conn
Smythe worked out a deal tor the Toronto Maple Leats’ televisionrights;
Macl.aren Adveri ising also negotiated with the Montreal Canadiens
management to ge‘t thelr rights. Maclaren negotiated the deals with the
network or with the individual stations and acted as an agency on behalt ot
lmperial 01l who was the sole sponsor of the hockey telecasts. The American
teams in the NHL wanted the two Canadian teams to share this hockey revenue
but the Canadian teams would not go along with that idea. When the Montreal
Canadiens were bought by the Molson family in 195/ the team’s advertising
rights were sold to Molson Breweries Limited of Canada and the television
rights became an issue. Imperial 0il was the sponsor of the hockey telecasts
for both the Toronto Maple Leafs and Montreal Canadiens and wanted to
maintain that relationship while the brewery people also wanted to take
advantage of the relationship between the hockey team and television and
become co-sponsors with Imperial Oil. An agreement was reached whereby
Imperial 0il and Molson became co-sponsors on the hockey teléecasts and when
the Provincial advertising laws changed, Molson would also share in the
advertising on the telecasts. The costs associated with the hockey telecasts,
particularly the broadcast rights, kept increasing. For example, Hollis Brace,

Molson'’s senior vice president, in the late 1950s negotiated the first

Molson-Canadiens’ television rights package for $475,000 for three years;
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today: "We pay that for three games®™ (4985 7).

The negotiation of television rights to Canadian protessional toothall
took a difterent route . During the 1950s the CBC, a brewery, or any
interested party, could negotiate rights separately with the Big Four and the
WIFU. Initjially the rights mainly went to the CBC for around $200 000
annually, althou.gh one year (‘hvy were sold to Dow Brewery (Caudaur, 1981)

In 1956 the Big Four signed a three year, $950 ;000 television (j:nt ract with a
Montreal brewery, along with an additional $30,000 contract with the CBC tor
playott rights.

In the 1998 season the Big Four received $350,000 in the last year of a
three year contract. Sam Berger, chairman of the Big Four’'s television
committee, thought the Big Four would probably have received more than had
been offered to date if it permitted local telecasts of home games. The 1999
football contract was a point of contention for about six months. Initially the
CBC did not bid for the rights; the foothall executives thought they could call
the shots and, if need be, do without television. In a January 31, 1959 ¢lobe
and Mail article entitled "Tenders Not Acceptable, Big Four May Skip TV, "
Berger indicated that the main reason the bids were not acceptable was that
the money offered was not enough. Berger stated that: "We would rather go
without television than accept an unsatisfactory offer. We are aiming for
last year's figure because we think it is worth it to a large advertiser. . . . One
difficulty in televising night football games is that they clash with other
television commitments." Six months later, in July, th“e CBC announced it
would telecast twenty one Big Four and seven WIFU games during the 1959
seasSn, plus playoffs and the Grey Cup final on November 28. The foothall

executives compromised somewhat as the CBC was reported to have paid

$312,000 for television rights to the Big Four games and more than $100,000



for the western television rights,

The stage had been set tor change  The entire decade had been a period

of prowth from the intancy to the early youth ot television in Canada  This

development included an expansion of the relationship between sport and

television in Cavada fromone similar to the one which had existed between

the two inradio  Advertisers/sponsors became involved inmore sports.

Canadian sport was important to television because it attracted large

audiences, helped meet Canadian content requirements, and it provided the

.

CBC with relatively easy-to-produce programming. During this decade sport

oftficials made decilsions regarding the sale of television rights to their

games . Purchasing the x‘igi)ts to the football games helped the CBC with its

>

spoits programming and helped the tootball teams tinancially. In 1960 the

purchasing of television tootball rights would play a major role in the
development of Canada’s broadcasting system and in the creation of its

second network, CTV. The 1960s would be a . ot marked growth and

vital change.



CHAPTER 11
THE PERTOD OF GROWTH AND EXPANSTON
A CGeneral Developments in the 1960s

The 1950s was a decade of growth and devélopment for the intant
Canadian television communications system. With only two stat fons in 1957
the Canadian television industry had expanded into a sophisticated,
cross-country network by the end of the 1950s. In 1958 the federal
government passed a new Bréa’dcasting Act which heralded a new era in
Canatlian broadcasting. As ment ioned— earlier, the new Act established the
Board ot Broadcast Governors (BBG) to regulate both public and private
broadcasters and it set up the Board of Directors for the Canadian
Broadcasting Corporation (CBC) to operate the CBC network. Most importantly
the Act allowed for the continuation of both private and public broadcasting
systems in Canada. One of the key objectives was to bolster the amount of
Canadian programming in both public and private broadcasting systems.

The BBG was responsible for defining Canadian content and ensuring
that the country’'s stations and networks of‘red enough of it. Shortly after

. . ®
its inception the BBG decreed that all stations were expected to provide a
minimum of 45% of Canadian content in their programﬂfing during th! 1
summerSénd 55% during the redk of the year beginning every October. Tﬁe
requiremént\appeared heavy, but the BBG was actually quite lenient about
what constituted Canadian programming. .t only Canadian productions, L1t
newscasts, commentaries and foreign brogdcasts in whfch @adians were

part1c1pat1t?or of interest to Canadians, 1nc1uding baseball’s World Series,

64



qualified as Canadian programming. Most commentaries written on the
Canadian content regulations said the BBC was completely ineffective in
improving the quality of Canadian programming because 1ts regulations
offered broadeasters so many loopholes (Weir, 19695) .

Nonetheless, the Broadcasting Act of 1958 set the stage for the
establishment of two Canadian televisionnetworks. InJanuary 1960, the BBG
bepan hearing applications for second stations inWinnipeg, Vancouver,
Montreal, Toronto, Edmonton, Calgary, Halifax and Ottawa. In reaching its
decisions, the BBC weighed thirteen different factors including: "coverage,
facilities, location of eftfective control in the company, financing, experience
ot both the directors and management personnel, expected revenue and
capacity of the market, program commitment , and association ot the
applicants with other media of communication” (Peers, 19/79:227).

Nine groups applied for the one licence available in the Toronto
application hearing March 19-19, 1960 . The successful applicant was the

Toronto Telegram\r Baton Aldred Rogers Broadcasting I.td. which was headed

by the Telegram’s publisher, John F. Bassett, Sr. Bassett’s success sparked
numerous charges of political favoritism from both within and outside

Parliament (Peers, 1979). Nevertheless, CFTO was given the difficult Toronto

market.

By the end of June the BBG had awarded its second station licences and
turned its attention to the possibility of establishing a second network in
: P
Canada. This new network, reasoned the BBG, would enable the BBG to ensure
that "the new stations would provide a reasonably ‘satisfactory standard of
program service and meet the requirements set by the BBG as the guardian of

the 'single system’ contemplated by the Act” (Peers, 1979:232). Two separate

parties were willing to supply the BBG with its second network: a union of
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the second stations; and one by Spencer W, Caldwell ot Toronto.

[n July 1960, the eight new second stations tormed the Independent
Television Organization (ITO) to foster mutual co-operation with respect to
technical matters, co-ordinating program requirements and exchanging
programs (Chercover, 1982). The ITO selected Murray Chercover, thvn\-(IFT()
program director, as its chairman and R.E. Misener of CFCF-TV as its tirst
president. Chercover, now president of CTV, said that most stations in 1TO
were reluctant to enter a formal network because of‘rheir local

. - ‘
responsibilities, the pre-operating expenses that would be incurred and the
anticipated first-year operating losses.

During its September 1960 hearings on the propoged second network,
the BBG received subm%ssions from the CBC, the 1TO, S.W. Caldwell and the
Canadian Broadcasting l.eague. The hearings clarified the term "network." It
was defined as "a peréon having affiliation agreements with two or more
stations to broadcast . . . within specified periods . . . a specified program or
package of programs in a manner determined by such person" (Peers,

1979:236). The BBG cétlared it wanted the new network to have no less than
six affiliates and to.iprovide at least ten hours of programming a week (Shea;,
1963). Once the BBG announced its regulations, only Caldwell continued to
apply for the _right to set up a new network. On December 8, the BBG gave
Caldwell permission to form a new network but Caldwell still had to per.suade
the new second stations to join him. Sports, particularly football, and CFTO
would both play a key role in the formation and future of Caldwell’s network.

In addition to owning CFTO, Bassett was the chairman of the Toronto
Argonaut Football Glub. I'n an impressive display of business acumen, he

@'chased the 1961 and 1962 eastern Canadian television rights to the Big

Four football games by bidding $375,000 to the CBC's $350,000. Writing in
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the Globe and Mail, Dennis Braithwaite observed that CFTO's capturing ot the

foothall television rights had thiown the broadcasting industry.into a turor
that could seriously affect the country ‘s television future (March 1, 1961) . In
an interview Bassettexplained why he wanted the tootball rights and how he

got them:

We got a licence for television in 1960 and | was very keen. |1
didn’'t know anything about television but I felt that it was
absolutely essential that CFTO get into pro sports--both football
and hockey- -which at that time had a very high rating and
popularity. *

[ was chairman of the Argonauts at the time. We, in football, felt
that the CBC were difficult to deal with and they probably felt the
same about us. But in any event, I bid for the Big Four rights and 1
bid more per ye:ar than CBC and I got them. Then 1 was faced with
the problem of how was 1 g()ing to show the games anywhere except
in one market because I had no network licence.

So 1 went to Ottawa and had an appointment with the¢ BBG and met
with the President of the CBC, Alphonse Quimet. He and I had a
pleasant chat and he asked me to sell him the rights, but only for
the amount the CBC had bid. He said I could have some gains but I
wasn’t interested in that.

The hearing went on and I remenber he said before Dr. Stewart
and the BBG: "this young man has got no network, he‘s got no
sponsors and he‘s got no network." Dr. Stewart said: "What about
that?" and I said "he’s quite right; I don’'t have a network, the
microwave or sponsors but I've got the rights and I'm going to use
them" (1982:6) . ' " :

Bassett had a plan for covering the games and offering them to the

independent stations but, unfortun‘ately for him, two or three oBstacles stood
. i ‘ v [
in his way. One was the CBC which would not permit its affiliates to Beal

7

v

with CFTO and carry the Big Four games. J. Alphonse Ouimet, then-CBC °

president, insisted that the corporation had to preserve its integrity, hence

- .

its affiliates could nét take football programs from a station outside the CBC

-

T



network (Daily Star, March 4, 1‘)6;) . OnMarch 6, 1961, Ouimet sent a
telegramoffering to buy the rights from either the Big Four or CFTO a scant
two hours before the contract was signed. The telegram clarified the CBC's

cpositionand read in part:

While the CBC would prefer to continue its eftorts of the past six
years toward building nation-wide interest in Big Four and WIFU
football, we would have no alternative in the east but to meet the
football interest we have created through our extensive telecasts in
some equally effective manner. ,m“»

We feel this would be regrettable in v%éw of our mutual efforts in
the past, and also in view of the developing interlocking schedule

~whichwill practically demand natiopal network coverage if football
development thro?gh television is to continue.

The corporation holds the view that i§ is neither in the long-ternm
public interest, nor in the interests oé”the network’s individual
stations, for CBC stations to operate as part of other networks.

To approve such arrangements would be to inv% a chaotic situation

in broadcasting capable of destroying bona fide private and public

networks alikaDailx Star, March 7, 1961).

Caldwell found himself in als‘/trong position thanks to the CBC's stand;
he had the only microwave transmi.ssion available for CFTO to use. But CFTO
had to enter Caldwell '.s proposed network before it could use Caldwell’s
facilities (Dafly Star, March 8, i961). In need of a network for his football
games Bassett agreed and supported Caldwell when he reappeared before the
BBG on April 13, 1961 (Peers, 1979). During the hearings.Ouimet declared
that CFTO's succe‘zs;e,ful bid was "one of the strangest, most puzzling and, some
might say, presumptuous act@ the history of Canadian broadcasting"
(Daily Star, April 14, 1961). Nevertheless on April 21 the‘BBG announced its
approval and on Octobe~r 1, 1961 the Canadian Television Network (CTV) began
operations with eight affiliates: Vancl:uver (CHAN-TV) ,-Calgar}; (CI-“CN-TV) , "
kEdmonton (CFRN-TV), Winnipeg (CJAY-TV), To;opto (CFTO-'I'V), Ottawa

2
] .
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tented stadtds and tacilities . and o hired outside producers to prepale

ot tyinal TV network programs

All nine member stations owned shares in

CTV and so had considerahle’sav in the program hours and time periods in

N

- . -
which rthev aflotted network time on their st2i1ons (Shea. 19613)

Inthe spring of 19627, footbali telev?‘i?m rights and the broadcast of
the Grev Cup game once again generated controversy for the CBC, CTV and BBG.
The entire epiqode_ was dubbed "The Fovotball Fumble” by Weir (1965) and "Thg
Grev Cup Fiasco” by Peers (19 79) Tlli()ugh Basgett had outbid the:CBC for the

1961 and 1962 televisionrighrg to football gamés played in eastern Canada

and to the Grev Cup championship, CTV could not cover a national event like

Lot o Late B it e s o tne T chere had boen no iphin -

s



Che Otev Cripyname Heneoe Bassett sold the viphits tor the Grey Cap pame o
the wponcors whe in tmn approached the CRBC Co bioado st the pame Basaett
then asked the BBC tomake the telecant available to his ctation and the other
two second stations 1o Otlawa andfont cal e BRBC retused, only the UBC
aed Pt attiliates wonld carry the Croev Cup pame

But the sjtuation chanped tn 1960 OV won the ripht to televiae
toothall pames inwestern Coanada while Bassett maintaioed his castern
Canadian yiphts The RO ot tered the Canadian Footbhall Leapue S1.059 000 o
the trey Cup ripghts ona non exclusive bastis o 5175 000 tor exclusive tipho
ot Bassett | with the option ot tirst refusal | matched the CBC s bid ton
exclusiwe tiphts and wes awarded them However o advertisers still wanted
M'i\}(‘l coverage than CV u»uld‘ provide (Peers, 1979 Weir, 19695) So o on May
YO the BBCmet with CTV s Caldwell and the CBOC s Duimet to di« ugs the
matter  The BBG then 8ent CTV a letter, with a copy to the CBC. stating that
the BBG would not requite the CBC to telease its attiliates inorder for them
to carty CTV s Grey Cup game broadeast (Peers, 1979) . *

What ‘ollowed has been interpreted in different ways, depending on

.

whose side one fakes, According to Peers (19/9), Bassett wrote a letter to
the BBG, with a copy to the CB6, in wtlicll he of fered the Grey Cup game to the
CBC, sponsored or unsponsored, but hoped that the CBC.would choose
sponsored. The CBC accepted the broadcast but without sponsors. Four weeks
later, July 5, the BBG informed the CBC that Bassett’'s offer of June 7 was
"not acceptahle to the other cwner of the television rights" and thus the CBC

could not have them. However, according to Weir (1965), the CBC claimed

that Bassett offered the byoadcast to the game by letter in June to _thev

. corporation 6n an uns onsoced basis, and that after his offer had been
: » R s ‘-\
'.A'{’&" . . .4 gl . ) ~
: . . gcep«sﬁd the CBCW t was withdrawn. o
b gpepersed By e B
N O S



Whichever verdon one aocepts ) the teasult wan the same [y thie cvmmmen

Pl the BB stepped inand tired to end the CROCTV Crey Cup teading, 1

o

N
propexgd arepidationwhich requited hoth networks to carry the pame on all

attons dntact | inclading TV S commercials (Pecrs . 1979y Unwilling to
‘
caraey the pame with CTV s wponsora . the CRO S potuned | puading that the Bbho -
proposal contravened the Broadeanting Act Shortly betore game Cime on
Sovember IS the BBC ordered the ¢BC to catry the pgame 1 eplete with SHRVASS
comneto lals The CBC 1etuned, went to the Federal Deputy Minister of
Prvtice tor advice and iscued a press release saving "1 did not intend to
Aliow 0V o any unanthor foed pervon o orpanication, cither ditect 1y o
ndirectlv, touse the national broadeasting service as a sales tool” (Peor s
o 96 The ¢BCdid ofter to make sever 4l courtesy announcement s briet
acknowledpements of thanks | mentioning the sponsors ot the game (Wein |
F96s) Since the broadeast 1ights had been transfen red to the sponsors at the
bepinning of October the €BC had to negotiate with each one separatelyv and
tinal v (ZTV and the Crey Cup sponsors agreed to the CBC's proposal
Interestingly the 1967 Grey Cup game was plagued with weathet
problems whi\ch created more "gl it(‘hes: for the broadcasters. Indeed, so much
tog rolled in(cémmentators dubbed it the "fog bo~w1") that organizers had to’
stop the game and continue it the following day. Wrote BBG Chairman Andrew
Stewart ot the event: "It seemed a fitting climax to the events that the 1967
Grey Cup game ended prematurely in a fog" (Peers, 1979:257) .
The whole unseemly exercise convinced both networks they had to work

out some sort of arrangement for covering football games. Hence the two
networks signed an agreement whereby they would share the television rights

for Canadian professional football for a five year period ending January, 1968.

Both networks would still bid s&i'rately fo"; the rights each year, with the
4



witner poetting tirst choice ot the davea and times of pames dut ing the season
and the lToser choosing trom the Teftovers  Bothnetworks would televiae the
Grev Cup tinal,

In Janmary 19630 just over ten vears atter Canadian television was
officially born, thete werte sixty one television stations inoperation Ot
those, fourteen were owned and operated by the CBC and thitty three were
attiliated with the CBC network . Ot the thirtteen stations not connected with

the CBC . nine formed the CTV networ k In another breakdown, of

the sixty one
stations, forty eipght were Fngplish speaking and thitteen French  Canadians
owned an estimated 4 million television sets (Shea, 1963)

Atter the Liberals were returned to power in the 1963 federal election,
Jack Pickersgill, Secretarv of State and rtesponsible for broadeast ing, asked
the three men with ';(hf‘ fleatest experience inbroadeasting,” BBC Chaitman

Stewart, the CBC’s Ouimet and Don Jamieson, president of the Canadian

Association of Broadcasters, to advise the government on its broadcasting

A
.

policy. As the trio- known as "The Troika”--submitted its report in May
» )

1964, thé government appointed Robert M. Fowler, the ctiairman of the Royal
Commission of 1957, to chair an Advisory Committee on I;roadcasting. It
became known as the Fowler Comrr]iteee on Broadcasting and its 1965 report
is cited as "Fowler II."

The broadcasting system confronting Fowler in 1964-65 differed
radically from the one he had investigated nearly ten years earlier. His
Advisory Committee report began by noting that, "The only thing that really
matters in bro.adcasting is program content; all the x't is housekeeping".
(Péers, 1979:317; Weir, 1965:453). The primary emphasis for both public and

private broadcasters must be on programming. "The private sector must share

in the national-objectives of the Canadian system, but the CBC h]aving. the



principal responsibility mast be paramount o creating and maintaining o

broadeasting svstemdistinetively Canadian” (Pecrs, 1979 31 /) The report
was hiphly critical of both the CBC and private operators, as well as the BBG

Remindscent of 19%/7 0 a tederal clectionwas called shortly atter Fowler tiled

hi teport

In December 1965 Prime Minister Lester Pearson announced that h&
would head a special seven menbetr cabinet committee to study the Fowlen
Report o and prepare a White Paper on Broadeasting policy  The next month,

Pearson also appointed, for the tivrst time, a standing committee to 1eview

broadeasting, tilms, and assistance to the®its, Sevenmonths later | in July

1966, Pearson’s cabinet committee unveiled 115 White Paper  Other
developments in broadeasting had to be attended to tirst so the White Paper
on Broadeasting was not 1eferred to the Standing Committee on Broadeasting,
Films and Assistance to the Arts until November 23, 1966

As the tederal government probed the Canadian broadcasting industiy,
s, .
UTV's affiliates were growing increasingly unhappy about the network's

. e
qperat fons and programming. The unrest developed from a perceived

Y

difference in philosophy between the network's broadcasters and /

h
shareholders. Originally the BBG had decreed that the networks could not

(‘olwtively own more than 48% of the company’s shares. Hence the stations

Ld
could not invest very heavily in CTV and the bulk of its investment had to
s )
come from the non-broadcasting sector of the community not involved in
broadcasting (Chercover, 1982). The difference between what the two groups

-~

A d
want@ll was simple: the broadcasters wanted the network to provide then

wit ograms which were meaningful to the public, which assisted the '

statBons in the development of an audience and which they individually could

not pgpvide themselves. For their part, the majority of the shareholders

:
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wanted to recoup their investment, prefoyably withh a tidy profit, as quickly

as possible.

So we had this constant conflict between an under: financed
network which never undertook to do any programming ot any
sfgniticance. For example, they didn’t buy the tootball rights  thone
football rights were held by Mr. Bassett . He took the responsibility
of selling off those rights and selling the time and the lines and the
whole thing. The network should have taken that respons ihi} ity,
should have taken over those rights but they didn't. ' 4

Another example is they didn’t initiate a national newscast. The
stations finally said that this was ludicrous, we have a network and
we must have a national newscast. We, K therefore, agreed to have a
national newscast and every night at 11 o'clock we [CFTO] originated
a newscast which was paid for by the stations--not by the network.
It was called the CTV National News and it wasn’t even sold by the
network It was sold by the stations in order to try and recover
their costs. So all the meaningful programs and the sports rights on
a national basis that a station would look to a network to provide
were not being done by the network, they were being done by the

stations (Chercover, 1982:19).
. s

In 1965 it became apparent that the network, as 1t was then

structured, would &ail financially. Consequently, the original founding
, ~y
stattons approached the BBG and told it that since the stations did not want

the concept of a private network to fail they were willing to take
/ .

responsibility fer ope.x{ating CTV in the public interest. Tﬂe gtations then

collectively bought the CTV network as it was licensed and formed a

committee, consisting of fepreéentatives ffom each s.tation, to seilect alBoard

of Directors to.set up and .run‘the ent'ire operatién (Esaw, 1981). The stations
. ,

. -

made their application to the BBG on Fet;ruary 23, 1966 and on March 10, 1966
i Y

received approval and took over the operations for the. 1966-67 season

(Chercover, 1982). The network’'s official, legal name was CTV.



One of the other concerns inbroadeasting in the tall of 1966 was the

avatlabiirty of Canadian colour television programs . Canadians were cager to

wee this type of programming and so. on the advice of the BBG, the start ing
date tor repular colour transmissions was September l‘)()(r "Both networks
bepinm rapidly to convert thein studios \gd mobile equipment to handle
production incolour | and the CBC was authorized to install the necessary

facilities inMontical for the coverage of Expo 6/" (Peers, 19/9:366) .

OnApril 1, 1968, atter a year of plodding through various stages of

cabinet and House of Commons committees, Canada’s new Broadcast ing Act

was proclaimed. Generally, observers considered it an improved version ot
the 1958 Broadeasting Act, with ()nly.in(‘rement al changes in policy.
However, some of the improvements were substantial. For the first time
cable transmissions systems were included as part of broadcast ing,_whi(“h
certainly had an impact on future broadcasting. In addition, the BBG was

1 vplavedlwith the .ngw Canadian Radio Television Commission (CRTC) . .

The primary objectives for the Canadian broadcasting system were

basically set out in sections 2(b) and 2(d) of the Act:

(b) the Canadian broadcasting system should be effectively
owned and controlled by Canadians‘so as, to safeguard, enrich and
strengthen the cultural s political, social and economic fabric of
Can’ada;

(a4) 'the programmigg provided by the Canadian broadcasting
system should be varied and comprehensive and should provide
reasonable, balanced opportunity for the expression of different
views on matters of public concern, and the programming provided
by each broadcaster should be of high sfandard, using predominantly

Canadian creative and other resources (Peers, 1979:409). ‘-
L J . .



The above objectives were fmportant because they pave the CRTC divection

with regard to imposing standards and conditions ot licence; 1t would make
A

all broadeasters- the CBC, private, and cable systems- -aware of what was

expected; and "it would help maintain the existence of a broadcasting system

»

intended to serve Canadian needs despite the int luence everywhere ot
American television and tilms" (Peers, 19/79:409) .

Inaddition to reiterating much of the policy set out in the ecarlier Act
ot 1958, the new legislation strengthened &\he position ot CTV as a national
network. This ended the CBC’s monopoly of the airwaves and forced it to
enter the "fray’ of commercial television and compete for the rights to

broadcast major events, especially sporting ones. This helped to terge

stronger ties among sports, television, and advertisers/sponsors during the
next two decades. The existence of two networks spawned not only

competition, but new sports programs .

Prior to CTV and Bassett’s involvement the CBC as the only outlet
could say 'these are the games we will carry or if you want this
done, youmust do it at this date or this time’. ‘The football league
had no alternative; they had nobody else to creaée a bidding \
situation for rightg and nobody else to play against each other.
When the second option came along, the Jeague was ina position to
start, competitively, to get into the fteld. That's what tiley did.
Certainly they affected each other! CTV affected what the league

* would do énd the league, because they knew they had an alternative,

started to make chhnges to accommodate television more than they

had in the past (Esaw, 1981:4) . ) S 5
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B The Girowth of Sport and Television

1 Introduction
The 1960s was a new era forn f;})(.)l ts and television: it was the
blossoming ot the relationship between sport and television, Sport offilcials
prew increasingly aware of how television could enhance t he popularvity ot
their activity and television executives became more appreciative ot how
sport could help them attract larger audiences and advert ising dollars (Esaw,
FI81)  An increased awareness and appreciation for what one partner did
(and could do) tor the other were the key reasons for this blossoming of the
retationship
A lot of people for a long period of time both in Canada and the
United States saw sports as something they did but it wasn’t until
the early 1960s when people began covering sports in a particular
kind of way  When a sports fan would say "I prefer to watch it on
television because 1 can see more than 1 do at the rink or atJhe
stadium" suddenly television discovered that all that gimmickery ot
@
. \ . - I3 Py
instant replay, isolated cameras, seeing a play from six different
angles enhanckd the coverage of an event to a degree that nobody had
- - . -
ever imagined. And then people began to sit back and say--My God!

what television does better than anything else it does is cover

“sports. Then people’s attitudes began to change -(Herrndorf, 1982:7).

The change in attitude was directly linked to tele‘visvion's 'id
technological advance,'which rendered sports programs ever easier and
cheaper to produce we’ll. As sports programs in{proved in technical (ﬁuality
and sophisticai:ion, thanks hainly ﬁo videotape, the audience for them
widened. Eventuallggsport became so imﬁo'rtant to television that networks

began establishing special sports departments, which were then urged-to 1look

for even more sports events to cover.
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Both Canadian networks increased their sports coverage in three wz;ys
they bought existing shows such as the NFL game ot the week trom the
American networks; they broadeast a greater number of games per season in
sports already covered, like CFL football and NHIL. hockey: and they gearched
tor sporting events nevel beforegel8vised. For example, in 1967 CTV's
Johnny Esaw, eager to find new sports tor the theg two year old network,
wat ched some figure skat i‘ng and decided it would make an ideal sport tor
television (Esaw, 1981) . \

As television executives and producers looked for more sports to
attract more viewers, sports officials, especially in professional sports,
began to realize that teltevision could provide them with invaluable,

1 »
money - generating exposure. As a result, during the 1960s oftf'icials and
athletes alike became more co-operative about making changes in the-way

“
they played their games in prder to accommodate television. Most of these

changes will be discussed later in this section.

2. Sports C(;verage :

The 1960s proved to be a critical,decade in the development of the

! *

symbiotic relz;tionship among sports, tt‘alevisibn and adv‘ertisers/spénsors'.
"New" s;;orts such as figure skating, curling, golf, and professibnal baseball
proliferated on the small screen. Internatioﬁal sports competitions 1ike the
Summer and Wintef ‘Olympi(';‘Games and the Pan-American Games held in

Winnipeg in 1967 became impor.tant teAlevis‘ién‘ "event:s_" re,qui.rin'g air t'ime for
events and painstaking pre;-production p‘lannihg,\ In Can.ada prof;'s iona‘l
hockey continued to be a major viewing draw, but most of Fhe medium’s

technical innovations and devélopments regarding television rights emerged
. :

through football. .

f



a_ Football

L]

By 1960 both the Big Four and WIFU leapues had theiv pames televised
by the CBC Fach lTeague had a difterent view about how important revenues
trom television rights and exposure were  To the Big Four, it was very

»
important and in Janwary 1960 that league named a committee, chaired by
Jake Gaudaur, to negotiate the sale of television rights tor its games . The

. -
tights were eventually sold to the CBC for $350,000  Later that year,

columist Milt Dunnell observed that without that television money, tieé

Leapue could never afttord the high salaries needed to import American
3

players

In November 1960 the Big Four and the tive team WIFU tinally agreed to

<

partially interlock their schedules, thus ending nearly five seasons spent
arguing the details of national competition. Television revenué proved the
mgjor stumbling block in past negotiations. Finally this time the leagues .

decided that whichever of them negotiated the rights’ contract would keep the

revenues from it. The Big Four had negotiated a lucrative deal with the CBC

-
and was unwilling to split the proceeds with the western league .. For its part

the DAFU agreed to forego a sl’}are of the revenue because it was eager‘.t;o get
an interlocking schedule in place for the 1961 season in order to pléase its

fans (Globe and Mail, November 26, 1960) .

Indeed, 196% proved to be an impbrtant year for sports and Canagian

television. As previously mentioned, the second network, CTV, came on the

.

scene that year and used the Big Four and Canadian professignal football as a

vehicle in its formatiqp. With the creation of CTV.the CBC now had

competition, especially when it came to buying television rights for sports.
3

CTV's coup created the biggest commotion seen in sport and televisidn for a
” ,

'

couple of y‘ears and sparke(c;\:estions about whether or not football’s owners

)
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3
had the best interests of thetr fans inmind. "Thousands of Grid Viewers in
. .

the Dark as CFTO wins Big Four Teevee War,” declared a January 18, 1961

. - .
kﬁa(flh‘ the Daily Star. In this and othergtories written over the ensuing

.

S -
months, sports writers pointed out that only a limited number of Canadians
y : 3 .
would now be able te watch the Big Four games because CETO (later CTV) had

{

only three stations in eastern Canada. But the sale toCFN) had guaranteed

the Big Four ¢lubs a profit for the 1961 dnd1962 s@adons (GClobe and Mail,

Febsypary 21, 1961) . )

Furthermore,-since CFTO owned the rights to the Big Four, it nowt' Wad
. : ‘ !
first right of refusal on the 1961 Grey Cup game. The BBG was quite

concerned about this since the CTV network was comprised of.only eight

affiliates and so could not'reach as many viewers as the CBC. Canadian

foothall’s integrative capacity was too important, the BBG suggested, to have

©

the Grey Cup game broadcast to anything less than the widest possible

national audience. "It would be in the public interest that ‘ﬁhe Grey Cup game

should be carried by the co'rporagion, " stated the BBG (Daily Star- March 10,

&
1961).. ,

v

During the BBG hearings of April 1961, the BBG's chairman stated he -

thought it "rather shocking" the Big Four was prepared to sell CFTO the games -
- 1 . i
a Py ‘ , -
without gssurance they would be shown outside Toronto. When the chairman
o ~ ° -

- questioned Baggs'ett about this, Bassett replied: "They took money. They had
g A ' . .
less interest in the coverage than the fee they received" (Daily Star, April 14,

4

1961). Indeed, the matives of the Big Four administrators }appeared rather
.crass in light of informépion divulged at the hearings. . ' ,

In May the battle between the CBC and CFTO kept interlocking football .
games played in western Canada out of easterr Canadian living rooms, despite
. ' e ,
the new interlocking schedule agreement betwzen the Big Four and the WIFU.
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The decision hurt Canadian tootball intwo ways: the taterlocking schedule
was a more attractive product for a sponsor and fans; and to fill thvé‘:\.\sul tant

vacant air time, both networks began broadcasting NFL games on Sunday

.

L3
afternoons. The CBC televised a NFL game each Sunday afte rnooh for fourteen

weeks and CFTO showed a NFL game every Sunday afternoon trom September

to Christmas at the same time as the CBC’s NFL game . So both networks 2
»

covered NFL games, CFTO and CTV telecast Big Four games, and the CBC

) «‘

televised WIFU games and the Grey Cup game. After the Grey Cup game,
i - ’

writer JimHunt warned in the Star Weekly that the influx of Amesrican

praofessional ball was having a devastating eftfect on the Canadian game. -

L
Indeed, he (‘la\im(rd, the Canadian game had grown boring and now faced a

-~

crisis:

Whatever the answer, Canadian football must act--and act
s00%.- -or the sport may be headed for a.further decline “\ This year
the Big Four sold its television rights to a private network in three
eastern cities--Toronto, Ottawa and Moutreal--rather than the CBC.
This deprived‘vi‘ewers in many parts of Canada, including the
* Maritimes and western and northern Ontarlo of Canadla:g,football

When the decision was announced the CBC was deluged wlth

$
protests. N

Once the season started, and CBC viewers began to watch NFL
games for the first time, the protests endede In their place,
according to CBC publicity chief*Don MacDonald, has been a steady
s‘tream of mail stating how much the former fans of the Canadian

game are now enjoying U.S. football (December 9, 1961). - ;

The Canadian football people needed to do some thinking ahout their priorities

because playing with the networks was going to cost them. Canadian
television viewers were a vital part of their existence.

In 1962 the battle over the television rights to Canadian football

] ! . ’
resumed between CTV and the CBC. This time Bassett and CTV, owners of the
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television rights for the Big Fourfand the WIFU respectively, wanted to

televise the Grey Cup game and planned to exercise their rights. Bassett

vowed to match whatever bid the CBC came up with, so determined %as he. not
) ‘
- .
- \

th allow the CBC to have anything to do with telecasting the game (Telegram,

April 6, 1}362), CTV President Caldwell was not tearly as emphét,ic as
*

Bassett; he felt.the public intérest should be considered and that it did not

mat.ter which network’'s crews covered the game as long as 1t was televisaed

- ™

throughout Canada (Telegram, April 6, 1962).

At the beginning of June th%Canadian football officials announced the“? '

N

" #sale of the 1962 Grey Cup game™”s Canadian television rights (Q&FT() ang CTZV

for $175,000. The United States rights were $old to ABC for an undisclosed

amount.. ABC arranged for a videotape of the game to Le! made by CTV and then -

£ o

‘showed the game later in the day following the Army-Navy classic on 135

ABC stations. After the announcement GTV officials offered to relay 'the -

telecast to the CBC stations outside the CTV heokup, but the CBC ref;lxs .

the grounds that it would mean a precedent-setting split of the netwoSgg:F
» / : ‘;J
Months of negotlatlons between the CBC and CTV, and the intru:nox;of the:

BBG, followed. The key issue was that CTV"'stlimj.ted fa:ili.ties /meant: the

Grey Cup would nét be available to every Canadian wi-tf) a television set. Thls

»
’>

concerned the BBG and it implof‘% the CBC to allow its stations to carry the
CTV feed. (Most of the details haye been discussed in a previous sectionon ,

the creation of CTV). Finally, aafew days before the game, the CBC a‘gre‘ed to

carry CTV's Grey Cup telecast but w1thout CTV's commercials

- During the week before the 1962 Grey Cup game the CBC and CTV’again

trled to outbid each other to*purchase the BQFour s 1963 and 1964 telé’vision

rights. The year before CTV had purchased the western league’s 1962 and .

1963 rights for $400,000 ($200,000/season) . Ted Wgrkman, president of the
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Figure 4 CBC spqrtscaster .Don Wittman used one television monitor and
binoculars to do the play-by-play commentating of a Winnipeg Blug
Bombers-Saskatchewan Roughriderg football game in Winnipeg in
1964. .

L
<

Figure 5 Two CBC came?amen in the pressbox covering a regular season CFL
football game in Winnipeg in 1964, - ) A
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Montreal Alouettes and spokesman for the Big Four television committee, said
the highest bid would not necessarily be accepted and defended the
committee’'s decision to sell the Big Four rights to CTV two years eavlier: "1

would like to emphasize that CTV didn’t get the rights only because of the

money involved. There were other considerations which we considered.very

.

important" (Globe and Mail, November 10, 1967). However, Wm‘}qmnn never
sﬁq what the other considerations were.
Three days before the 1962 Grey Cup game Workman announced that

CFTO. through its subsidiary Glen-Warren Productions Lis‘d was awarded the

»
Big Four’s 1963 and 1964 tedevision rights to all league and playoff games in
the east for $802,000 ($401,000/season). Workman also said that

8
negotiations were under way between the rival networks that would result in

the broadest coverage ever for Big Four football. After the (';rey Cup game
both CTV and the CBC decided to come to a suitable arrangement that would
help all three parties and avoid the showdown debdtes of the previous two
years.

As the two networks negotiated an agreement concerning Canadian
professional football, the two football leagues tried to settle their
différences over television revenues. Though content to allow the Big Four to
keep all the television revenue to itself in the 1961 and 1962 seasons, in
1963 some WIFU :::;cutives éhreateied to cancel”the interlocking schedule
:agreemeht if the Big Four refused to share television revenues with their
league (Globe and Mail, February 16, 1963). The interlocking schedule was
about to be cancelled when Canadian football Comissione; Sydney Halter
intervened. 'I'h;, two leagues agreed to a settlement whereby receipts from

closed circuit television would be considered part of the live gate and shared

with the visiting team.



In Mavrch 1963 CTV and the CBC signed a tive year agreement under
which they would share Canadian football televisionrights. Under the

apreement | the networks would divide regular season and early playoff games

—
-2

between them, with CTV televising weekday and Sunday games and the CBC
Ag
airiong most Saturdays. Both would carry the semi-final playoff games ands
L4
the Grev Cup game . Both networks would decide on a common procedure for
bidding on future rights, though they would neither pre-determine the amount
of theit blds nor act jointly in seeking commercial sponsorship. (In 1962
. i

’ Lo -

Labatt Brewing Company Limited, British-American 0il and Nabob were
' N .

principal sponsors) (Globe and Mail, March 16, 1963) . ) )

-

Not everyone was pleased wijth the CBC-CTV agreement, least of all the

-
tootball executives. Workman said the league was "gravely disturbed” by the
L 4
deal  Inaletter to the BBG he accused the board of eliminating the element

of competition between the two networks in bidding for Big Four football
vights. He shed some light on why the football executives had originally

. supported the esfablishment of CTV in the first place: .
i o -
H

. the league had pledged its support for the BBG's decision to
establlsh a second TV network in Canada by awarding its game
rigbts to the privately-owned CTV Television Network Limited. The
league had taken this step, he [Workman] said, at the cost of losing
its markets in Eastern [Atlantic] Canada wbere the CTV¥ had no
outlet.

However, since then the BBG--in it's extended football coverage
to the widest audience--had helped bring about an agreement on
television coverage of football gameé between the CBC and CTV
networks. This had.virtually eliminated competitive bidding
between the networks for rights. "Gravely disturbed by the
implications of such a development, our league has hopefully looked
to the field of closed-circuit television for its salvation," Mr.
Workman said (Telegram, June 4, 1963).

84
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So even though the CBC-CTV agreement meant more exposure {or Cahadlian
professional football, league exeCut ives mainly yorried that removal of the

CBC-CTV rivalry for®elevision rights would mean less revenue for their

foophall clubs. This became a major sore point between the networks and
[ 4 o ’

Canadian football leagu: for the next few years. (See Table 4 for the cost of

1 [N

television rights for (anadian football for each year .in the 1960s) .

-

Table 4 Canadian Football League Television Rights (in Canadi{an Dollars)
for the 1960s *

Year " Eastern CFL Western Grey Cup Total
Conference Total Conference

1960 350,000 160,000

1961 375,000 h

1962 375,000 200,000 175,000 750,000

1963 380,000 200,000 155,000 735,000

1964 401,000 206,000 165,000 - ¢ 772,000

1965 475,000 , 270,000 175,000 920,000

1966 475,000 250,000 178,250 993,250

1967 475,000 255,000 186,000 916,000

1968 475,000 #[785,000] 310,000 193,000 - 978,000

1969 500,000 [810,000] 310,000 199,000 1,009,000

v

* Compiled from information in the 1972 CFL Commissioner’s Annual Report,
Watkins' dissertation on "Professional Team Sports and Competition Policy:
A Case Study of the Canadian Football League" and selected newspaper

articles.

# In 1968 the CFL Commissioner was asked to handle all sales of television
rights on behalf of the league. The amount in the brackets [ ] is the actual
total received by the CFL which was divided amongst the teams.

»
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When the television rights to the 1965 and 1966 seasons came up for
bids, the Big Four departed from its usual habit of selling to either thg CBE or
. . : s ()

CTV and instead negotiated a two year, $1 million package with the Montreal
. ) I

P

a_dvertising agency Bouchard, Champagné, Pelletier (BCP). As part of the deai,
3C{P agreed to handle the ;lifficult business of negotiating covefa\ge ‘with'the
networks. The BCP arrangement brought Canadie;n football more money than it
had ever received for television rights. Football executives were predictably

pleased since their clubs received more money, the agency negotiated with
the networks and did all the wbrk and the clubs expecteg to get wider

13

. - )

cov&rage for their games (Globe and Mail, July 24, 1964).
But the new BCP contract revived an 61(_1 league problem; the western

conference clubs demanded a share of television revenue whenever one of

them played in the east. Ken Preston, generai manager of the Saskatchewan

'

Roughriders, declared there would not be a balanced Fleague until there was

: oy > '
some equality of revenue. Besides, he noted, most other sports ‘'shared
£

television money. Big Four spokesman and Ottawa Rough Riders'’ president ~

-

Barry O'Brien agreed a compromiseé was needed in order to save the
. A _ .

interlocking schedule. But he pointed out that a compromise would take time
to arrange. In the meantime, the western clubs would have to realize how
important television revenues were to the Big Four clubs (Dajily Star, October

. 7,.1964).

. -

The BCP deal not only created more dissension betweerthe two leagues
in the Canadian Football League but it also threatened the telecasting of all
games. At first the major issue was the centrol of‘cl,gsed circuit television

riéhcs . BCP did not purchase the closed cifcuittrights: which remained the
- r?!-‘ . "o ‘ . .
property of the individual teams, and that was the stumbling block between

» . : . ; - .
the two networks, the CBC and CTV on the one sida . Gand BCP on the other. The

-

»
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networks did not want BCP to sell them the television rights and to also sell

to closed circuft companies (Telegram, Janxary 27, 1965). Workman thre\»‘g\‘\ .
hié financi-al support beh‘ind BCP ds a co-guarantor to inspire their bidding for
televis io.n‘ rights because he wgnted to break the monopoly the tw; networksb
. had established. Hé‘pointed'out that when the networks wer& television
right;-holders they did not own or control rights on .closed circuit. A network

’ .
spokesman said in rebuttal that football could not have 1t@cake and eatsit i
‘too-,-the)" could not sell the television rights to the networks and then sell to"'
closed circuit éompanies; the networks wanted completé control (Globe and - -

Mail, January 29, 1965). ﬁnother stuxi\bling block was the extensign of the
- ‘ _ ]
blackout area around cities in which televised games originated from seventy

five to eighty five miles. The new contract with BCP called for an eighty five \-

mile blackout area; themetworks said it was an impossible situation and

would not agree to it.
. *‘ i
The dispute batween BCP and the two networks lasted about six
{
months. In February a two-man committee from the Western Football

Conference (formerly the WIFU) met with the CBC's Ouimet ¢o complain that
T

the five year contract between the CBC and CTV to share football telecasts
constituted an unfair restriction of’trade. Al McEachern qf Van;:ouver said:
"As long z;s thely agree to shar'e football theré is no incentive to bid for the
.rights. If someone else picks up the rights, they still have to déal with the

networks" (Globe and Majl, February 12, 1965). The petworks would not

*

provide viewing time unless they had some control over pay television; thgy .

were worried that the pay television outlets éould,grow into serious -
competition unless they controlled it. 3
In June, Football Commissioner Sydney Halter said he felt the problems

among BCP, its potential sponsors and the two television ne‘tworkg could be
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resolved.' BL}t tile dispute wore on. BCP, in its deal with the CFL, agreed to
pay a total of $1.82 million for the package: $475,000 to the Big Four;
$260,000 to the Western Football Conference (WFC); and $175,000 for the-

Grey Cup game. In addition, BCP had to post‘guarantees with both the CBC and
CTV to offset the cost of production, air time and line charges, which boosted
the armual total to well over $2 million. The increased c‘osts made it very
..difficult for BCP to find sponsors; without sponsors to pay the bills and the
networks to televise the games, B‘CP and Canadian football would be in
serious trouble. BCP needed the money and Canadian fodtball needed the 3
television exposure to retain a lsrge mational interest.

Nevar the end of July, a week or so before the first scheduled (EFL game,

\
both sides issued statements which explained their position and blamed the

other side. The CBC'and (_ITV\said» negotiations with \BC!P had broken down and
that alternative programming had been scheduled. The GBC felt that BCP had
not heeded the network’s advice and paid.too much for the rights and did not
have sponsors to support‘them and pay the bills. Caldwell stated that CTV
stations subsidized football when the network owned the rights but had no
intention to do t:hat when an advertising agency held the. rights "the agency
had to pay the stations’' set rates like any other agency (Q_lghg_gng_m_l July
20, 1965). A spokesman for BCP charged the networ}cs with taking advam:age.,

L]

of their monopoly; he pointed out that since the two networks signed their

a'greement in 1962 they tried to gety the Grey Cup game fo?zs ,000 less than
it sold for the previous year. The Grey Cup went for $17 000 in 1962 and
$165, 000 in 1963. Meanwhile the GFL did not admit any concern over the g

possible loss of revenue in the event thé tolevision contrscc should not be

fulfilled because the agency had already made a down payment of $100 000

kY

and.the balance was ‘covered by a letter of credit. Noted sportl colunnilt: Jim

a

~



Coleman analyzed the situation in the following wgy: -
. ' - -~

. -

Messrs. Bouchard, et al., who\ committed théfiselves to pay about
$910.'000 to the Canadian Football Le:'igue for the television rights
to this season’'s games, already are as good as dead. They are the
victims of a ruthless "squeeze—blay, " executed by. those incongruous
allies, the government - owned Canadian Broadcasting Corporhtion
and the privately owned Cangdian Telev1sion Network, known as
CTv. | 6 | ‘ e

Messrs. Bouchard, et al., are almost certain to be fatalities unless
the CBC and the CTV networks rescue them. The CBC and CTV won't
toss any lifebelts tothe sinking Messrg. Bouchard, et al. The CBC
and CTV are much more likely to toss a §irty tén anvil to the
struggling advertising agency. Canada’s two television'networks are
sitting smugly on the bank, observing their victim’s death throes.
Later, when the corpse has been buried decently, the television
networks will file a claini of the deceased’s estate. N

You mark my words- -Canadian League/ football games will be', N
appearing on Canadian television networks within one week after
Messrs. Bouchard, et al.. , disappear from the picture. ‘

. ! ' ‘

THOUGHT FOR TODAY: ‘How come the CBC suddenly has bécome so
concerxned about the Canadian tdxpayers’' money? The CBC complains,‘ "y
that it loses money by televising Canadian League football gamef .
How come, then, that the CBC carries American football games A(NFL)
on its network each Sunday? When is someofie going to stand up in
the House of Commons and ask how much of the taxpayers'—moneyrthe
CBC loses when it carrles those American games? (Telegram July

.

21, 1965). i . -

)

9.

" Coleman's views were shared by fellow Toronto sports columnlsts Milt

Dunnell :nd Dick Beddoes Coleman also proved correct. In Aug\ust BCP

7

N

surrendered the rights to all CFL games to CTV and the CBC in return for a

financial settlement enabling the agency to recoup a sizable portion of its

investment. Within a week CFL games were being shown coast-to-coast by

- L
.

. 7 [aad
both networks. The "winners" of the battle were football fans and the °

Canadian Football League which rqceived its money either way, "The CFL &éan
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consider itself fortunate that ;)ther factions are willing to gamble big money,
to preserve the image of football across the: nat‘io‘n" (Globe and Mail, Augusg 6,
1965) . - . | | )

In May 1966 the Eastern and Western Conferences of the Canadian
Football League signed a three year contract with CTV. The Eastern Football
Conference (EFC) reoceived $1.425 million for the television rights to its \
games dyring the 1966 to 1968 period, which was the‘same amount the clubs
had fecZ?red in 1965 from BCP. The Wester%Footb.all Conference (WFC) would
say only that its rights were sold for just under amillion dollars, the highest
amount ever received by the WFC. Jake Gaudaur, cbairm:;m oflthEEFC’s
television committee, was pleased with the three year CTV agreement
because it would provide continuity ‘and enable both thg network and the
conference to improve the public pres;antation of Camadian profiessional
football (Telegram, May 10, 1966). Though CTV had bought the rights, —both
networks televised the games; the CBC carried all Saturday gam@s, CTVAall
the otheré_. In past years, the two rfétworks, haq shared important games but
in 1968 each network decided to service only its own stations. Though colour
television then existed most games Wwere broadcast in bl;ack ;nd white |
because of the l;cic ;)f sufficient colour equipment hnzl because the lights in
most ball pérks were inade.quate fornight time transmission.

On June 15,1966 Gordon Keeble, the ﬁew president of CTV, wrote the
CFL's commissioner and all the member clubs a letter stating what he thought
the relationship be:tween'g’levisnion and sport-: to bg. Inaddition ,‘-he made

Fid

some recommendations about what could be done to improve the relationship

. ] f
between the CFL and CTV: -
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In recent years, television has become the bidgbst promoter of
sports in history. It has also produced millions of dollars in rights
fees for amateur and professional sports. Fiv’ years ago football
and hockey were the mainstays of televised sports.in Canada. Since
thdt time curling, horse-racing, car rallies, rodeos, sports car

racing, golf and others have started to establish beachheads in this

medium. ‘

Regardless of these advances, we are convinced that football
continues to t:e a sport of major intérest to most Canadians. . . . Qf\\
all sports, football has experienged the longest and most successful
association with this medium. As a result, fans now expect the best
techniques in all television to come from football telecasts. The
maintenange of these high standards--and the development of new
techniques as the Industry grows demands the combined efforts of
both partners in this enterprise--the football leagues and the
broadcasters (1966:1, 2).

. A} - . i
Keeble/s recommendations included regularizing game schedules, easing or

lifting of blackouts and co-operating more closely on sponsorship,
commercials, half-time shows and the television schedule. Keelile also

1
suggested the formation of a working committee comprising the television

'

- [} 4
chairman of each conference together with one or two television executives

to study the problems or areas of concern of games’ coverage. He waited for a

response from the football executives.

.

Eight months later at the CFL’s annual meeti.ng in February, television,

P

both Capadian and American, was a major topic of discussion. The sharing of

Canadian television revenues had always been a bone of’'contention between

the two conferences. Both conferences sold their own rights. The EFC, by
N Vd to .

.that time, received $475,000 which it distributed four ways; the WFC earned

only $223;,000 which it had to distribute among fiye clubs. Unhappf that the
«

eastern conference earned twice as much for its rights as it did, the western

conference was continually threatening to cancel the 1nterlockiﬁg schedule.

The argumfant over revenues was also blocking the merger of ‘the two
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conferencgs into one nine-way partnership. A key basis for forming one
league was the equal sharing of television revenues. 'i‘he idea of putt.ing all
the money in a pgol and dividing it nine ways was rejec‘t:ed and instead the
CFL adopted a fo‘rml}la whicl} would permit all nine teams to share televisipn
revenues equél_ly within ten years. ;n addition, officials at the meeting

Y

outl in]ed an agreement with the American networks involving;live coverage -
and taped showings of CFL games 1f\ the United States for roughly $75,000.

Wrote Toronto sports writer Jim Proudfaot of the agreement: "It's the height ™\
of irony, really. Telecasts of U.S. big-league foc\thall 81:6 helping to kill the
game 1n Canada, yet U.S. television is becoming a subs~tant,ial sou¥ce of

revenue for the Canadian Football Le;’gue" (Qg_j ly Star, February 22, 196}) .

. In 1967 the Canadian Football League also talked about time-outs and‘
changing the commerical format. That year the league bégan 1nferrupting play
for commergial breaks . Previousiy sponsors had to superimpose their
®ivertisements, usually of ten second duration, over the game. The sponsors
were underst:anciably'feceptive to the 1ntrpduc{:10n of commercial breaks.
Labatt’s spokesman Rafe Engle said that thesbrief superimposed
adverti;ements irritated the fan;. "The advertisér\wants to reach his

- . . = , o
audience. And hg wants it receptive, and in a happy t:rame of mind" (Globe and

M___a‘_i,_l, December 12, 1967:37). | )

Both the CFL Commi‘ssioner Allan McEacﬁern and the_ CFL e.xecéuyes

. o Tam——— -

realized that t;e]teviaed football would not exist witho_ut: sponsorship and so
did not complhin about the compg‘ciial interruptions. The league's | )

secretafy-n;’anager, Greg F;xlton, was equally amenable to the change. He folf.
t;‘levision had he,lpéd thé.gmé of football grow‘by bringing ‘the game to many

who would not otherwise see it and so creating a lot of new faﬁg (Globe and -

Mail, December 12, 1967). ' ' \7 _ | k
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Though the CFL was formed in 1959, it was not until 1968 that the two

conferences formed oge league undér one constitution. As in Canadian
politics, there were a number of east-west differences to be reconciled, the

main one being the sharing of television revenues. As mentioned earlier the,

1

CFL adopt;ad a sharing fi)rmula at its 1967 annual meeting which would allow -
the two conferences to eventually share television revenues equally. The
adoption of this formula set the stage for the union of the two co;mferences_ .
Once t‘hey merged, the CFL took&esponsibility for selling the television
football rights to both conferences on a national basis. |

But just as the longstanding televisio_n rights feud was resolved and

the two conferendes confederated, another battle came to a head between the
}

CFL and Canadian cable TV operators. ‘The CFL was upset at the cable stations

, N A ‘ ; .

. : i
[ habit of pirating television signals from outside blackout areas and

broadcasting the football game to viewers inside the blackout area. The CFL

-

\ .
said this threatened its gate receipts and demanded that the pilfering stop.

For example, when a game was played in Ottawa, the seventy five mile area

around the cit.y was blacked out so people in the area could not watch the
game on television. ‘What cable TV did was take a signal of the game from '
Montreal and then showed iF to customers in the Ottawa are;\;)ﬁ .

In November 1968, the CFL threatened to el\iminatg all fotjtball ;
telecasts if cablé TV continued its "theft." The CFL's lawyer appeared before
the CRTC to oppose a series of éable TV licence applications . He urged the
Commission to settlg the dis‘pute'. After all, f:able TV was con;idered i)art of
broadcééting due to the Broadcasting Act of 1968 -and so feli under the newly
created CRTC's jurisdiction. CFL football was ina ma;ginai éc.onomic; -

C B N < o~
position, argued the lawyer, and could i1l afford the drop in gate receipts

which could result from cable TV's pirating of signals. Wrote Gaudaur of the
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league’s problem with cdble TV: T cannot see how, in these enlightened

times, you c%n’jus‘cify taking, free, a product manufactured at an agnual eost
. A . h

in excess of ‘8,000,000., using it as a major vehicle to enhance your own

product, to the eventual destruction of the producer” (Star, December 28,

e

1968). ‘ ' o/

‘But cable television operators had a'different point of view. Gordon ot

.

Henderson, president of Ottawa Cablevision Ltd., told the CRTC that he 'had no

intention of stopping the transmissions of Blacked out games. Indeed, he
planned to extend the transmissjons as a'service to his éubecribers. " Cable-

coverage did not hurt stadium attendance, he argued. Rather it brought the
. .y,
game to viewers who might otherwise tune into Amertian football. It was up
- . B . ° ’ : )
to the CFL, continued Henderson, to provide a product good enough to attract

people to the stadium. CRTC chairman Pierre Juneau warned both the CFL and
cable\TV operators that a third party--the public~-had to be considered in the

case and "clearly implied that it would be the put;lic interegt- -not the CFL’s

“a - ' R ° . . R
or the cable operators’--that would determine the commigsion"sdecision" ¥
(Daily Star', November 23, 1968). )

-

While the CFL and cable operators argued before the CRTC, the CBC and
S e R

' N . N
CTV entete‘heir bids fér the 1969 CFL television'rights, even though both™ -
» . E .

neeworks thought the CFL a losing finenciaI\ proposition. In an arcicle in the
Mﬂ both John Malloy, director of television seles for the CBC, and
Murray Chercover, president of CTV, suggested that CFL footbell was never a
big commercial succéss becadse the cost of producing 1t outweighed ‘

. advertising re\'renues Said Malloy: "Footbadl is a big expenditure bec‘a’\{se of
the high cost to purchase the rlghts and the productiOn costs and’ ed‘;ertieers ’
eren t completely sold" (August 13, 1968) Neverthelesso ooch ne_tworkg_bfd‘

\ for CFL television rights. Chercovet concluded "We have'to offer football .
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cven thouph cconomically it i-nt adesitable vehicle  But no single network
can aftord the whole package”™ (Aupgust 130 1968) Io 1968 the two networks
patdmore than $l million to the CFLotor the ripght to televise seventy thiee

leapue pames (it oy one CTV ) twenty two CBC) plus playotts and the Crey Cup

pame  The total (unduplicated) audience o both CTV and the CBC for the 1968

Crey Cup was 9 L million viewers (CBC Annual Report 1968 649
—_—

But in 1969 the CFLrejected both the CBC and CTV s bids tor the
teJevisionriphts and asked them 8o resubmit more tavorable bids tor a one
vears period only  The main problem was not monev but the CFL' s teud with
cable television operators and the CFL s blackout policy Iﬁ( CFL’s eastern
member s would signonly a one vear deal because thev hoped the government
would soon out law cable TV broadcasts of (‘FI..games (Daily Star. February 11,
1969)  In a speech to the Senate, Senator Keith Davey. the tormer
commissioner of the CFLL. called for a special committee to study mass media
in Canada and advocated an (:nd to the "ludicrous and antiquated system of
blackouts. Any loss of gate revenue, again was certainly not an established
tact, would be more than offset by expensive television sponsors’ revenue”
(Daily Star, Fehr‘\mryr 5, 1969). Davey believed any decrease in attendance
would be more than offset by the advantages of increased expesure, which
would lead to greater advert ¥ing\revenues. He stated that the CFL was

frustrated by cable TV and.in returh an end of blackouts would frustrate cable

TV.

In Maych the CRTC bowed out of the blackout issue by announcing that

the disputéﬁts should resolve the dispute themselves (Glebe and Mail, March
15, 1969). But neither side cared to negotiate, and the CFL balked at selling
its télevision rights to the networks. Some football clubs stated they would

sooner forego television revenue than have cable operators pilfering their

e



games  Realistically anelimination ot all television coverage would have
been expensive - the EFC had a $475,000 contract in 1968, the WFC a
$310,000 one an('l the CFL had a $§190,000 contract for the Grey Cap game
Moreover, all CFL teams had to realize it CTV and the CBC could not show CFL
football, the networks would pick up NFL. games which in the long run would
adversely affect spectator support of the CFL.

One month later the CFL signed a one year contract with CTV for a
record $1.009 million. The games would again be televised on both networks;
all Saturday and some Wedn(:sday games on the CBC, all Sunday and most
midweek games by CTV. It was cdnsidered a good television package even
though the CFL schedule did not allow for as many televised dates as it had in
1968 .(Telegram_ April 19,1969). An understanding existed that when the

problem with cable TV was solved, or at 1»east controlled, then both the CFL

and CTV would negotiate amulti-year contract (Globe and Mail, April 19,

1969) .
In 1969, the CBC introduced a new type of football coverage called the

"two-producer system." Successful in the United States the system consisted
of one producer covering the basic game with three cameras and a second
producer using two cameras to 1ntegx:ate videotape relays, slowmotion

footage and stop-action inserts into the Basic coverage ECBC Memo, July 17,
1969). Wrote Al Sokol of Canadian television’s coverage of CFL football: "No
athletic event lendsyit_self to television better than football; or at least, no
other sport in the country has been refined and packaged as well as football.
The adveﬁt: of the isolated camera plus stop aﬁtion and slow motion provides

the armchair viewer with a seat on the roof, sideline, and huddle without

moving an eyelid" (Telegram, August 1-8, 1969:4). In addition, the networks

made éreater use of colour--CTV originated twenty three colour telecasts and

-
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the CBC twenty one during the regular season.

But the CFL versus cable operators saga cont {nued. Iy July 1969, CTV

” ‘

warned the four cable TV companies in Ot tawa not to pirate that day’'s CFL
game from a Montreal signal the telecast was copyrighted, pointed out the
network -CTV transmitted since the CRTC had chosen not to get involved.
Comment ing on the situation, Gordon Keeble, chairman of the board of CTV,
sald. "Nobody wants to see Canadian tootball de:t royed and you can see the
danger. If we can’t reach some kind of agreement, the whole business will
have towind up in court” (Daily Star, July 31, 1969) . The cable firms ignored

the notice but notified CTV they would be happy to meet witht Ottawa club

officials to solve future problems (Globe and Mail, July 31, 1969). Ottawa

club officials stated they would enforce a ban on home game television in
1970 if no satisfactory solution could be reached. Attendance at Ottawa
games had dropped otf and club officials blamed cable TV.

Finally on March 3, 1970, the CRTC decided to ?ntervene.after all and
ordered cable TV operators to stop with its'pirating of CFL telecasts and

distributing them in the CFL blackout areas.

The commission regrets that the various parties concerned have
been unable to reach agreement in the past year on a form of cable
television distribution which would make football games available
as widely as possible without endangering the continuation or
development of this sport in Canada.

The commission is of the opinion that it must preserve the
principle that programs are the most important factor to consider in
making ;policy decisions.

For these reasons, and in order to resolve the deadlock between
the various parties, the commission has decided to impose a
restriction on the importation by cable television of the Canadié;n
Football League games in areas where local television stations are

specifically blacked out (Globe and Mail, March 4, 1970:20).
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The CFL. applauded the décision; Commissioner Gaudaur said both the CFL and
Canadian football fans would benefit. "The nine Canadian Football League
teams will be abl)e to command a higher price from television sponsors and
the tans will see more games with the lifting of blackout restrictions” (Globe

“
and Mail, March 4, 1970:20). Though some people in the western conference
thought the CFL could prosper without television money or television
exposure, Gaudaur disagreed: "I don’'t think football can do without either"

(Globe and Mail, March 4, 1970:20).
. Q
Gaudaur ‘s assessment proved correct for the next decade. He had been

aware of"the difficulties of the 1960s. The two leagues, television and the
advertisers/sponsors had come to some feasible arrangéments through a*
series of tough negotiations.
<
b. Hockey
While football's dealings'with the two networks in the early 1960s
re unstable, the NHL continued to enjoy a very stable and amicable

relationship ith beg\m with MacLaren Advertising and the CBC in the’ 193(?.
When CFTO was awarded the Big Four football rights in 1961 some CBC
officials w.orried the network wowld also lose the NHL Saturday night games

(referred to for the first time in the CBC Annual Report 1960-61 as "Hockey

Night in Canada™ to CFTO. CFTO'’s co-owner Bassett, who was a director of

both the Toronto Argonauts Football Club and Toronto Maple Leafs was

believed to have the insidt; track in negotiations; as well, Foster Hewitt was
the director of broadcasting for Maple Leaf Gardens a.nd a large sh;reholdet in
CFTO. But Dennis Braith:vaite wrote that the CBC's fear of losing "Hockey
Night in Canada" were groundless, mainly because the hockey broadcasts had

been with the same sponsor, Imperial 0il, for twenty five years (beginning

<

o
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with radio) and were a national institution. All parties involved were

satisfied with the arrangement and wanted to keep it, particularly MacLaren

Advertising. "The agency has fo_und/over the years that there are always

&
storms of protest whenever any section of the country is deprived of Saturday

A

night hockey games and is therefore-inclined to favor keeping the games on

the CBC network” ( Globe and Mj%l, March 1, 1961). .

-~

Braithwaite was correct in his analysis. The parties involved, aware of
hockey’'s importance to Canadians, knew it could be very detrimental to each

of them if the Saturday telecasts were changed. Hence "Hockey Night in

Canada" began its tenth season on television on October 14, 1961. Twenty
four regular season games were covered on Saturdays, followed by coverage X
of Stanley Cup playoffs and, as in the past, Canadian viewers watched Toronto
and Montreal games on an alternating basis.

Bassett, a strong believer in the important role sport played for both

CFTO and CTV, stated:
ot into hockey because in those; days I was a director of the
Maple Leaf Gardens- -Conn Smythe was the boss. There was no
hockey on Wednesday nights, just Saturdays. Imperial 0il were the
. sponsors and Bill Twaits, the President of Imperial 0il, was also a
director of the Gagdens. I asked Conn Smythe privately about
Wednesday -nigﬂt: games. He was & great'believer in television and
didn/t believe in blackouts liice the football people. He believed that
television brought people into the Gardens. .
So Conn Smythe and Bill Twaits agreed to let me do Wednesday
night hockey. We brought it up at a board meeting and he said OK and
we Started doing them. ‘Then I questioned the starting time. The
games came on at a fixed time on CBC, which meant that you picked
up the television into the second period. So I started doing it when
the game started and of course QQBC had to follow.
. At the time we did it, ‘/i:t was tremendously important to us
(Bassett, 1982:7). | .
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Two years later Stafford Smythe, president of Maple'Leaf Gardens,

created a furor when he warned of the possible discontinuance of home

television doverage of NHL hockey games. Instead thﬁames would be

telecast on closed circuit in theatres across Canada, he predicted.

Braithwaite said Smythe was simply interested in getting more money for

P | -

television rights. He pointed out that the sponsors of"'Ho‘ckey Night in

Canada" were already paying as much as they could afford for the rights but if

pushed by a large international closed circuit corporation, then free

television coverage might come to an end. If hockey went,to the theatres then

football would be next (Gllobe and Mail, December, 1963). CTV's Caldwell said
&

his network would continue coverage of NHL hocke); and that he doubted if

-

anyone connected with big league sports would seriously take an

@ *
anti-television position; the mediumhad generatea a great interest in sport,.

éspecially fmckey. If home television coverage were terminated, a chain

reaction would result and interest in big league sp\ort would decline with a

consequent rekindling of enthusiasm for junior, intermediate and senior

amateur leagues. Home television hockey would continue, said Calndwell, for

the following reasons: -~

i

* The television industry needs hodkey to boost its Canadian
content of broadcasting to comply with Board of Broadcast
Governors' regulations; ' ’ .
* Professional hockey in movie houses might not su.rviv; against
other _kinds of hockey on television;. =~ . AN
* Radio and television had helped make big-league hockey
profitable by bringing it out of the limit of local interest to a broad
status as natiqn-wide family participation spectacle; l .
* Any attempt to take hoékey avay from 8o many persons would

_cause a great commotion (Globe and Mail, December 18, 1963).

Al
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Caldwell's ’assessment of the situation was fairly accurate. CTV officials
were actuélly going in the other direction, putting more hoc‘lkey games on
television (fourteen) and\ at an earlier time. For the first"ltime NHL hockey
telecasts started at 8:30 p.m. ;1nstead of the traditional 9:00 p.m., enabling
viewers to see all of the second and third ;;eriods, instead of only the third
period. In addition the network began sho;zing both the regular ‘:’ednesday
;lig:xt games at Maple Leaf Gardens and Toronto Maple Leafs—M;)ntreél
Canadiens games» from Montreal.

In 1l964, Ford Motor Co. of Canada joined with Imperial Oil as a "Hockey
Night in Canada" sponsor in the Atlantic provinces, excludifig Newfoundland,
and western Canada. Meanwhile, Molson Breweries i_imited of Canada became
a co-sponsor on the remainder of the CBC's network, Newfoundland, Ontario
and Quebec. The two companies entered the picture to help meet the rising
costs of television rights and hockey production.

Two yearshlaterhhockey writ'ers began raising questions about
tele.vision and 1eaéﬁe expansion. In February 1966 the NHL governors met in
New York to plot the expansion of the league from six to twelve,teams. Ken
McKee wrote tflat television was the "real" reason behind the expansion,
specifically American tgleviéion, and bthe increased revenues it promised.-
"The present group'- [ANHL governors] cannot increase revenues much further = .

without a major U.S. TV package. They hope that a coast to ceast loop with
am——
B B ) .
representation in all or most major markets will grab some dollars from a )
. :

field dominated by football, baseball and college sports" (Toronto Star,

February 5, 1966).

That the NHL governors had their eyes on the huge audiences of the

4
.

Uniged States networks was evident in their choice of expaﬁsion cities; there

Lo

was not a Canadian city chosen. This rebuff did not sit well with the ‘ ’ i
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Canadian networks and sponsors who had supported NHL hockey for so many
years. Tpe Canadian public got its first indication of the NHL's sudden
catering to the United States ma;'ket during the 1966 Stanley Cup playoffs.
The NHL and t‘he National Broadcasting Company (NBC) agreed to televise five
Stanley Cup playoff games on Sunday afternoons with the possibility of
televising games in future seasons. What was noteworthy about this -
agreemgnt—vﬁs that the NHL had never before plae'ed a Stanley Cul‘) game in the
daytimé but was williﬁg to depart from tradifi'dn for the sake of American
television and "big television money" (Daily Star, February "26, 1966). While
the negotiations were going on with NBC, N_HL President Clarence Campbell
commented that the league was still committed to its current Canadian

’

sponsors who paid f(;r the coverage of night games on the two Canadian
networks. It was not then known whether the Canadian sponsors would agree

to shift one or more play‘off g‘ames to Sunday afternoons (Daily Star’ March 2,
1966) .

' Apparently the Canadian sponsors agreed because in the CBC!s press \
release of March 30, 1966 the Sunday afternoon games were mentionedf Other\f
interesting changes in hockey's television coverage w;are sparked by NBC's
participation in the 1966 Stanley ”Cup playoffs ,» the first ever -viewed by a
nat:iqonal television audiencein n{\e United States. Semi-final gﬁmes played on
Sunday afternoons were broadcast in their entirebty; in past yéars semi-final
games we.l.:\e not televised until thirty minutes after the opening face-off.
However, the ni:ght-time semi - final §ames on the CBC stili commenced half

an hour after tixe opening face-o‘ff, “In addition, NHL games were telecast ir;
colour for the f;'.i'st time . _Obéeﬁrd writer Roy Shields: "What ié ironical
about NBC's participation is tAhabt: in'the finals, CBC crews in either Toronto or
Montre;Ll will use the U.§ . network'’s colo"ui'{' 'caqex;as , seﬁding a colour picture

\ ' -

.
. .

e
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to the United States and a black and white one to Ganadian Vi‘ewers" (D_éi_lqy \ \
Star, April 2, 1966).
Reactions to the NBC-inspired format and scheduling changes \#aried. )
Some feared the expansion into six more American cities would render hockey
too United States oriented, turning it into an afternoon sport like other
American sport:;, Others worried the revenue from American televisivon would

N
take precedence over anything the Canadian networks and sponsors could

offer. Braithwaite, writing in the Globe and Mail, commented that Canadians

~ O

had to accept the inevitability of hockey's Americanization, "this may upset
certain cosy arrangements here and perhaps fan a few nationalist coals: . . . In
profe.ssiona'l sport, as in\other tfields, our production exceeds the demands of .
the domestic market. Econorpic integration is the tick\et,,' and in this we are
lagging behind, especially in séorts" (April 7, 1966).

As B;‘aithwaite suggested, NBC’s coverage of the Stanley C\;p
semi-finals upset a few people and rdised a number of issues. Technically,
hgckey in colc;ur was a big improvement over black and white and Canadiéns
wondered when ghey too would see their favorite sport in colour. Though ,
NBC's commentary and camera work were "by Cartadian standards poor"
comi)laints nonetheless arose about the CBC's and MacLaren's co{mmeiltary and‘
camc-ar;a work. On Canadian commentary: "I've been appalled for_,:;é‘ars at the
failure of Canadian television to develop commentators who é-én grasp the

A )

idea that the viewer can see what they're describing, or suf;posed to be

describing” (Telegram, April 15, 1966). On Canadian camera work: ". . . they

keep the camera on the puck, but that doesn’t mean it’s on the action. Youcan .= .

always see where the puck is, but seldom where it’'s going. Most of the time a

pass is niade you don’t see the intended receiver or what sort of situatiof;«he 's

] ‘
inuntil he’'s either grabbed or lost it" (Telegram, April 15, 1966)-.

o
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Another issue which surfaced during the 1966 Stanley Cup playoffs _
concerned co'ntrol over the content of hockey broadcasts. A Maclaren agent's
decision not to show the videotaped highlights of a first period fight at
intermission sparked the question. An editorial in the Daily Star accused the
CBC of surrendering far too much authority to the advertisiing agencles
representing hockey's sponsors.‘ But in reality the CBC never had any rights
over intermission; that had always belonged to MacLaren. However, MaclLaren,,
the CBC and the NHL usually met before the playoffs to discuss intermission
content and possible guests. "But the fact is, the ageﬁcy doesn’t need much

v s

prodding. Its job is to keep everybody happy, but in these valiant efforts the

~

viewers have the lowest priority” (Globe apd Mail, April 18, 1966). Nothing

was resolved at that time but it was another criticism of MacLaren
Advertising, the CBC and their hockey coverage.

In 1967 MacLaren and, indirectly, the CBC and CTV were once again

\

criticized by spqrts writers for their NHL coverage. Sports editor., Jim Hunt,
wrote in the Star Weekly that despite "Hockey Night in Canada’'s" status as the

most popular television show in Canada, the broadcast had grown old and tired

-
o

and was not good television. Hunt complained of the lack of imagination in
camera work, the announcers* play-by-play commentary and the overall

lackiu)stre presentation ofethe game. Indeed, the coverage format had not

k4

changed since 1952. He suggested the network initiate techniqﬁes_,and

imaginative camera work used in NFL football telecasts. But Hunt pointed out
‘that MacLaren, which had co;nplete responsib_iiity for "Hockey Night in
Canada, " and its sponsors were happy with the show and so would not change

)
ss convinced there was a better way to cover hockey (Star Weekly, .
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Befare the Stanley Cup playoffs in mid-March, CTV carried five games

of the world hockey championships from Vienna, Austria, on a tape delay
[}

basis. «\)’I’ﬁ’eﬁetwork had originally planned to telecast the games in colour, but
the International Ice Hockey Federation would not permit it because, insisted

. L3
the federation, the extra lights needed for a colour production endangered the

.

ice surface. The decision was a heartbreaking one for Johnny Esaw, CTV's

vice president sports. His network and sponsors had spent a great deal of

.

money prepafing to telecast the tournament in colour. The network still

carried the games ,'but in black and white (Clobe and Mail, March 18, 1967).
When the 1967 Stanley Cup playoffs rolled aroun(i, this time it was
CBS, not NBC, which influenced the NHL to change its schedule and coverage. \
CBS paid $600,600 to cover the 1967 playoffs and $1.5 million for each of ‘the
next two seasons. The NHL signed a contract with the American net’work
stating there would be no Saturday night or Sunday games in the
best-of-seven Stanley Cué final; ar;y weekend’ gal-me would be played on
Saturday afternoon beginning at 1:35 p.m. eastern time. There were changes _ .
to co.verage as well. Clarence Campbell agreed to include deliberate
time-outs, but only on the understandting that the possibili'ty.of needing them
was remote and that none would be injected at cruciai moments of play. The
NHL co-operated w?.th CBS for two reasons: it wanted more money and, more
1xﬁportant, i; wanted tc; expose the game to non-hockey-mind;d audiences
through CBS'’'s 200-0dd U.S. stations (Weekg‘nd'Magagine, April 1, 1967).
The next season, after years of requests-and pleading from fans, the
CBC and CTV announced that all NHL gaxl;es during the regular 1968-69 hockey
season and play-offs would be télevis_ed liv:a and in colour from the opening .
face-off. It had taken sixteen years for the NHL to allow whole gaines to be

¢

shown to Canadians. Asmentioned earlier the CBC's coverage did not start -
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until one h.our after the game's’start. During the 1968-69 season the CBC
offered twenty five Saturday night games and CTV nineteen Wednesday night
games. The CBC's Saturday teleéast regularly drew the biggest weekly
audiences (about 3.6 million viewers) whioch placed it at the top along with
the "Ed Sullivan Show." In 1969 the Eastern Divi~sion final between the
Montreal Canadiens gpd the Boston Bruins drew the CBC's largest audie.nce
that year--8.6 million yiewe;s (6.2 on the Er_x?glish network and 2.4 miliion of:' -
the French network). Audiences for other playoff games ranged from 3.5 to

»

5.4 million viewers on the CBC's English network and from1.7 to 2.3 million
on its French network (C§C Annual Report 17969- 70) .
The Cl}C and CTV were now giving the hockey fans what they

wanted- -more NHL hockey--but the NHL, at its fall meeting in 1968, was not
.very generous to the Canadian networks, particularly the CBC. ’League
executives stated that in any disagree'ment between the CBC and CBS over
gmes and scheduling, the league would settle in favor of CBS; "the league
will endeavor to schgdule dates and imes to meet the broadc?st
requireménts of the dominant broadcast of any éme. ...1In lorder of priority, a
tietwork had priority over a local bro;dcast and that the size of a network, 1f
more than one was invoived, woula be a deciding factor"ﬁ (Globe and Mail.
September 25, 1968). But the NHL's "gémble" to increase.its American K
audience failed for ‘two reasons- -Americans simply were -’r;ot 1nterestied in
hockey, and the Canadia_n ratings dfopped: o .

| In summary, 'Canada’é most important television s;o't;, -ho}:key,
underwvent several changes during the 19608: l'-’o; Qxample: Imperi-al‘ 011 was
no longer the NHL's sole aangdign television sponsor; the t;leccst'fitarﬁiﬁg‘ i
trim;a. gradually moved from late 1:n the first period t§ ;:he" op;xting face-off;

the league expanded froﬁx six to twelve teams; comntltotb brmiidqd

ya - . N ° -



108

insights into the game instead of just offering opinions in a "Hot Stove
League" style; and the lure of the advertisers/sponsors’ dollbars in the United
States influenced the time slot into which hockey was placed.

The relationship among sports, television and advertisers/sponsors in
the 1960s continued to evolve amicably. Changes made in thé telecasts
generally satisfied all parties. Howevér, hockey andffootball were not the

only sports telecast in the 1960s.

c. General

Both. the CBC and CTV expanded their sports progr-ammir;g during the
1960s to include a variety of sports other than CFL football and NHL hbckey.
For examplef,. the CBC covered World Series baseball, the Canadian and
American 'TAriple Crown’ of horse-racing, the National Football League Final,
the English Football Association Cup Final, the Oxford-Cambridge Boat Race,

the World Hockey Championships, the Olympics, and the Canadian Curling

Championships (CBC Annual Report 1960-61).

/

In 1961 the CBC attempted to meet the public’s seemingly insatiable
demand for sports and filled the pgrogramming "hole" left by its loss of the Big
" Four football rights with a new program called "World of Sport," sponsored by .
Carling Breweries. The series was the largest onrts package ever arranged

- for Canadian television up to that time. ‘It carried a vari}ety of sports events

every week of the year and was the forerunner of Sports maéazihe ‘programs
like t:h/e CBC's "Kaleidoscope," which began in 1967, "SportsWeékend" {1980s)

and CTV's "Wide World of Sport" (mid-1960s on). "World of Sport" first aired

‘ .

Saturday, April 8, 1961 and covered top sporfing events.from around the

- -
world. It broadcast major horse races, intercollegiate football, professional

—_—

football, rowing, major league baseball, international soccer, sports-car

-
<
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racing, track and field, sailing regattas, golf, curling, bowling, ®ennis, skiing, .

skating Qc\i world hockey (CBC Annual Report 1961-62).

L sports which were regularly televised on this series were curling

and golf. "Cross-Canada Curling" programs originated from production centres
in Toronto, Halifax and Winnipeg; television coverage consisted of sixty
minutes of videotaped highlights of rinks playing full ten end games. ql”rogram
co-ordinator, Bob McLaughlin, introduced new curling coverage techniques in
1963: overhead cameras were installed for unobstructed shots of rocks
entering the house, two ground-level cameras picked up action on\the ice,-
curlers" names were superimposed on the screen so the viewer woulcl know
who was doing what, and the score after each end was indicated for the first )
‘time. In golf, usually the final rounds of play, w’ith cameras and o N
commentators, on the lagt four or five holes were shown live or;_the network.
In January 1962, a new hour long golf series called "Shell’s Wonderful World
of Golf" was begun. It showed matches between internatiohally-lmown
professional golfers held on elevem of the world’'s m.ost famous, picturesqme
and challeng_ing courses. |
The next year, as part of'the CBC's "V;Jorlcl of Sport" series, a number of
special sports attractions were shown including live coverege of both major
league baseball All-Star Games, the entire 1962 World Series filmed F
. coverage of the British P;mpire and Commonwealth Games from Perth,
Australia highlights of the World Hockey toumament and of the Scotch Cup :
curling matches (_gg_ﬂm_eg September 1& 1962) In December the CBC
started another new hour long golf series , "CBC Championship Golf " which *
included seven programs of medal- play (total strokes) competition In 1962 .

: CTV covered figure skatir;g for the first time, o - o
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Protessional polf was popular on television, hence the CBC covered the

-~

@ H i Al "

m;a}ﬂf PCA events as well as its own tournament "CBC (Thelmplon:xnp Golf
Ll ™

enfered its second season in 1963 Oue ot the larpest CBC television tilm

-

units ever assembled was used for 1ts tilming (CBC Times . December /7 13,
1963) There was a producer, sportscaster and a thivrteen man tilm unit
cousisting of four cameramen, four assistant cameramen. four sound
recorders and a lighting man. Camera platforms were titted to motorized golt
carts so the crews could tilm tee otf shots then race ahead of the plavers to
set up for the next sequence . One camera filmed the first tee shot . a second
was positionedon the fairway and a third at the green.  Each of the tour tilm
crewh averaged approximately fourteen positions around the course. The
crews filmed 201 holes ot golf, travelled more than 420 miles around the
course at Jasper Park Lodge and shot some /5,();)() feet of tilminorder to
make an eleven hour show
Vs

,gg’ring the next few years both networks continued to telgcast a wide

variety of sports events. 1In 1966 the relationship betwe Sbort and

television was examined by two sports writers who debated the question "Has

El :

Television Doomed Sport?" in the Edmonton Journal. Don Fleming argued

agaiﬁst tele\'/is.ion: "Don‘t céll TV the greatest thing to happen to s.port since
turnstiles were invented. Sports promoters in their short-sighted greed may
permit television to give them the veritable kiss of death" (Juné 11, 1966).
Fleming said television ﬁ_ad ruined minor league Baseball and hockey and

. adversely affected attendance at CFL games. He pre-dicted éhe day would come

- when people would not bother going to major league parks because they could

stay home and watch television. A television diet of sport was not to
¥o®
Fleming's taste: "Some sports you see too much. Other sports, like the major
< 4

feam offerings, result in frustration. You see only what the cameraman gets

[
-

-«
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tor vou. 1Tt's all he can do to keep up with t he plav. let alone anticipate what's
going to happen, which is most of the tun " Alex Hardy, on the other hand.
thought television and sport were great partners. "Television sells sport and
sport helps sell television. 1t is a natural aftinity. " Hardy cited how
television had helped popularize golf and auto racing. He forecast that
television would create interest in dozens of other sports by simply
introducing them tomillions of potential fans. As for the CFL, television had

e
encouraged stadium attendancé by whetting fan's appetites. hHe t,houéht ’
complaints about television’s partial coverage of game action was nonsense:
"Television brings the fan at home so many extras, such as the isolated
camera and instant replay. TV uses hand-held cameras for close-ups, and
scoring plays are re-run at intermission so they can be analyzed. . . . The fan
in the stands gets none of this." Of course, the debate decided nothing but {t
did examine once again the relationship between sport and television.

Six months later in December 1966 the CBC~ inau.gurate,d‘_a new kind of
television curling called "Championship Qutling. " The curlers were the eleven
rinks which competed in the pre;rious year’s Canadian Men's Curl ing
Championship. The ten week serie; was a knockout competition consisting of
two different.types of curli.ng: a regular eight end game and then a points
, game in wlzich each 'curler attempted a prescribed shot. The winning rink of
the regular game received five points, the shots were scored one, two or
three points, depending on the degree of accuracy. At the end the scores were
totalled. The highest scoring rink moved on in the draw. Gordon "Craig,
then-producer of the program, explained its rationalne was to make curling
more exciting to watch. "This system should eliminate the problem of

>
lopsided scores, where competition is virtua.lly through after five or six ends.

Now, the loser of the straight game still has a chance to win on the

’
Y



prescribed shots™ (CBC Memo, November 200 1966 2) The series replaced
"Cross Canada Curling,” which was on the CBC for six seasons.

in 1967 both positive and negative things happened to the relationship
between sport and television. On the positive side, the CBC introduced a new
spotts variety program, "Kaleidosport " and staged its targest project ever,
the 1967 Pan American Games in Winnipeg (which will be discussed later in
this chapter). The CBC again covered major league baseball’'s All Star game
and the World Series live and in colour. There were only six regular season
Saturday afternoon Games of the Week because of the; CBC's live coverage ot
Canadian sports events such as the Pan American Games and CFL footbal ke
CTV covered the World Hockey Championships from Austria and continued its
"Wide World ot Sport” program. Both networks began telecasting NHL hockey,
CFL football and all of the sports events in colour, a first for Canadian

P

television.

On the negative side, deliberate time-outs for television commercials
were attacked during a May 1967 telecast of a professional soccer game on
CBS. A referee was charged with calling ten false fouls in a
Toront(;—Pittsburgh game in order to provide time for commercials. The
league policy was to 1ntro.duce commercials at natural breaks in play such as
corner kicks, after goals and injuries. The referee halted play for a
commercial whenever he heard the beep-beep of an electronic device strapped
on his back. The controversy highlighted how difficult it was to find
appropriate times for commercial breaks in fast and fluid games like soccer
and hockey. A NHL spokesman stated that in hockey the two linesmen carried
small receivers which allowed them to extend time for television
commercials but‘ at ho time did television dictate when a commercial went in;

the league'$ only accommodation tq advertisers was to extend normal
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stoppages in play, such as player penalties, by ten to fifteen seconds. In
order to avoid any more problems with deliberate time-outs in soccer the
Nationdl Professional Soccer L.eague instituted a policy governing time-outs
‘for television commercials. It basically sLateé that all time-outs calléd by
the referee to accommodate television commercials had to be clearly
indicated to the spectators and television audience. The time-outs were
limited to those occasions when a ball was kicked out of bounds at the

goalline or when a player was legitimately injured and a trainer had to come

L ]
gm the field (Globe and Mail, May 16, 1967).

Despite the time-out controversy many sports people said television
had generally "helped" their sport. In an»article entitled "The Sport That
Television Built," author Glen Wookcock wrote that golf had been built by
television; "This isn't tp say big-time golf didn’'t exist before the late 1950s,
but television didn’t hurt any in creating miliions of new fans, not to mention
the dollars it put into the pockets of the participants” (I_g_l_e_gr_a}n, September
1-8, 1967:2). In 1967 all three American networks paidmillions of dollars to
televise the big golf tournaments; one of those tournaments, the $200,000
Carling World tournament, was played in Toronto in September. GBS had
excludive rights to the television coverage, and the CBC picked up its footage
from the American network. This would have been the richest tournament in
' Can;dian history except that Montreal, not to be ;)utdone by Toronto, added
another $100,000 into the Canadian Open championship in late June to make
the total purse on'par with Toronto’s Carling. Television did more than b.ooV:E
golf pri‘ze money; it changed the presentation of golf to viewers. Before, fans
were told how many pars, birdies and 5ogeys the leaders had; néfw, with the

!
help of a computer, viewers were informed of many more facts, including who

hit which greens in iegulation and the avéragoj scores each player took on the /
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televised holes (Telegram, September 1-8, 1967). The telecasts, live and in

colour, covered the action on the five finishing holes on the final two days of

the tournament . - “

The CBC used fourteen colou? cameras to cover the Canadian Open
championship in June in Montreal. There was live coverage on the final two
days of play and it was seen on "CBC Sports‘Presents ." The next year, 1968,
the CBC used nineteen cameras /(sixteen colour) to cover the five finishing
holes during the final two days of the tournament. Saturday'’s coverage was
interrupted for about twenty minutes while the CBG brought viewers the
109th running of the Queen’s Plate live and in colour from Toronto's Woodbine
Race Course. It was the fifteen.th year the CBC had covered the prestigious
Queen’s Plate. "Shell's Wonderful World of Golf" returned to the CBC for a
sixth s@ason and brought with it techniques like split-screen and slow motAion
photoéraphy in the analysis of difficult shots (CBC Times, December 31-
January 6, 1967). ‘

In 1968, for the first time in its thirty nine year his'ft;xfy major leégue
baseball’s classic All-Star game was played at night instead of the afternoon.
In an experiment tw}a years earlier the All-Star game had been played in the
late afternoon in California, which meant it was seen in the early evening
throughout most of North America. The late afternoon game drew a vastly
increased television audience, leadi;lg to speculation that soqn some World
_Series games would be scheduled in the evening (CBC Memo, June 105 1968) .

As the NHL finished its regular season and professional baseball
prepared for its new one in Maurch 1968, the CBC went all out in its curling
coverage (CRC Memo, Febru‘ary 20, 1.969), providing exclusive colour coverage

of the Caﬁadian Curling Championships, its own "CBC Championship Cyrling"

and the World Curling Championships. During the Canadian Championships the



CBC carried nightly taped highlights of the day’s play, interviews with
winning rinks and live coverage of any'matches still in progress from 11:;0
p.m. to midnight. The coverage of the final match of "CBC Championship
Curling” was extended from the normal sixty minutgs to ninety minutes on
Saturday, March 8. It was immediately followed by a speéial two hour review
of the highlight's of the 1969 Brier. Two weeks later the CBC carried the
final match of theWorld Curling Championships in Perth, Scotland live and in
colour via satellite. Curling fans were thrilled with all the coverage.
March 1969 was also a big month for tf}.1e CBC and professional baseball.

The network signed a deal with Canada’s newest professional team, the |
Montreal Expos, for coyerage of a limited number of hom¥ and away baseball
games in the tean;'s first season. The CBC agreed to carry fifteen games,

th an additional six games to be telecast only on the CBC's French network.

-

O.f the twenty ‘one games, fifteen were aired during prime time on Wednesday
~nights, four on Sunday éfte‘rnoons and two weekday season openers. The
0'Keefe Brewing Company covered 50% of the twenty one game schedule’s
cost; the CBC and ‘the Expos subsidized the rest until other sponsofs were

found. Estimates were sponsors paid $500,000 for 15 games and an

additional §100,000 for the six games only on the French network (Globe and

- Mail, Mareh 6, 1969). The English network also carried twelve regular season

| games nbt involving the Expos on -Saturdays; the mid-season All-Star game
and the World Series. asts of the Expos games proved pépular on the
CBC's French network, regularly drawing audiencés of up ﬁo 1 million viewers
(GHC Annual Report 1969-70) . |
\ With cufling over foz% t;he seasc;naaﬂd the Canadian proqusion;I sports

teams in the midst of television rights negotiations, the Canadian

Interuniversity Athletic Union (CIAU) signed %n agreement with the CBC

2
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giving the network exclusive Canadian televisjon rights to all major

116

university athletic events for the next ten years, beginnjng April 1969. Under
P

the agreement, the CBC would be able to televise the popular sports of
football, hockey and basketball along with swimmi'ng, soccer, lacrosse
tennis, wrestling, golf and track and field. R.G. Hunka, then-network

supervisor of the CBC television sports said: "Now that this national

governing body for university athletics is a fact, CBC television-sports is
|

most enthusiastic at having this cdmpletely different field of‘spértirg events

to present to Canadian viewers" (CBC Memo, September 9, 1968). There was
no mention of how much the CBC paid the CIAU for television rights but the
revenue was probably considered secondary to the national exposure

v

university sport would receive on\the CBC.

During the 1960s all sportd became aware of how television could .
promote their populari;y and generate revenue far their pafticipants.
Meanwhile, teievision executives grew to rely upon sport:~to fulfill its
Canadian content requirements and attrazzt large audiences. During this
decade amateur sports joined the sports-television partnership. Tt‘l\e
partnership between the television networks and major multi-sports events
like, the Olympies, British Empire and Common;vealth Games and Pan American

)

proved to be highly successful and popular. ‘

d. Major International Sporting Events and Canada’s Se_cénd Major
International Multi-Sport Project.

During the 1950$'ox;e of the largest undertakings by the CBC was the
broadcasting of the Fifth British Empire and Commonwealth Games in 1954
from Vancouver. A success, it s'et the stage ‘for future CBC coverage of major

international multi-sport games both at home and away. During the 1960s the
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CBC and CTV net.works televised the 1960, 1964 and 1968 Winter and/er
Summer Olympics as well as the 1967 Pan American Games. Each one was
covered in a uniquely different way, maﬂinly because of thé technological

advances made during the eight years and also because of the increasing

importance of the Olympic Games. l/A

3

In 1960 the Ol)qnﬁic organizing committee charged a fee for televisYon
rights for the first time; from this revente the two organizing committdes
paid a modest contribution, which was divided elqually between the I0C and
the International F’edera;:}ions. For the 1960 Winter Olympics in Squaw Valley
in the United States, the CBC picked up CBS programs on thé various events
and schedﬁled a series of fifteen minute taped excerpts of Games highlights
to be carried on the network at 11:30 p.m. each evening. The taped telecast of
the opening ceremonies of the Games was impressive: "Real events,
particularly when thefy take place outdoors, always give the television a
chance to demonstra;e‘ its unique scope and immediacy" (Daily Star, February
8, 1960). There Ve;re problems, however, with Canadians réceiving t:h‘e one
event most of them wanted to see, the Canada-U.S.S.R. hockey game. The
Olympic officials sold the exclusive television rights to CBS, thus giving the
American network control over the telecast of the hockey game between the
United S?:ates and the U.S.S.R. There was nothing the CBC could do about it, ?
Canadian viewers had to listen to "their" 'game on tl;e radio (w,

- February 10, 1960). : - )
"' The CBC's daily coverage improved a bit for the 1960 Summer Olympics
in Rome, Italy. Once again through the facilities of CBS, the CBC televis?d;
. thirty minute summary each night of the Ghl;nes exgluding Sunday. CBS made

arrar{gemeni:s to fly select videotape recordings of each day’s events to

Idlewild Airport in New York where a mobile transmission unit had been
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installed to televise the program on a same-day basis. The CBC provided

approximately six hours of television coverage of the Games and more than .

eleven hours on radio. '

In 1964 CTV stepped into the Olyl;lpic Games coverage by ﬁurchasing
from ABC the rights for exclusive Canadian coverage of the 1964 Winter
Glympics in Innsbruck, Austria. The CBC had flatly refused to pay ABC (N
$100,000 for sixteen hours of videotape, enabling CTV to try and negotiate a
better deal with ABC. As had CBS in 1960, ABC chartered a jet plane to carry
videotapes of the events to New York every day. The tapes were edited aboard
th; speciallj' equipped aircraft during the seven hour flight, proviging North
American viewers with same day coverage. Using ABC's videotapes, CTV
scheduled a total of nine and a half hours of prime time Games programming
over a thirteen day pexjiod; six programs, including two Sunday afternoon
telecasts of two hours apilece appeared on CTV, five of them containing
hockey coverage. R

The; 1964 Summer Olympics in Tokyo were a major(*milestone in
Canadian Olympic broadcasting. The CBC had the;, exclusive Canadian
television rights to the Games and it put forth its biggest effort ever in
telecasting a major inter.national sport?ng event from abroad. As Don
MacPherson, current .headiof the CBC ‘Spofrts, pointed out, "it was the first -
start of a commitment from the CBC to look at the Olympic Games and to
cover them" (1985:4). The corpora(‘:ion sent a record number of twénty nine
peoplein its Pré;adcasting crew o’f.producers, commentators and a videotape
editor from both the Engli'st‘t and French net\;rorks“t:o Tokyo for the preparation

o

of special programs and inserts into regular news and sportscasts. NHK, the

Japanese government broadcasting cocany, provided all technical facilities,

did all the camera work and transmit ed each day f#om eight of the : %
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cnompetitio.n sites; the CBC was able to select four sites provided it gave NHK

twenty four hours notice. The CBC and other foreign broadcasting crews

chose from the daily videotapes and put together shows featuring the sports
in which Canadians had the greatest medal hopes- -tréck and field and
swimming. The CBC put together a series of half hour programs on the Games
each day and two special programs on "Telescope." In addition, it covered the
opening and closlng ceremonies live. MacPherson! thought one of the reasons

the CBC covered the Games so thoroughly in 1964 was because Canada was

starting to produce well-known and internationally competitive athletes,

suth as Bill Crothers and Harry Jerome. Furthermore Ma'cPhersor; sl:éted,
“sport is as mch good drama as it is a sporting event; there is a great deal of
drama and emotion built into it. It also had its journalistic aspects as
well--this was a major event and Canada was a Pacific Rim partner” (1§85 16).
Several sponsors financed the CBC telecasts: Beecham Products, Chrysler
Canada, Peter Jackson Tobacco ‘and éeneral Foods.

The Tokyo Olympics represeni:ad the first "all-electronic" Games for
the CBC; the CBC videotaped the Games and sent all the programs to Canada

via satellite (the U.S. communication satellite, Syncom III). Up until that

time, the film or video:tape had always been flown home daily via commercial

. airlines and then televised nationally, in most cases, the next day. "It was

the advent of the 1964 Games where we were satelliting back and putting on
1 A

daily programs and larger programs. They weren’t live because of the time

zZone difference, but they wéte hot because they had just happened” (Goodwin,
i L 4

i
1982:25) .

f
v,g‘he Syncom III satellite had been launched in mid- August by NASA

(National Aeronautics and Spaca(Admi;nistration) into a stationary orbit over

4 A%
the Paqific. Dyring'the Games signals were transmitted from the Knhina

!



Ground Station fifty miles northeast of Tokyo via Syncom III to the Naval
Missile Centre at Point Mugu, California.’ While S}ncom beamed home the
picture part of the signal, an ABC cable undgr the ocean carried the sound.
The picture arrived after the sound bec;usﬁ the sound only had to travel 5,000
miles compared to 22,000 miles up into the stratosphere and back for the
plcture. In San Diego sound and picture were reunited (MacPherson, 1985).
Videotapes of the transmission were then jetted from Point Mugu (San Diego)
to Toronto and Montreal for telecast ldter t’he same day. If any technical
difficulties arose, the CBC had made arrangements to ffy the videotapes from
Japan to Canada for viewing~the next day (CBC Times Auéust 8-24, 1964). The
CBC also co-operated with the European Broadcastin% Union (EBU) to enfurea
European viewers same:day coverage of the Games. The EBU signal was
received at Point Mugu and then moved via microwave circuit to Montreal
airport, where a CBC remote unit videotaped it and then sent it by Air Canada

to Hamburg (Globe and Mail, August 7, 1964).

The Japanese proved very inventive in the technical aspects of their
coverage. One of their innovations was the slow motion instant replay. Most
netwc;rks u-sed a form of instant replay, but at the 1964 Olympics, the
Japanese became the fi-rst to provide instant replays ir‘ll slow motion in
essentially the same way that it is used today (Goodwin, 1982).

Four years later, in 1968, the CBC radio and television crews went to
the Winter Olympics in Grenob_le, Ffance. The CBC's covera‘ge consisted mainly
of black and white videotaped highlights of the.previous day’s events. There
were sxiné"t:een English network telecasts carried at various t;imes <))f the day
and night. All telecasts were sent via satellite. ABC boug};t the American
television rights to the Games for $2 million and paid another $450,000 to

: .8 :
transmit twenty seven hours of coverage via the Early Bird Satellite for

120
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same-day transmission of events. The network's officials claimed it would .
preseft the most comprehensive colour telecast of an athletic event in
history. Indeed, most of it was broadcast live except the bobsled events
which,_ the racers had insisted, be rescheduled from the assigned prime time
evening slot to the early morning because of weather problems (Glol;e and
Mail, February 14, 1968).

ABC made a number of technological advances in its OIympic coverage,
One was the Flash Unit, a helicopter quippe‘d with two colour cameras and a
taz:-émachine which moved from site to site within minutes. Aerial pi‘ctures

wef& transmitted by microwave directly to the satellite ground station, then

via satellite and telecasted live in North America. Other technelogical

advances included: ~
-._* A speciél colour slow motion, stop-action instant replay
process to highlight outstanding individual performances.

* A split-screen technique that utilized colour "slow-mo" to show
competitors head and head even though they were not competing
simultaneously. ;

* A development shawing the TV audience the "time to beat" in a
given‘event Another timing improvement was that the competitor’s
time on the T¥ screen was the same as the official time (Iglgx;_gm
February 2-9, 1968).

These technical advancements were exci\tihg. The CBC, for its part, entered a
new dimension in Gamles coverage as it used a satellite to beam home daily

programs to Canada in reasonably prime time (Craig, 1984).

2

After the Games the CBC reported that its television coverage of the

Olympics had been received with great enthusiasm by Canadians. Audiences e
* ) N . : e .

ranged from about 1.75 million v1ewers in mid-evening hours to ab'out
¢

250 000 vievers for some late-night broadcasts. The pcak level of the 1ndex

t of audience enthusiasm, 90 (ouc of 100),'was racotded for the network



teiecast which covered women’s gilant slalom and the presentation‘of the "™~
silver medal to N‘ancy Greeng. The average index of audience enj oymént for
nineteen telecasts was a high i82 compared with the average index of 72 for
all network programs during the 1967-68 season (CBC Memo, March 20, 19.68).

A sixty nation international telecommunications satellite consortium
decided to launch a new spacecraft in time to assure commercial television
coverage of the October 1968 Summer Olympics at Mexico C‘iCy‘, Mexico (Daily
Star, January 8, 1968). Unfortunately in September the Atlantic I11, which
was to have been the first in a global network of new switchboard satellites -
linki;lg most of the world, failed to reach its orbit and exploded in midair.
The $11 million Olympic telecast plan was ruined. Networks like the CBC
were forced to rely on the ex}sting Aﬁplications Téchnology Satellite III
which meant the picture on the viewers’ television s‘é’reens.probably was not
as clear as it might have been (Daily Star, September 19, 1968).

The CBC sent;a large contingent to the Mexico S@mer Games. Coverage

for both the English and French networks consisted of live telecasts of the
by -

opening and closing ceremonies and extensive live coverage of all impdetant

122

events in which Canadians compéte‘d. In addition, both networks carried daily

one hour. highlights of each day’s events, More thgn thirty hours of colpur
coverage, between 65% and(j% of it 1live was> caarried op the CBC during prime
time. The CBC crews and equipment were able to cover six evenﬁs
simultaneously on both radio and t;elevision and had access to a tdtal of

eighty one colour cameras thanks to special pooli’ng arrangements. The CBC

needed a lérge budget to finance the transmission, "[this] indicates that the

Olympics are held in high regard by, top CBC executives as 'national interest’

programming. . . . The main point, however, must be viewer interest and this is

-

where the Canadian athlete comes in. If they make.the finals, they'’ll create
: T4
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viewer interest’" (Star TV Week, Septe'mber 28, 1968).

Coverage of the 1968 Cames was+arranged differently than that of
previous games because Mexico did not have enough broadcasting equipment of
its own. Hence ABC was named the host broadcaster. The CBC arranged with
ABC to send manpower and equlpment to Mexico in exchange for the right to
carry the Games; so the CBC paid next to nothing for its television rights that
year. It was a‘standing joke that the CBC had almost as many people at the 8
Games (106 plus 23 contrécted ouf to ABC) as Canada héd athletes (135). But
as the ng officials péinted out, some of these people were working for ABC
if?*Mexico and not the CBC and ABC paid all their per diems, salaries and so
forth, up to thé value that was placed on the rights at that time (Sheehan,
1980). , -

Altogether some 8.8 million viewers watched some part of the CBC's

- '
Olympic programming (6.8 million on the English television network).
Numbers for 1ﬁdiv1dual.broadce.xstvaaried from 2.6 million in peak‘viewing
hours to under 500,000 for some late night bro;adcasts. The lowest 1nd‘ex of
audience enjoyment was a high 80 and it gradually built to a peak of 90 (CBC
Anr;ua eport 1968-69). ‘.The CBC's coverage of the Olympics cost $930,000
=;and the network received only $231,000 back through advertising revenues. In
“the. final courft the CBC coveraée amounted to 161- 75 hours ‘of 1ive and taped

- bad ' ° ’ -

radio and television coverage on the English, French and international

networks (Globg and Mgil‘ ‘January 16, 1969). -

As we11 as covering five of the six Olymp;c Games -during the 1960s t:hae
CBC covered the 1962 and 1966 British Emg}xe and Comonwealth Games in
Perth, Australia and in Kingston Jamaica respectively The CRC's coverage of

the Games in Perth consisted of three filmed half hour bighl:lghts shows .

There were complaints t:‘hat the 'cor_poration sh%;wed partiality because each

® e
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show featured only track and tield and swimming (Clobe and Mail, December
19, 1962) In 1966 the CBC sent thiee filmcerews to Jamaica Daily Leports

wote sent back to Canada and one week after the closing ceremonies the CBC
.

alred a two hour documentary on the Games (Craiyg, 1984)

But by tar the most comprehensive coverape of a major international
multi sport games in the 1960s by a Canadian network was the CBC’s handl ing,
ot the 196/ Pan American Cames inWinnipeg, Manitoba  lu Febiuary 1966 the

CBOGR i pned an agreement giving it the exclusive television rights to the titth

Pan American Games held from July 22 August /7 196/ V'I'he CBC was also
L3

named the otticial television production agency which meant that the network
which purchased the United States and/or world broadcast rights picked up
its téed from the CBC. As well the CBC established radio production

tacilities for visiting broadcasters.

The CBC wanted to give the Pan American Games the most complete

coverage ever attempted at a sporting event in Canada. More than 2,400 Cv(}}
A ] ¢ B

. . (i
athletes from twenty four countries participated {n the Games, which were

the subject of between forty and fifty hours of broadcasts on the CBC English
radio and television networks. They were also covered on the CBC French

netwopk and fed to United States, Central and South American networks. As

for equipment, the CBC had gone all out: »

: Thirty-one [34] television cameras- - including 18 [fO] colour
models--will be used on the games by the 13 [9] producers involved.
There will also be three black and white mobile unit.s, two black and
white video tape cruisers and two colour video tape cruisers. The
colour cameras are new models, extremely portable and 8perating in
groups of two for fast mobile coverage. Technicians will install
mpéter control units and radio and television studios in the Minto
':}:Pm.ories [Figure 6] to contrql the output from athletic events in 13

different locations.

2h
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Television’'s emphasis, incolour, will be 6n track and field
events, swimming, rowing, gymnastics and tennis. The new Pan-Am
swimmning pool has been equipped with underwater windows and
lighting for underwater filming, adding unusual camera angles to the
overall coverage. Black and white camera units will be stationed at
the Winnipeg Auditorium for wrestling, boxing and weightlifting and
at Alexander Park for soccer. Mobile units and video tape cruisers
will roam the area covering field hockey, yachting, cycling, judo,
shooting, fencing, basketball, baseball and volleyball (Centennial
Commission, March 10, 196/:28) .

Television coverage included a halt-hour highlights program each evening at
5:30 p.m. EDT and 10:30 p.m. EDT, special two hour programs on the weekends

~

and live colour coverage of the opening and closing ceremonies. Len Casey,
then-executive producer for the CBC, said the CBC's coverage in‘cluded every
official sport and, in a Canadian television first, a slow motion, stop action
colour VIR machine was used to analyze athietes ' performances (CBC Memo,
July 13, 1967). There were eleven VIR machines used to record, playback and
edit the video feed from the various sites for both French and English
networks, as well as international broadcasters.

But not everyone was pleased with the CBC's coverage of the Pan
American games. The CBC’s financial administrators were upset by the
Games' rising costs. Anarticle in the Daily Star stated that the budget,
originally set at §1.1 million, had risen to $2 million by July 17th and
probably would go higher. Some of the CBC's expenditures were questloned.
For example, the CBC sent 450 people to cover the Games. It rented an entire
hotel to accommodate them and it installed air-conditioning into Minto
Armoury for $50,000 (July 17, 1967). Despite the critics the Games were
considered a big success. "This was the first electronic games for CBC. So .1t
was very successful--very straight forward and fairly simple. I don't

\ R .
remember any innovations or new gimmicks there. It was the fact of doing it
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that was the biggest thing" (Goodwin, 1982 :27).

Two years later the CBC crews tackled another major multi-sport
event in Canada--the first Jeux Canada Games. Some 2,800 Canadian amateur
athletes competed in the}irst national summer games. The CBC was awarded
exclusive Canadian television rights to the Games, which were held in the
Halifax-Dartmouth area of Nova Scotia. The network carried more than
twenty hours of colour coverage, much of it live and in prime viewing time.
The first weekend’s coverage included the opening ceremonies on Saturday,
followed by a ninety minute program on Sunday. Half-hour specials were
presented each day throughout the week at;/ p.m. EDT, and the final weekend
broadcasts were two hours on Saturday and two and a half hours on Sunday,
including the closihg ceremonies. Maritime area uiewers received up to four
hours of broadcasts each day.

The organizers considered these Games "the greatest Canadiian festival

.

of sports and culture ever;" the CBC kept with the national spirit of the

\
AN

festival by using announcers from across Canada, one each from Halifax,
Edmonton, Montreal, Toronto and Vancouver for television; nine TV producers
and eleven co-ordinators ,Q supervisors and unit managers {Star TV Week,
August 16, 1969). A cunpAative audience of at least 7.9 million watched
some of the Canada Games broadcasts on both the CBC 'S English and French
television networks (6.5 million on English and 1.4 million on French) (CBC

Annual Report 1969-70). The CBC's Don Goodwin thought the Games were

highly successful, "It was a big televison event too. We did a very elaborate

coverage of the Canada Games--multi-mobile units, bringing other
commentators and producers from other places. In fact, it established the

coverage pat:,tern for the Games that existed until quite recently” (1982:6).
: 3
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The Canada Games were the last major multi-sport event covered by a
(Iu“x‘mdian network in the 1960s. Throughout the 1960s tele;/ision covérage of
the various major international sporting events like the Olympics and Pan
American Games grew increasingly more exciting as technology advanced.
Instead of filmed highl{ghts shown the next day, television was able to give
its viewers same-day and often live coverage. In addition, some sports
modified their competitions to make them more appealing to television. Many
of the significant changes involving both institutio‘r.]s occurred during the

1960s.
C. Changes and Developments

1. Changes in Television to Enhance the Coverage of Sport

The 1960s have been'referred to as thk age of electronics by many of
the people involved in the television industry. Acc;;al.ly the era began in 1958,
the year videotape was introduced; it revolutionized television coverage of
sports. Videotape was a magnetic tape recording process involving a
C}Q- inch tape and tape recording machine. Before video‘tape, programming
was provided in three ways: livve, on film or i:hrough kinescope recording.
.Kinescop;s,aused at great deal in sports before the completion of the CBC's
microwave network in the late 1950s, were "noticeably fuzziex; and grainier
than live or regular film." After the introduction of videotape the networks
seldom used kine-recogdings again. Videotape made "editing much faster than
with film becadse the tape did not ﬁave to bé processed. . It made; special
effects possibie with the push of a button, and far cheaper than on film. It

‘

.produced‘:uch higher quality than either kinescope recordings or film. . . .VIR

gave the programmer greater flexibility" (Sterling & Kittross, 1978:322).
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While videotape made production of sports telecasts more flexibile, the
producers of sports programs also wanted better pictures and angles for their
viewers. This they accomplished by using more cameras in various locations ) ‘
to cov;r events. For example, George Retzlaff, then-CBC's supervising
producer of television sports, used four cameras to cover the 1960 Stanley
Cup playoffs (an addition of two). He also put a fifth camera the dressing
rooms for interviews. Two of the cameras sat at the centerline with No. 1
halfway up the stand and No. 2 right up on top. Equipped with a zoomar lens,
No. 1 was able to close in on players and zoom out again for a look at the®
overall play; it was used to cover most of the game. No. 2, equipped with a
twenty five inch lens , pﬂrovided close-ups of play n.ear the goals, fights,
\;enalties, break-awayf and human interest byplay. A third camera was set in
_o\ne of the corners to give a view of the play from a different angle“ The
fourth camera was placed on the opposite side of the rink to get shots of
coaches, players in the box and other sidelightsl. It was important that a
cameraman knew the game of hockey so he could anticipate what was goi;lg to
happen next in play and which players would be involved. Ut{like normal
televigion programs, each cameraman had to treat his camera as if it were
transmitting live throughout the game. Keanwhile, the producer inside the
control.booth watched the output on g1l four monitors and called for the
camera which gave the viewer the information he wanted. Retzlaff explained
that "Good camera work- -in'hdckey or any othexr TV coverage--ig camera work
the viewer doesn’t notice. It means the viewer is seeing what he wants to
see, smoo{:hly, and \at the time heé wants to see 1t" (CBC Times, March

[ 3

26-April 1, 1960:7) . The camera work, said Retzlaff, is based on the

.

assumption that "We want to cover the game from a particular point of view.

The idea is to provide\the TV audience with the best seat in the house”
. \ o s
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(Telegram, April 13, 1962).

In other sports programs, too, new techniques and cameras wereé used
to generate interest and new effects. InMarch 1962, the CBC used a super
slow motion film camera, designed for scientific studies, on its new "Golf
with St.f.an Leonard" series. The camera showed in graphic detail a four second
golf swing. The technique extended th'{e swing to almost sixty seconds.. "The
super slow motion camera films 1,000 frames per second, compared to a
normal motion picture camera speed of 24 frames per second. A'golf swing
filmed at the former speed, then shown at the 1ﬂatter speed, is slow.ed down to
a point where a viewer Cail carefully study every motion" kCBC ﬁerl;o, March
28, 1962). The super slow motion was ideal for teaching sports skills a\r;?}\\
quickly caught on in many sports.

Another innovation that had a profound impact on television sports ’
coverage was the imstant replay. Many people are given credit for its
discovery. The CBC's George Retzlaff and his ‘technicians used a type o.f
instant replay in hockey telecasts around 1959-1960, after the advent of
videotape, "I‘m 99% sure that Retzlaff put the first instant r'.epla.y on the air"
(Craig, 1984:14). Johnny Esaw thought CTV did it first during a Saskatchewan
football game in Hamilton in the fall of 1963. "That was subsequently
followed very quiékly by CBS in t}‘ﬁ States and then everybody did it" (Esaw,
1981:18). Sugar wrote that ABC's Roone Arledge fi‘rst introduced America to
the instant replay during the Texas-Tean\A&M game in 1961 (1978). Other

writers credit Tony Verna of CBS for the discovery. Erik Barnouw wrote of

the instant replay in A History of B;gadcasting in the United States, Vol. III:

7. | |
A o
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A factor in the rise of football as television fare was the "instant
replay," so tellingly used in the Oswald murder. A few weeks later,
on New Year's Eve, it was used in the Army-Navy football game, and -
) in 1964 it became a standard sports technique. While one camera
e showed the over-all action "live," other cameras followed key
players in close-up, with each camera linked to a separate videotape
machine. Within seconds after a play, its ér\;cial action could be
re-examined in close-up, or even unfolded in startling slow motion.
This accomplished incredible transformations: brutal éollisions
became ballets, and end runs and forward passes became miracles of
human coordination. Football, once an unfathomable jumble on the
small screen, acquired fascination for widening audiences
(1970:245) .

It seemed that a number of television producers began using their own
type of iAnstanlt,replay at roughly the same time. Once videotape was
developed it was possible to record an evg‘;lt, roll it back and replay it. How
the individual producers rolled it back was up to them. The real change came
‘when the instant replay. was slowed down. Both Don MacPherson and Don
Goodwin of the CBC credit the Japanese with introducing the slow motion
instant replay. MacPherson felt rtha_t since it was Japan's first opportunity to
welcome the world they worked very hard and were very innqvati\;e as far as
their technical aspects were conce!;ned during the 1964 Olympic Games.

When instant replays were first introduced: the word "replay” would
appear on the screen, followed by a‘big R to clue;_ the vie;,wer into what was
going on. After a couple of years, once people were familiar with instant
replays, the word "rgplay" at.1d Rwere dropped (-Chévrier, ’1980).. :

Ralph Mellanby, former executive producer of ”ﬁoékey Niéht;in Canada, "
said a revolution in the development of _telew‘ision occurred in the mid-1960s.

"The technology boom start;éd then. We had vi_deo discs, slow motion was

invented, which g&ve ué the slow motion instant replay, character generators

N
¢

which they could typé on the screen were invented then. Colour came in in

A
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1967. That all hit at once"” (Mellar)l;y, 1982:7)

Colour was considered television’s third most important technologicai
advance in the 1960s; the first was the extension of the microwave
coast-to-coast, the second was videotape. Colour did wonders for.sporting
events, particularly indoor onesAlike hockey. "It changed hockey’s
presentation completely in terms of audience appeal. You felt for the first
time you were really there. Black and white presentation of hockey was good
but not great" (Hough, 1982:21). The MacLaren people involved with "Hockey
Night in Canada" were colour pioneers. InMarch 1965 they did the first colour
telecast of any indoor sporting event in North America. They imported a ’
mobile unit from New York with four cc;lour cameras and set it up beside their
own cameras at Maple Leaf Gardens in Toronto during a mid-week game
tetween Toronto and Montreal. According tc: Hugh Horler, who had been
involved with television‘sports since its i.l'méeption in the 1950s, some hockey
people thought the sport was too fast for colour and the picture would be

A
blurred. So while the rest of Canada received a black and white feed on CTV,

an in-house closed circuit telecast was arranged in the Gardens to prove both

that colour could work, was acceptable, and that the lighting in the Gardens

»

was not strong e#uough for colour telecasts (Horler, 1984).

The teleclst was a success, according to the Globe and Mail: "Hockey
went technicolor last night, for a select handful of viewers. Those who saw
‘gﬁ CFTO-TV test of the Toronto-Montreal game spoke in glowing terms of the
experience” (March 25, 1965). The only problem with the telecast was that
the game was delayed nine minutes when a main fuse blew during the first
period because of an overload caused by the éddition of bright camera lights
suspended from the toof. A change in ccamer.a position had to be made because,

the colour cameras, valued at $50,000 each, were bulkier and heavier than

k4



133
regular black and white ones. One of the colour cameras was moved from the

|
usudl shooting place above the exit behind the penalty box to a stand directly

behind the south goal because Maple Leaf Gardens President Stéf%or',d Smythe
felt it would obstruct/the view of too many spectators. To provide a better
background for the colour telecas‘t, blue paint was mixed with the water used

-
to flood the ice. But the players complaiped that the ice chipped more easily,
was difficult to skate on and forced the puck into an erratic bouncing pattern.
During tﬁe 1965-66 season, studies were conducted to determine the ligh£ing,
ice colour and quality required for colour telecasts. By season's end, extra
lighting had been installed in all arenas for colour telecasts.

Finally, ‘afCer a year of preparation, the CBC broadcast Canada’s first
official hockey game in coiour from Maple Leaf Gardens on October 22, 1966.
The colour was reasonably well—rec/eived but Fhe c!ritics were not i;npressed
with the CBC's coverage’, v;hich th;ay said amounted to little more than
radio-with-pictures. The CBC should try new techniques and approches ’"
partig;ularly with the advent of colour, said the critics, \"Hockey, like any
other sport, had to benefit from the introduction of colour TV simply because
the new medium makes it possible to see more. But the‘vbene‘fit:s vere k;apc to
a m’ininium when the CBC produced its first NHL colorcast Saturday night"
(Te_],eg;’am, October 24, 1966). CIV's earlier colour coverage of CFL fo"\btball
had been a tremen(iox\xs sucmss‘ and made an entirely new spectacle of the ’
game; thé same thing did not oc.cur with hockéy. However, the cr.‘itics did give
the network the benefit of the doubt by noting that the production crew had
on’ly\had their colour mobile unit for a f;w days. "Still, it was a sparkling
sight, and one may still hope that séme ’imaginaf;ion will be broughf:\‘to“the
_problem of maki;xg the most of it: Ma"yl:»é someone will even t;allize that,

t

particularly withrtolour, viewers really and Itruly can see what's happening”
\ o . )

7
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(Téleggam, October 24, 1966). During the 1966-67 NHL season all Saturday
night games on the CBC and CTV from Montreal and Toronto were in colour.

-

During 1967 the CBC took its colour mobile units acg)oss the country,to
telecast sporting and other events during Canada'sJ Eentennial. It took two
yeats for the two networks to completely make the massive switch to colour.
While experiments with colour telecasts took place in hockey, the CBC
tried a new tec.hnique in its coverage of the 1965 Canadian Open golf
tournament . Instead_o,f;' ;hﬁ}n{éual four or five television camera monitor
screens situated iﬂ{w‘%f tile director/producer, twelve were used to cover
the ac}tion around the course. All were used so that the director, Len Casey,
could pick the best picture for transmission to the network: "This should
enable us to be right with the action and make for an interesting and
informative program"” (CBC Memo, July 9, 1965). Another "first™ in Canadian
television golf coverage was the use of still photos taken from the golfer's
viewpoint, showing the kind of shot ;:onfrc;nting him, to give home viewers a
better look at the action. l;lso u'sed duringA the telecast was.an RF (wireless)
shoulder -mount camera. The cameraman carrying this unit was stationed on
the sixteenth fairway but roamed to the seventeenth and eighteent.:h fairways
to pick \ip‘any players who were in the rough or trees.
The 1960s ushered in a number of technological chan’ges in television:
* Cameras beca;ne smaller and more sophisticated: "the sqlid state system
came in, the tubes disappeared, the little electronic gin@icks arrived and so
cameras that were 140 1bs in the early sixties suddenly became 45 lbs"
(Esaw, 1981:18).
* There was a demand for different and better camera lenses. If a camera

l » .
stayed at one side of a.field, the better the lens the better shot one had of the

other side of the field.
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* There was avchange in the camera cables from big hegvy ones which ran
1000 ft. to little triaxcables that ran for 4,000 or 5,000 feet.
* The original cumbersome, two-inch video tape machines were eventually
reduced to smz%’lier one-inch tape machines. 'I’h\e one-inch machine could be
used for stop action slow motion replay, removing the need for the expensive
and heavy slow motion discs used with the two-inch machines. In addition, a
battery operated portable videotape recorder and television camera package
which could be carried by ‘one person was developed. -
* The big heavy microphones that used to sit in front"of a broadcaster were
replaced by little radio frequency microphones whicﬁ could bT’ pinned to a tie

~

or lapel and not seen, yet could pick up everything.

* In January 1968 the CBC possessed one of the two slow motion colour
camerd setups in North America;. ABC had the other one.
Alon.g with equipment changes came new rules for he people who
covered and produqed television sport‘:s , said Esaw. director became a
professional director instead of jgst a technician sent in to direct a game; a
proéucer became a professional producer and would talk to engineers and
spend his time thinking up ways and means of doir{g a better job in produption,
finding new angles, new methods, and new systems., "I definitely think that
sport yas the reason for some of these. I don'’t know how many were a dire'ct
result of s;port but some of them were" (Esaw, 1981?19) . In 1965, for the
first time, the CBC began to formally audition sportscasters, often selectiingv
. . )
knowledgeable former athletes, as did the U.S. net.works (Dixon, 1984).
The f,olldw.ing excerpt from the JTelegram sums up t:hg chénges wrought

during the 1960s and their impact on/porv:
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This season Canadian TV coverage should be on a par, from the
standpoint of sophisticated electronic gimmickry, with the tricky
visually-effective TV football coverage coming out of the United
States. There’ll be the instant replays to let viewers get a better
look at that dramatic catch; the stop action to get a
frame-by-frame view of that heart-breaking fumble; split screen
effects to show the passer at one end of the field, the receiver
walting anxiously at the other; slow motion to review and analyze
thatA unexpected t:ouchdown Even the sounds of the game are built
into the telecast. Microphones ate set up to catch the noises of the
crowd. Super sensitive directional microphqnes--shotgun
mikes--are stationed around the fleld, catching the quarterback’s
call from across the field, the referea’s decision after a play.

With CBC and CTV directors cutting frbm wide- arigle medium
angle shots, zooming in on close-ups, switchlng from cameras
stationed up near the broadcast booth at the top of}h\e stadium to .
the key ground-level camera, (just behind th\e players\ bench). which
follows the action along the full length of thq field, armchair
football fans experience the game in a much diffg{ent way than do
stadium fans (August 9-16, 1968:3). \\

5
"-

Bgt one aspect of the sports and television relationship whicil\g\:oncer;léd

several people was the i_nclvusioq of commercials during télecast;". Indeed
there was little doubt that advertisers nsors were responsible, along
with television producers for many changes made to sport. As with other |
relationships this Vt:oo created change among the sports, teievision an;‘l S

_ , . \
advertisers/sponsors. Some changes occurred in sport because of television,
just as the previous discussion desgribed the changes in television.due to a

desire to provide better, more complete and immediate coverage of sporting

.events.
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2. Changes in Sport for Television
"In retrospect, it is not alear whether it was the television industry or

sports which took the initiative to brihg about the changes which are now an

integral part of sports" (Parente, 1974:96). Before the 1960s most changes in

. sport were made to improve the game itself or make it more interesting and

appeaiing to spectators. Once television got invelved changes were made to

‘accommodate it. Sport wanted television money and exposure. But not

everyone was happy with the degree of accommodations sport was willing to
make .
Esaw explained that Canadian sports officials changed not only

sui)erficial things like starting times, but the way the games themselves

&)
.

were piayed. Changes were made to accommodate commercials in their
telecasts. As a sport or league wanted more money for its television rights
it had to allow television more opportunities to sell what it had bought. For VT

example, hockey and football officials agreed to the insertion of commercial

L3

breaks in games. Initially commercials wére never put in during a period of
hockey or a quarter of football; they were done before a game,-in |
intermission, between quhrters‘, at half-time or at the.end of ﬁhe game:. That

was acceptable for some time but as advertisers/sponsors paid more money
pt ) o money

for the right to sponsor the évent they wanted more opportunity to sell to the

- <
° [

larger audiencé during the game when there was maximum interest (Esaw, i .

B

1981). | o ‘

~

The greatest amount:of criticismwas directed towards Athe inclusion,

or intrusion, *of breaks in the play for commerc;als The two sportse in Canada

’where this was’ particularly noticeable were NHL hockey and CFL football.

Originally when Imperial 011 was the sole spohsor of hockey on telovision the

company pfided 1tse1f onthe fact 1t never broke into t:he pLay of t:he 341!0

o~



with a commercial The only time there was a commercial was at the
r
lwy,lnning and end of a period; "the only other thing we did was introduce

supers. little caricatures. 1ight ac18ss the screen We used to have more

fun with the creators of those things because you had to make sure thev didn’t

: ‘ . ) :
pot in the way dt the play but still be there” (Twaits, 1984 9) The ten second
supers were usually cued during lapses inplav so the possibility of missing

-

anything was kept to a minimam.
r

Inthe early 1960s Maclaren and the sponsors did not use all the

v
commercial time that was-allotted to them; Hough said they usually only used

elghteen of the thirty six m‘inutes paid\ tor. But as the costs of production
escalated, the sponsors insisted on their tull allotment . The ten second
supers were not enough. 1f the hockey people wanted more money, more
exposure and better production they would have to give something back to
television--namely more commercial opportunities. The only way to
accompliish this was to allow the artifical stops and breaks in play (Esaw.
1981) .

Convinccing the NHL governors to allow commercial time-outs was
difficult. When NBC telecast the 1966 Stanley Cup games, Carl Lindeman, NBC
vice president sports, suggested such time-outs would be very helpful. The

.
NHL strongly rejected the idea. Hence NBC taped the game and inserted ‘

* commerc ials'during stops in play and then continued with the taped portion.
This meant that at the start of each new period, NBC was about one and a half
minutes behind the Canadian coverage (Daily Star, October 24, 1966). Finally,
in the late 1960s, the NHL acquiesced and allowed television its commercials.
The double allure of money and exposure was simply too great.

Allowing commercial time-outs was a major concession for the CFL

too. Unlike the NFL, the Canadian league had never used time-outs for any
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reason, thus 1t did not appear to have natural openings for the Insertion ot
advertisements. But Esaw, convinced such openings did exist, cat, stop watch
in hand, beside Caudaur, the chairman of the television committee, and timed
natural breaks in the action; “As soon as the punt was returned we would set
the stop watch and by the time the teams changed we found that thirty

seconds had gone by With experiments like that Jake understood that you
could insert commercials and not really interrupt the flow of the game"
(Esaw, 1981:5). In 196/ breaks fox: commercials in the t.irst five minutes of
each quarter were added to the regular breaks at the three minute mark in
each quarter. Whenever possible the breaks were worked into a legitimate
pause, such as those after touchdowns or injury. The regular break with three
minutes remaining iu the quarter was a natural one because there were some
minor rule changes in the final three minutes of each half and it was
necessary for the officials to signal these changes to the teams. The new
commercial break replaced a previous format which consisted of a series of
superimposed advertisements each about ten seconds long. By 1980 the CFL
had granted television up to ten minutes of commercial time (two one minute
and a thirty second commercial per quarter) during a game. Also, if a tdam
called a time-out then another commercial was put in; i{f a team did not call a
timeout, that commercial did not get in.

Gaudaur explained that his league was reluctant to insert television
commercials because the fans very clearly objected to them as an °
unwarranted intrusion. Moreover, pointed out Gaudaur, the networks ate up

€
considerable time getting in and out of commercials. The big problem was

cueing the commercials. When the official on the field signalled a break, the

commentator had to finish hi's sentence before cueing the commercial.

- Sometimes twenty seconds of available time would elapse between the field
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officifal’s signal and the stairt of the commercial (Caudaur, 1980:14) . Both

sides had to compp ymise.
\.

Commercials were not the only concession sports made for television.
Changes were also made in schedules, starting times and dates. "Television
has always been very careful not to interfere with the course of direction of
anathletic event but in those days television used to have to ask for certain
things, for example, starting times. . " (Esaw, 1981:13). There were two
types of changes requested by televisionwith regard to starting times; one
was a major change in time of an event in order to reach the large eastern
audiences. For example, in hockey the networks had to reach the eastern
audiences to amortize the high costs of the sport. If a gam“e were played in
Vancouver at 8 p.m., viewers in the east would have to watch it at 11 p.m. Of
course, few viewers would and so the network lost the big eastern markets.
So the hockey people finally agreed that to bring in the big television dellars
they would have to have 5 p.m. starts in Vancouver to accommodate. The time

v

of the event had to be geared to the large eastern audiences.

Sometimes the starting time of an event was altered to allow live
coverage. For example, CTV often asked figure skating organizers to adjust

their competition start times by thirty minutes to enable the network to

telecast the event live during one of its better viewing "windows" on the

+.

network.

Some sports even altered their rules to change the pace of or length of
games. For example, professional baseball brou'ght in the thirty seéond rule
between piﬁches and cut thé time between innings to ninety sgconds. In
addition, the players were ordered to run in whereas beforé t?pey could walk; -

" pitchers were driven in from the bull pen; and the manager could only walk

out once then they had to change the pitcher. "Everything was done subtly to

°
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speed it up" (Mellanby, 1982:14) . The changes cut the length of an average
professional ball game by an hour to two hours and forty minutes.

The networks have also asked organizers to change the location of the
tinish point of an event. For example, figure skaters were asked to finish up
at the gate where the television camera was stationed. "You want to see the
skater finish and come off becaus-e their face is drama, they’'re soaked in
sweat . They are perspiring, gaspingifor air and we can catch the drama"
(Esaw, 1981:13). Sports have made those kind of changes because it was to
their advancage as well as television’s to co-operate "1f it doesn’t put them
out a great deal. In return we'll do many things for— them: We provide tapes of
all of these things for tt%em to take and use for training methods" (Esaw,
1981:13).

The colour of team uniforms also changed to accommodate television.

In CFL football, in order to clearly distinguish between teams, on black and
white television, offic; 1s had to ensure that one team wore a predominantly
white jersey while the other\ team wore a colored jersey (Gaudaur, 1980). In
addition officials in vart.gi)/;ts sports like hockey and soccer had to begin
wearing beepers to alert ti’lem of commercials.

Frank Selke, Jpr. , vice president of CSN, said television had an indirect'
effect on the behaviour of athletes. He cited fights in hockey as a prime
example. Though he believed there were fewer fights now, the ones that did
occur lasted longer, "as though the combatants want to make sure that the

folks back home see that Joe is not afraid to stand up and be counted and

there is a lot of pushing, horsing around. I think that is the result of cameras

being on these guys. I can't prove that, but I'm convinced {t’s true" (Selke,

1980:2).
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Television improved the ascetics of sports too, said Selke. The
conditions at hockey arenas, particularly the board areas and the ice,
improved because the arena operators were aware that there were a lot of
people out there looking at their building; ". . . they tend to keep them cleaner

than they would otherwise. [ think the ice is better kept" (Selke, 1980:2) .
There have been all kinds of experiments with colored ice--some were

painted blue, some pink--due to colour television until most arena operators
decided on a uniformmatt finish which looked white. In CFL football,
yardsticks were added to the opposite side of the ‘camer‘as so at home viewers
could see where the ball was located and where the action was taking place

on the field without relying on the commehtator to tell them.

There are many examples in practically every sport, both amateur and
professional, of television requesting a change to enhance its coverage of an
event or where sport decided to change to improve their relationship with
television and/or their image. Contra;y to what some critics have stated,
most sports were not overly relucant to accommodate the networks in return
for television dollars and exposure. For their part, most television people
interviewed said they felt a sense of responsibility to the athletes involved.
Tﬁey said the changes requested were neither major nor drastic and often

improved the sport in theolong run.

The 1960s in Canada produced major changes in the sport, television
and advertisers/sponsors relationship. The 1958 Broadcasting Act
_encouraged and allowed for the formation of a second national television
network, which competed with the CBC. This created a need for "new"
programm‘ng which met C'a.nadiarj content requirements‘, was inexpensive to

produce and of interest to a large audience. Sport met all criteria. Eventually



¢

adveftisers/sponsors demanded more time to "sell” their products during

telecasts. They also asked for faster-paced games and began showing more

details of the events to hold viewer interest. Television and sport complied,

but not before demanding more money for rights from advertisers/sponsors.

. - )
This ev’olving relationship among this triumvirate continued into the next

decade, the 1970s.
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CHAPTER IV /
THE CHANGING NATURE OF SPORT AND TELEVISION

A. Political Climate and How ‘I“t\f(elated to Sport

/

g .
The 1968 Broadcasting Act had a great impact on, and set the stage for,

Canadian television during the next d¢cades. Two basic requirements in the
act had far-reaching effects on the Canadian btoadcasting system during the‘
next decade. The networks, particularly the CBC, had to substantially
increase its Canadian content; and the CBC had to decentralize its

management structure in order to give producers and other creative staff the
maximum opportunity to plan and produce programs. The act also more

cleafly defined the CBC's mandate, reqﬁiring it to "serve the special peeds of
geographic regions, and actively contribute to the flow and exchange of

cultural and regional information and entertainment™ (CBC Annual Report

1971-72:3). As well, the CBC had to provide all kinds of programs for all
kinds of people: "The national broadcasting service should be a balanced
service of information, enlightenment and entertainment for people of
different ages, interests and tastes covering the whole range of programming

in fair proportion" (CBC Annual Report 1970-71:21).

The management of the CBC felt that more was expected of the
corporation under the Brogdcascting Act, the Canadfan Radio-Television
éominission's (CRTC) regulations and even the CBC's own policles with regard
to Canaaian content than was expected of Canadat‘s private broadcasters. They
also believed more was already heing done by the CBC to meet these
expectations. The corporation set its goal to rez.ich 70% Canadian content in

-
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its programming as soon as pos/s_,ibleA
P 0ddly, a few months aféer the proclamation of the 1968 Broadcasting
Act, Senator Keith Davey, ./(he former CFL commis’sioner, called for an
investigation of mas's media in Canada. Davey's call, which came &uring the
CFL-cable operators dispute over blackouts discussed at 1enéth in chapter 111,
was quickly answered and in 1969 Davey was appointedlto head the Special

Senate Committee on Mass Media. In the committee’'s report, entitled The

Uncertain Mirror, Davey wrote that the social function of the media was to

give Canadians "our news, our information, our entertai‘pment_ and to some
extent our sense of ourselves as a nation” (Davey, 1970:39). But the media
) aléo had another function which troubled the committee; they acted as
"message-bearers for people who want to sell us something” (1970:40) . The
committee‘ wondered if broadcassers had become more adept at anticipating
the moods and requirements of.theiF customers (ie. the advertisers) than of
their viewers. The report was generally favorable to the CBC, though it
recommer}ded several improvements to the corporation. Some of the
recommendations had already been implemented by the CBC when the Senate
released its report. For example, though the committee referred to the CBC's
"pre-occupation with the major production centres in Toronto and Montreal"
: L
and suggested the corporation look to other centres for pfogram ideas and
production, the CBC had already completed a re-organization and had begun
‘decéntralizigg its production to achieve a stronger regional and local
contribution to both its French and English networks.
In order to better link Canadian t:e.levision stations ar;d so improve -
national service, Canada launched the communicatipns satellite Anik--from

the Eskimo for "brother"s;sen November 9, 1972. The Anik satellite had

tw&jlvq channels, three of which‘ were leased by the CBC. Each channel could
/ ’ ’
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carry one colour video signal, two audio signals and one cue and control
circuit. The satellite allowed the CBC to extend its connected networW
service to remote areas in the far north and to French language stations in the

—

west (CBC Annual Report 15372~/3). Canada launched Anik I1 five months

N

later. The solar powered Anik satellites sit in geostationary orbit
approximately 22,300 miles above the equator (a; distance equal to about 2.8
times the diameter of the earth). Prior to the satellites, the CBC transmitted
tts programs across Canada via a terrestrial microwave system which,

spanning 4,200 miles, was the longest in the world.

Canadian television was twenty years old in 1972. The CBC television
service was available in English and French on more t’ham 150 CBC-owned
stations and transmitters and on more than 200 privately-owned stations
affiliated with the CBC. The CBC networks reached nearly 98% of Canada’s
widely-scattered population, and the corporation hoped to eventually éxpand
its service into virtually every isolated community in the country. The
quality and (;uantity of the CBC's service was very uneven, with some
communities receiving only a few hours of "delayed" broadcasts a week.

>

"After 20 years the character of the service is clearly and predominantly

Canadian" (CBC Annual Report 1972-73: 9). Canadian content levels were

consisteintly close to the CBC's target of 70%, leaving enough flexibility in
the schedules to accommodate a selection of important and popular programs
from other countries.

By 1973 the corporation reached its 70% Canadian content éoal and
began concentratix}g on its second goal: the iﬁlprovement of Canadian
programs. During the’next few years the critical objectives of the CBC Wenre
qualitative in nature--to 1!mprove its news and information programming, to

emphasize the production of drama written by Canadians, and to develop
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programs which would interpret the various peoples, cultures and parts of the

country to each other (CBC Annual Report 1972-73).

Two years later the new president of the CBC, A.W. Johnson, wrote that
the CBC had "sharpeped its response to the changes in the broadcasting
environment, and their i‘mpact upon the ability of the CBC to fulfill its /

Ly

Parliamentary mandate” (CBC Annual Report 1975-76:4). There were several

fa;:tors which seriously challenged Canadian television programming: the
pervasive presence of cable televisioﬁ, with its wide choice of expensive
American shows; the growtk‘l of provincially-operated television-systems; and
the possibility of pay television extending still further the choice avai‘lablc;
to the Canadian viewer. Johnson indicated the CBC had set itself the goal of
improving Canadian programming and invited private broadcasters to do the
same. At stake was the character of Canadian broadcasting and its role in
shaping and reflecting Canadian life. However, the ability to improve

programs hinged to a large degree on program budgets (CBC Annual Report

1975-76). L v

In 1977 the CBC celebrated its twenty fifth anniversary. That year the
corporatibn examined broadcasting in Canada and its role and responsibilities
init. InJune 1977 the CBgmg-dﬁ document, Touchstone for the CBC, which

"set out in clear terms the CBC’'s assessment of Canadian broadcasting in
general, the corporation’s own phildsophy,’ and a specific plan of acitihon to
which the corporation is deeply ’compitted with the goal of achieving a more
- complete realization of its ;nandate" (CBC Annual Report 1977-78:6). A
month ulater a CRTC committee, which had investigated how well the CBC was
meeting tﬁe requirements of the:Broadc.asting Act, issued its repoti:. It

concurred with some of the concerns expressed in Touchstone, but also

criticized the CBC for the way it was fulfilling its mandate 1n.1dem:1fy1ng and

~
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. v
expressing various aspects of the Canadia&ident ity (CBC Annual Report

197/-78). As for its role in promoting Canadian unity, the CBC president

defined the corporation’s responsibility in these terms:
4
. toreflect and interpret Canada to Canadians, to express the
Canadian f{dentity: in story and song, in drama and dance, in comedy
and conversation, inmusic and sport, in news and public debate, It
is in this way that the CBC supports and celebrates Canada as a* )
country, and thus contributes to the development of national unity

(CBC Annual Report 1977-78:5).

Touchstone had said the Canadianization of the English television
schedule should be a CBC priority, and in the 1977 fall schedule Canadian
programming was increased by‘thirty minutes a week during prime time by
axing a similar amount of American programming. This Canadianization was
to progressively increase by half an hour or more a week each season until

" the prime time schedule and the total English television schedule were
almost completely Canadian. )

Sport was included in Touchstone's Action Plan. One goal was to reduce
the interference and disr\;ption of prime time service sometimes caused by
live sports events. To this end the CBC changed the start of its midweek
baseball coverage to after the conclusion of the Stanley Cup hockey playoffs.
Previ\ously, when baseball and hockey seagons overlapped (sometimes three or
more nights a week at prime time), other proPrams were bumped to make
.room for both sports. The CBg's board of directors decided this was too much.

- Touchstone also suggested the CBC carry baseball on a delayed basis in
western time zones in order to avoid the resc})eduling of local and regional

news and current affairs programs, The CBC also said it wanted more say in

determining start times and games' dates so as to minimize normal

‘ngamming disryption (CBC, 1977). It appeared that sports on television

“ :
%
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was acceptable to the CBC's board of directors as long as it did not interfere
with news, current affairs and other prime time programs.

In October 1978, the CRTC held hearings for ten days to examine the
CBC's network licence. The CBC presented a major document, The CBC - A
Perspective, which examined the‘overall broadcasting scene as well as the
CBC's activities and achievements since the last network licence hearings in
1974 . The CBC was committed to the objeétives set out in Touchstope but
budget cuts during the 1979-80 season affected the imple;nentation of some
recommendations. Some, like the increased Canadianizatim; of érime time
programs, were suspended. Johnson felt that 1978-79 was a time of crisis in
Canadian btKoadcasting. He worried the broadcasting environment had become |
"increasingly hostile to the reflection of Canadianism on the television .
screen" (CBC Annual Re;)ort 1978-179:6). This cri‘sis was attributed to several

! ,
factors: the proliferation of cable systems, which fragmented the Canadian

audience; the domination of American programs on Canadian screens (nearly
two-thirds of all television programs available in English Canada were of
foreign and mainly American origin); and the availability of American

programs in Canada at a fraction of their original production cost.

To compound the problem, we are being caught up in a rapidly

8
%
hn
.

expanding communications technology, with attractive new

a
&

opportunities for the hardware ,side of broadcasting: cable

" converters, satelliterto-cable distribution, pay television, fibre
optics, cheaper earth stations, videotape and video disc systemsé:in
the home, the evolution of the family television set into a kind of
computer terminal with a%c}ess to a whole range of information and

entertainment choices (Q&Ammmmgu_-lg: 7).

‘By the late 1970s some people in the media 1ndusi:r)" began'calling for

basic changes to the Canadian broadcasting systen’\. ' The system’'s original

s
i
1
k4
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structure and its founding principle of Canadian origntation was being eroded;
there was concern that Canadian television was not adequately ref)/(;;'ting
Canadian life. The Clyne Committee recommended "immediate action to
establish a rational structure for telecommunications in Canada as a defence
against the further loss of sovereignty in all its economic, social, cultural

.

and political alspects" (CBC Annual Report 197/9-80:6). The CRTC also drew

attention to national questions when it renewed the CBC’s network licences.
The CBC’'s directors said that if all Canadian broadcasters still acceptéd the
principles of the Broadcasting Act of 1968, then they should share a common
goal: "to fashion a telévision service that truly reflects the Canadian

community and that carries this sense of Canadianism to viewers in every
) :

part of the country” (CBC Annual Report 1979.-80:6) . What was wanted was a
television system that was clearly an;i confidently Canadian and not
overwhelmed by foreigners. To become more Canadian the CBC increased its -
Canadian content target to 80%. \

In 1982 Canadian television completed its thirtieth year of operations.
Television covefage now reached 99.1% of the Canadian population by
satellite transmission and more than 85,000 k‘ilom\eters of microwave and
landline connections. There were two national networks--the C%C and
CTV--plus the new Global regional network in Toronto. Pay television had
been licensed and‘preparations for its introduction were u;xaerway. However,
the te,;:hnological revolution, which fee;tured cable teleyis.ion, satellites and
satellite-to-cable networks, earth receive stations, direct br’oadcagting to
home, videocassettes and video discs, pay tele\(ision, specialized proé;am
services and teletext, continued to impo;se fundamental change:s on theiNort}:h

American communications environment:. That yeér the broadcasting induétry

was badly hit by the economic downturn. The CBC announced a $10 million cut
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. A”
in expenditures midway through its television season. Financial hardship

made it more dif‘ficult than ever t‘o produce more and better Canadian
programming. Still, in 1982 the CBC and CTV increased their overall networ’k
audiences.and their audience share'; the CBC audience for Canadian prime time
network programs increased by 13% from 1980 t6 1982 (Heirndc;rf, 1983) .

The economic downturn of the 1980s brought to an abrupt halt what had
been a rapidly developing relationship among sport, telévision and
advertisers/sponsors in Canada. Moreover, Canadian felevision was becprﬁing
increas ing_ly Mneri?anized as advances in commuﬁicationls technology made

.

access to American programming ever easier. One field in which Canada‘s

-

retworks were able to meet Canadian content requirements and generate

large audiences and revenues was sport.

B. Sports and Television in the 1970s and Early 1980s

~

The 1970s and early 1980s presented Canadiap television sports

coverage with new dimensions and challenges. 'Whilg television’s regular

9
sports coverage changed little from the 1960s, its coverage of international

1

events improved markédiy, ‘providing Canadian viewers and networks with
s p i’
new thrills and interests. The 1970s brought Canadian television viewers the

.~ Canada-U.S.S.R. hockey series, the 1976 Montreal Summer Olympics, the 1978

° . R

Coiﬁmo:iwealt_:h Games 1-n'_E'dmor-1to;}, and-the games oti a ﬁew professional
baseball club, tl_{e To;ronto Blué Jays.. The right to telecast the games :lof~
Canada’s two prbfessiongl baseball teams (the Jays and ‘the Montreal Expos)

Q incit‘;ed what lyecame Rnown as the "Brewery Wa’?, " which-eventually s'pregd to

R -all professiorial and some amateur 'Car;advian sports during the lat; 1970s and

,early 1980s. e 1970s also ushered in the global ‘sport; television audience,

s
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1. Techonical Advances

Televistion technolopy continued to fmprove tapidly du ing the 19/0s
Cameras pot smaller | tibre optics teplaced bulky copper cables | mobile unit
switching pear became more sophisticated, sound and mixing systems
improved, and the networks began using satellites to cover domestic as well
as Iintet nn{ ional events (Esaw, 1981) . i these developments attected the
presentation of sporting events on both CAdadian networks .

During the tirst twentv vears ot television, technicians concent rated
on producing good pictures and improving coverage ot sports events. Once
theyv had pertected camera positions and picture quality, they turned to the

L Y
intermissions and sound. During protessional hockey’'s early days on
television, the intermissions consisted primarily of chats among members ot
the old Hot Stove League, which had been transtferred intact from radio. In
1971 Ralph Mellanby, executive producer of "Hockey Night in Canada,” tried
something new; thirty film reports, each five minute's long, were prepared and

-

shown between periods. Among the reports was a story on Rocket Richard,

v

r
great goalies of playoffs gone by, current player profiles, and a natiodnal

playoff quiz.

At Uhis time the development of more sensitive microphones enabled
television to focus attention on the sounds of a game. During the NHL games
the microphones picked up sounds from the ice and from the piayers ' benches.
Indeed, the microphones were too good. Home audiences could hear player
conversations. As these were often embarrassingly lewd, the networks
decided to move their microphones away from the benches to outside the

boards and over each blue line (Telegram, April 1971). The producers of CFL
]
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games also found out the hard way about the positioning of microphones.
During one CFL game two men were supplied with little shotgun microphones
and told to pick up audio "colour” from the field. The microphones were
capable of picking up sounds over a distance of thirty to forty yards and were
used primarily to hear quarterbacks bark their signals. One of the men
decided to hone in on one of the players’ benches. He began pickingup a little

[

too much colour, or rather "off colour" language. Unfortunately, the producer
in the mobile unit had no idea the swearing was being broadcast along with

the picture across the country. That evening and the next day CTV received
hundreds of complaints. But the episode did not dissaude Esaw from
continuing sound experiments in future telecasts, though he did order no more
monitoring of player conversations from the bench. Still, "The microphones

add colour. Once you've reached a good\)icture then you try for a better sound”

(Globe and Mail, July 31, 1970).

Microphones provided "colour” in other sports too. During;t:he 19717
baseball season, Expos’ pitching coach Cal McLish wore a special cordless
microphone which enabled him to talk to his pitchers on the mound. It also
enabled viewers to hear all the advice and chatter too. This "experiment" was
quite successful, and the CBC's baseball producers began attaching cordless
microphones, and later radio-frequency microphones the size of bumblebees,
to base umpires and coaches.

Microphon:s:ﬁre used successfully in many sports. There was another
microphone "problem” in 1976-77 but this time it was with the newly
develoi)ed microphone-equipped hand-held camera. Dgripg the 1976-77
hockey season the CBC used a mic;ophone-equippe& hand-held camera to
cabture crowd noise, conversations from the players’ benches, and the sounds

of hockey action along the boards. Once during a playoff game the microphone

A4
L 4
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pleked up an obscenity uttered by Philadelphia Flyers’ captain Bobby Clarke at
referee Bruce Hood. After the incident Bob Moir, director of television sSports
tor the CBC, said that the microphone equipped camera would still be uséd_‘
but "its use would be more judicious particularly in training it on thtupla}l‘ers.’

benches in tense situations” (Globe and Mail, April 19, 19/77). The l

microphone equipped hand held cameras became very popular and were used
extensively incovering other sports, inc luding football, baseball , golf and
tennis . ‘

With all the technical innovations going on in television sports, people
grew curifous to learn how producers managed to provide the viewer with the

£

"best seat in town." Two sports writers wrote about the behind the scenes
preparatiohs and activities of hockey and football. In "The Things You Never
See On Hockey Night in Canada,” Earl McRae discussed the number and position
of cameras and microphones used in hockey. Six months later Blair Ki rby
examined the physical setup of all the television equipment used in televising
CFL games .

Five cameras were used to telecast "Hockey Night in Canada" during the
1970s. Four were trained on the action and one was used for studio
interviews. InMaple Leaf Gardens a camera was positioned at ice level on the
rink’s west side to take closeups and bench shots. A second camera, half way
up the stands on the west side, covex;ed most of the action. Camera three, at
the top of the stands beside the gondola, took high shots and closeups of thé
goaltenders. Camera four, high up in the west corner, handled corner ac ion,
such as faceoffs. The fifth camera sat in the studio under thle stands. \Inside .'
the mobile«’hni£ a director surveyed four monitors, chose the shots he wanted
and called out the camera numbers to a person beside him called a "switcher"

\

whe would hit the corresponding button on his panel and that camera shot was
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the one which would appear on home screens. Three microphones, one
suspended trom a cable over each blue line and one under the big centre-ice

P
scorebox’, were used to soak up atmosphere- -the sounds of sticks and
yhist les and the crowd. During the 1970s television producer;; also started
using chroma-key, a process whereby the plain blue backdrop in the Gardens'
studio was femoved electronically and replaced with another backdrop, such
as the ice surface, the crowd or the "Hockey Night in Canads" logo. Becau’se
chroma-key worked only with the colour blue, players or anyone else wearing
blue sweaters, shirts, jackets, trousers were never interviewed with the
chroma-key backdrop because the ice surface or the crowd would be seen in

place of the blue on the clothing (Canadian Magazine, April 10, 1971:7).

N

Television equipment was set up differ'ently for Canadiar; football. In
1970 six cameras were used to cover a CFL game at Toronto’s CNE Stadium.
Four cameras were perched on the roof of the stadium, one hung from a crane
in the end-zone and another stood at field level. The cameramen talked to
directors through headsets. In 1971 the CBC added the new position of

\

director of isolation coverage. This director tried to catch or isolate specific
plays through the use of three ejolour cameras at the sidelines and end-zones.
John Spalding, the CBC’'s executive producer of CFL telecasts, said the new
position would'play amajor role in the type of coverage provided in 1971.

"The quick movements ,of a flank_er, the sudden pulling of a 1lineman, the fast
?feakir;g pattern of a pass receiver will all be caught in isolation, and will
afford tiie viéwer at home a better view, of the action than most of the

players on the field" (CBC Memo, June 3, 1971). Former football players wq;e
hired to handle th_is position, the reas;ning being that their intimate

knowledge of football would enable them to anticipate ba%kfield and line

plays before they occurred, thus ensuring that the outstanding performances
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Figure 7 CTV's commentators and former football players, Dale Isaac
(play-by-play) and Frank Rigney (colour) view television monitors
during a regular season CFL game at Edmonton's Commonwealth
Stadium in 1980.

»

Figure 8 Television monitors used by commentators in the pressbox during
a regular season CFL game in Commonwealt:h Stadium in 1980.



Figure 9 . Two cameramen, wearing headsets to talk with directors, used
cameras #1 and #2 in the pressbox at Commonwealth Stadium

during a regular season CFL game in 1980. -

[ . £l

Figure 10 A third CBC camera, mounted on a‘ca.rt: for mobility, covered the
play from the sideline at field level.

157
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Figure 11 A microphone-equipped hand-held camera carried by a fourth
cameraman was attached to a portable videotape recorder on the
back of another man and used to catch the action during a regular

season GFL game in 1980.

Figure 12 The CBC's mobile units used to cover a regular season CFL game
outside Commonwealth Stadium in Edmonton in 1980.
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of individuals would be fully captured on camera. In all, three dix.‘ectors,
including the isolation specialist, sorted out the images from the six cameras
for the home viewer. One handled the play-by-play camera work, the second
the isolation cameras, replay equipment and slow motion, and the third
decided which shot appeared on the home screen. Each director had

technicians to press the required buttons (Globe and Mail, November, 1972).

Said one sports writer of the new directions of the CFL television coverage:

The coverage of television becomes more and more complex, and
better and better. This year more than ever, the cameras will spot
individual plays on the isolated cameras. The instant replay

. continues to improve and means no viewer need miss a touchdown,
even if he’s at the refrigerator the first time it happens. However
hopefully the cameramen have gotten used to their instant replay
cameras and will use them only for important plays. . . . But, make no
doubt about it, the impact on football by television has been
sensational. The game has had to improve and keep up with the

times (Telegram, July 24-31, 1970:46).

In professional baseball six cameras were generally used to cover the
games in Canada®in 1970. One camera stood behind home plate, one was in
%

centre field lined up behind the pitcher, another was mounted high over first

base, a fourth hovered over third base and usually one was on the ground in

both teams’ dugout$. A seventh hand-held camera was added later in the

s

decade to capture the reactions of the crowd, managers and players. The
hand-held camera gave camermen unprecedented freedom of movement
(Hudson, 1980).

At least one technical iﬁnbvation caused problems of an untechnical
natuge during the 1970s--the slowmotion instant re.play. In a 1973 game
both the referee and goal jﬁdge misse& a goal wvhich millions of "Hockey Night

In Canada” fans witnessed on television. The slow motion replay of the shot

]
) , .
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showed the puck had indeed entered the net, hit the upper right part, and
bounced back out . The game result was not affected but the suggestion was
made that the referee should refer to the instant replay after making
confusing or uncertain calls, especially in situations important to the game's

outcome (Weekend Magazine, February 3, 19/3). Both the CFL and the NHL used

slowmotion replays to analyze the accuracy of their referees’ calls. They
found the referees to be accurate in the vast majority of cases even when the
Infraction or lack of infraction would not be detected on regular instant
replay. So the two leagues decided it was not worthwhile to set up théir own
telecésting organizati.on in order to routinely check plays and calls via the
slow motion ®eplay.

Technical coverage of "Hockey Night in Canada" changed during the
1973-74 season, some said to halt a slide in the ratings that had occurred the
previous year. Mellanby, while helping NBC by directing its first five NHL
shows, learned some new techniques from the American network and applied .
them to his own hockey telecasts. Among the new techniques: the use of four
of the five cameras normally used to cover a game to provide slow and régular
motion re-runs from a variety of angles. "This was a big change from before"
(Daily Star, October 24, 1973).

Before the 1977 Grey Cup game John Hudson, then-head of CBC Sports,
commented on the technical innovations in television and spbrt coverage that

s

had been achieved in the twenty five years the CBC had been televising CFL
*ball .‘ He said that Canadian viewers had been provided with the most"
sophisticated and technically-advanced coverage in the world. Moreover, he
'said, North American television producers used the 1'at:est technical

innovations to enhance game coverage, not simply to try new gadgetry.

Hu“on thought the CBC"s coverage of the 1976 Grey Cup game had struck the
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perfect balance between the use of technical innovation and the enhancementg
of the coverage for the spectators. He vowed to use that same balance during
the 1977 game. All seventeen camer®s used in the coverage had a specific
purpose; "that is what we need to provide the more than five million viewers,
who will watch the game, with the most complete coverage possible'; (CBC
Memo, November 7, 19‘77). As in the past, the CBC sbared Grey Cup‘game
coverage with CTV. CTV commentators described play in the first half, and
the CBC commentators handled the second half and the final wrap-up. °

There were other innovations to television si)orts in the 1970s. A new
reporting concept was introduced to the 1978 Stanley Cup playoffs. Through
the use of satellite feeds, viewers watching one game were shown scoring |,
pléya from other games being played elsewhere in Canada. According to a CBC
memo, the immediate reporting from other rinks was added for the enjoyment
of the viewers.

Both the CBC and CTV networks were acutely aware of their viewer and

. ’
took careful note of the size of audience attracted by each program. After
all, commercial support .depended on v'iewergatiéfaction and audience size.
Both networks believed technical and programming improvements would
rer;der sports coverage more exciting and informative. The better tile
coverage, the larger the ;audiences would bec‘e.
-

2. The Popularify of Sports on Television - , ' %

Televised sport continu'i to be very popular during the 1970s and early
1980s. 'q'\e truth of the matter is that sport is not only the thing that

Id

television does best, but is better by far.on television than it is in the
- B ’

stadium™ (Globe and Majil, October 9, 1971)% One Weekex‘w 1r¢ctoper 1971 was

called the Sports Fans’ Weekend of the Year bet}aus'e it was the one time that

Y .

.,
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year when all three major sports--football, hockey and baseball--were shown
on television for a total of twenty nine hours. As well, fans were treated to
another thirteen hours of Davis Cup tennis, roller skating, wrestling, auto

racing, figure skating and sports chat (Globe and Majil, 1971). There were

many~a?\7antages to watching sports on television:

That's because, in the stadium, you have only one set of eyes and
one less-than-expert brain. On television you have at least four
sets of eyes - that'’s the minimum number of cameras to cover
football properly - plus the knowledge of three or more experts and
stop-action cameras that can run it again in slow motion for us
dullards. . . . Televised sports has all ;he advantages, for it is
immediate, it is relaxing, and it is real. The stations love sport
because it holds the viewers for long stretches, with frequent
opportunities for commercials, and it gets big ratings. A CTV-CFL
game on only five stations draws half amillion people. And perhaps
best of all, most of it is Canadian-content - not the kind of Canadian
content that is burdened with skinflint production standards but the

kind that looks good and draws big audiences. It is no wonder then,

that sport is essential (Globe and Mail, October 9, 1971).

As mentioned above, one reason television stations and the networks
loved sport was it attracted and hel‘large audiences for long periods. The
‘'size of audience Vwas important in markei:ing a program to

" advertisers/sponsors. Surveys measuring audience sizes for a variety of.
television programming in the 1970s and early 1980s consistently showed
Sports events to be the largest draws. Table 5 shows the largest Canadian
' audiences primarily for sports events during selacted years between 1970
and 1982. In 1970 the Stanley Cup eastern division ‘final be’tween the Chicago
Blackhawks and the Boston Bruins attracted 5.4 million viewers on the CBC
Eriglish network, the network's lar'gest audience fér a single broadcast that

year. Audiences for that year's Stanley Cup series averaged 4.4 million



TABLE 5

1972

1973-74

1976

1979

1980

1981

1982

Canadian Audience Sizes for Major Sporting Events in Selected
Years During the 1970s and Early 1980s

Event Audience Sjize
Stanley Cup playoffs (single game) 5.4 million
Stanley Cup playoffs (range for games) 3.0to5.2million
NHL All-Star game 5.0million
‘Grey Cup game (Montreal vs. Calgary) 4.0million

Canada-U.S.S.R. series 16 million

. étanley Cup final (Montreal vs. Chicago) 7.7 million

(including French network) " (10 million)
1974 Commonwealth Games (total) 6.7 million
NHL All-Star game 6.1 million
Grey Cup game (Edmonton vs. Ottawa:) 5.6 million
World Series baseball (average) 4 4million
Canadian Figure Skating Championships 3.3 million
Rose Bowl:game 2.5million
Super Bowl game 2.5million
Super Series '76 : 5.5-6.7million
Summer Olympics E 18.2 million
Stanley Jplayoffs ) 4.9 million
(Montreal vs. New York Rangers) .

- Grey. Cup game (Edmonton vs Montreal) 5.981 million
Winter Olympics 11.6 million

Canada Cup Hockey (Canadavs. U.S.S.R.) 5.627 million

Grey Cup game (Edmonton vs Toronto) - 7.86 million -
World Cup Soccer (final) - 5,9million

Source: CBC Annual Reports, 1970 to 1982.

®
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viewers per game. By comparison, 5.2 million watched the 1970 Academy
Awards. Audiences for other sports events carried by the CBC that year were
similarly large: 5 million watched the NHL All-Star game in January; 4
million watched the Grey Cup in November; and a total of 5.8 million (7.6
combined English and French) watched the ten days of Canada Games'’
‘coverage. The list of most enjoyed sports programs (in addition to those
mentioned above) in 1970-71 included the entire CFL football and Saturday
night hockey series, the Baseball World Series, the Kentucky Derby, the
Canadian International Championship Stakes, the 1971 Canadian Curling
Championships from Quebec City, the final game of the World Curling
Championships from France, the annual Masters Golf Tournament, and the

Englisﬂ F.A. Cup I"‘inal (CBC Annual Report 1970-71).

Canadians loved televised sports, and the networks responded by
producing mare of it. In 1971 CTV.carried about 300 hours of spbrt
, N
programmifig, compared to about 500 hours for the much larger CBC. Don
Goodwin, then-head of CBC Sports, said "sport is the greatest single entity in

television, in terms of audience interest and loyalty" (Globe and Mail, October

9, 1971). Esaw agreed completely, aciding that television columnists
underrated and’undervalued sports. "Sport has great value- —‘it 's manifested in
number;, ratings, sales, and dollgrs. Sport is a natural for television: You
don’t have to stage anything or train any actors. The show is there--it’'s live,
it's emotional, it's humarf" (Globe and Mail, October 9, 1971). Of all the
regularly tel;vised sports, hockey, football and baseball‘ achieved the highest

ratings, with hockey usuallly ranking first in the ratings (Globe and Mail,
v . !
L]

October 9, 1971). » .

The 1972 Canada-U.S.S.R. hbckey series broke all Canadian records for

4

b .
television audience siz¢, more than half the population of Canada watched the
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series. The appreciation index, a scale of 0-100, réc:)rded by the CBC's
viewer panels during the series provided.an insight into public attitudes in
Canada. As predicted, the audiences were very large and interést high. The
audience’s appreciation of the fifth game, won by the U.S.S.R., was very high
at 89 but the index of appreciation for the last game won in the 14¥c sec‘onds
of play by Canada, was 97--an all-time record high level of appreciation for
any single broadcast. )

"Sports of all kinds have an important place \ng the schedules of both

184

networks" (CBC Annual Report 1972-73:11). In 1972 the English and French

CBC networks carried NHL hockey, Expos baseball, the baseball Game of the
Week, the World Series, NFL and CFL footfball, and Ca}madian college football. A
television critic wrote that sports were the best ttﬁ;ng on television because
they were exciting, c':olourful‘, visually pleasing, well handled and allowed the .
viewer to see aﬁd know more»than someone at the game (Glég and Mail,

November, 1972). Sports Q\tinued to flraw laxige audiences for the CBC.

Indeed "Hockey Night in Canada” was Lts fourth most popular show (3 to 3.4
lmi‘llion viewers), ﬁext to "M.A.S.Hfﬁ, " "All in the Family"' (just under 4 million)
and "Walt Disney” (4.4 million). “On the CBC French network, Sat:urda;r~ nigiﬂ:
hockey ranked number one with 1 .‘4 milIion viewers, followed by Wednesday
night hockey e;nd "Walt Disney" (CBG Annual Report 1973-74).

During the 1973-74 séason, television's handling of fighting in the NHL
came under fire. qud;n Juckes, Oper\atio‘n_al seéfet_ary of the Ca;nadian
Amateur Ho;:key Association, wa@ fédta.i-al‘gov:afment' to limit the -
amount of hockey fightihg seen on t;elevision.‘ ,Juckeé t:hdughc the government
_'had the rigfu: to curb the tél;;cés(ters (QQJJ.JLS.&A]:. May 29, 19713 . Clarernce
Campbell, pre;ident of the NHL, argued that‘vif‘ it happened on 'thg ice, the

/ . - ‘ .
. networks had the right to show it. FrankSelke, Jr., director of marketing and
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L 3

prometion for "Hockey Nipht in Canada " aprced with Campbell | compar ing,
hockev telecasters to electrenic teporters  Peoffle watching television had o
vipht to see what was happening on the fce or inthe stands if it was 1elevant

teothe pame he insisted  Bat Selke apreed r1:0 stow mot ion replavs ot fiphts

cshould enly He used to show how the battle hepan  Fipht coverage remains an

Issue to this day Generallv, it is up to the executive producer and his
superiors to determine what and what not to show ot on-ice tighting

Whether or not television commentators should quesgion areferee s

call was another question raised during - 1970s which was part of the

larger issue of how television ¢covered sport. Jack Millar wrote about the
o ~

/
/

Issue in his TV and Radio column in the Daily Star. "It used to be that

everyvthing in professional sports wg s honorable and faultless, as viewed on

’
4

television {n the States The medium was not disposed (o1 it didn’t dare) to
: | N ,
criticize -1t didn’t exist to report on the gdmes, it existed to glorify them

4 . B N

'
and the people who controlled them An umpire or league otticial was never

wrong, " Ihdeed, North American networks shied away from crit iciz\ing the

~

sports they airgd. In the ea‘.rly 1970s CBS brought Englishman Danny
Blanchflowey to the Unitm’&ates to ptovide ‘C(;TOUX‘ commentary on the North
American professional soccer league telecasts. Durihg anational televised
game Blanchflowe; da‘red to criticize how the game was Being played; the
network promptly fired him. NFL Coxr;missioner Pete Rozélle would not 1lét

. ‘ :

television cameras focus on fights between players, and the CFL requested
¢ .

CTV not to zoom in on injured players. "All had to beeswgetness and light.

Well, we all grow older, and some of us even grow up, and happily, television
has beén_growing up in the sports field. So yesterday, when an umpire
N . P~ t <

appeared to blunder ina Uorlc} Series game, NBC's Curt Gowdy was able to say

'so" (Dally Star, October 15, 1973). Criticism was accepted a bit more readily

166
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in Canada, particularly with people like Howle Mecker dofng hockey
comment ary .
Three years later, in 1977 television’s control of sport was agafin
questioned this time bly a Congressional Sub-Committee in the United States
&
The sub-committee investigated whether the American networks actually
controlled sporting events since they were so involved in the arranging,
promot ing and scheduling of them. Asked committee chairman lLionel Van
Declin: "Is the public seeing an independent event covered by electronic
journalists or an event staged for and controlled by television?" (Guardian,
November 29, 1977). Network control of sporting events never became that
major an i{ssue in Canada; no Royal Commission was ever established to study
the matter.
‘ Television may have influenced their opiyions, but fans sti.ll controlled
the number of hours per week they spent viewing a particular sport. While
the popularity of hockey, football and baseball remained fairly constant, fan
\
~
appreciation of other sports fluctuated. For instance golf was very pqpular
during the 1960s and early 1970s and the networks mngﬁ to carry as many
.
tournaments as possible. By the laté 1970s Canadian networks showed only
selected tournameﬁts. The same thhg happened in tennis. In the mid-1970s
_ tennis could be seen on four different channels on Saturday afternoons; by the
early 1980s only the major tournaments were televised (Thompson, 1984).
Several possible reasons have been offér;d for the sui)posed decline in
popularity‘of golf and tenhis. Viewers simply had enough of those sports and :
wanted to watch other on'és. ;-Thefe was a dearth of players with whom the
average fan could identify- -players like golfing greats Armold Palmer, Jack
.Nicklaus, and Lee Trevino “who C@ptured the hearts and the maginationhf all

N

._a‘ ‘mannel; of sports fan{,; A ' *\ef reason foﬁ:tpduced~go}f.~tournment coverage

iy Ry T e | -

-“. - . ‘
2 L4
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was llkely its expense. Uncertalin of its popularity. networks and
advertisers/sponsors were reluctant to produce a tournament unless sure
they could get thelr money’s worth out of it

Gauging a sport’s popularity was important to the networks. Audience
research kept the networks informed about certain characteristics and
attributes of the public and was relevant to the planning, production,
development and evaluation ot a network’s services. The CBC's 1981-82 .
annual report clites statistics providing a profile of the national audience for
television sports. Table 6 shows the amount of time spent by Canadians
watching sports programs in an average fall-winter week. As can be seen by
the table, more than 50% of Canadians do not watch any sports programs and
only between 6% and 13% watch more than five hours a week. Five hours are
not that many‘when one considers that a hockey or football game takes from
two and a half hours to three hours to play. The percentages$ are revealing

considering that sports programs attract some of the largest audiences for

Canadian television.

TABLE 6 Amount of Time Spent by Canadians Watching Sports Programs

on Television in an Average Fall-Winter Week *

Anglophones Francophones All Persons

Never waﬁch any sports programs 5% 54% 53%
Less than one hour # week 13% 13% 13% |
One to five hours a week 233 27% T 23%
Morg than five ﬂours a week 13% - 6% 11%

* Source: CBC Annual Report 1981-82 (no copyright involved).

oA v /
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The popularity of sport on Canadian television created a situation

where many advertisers/sponsors and networks vied to acquire var{ous

sporting events to be associated with or televise. One of the major factors

they had to consider in selecting events was the nature of the sport’'s
popularity, i.e. was the sport consistently popular with viewers or did its
popularity fluctuate. With the majority of viewers limiting their time spent
watching sport to an average of one to five hours a week, networks and
advertisers/sponsors had to pay close attention to trends and fickle viewing

preferences.

3. Sports Coverage

a. Hockey

"Hockey Night In Canada™ had become a Canadian tradition by the time it
celebrated its eighteenth consecutive year on television in the 1970-71

season (thirty ninth year ihcluding radio). Throughout the decade fans
2

watched the number of NHL/ teams grow and the seasons become longer,

) \
resulting In more games on television. But as popular as the NHL was, it was

" the international hockey series which dominated the 19763 for Canadian
hockey fans. 0

-~

The first series, the Canada-U.S.S.R. games, had perhaps the greatest

A}

effect on Canadian hockey fans and television. "The TV plum for September in
Canada will have to be the Canada-Russia hockey series, provided Canacia is

able to put tbgether the authehéic\NHL all-stat: line-up the plannefs talk .
about” (Dafly Star, Ap»r.il 19, i972) . Both the CBC dnd CTV networks bid for

the 'televisioﬁ rights to the series. Eventually both agreed to séllt the éight '
game ser’ies down the middle; each network wou‘ld"show two of the four .

games played in Canada and two of the four played in the Soviet Union. The

. " *
a f‘ #
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Soviet games were broadcast live in the early afternoon via satellite and then

repeated in prime time. It was reported in Time Magazine that 16 million
Canadian viewers watched the final series’ game. For years Canadians had

wanted their "best players,” the NHL pr(_)fessionals, to play the best of the
U.S.S.R. and it finally happened. The "voice of hockey," Foster Hewitt, provided
the play-by-play and Canadians of all ages sat transfixed in front of th}i r
television sets. "A kind of pinnacle of national consiousness was reached”

(Wise and Fisher, 1974:307); the series would go down in Canadian sports

history as one of the classics remembered by all who watched.

The CBC broke one of its rules and allowed its Engbish hetwork
affiliates to telecast the four games produced by CTV during the second
Canad;1~U.S.S.R. hockey series in September 1974 . The CBC's decision included
its own rebroadcast stations in areas not serviced'by CTV. Don MacPherson,
th;en-vice president and general manager of the CBC's English Services
Division, said, "Interest in the series is running very high gnd we feql that
Canadian;‘ should have every opportunity possible of watching\all eight games.
in the series despite the disrubtion factor to our fall scheduﬁl@" *(CBC Memo,

%

“September 11, 1974). Again the CBC and CTV alternated covera.ge and

.

commentators and the CBC’'s Howie Meeker provided colour commentary for
the entire series. The television rights were retained by Team Canada '74
and it was expected that more than $1 million in revenue wpuld be realized by

Teain ada's three partners - -the World Hockey Association (WHA), which =

supp ed most of the players for the Canadian team, the Canadian Amateur

Hockaw Association and Hockey (Eanada (Globe and Mail, July 19, 1974).

ince the great hockey series between the stars of the Soviet Union "
and ada in 1972, and the more recent all-star series between the Soviets

and t iWHA in 1974, fans throughout the world have been waiting for another
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get-together of the great shinny powers” (CBC Memo, December 8, 1975). On
December 28, 19/5, Super Series 76 beggn. This series involved two Sovjet
teams, the Central Red Army and the Wings of the Soviet, and eight NHL

’

teams. Eight games were scheduled, five of them televised by the CBC. Super
/ -
Series ‘76 was the first opportunity for the U.S.S_.R. and NHL to meet on a

straight team-to-team basis. The series was watched by audiences ranging

from5.5 to 6.7 million viewers in size (CBC Annual Report 1975-76). N

C L ’
The major Canadian sporting event of 1976, other than the Mon‘treal .

Summer Olympics (which will be discussed in a later section), was the
Canada Cup of Hockey 1976. Hockey Canada was responsible for selling the
television and radio rights to the Septembe-r world tournament. The
television rights for the 1972 Canada-U.S.S.R. series sold for-about $1.25
million, hence organizers expected to obtain about $2.5 millic;n_ for t:his.‘ |
series. And they got it, from Carling O'Keefe Breweries of Canada Limited,
which purchased 50% of the Canadian television $ponsorship of the

. s
tournament. The contract gave the brewery options on the remainin’é 50% if

additional sponsors were not found, plus future series. It cost Carling

0'Keefe $23,000 pe&ommércial minute, a Ganadian teleaision record. Wilmot

.
-

Tennyson, then-president of Carling O’lieefe, said the brewery’s participation

was based on the assumptiph that it would attract the largest audience. ". . .1
. 5
consider this a fair and excellent deal with both sides benefiting" (Globe and

Mail, May 13, 1976). When gueriéd if the sel).'ies} was rg‘ally\worth tl;e money
| Tennyson replied: "What else cou1d>we do? Laba;t!’s has football (tel'evision) |
‘and.baseball (a.:; asrowner:of t.}\e ﬁew To'r_:ontb team) . Molson'; has been on
"Hockéy Night in Canada" television from the start. Each has renéwal opﬁions;
80% of beer is sold to 20% of the people and those peopi’e are s;;orts_ faﬁs':
(Daily §tgr,‘M;ay i3, 1976). |

~



Both the CBC and CTV bid for the right to televise the Canada Cup,
which involved the national teams from the Uniéed States, Finland,

Czechoslovakia, Sweden, U.S.S.R. and Canada. Each country received free

" television feed of the games featuring their teams. The Eu{;pean countries

3

were permitted to sell the rights to theiy games and realize a profit. In

Canada a problem arose with the selling of the broadcasting rights. CTV and

its Quebec affiliate (TVA) outbid the CBC for the series, however CTV reached

»

only 82}% of Canadian television sets, compared with 98% to CBC. That meant
about 2 million Canadians would be unable to watch the series. Consequently
former Consumer Affairs Minister Herb Gray (Liberal, Windsor West) created
such a furor over this in Ott:a.‘:va that the CRT(; threatened to intervene (Globe
and Mail, August 4, 1976). The CRTC'did not have to get involved, however,
because two weeks later the CBC and the tournament organizing committee
agreed to share the costs of transmitting the games' to areas not covered by

CTV and TVA. All Tgaﬁ Canada games were broadcast across Canada (Globe ,

and Mail, August 17, 1976).

Yet another NHL-U.S.S.R. hockey series came to North America in the

1970s. This time it was called the Challenge Cup and it was held in New York

. in February 1979.  CSN produced all three of its games with the CBC carrying

the fifst two ,,and CTV (plus the CBC affiliates in areas not covered by CTV)

the third and final game. Expectatians were high. Sponsors paid $35,700 per’

commercial minute, the ﬁighest Price ever asked for broadcast time on

Canadian television. The twenty four minutes of commercial time were 90%
s§1d two weeks before the series i)égan (Globe and Mail, February 3, 1979).
There was world-wide cgverage of the series as CSN's telecast.s v;ere shown,

via satellite, in Britain, Sweden, -Germany, Japan, Australia, U.§.S.R. , .

Czechoslovakia and other Eastern bloc Communist countries. In Canada the

172
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games commanded first and second place in the list of the top twenty five
CBC programs seen on the network during the second week of February. The
games drew from 4 million to 4.68 million viewers a night and score;\fm the
high 80’s on the CBC appreciation index. The Challenge Cup series proved to

~
be very popular with Canadians since the usual audience size to top the
rankings was around 3 milllion viewers.

Topping the rankings was exactly what "Hockey Night in Canada” did
consistently throughout the decades. "Wit#\ the highest ratings in Canadian
tglevision ‘Hockey Night in Canada’ will present more‘ games than ever this
season, 1£\cluding those of the NHL’s two newest teams, the Vancouver
Canucks and the Buffalo Sabres" (CBC Memo, Septemberl 29, 1970) . D\'xx‘ing the
regular NHL season, CTV televised the Wednesday night games and the CBC
carried Saturday games. The 1970-71 season marked the f'irst time, because

-

of NHL expansion, th.at up to three games were carried on the same evening,

one on the CBC's major nétwork, one on.its eastern minor network and one on

its western minor‘network. During the playoffs the CBC handled all the games

and the finals. "On all CBC-TV ’'Hockey Night in Canada’' games this year,

technical improvements and new cameras will ensure that t:‘pe viewer af home‘

sees ;better televised game'ﬁ(CBC Memo, Sg'ptemb r 29, 1970). The 1970-71

* televised season consisted of a twenty four game midwegk sqhedule on‘ CTV

and g twenty‘six g;me schedule plus playoffs on the CBC. The total cost of

the package was less than §'0 million, including rights and production costs;

CTV's share was still within its budget and the network could find enough e

revenue to pay for the rights (S;slke, 1980). . o )
On December 36, 1971, the Molst:;n f:a.mily so'ld the Montreal C_anadie‘hs

apd the Montlreal Ii;or\’.\m toa Montreai group he#ded by lay‘yer J a;:quel

Courtols. The group purchased about 588 of the shares of the Canadian Arena
- . " ‘_'/j. ‘j;
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Company, which owned and operated the Forum and Canadiens hockey team, for
an estimated $15 million. One of the minority shareholders within the new
Montreal group was Baton Broadcasting, whose controlling interest was held
by John Bassett. Bassett had sold hismore than 20% share of the Maple Leaf ,
Gardens the previous September for roughly $5.9 million (he had bought the
Gardens’ shares in 1961 for $900,000) and had acquire'd a 99 .45% share of the
Toronto Argonaut fo;tball club for $2.25 x.nillion_ Bassett said he performed
two basic duties for the new Canadiens’ owners. He negotiated a television

contract for them and he acted as their governor to the NHL until they were

ready to assume that position. The going rate for a NHL expansion franchise

in 1971 was $6 million (Gl(;be and Mail, December 31, 1971).

In 1972 the CBC was plagued by repeated work stoppages and abrupt
withdrawals of service by its NABET crews. The labour situation made it
impossible for the CBC to carry the NHL playoffs and the Stanley Cup finals.
Hence the CBC allowed the CTV to take over the telecasts of the games. CTV
stood to lose $409,000 by airing the games‘sing‘e it had made commitments\to
other sponsors, but the léss was well worth it to gain in prestige and the
predicted audience response. ' Six months later, in October 1972, "Hockey

Night in Canada" returned to the CBC network far its twentieth consecutive

season. The NHL added two new teams, the New York Islanders and Atlanta

Flames, to the existing league of fourteen clubs. CTV went back to t‘evisir{g

only Wednesday evening hockey games.
N . »

. » A .
The league was growing and by the mid-1970s "Hockey Night in

Canada"’s sponsors--Imperial 0il, Mtﬂson, and Ford Canada- -wanted MacLaren

Adve\rtising to get molle sponsors ifvolved with the program. Imperial Oil
withdrew its spopsorship in 1945, which created some problems for ¢

MacLaren. It was difficult to replace.a company who paid one-third ($3
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million) of the program’s total cost. Consequently the CBC,b to protect its
interests, picked up the rights to the Toronto Maple Leafs, which had been
owned by Imperial Oil. A consortium was formed emong Molson, the CBC and
MacLaren Advertising with the Canadian Sport Network (CSN) becoming fts
production house. Hough recalled E’he situation: "You couldn’t get enough.
Speedy Muffler Kings or McDonald’s Restaurants to come together to put it
together so CBC moved in and took over Imperial’s liability and undertook to

., sell and to package their sales‘with sales of other commercials and other .
| -programming" (1982:18) » According to Hough the CBC introduced the need for
| standardization of commei“cial unit lengths of sixty seconds and thirty
seconds and introduced a nu,mber‘:of new advertisers that were used
periodically throughout a’season. The CBY had control of commercial sales
and CSN was in charge of administering the rights and dealing with the hockey
clubs. "We are the funnel through which things go between the hockey club,
the league and so on to the consortium. We produce and package 'Hockey Night
in Canada’ for them" (Selke, 1980:22). .
In May 1975 CTV annov.ﬁ‘\c;ed that it would not broadcast Wednesdey
night hockey the follewing'season because' of e;sealeting' pi'oguction;costs.
The CBC, for its part, eontinued with‘Saturaay night hockey tnough it too
faced rising production expenses. NHL hockey was too coneistently popular
for the CBC to drop it. CTV was not happy about 1esing Wednesday night
hockey, but it did niot complain too loudly because its local stetions eould-now‘
make almuchrhigher profit by shoﬁing movies or local hockey games.’
To make the hockey package more attractive to the' viewing au’nee
‘new rules were generated among them an alteration to t:he on-side pass, i;\ ‘r
August 1977. The rule was designed to speed up the game dras"ically and to

make the game nork appealing to American television audiences , in the event; A
\ - - . - .
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the NHL got an American network contract . NHL President John Zeigler

thought the new rule would improve the gamé and reduce the number of

whistles in the centre ice zone (Globe and Mail, August 27, 1977). Canadianv

viewers and hockey writers apparently accepted the change; nothing was even

»

mentioned about it.

There was a great deal of media coverage a year later when Molson
Breweries Limited of Canada purchased the Montreal Canadiens for $20
. million and signed an estimated $3 million lease agreement for the Mont®eal

Forum. Some observers surmised the brewery, the major sponsor of hockey

§

and "Hockey Nighé in Canada, " had purchased Canada’s most successful
franchise because its arch rival, Labatt Brewing Company Limited, had

expressed interest in buying the team; Molson did not want to lose a

lucrative advertising war to Labatt. Moreover, Molson may have feared losing
its status as the only beer company entitled to advertise on Canadian hockey
broadcasts. Furthermore, Labatt, which already owned the Toronto Blue Jays,

wanted to expand its sports empire and so, break Molson’s hockey monopoly
L]

(Toronto Star, August 5, 1978). By purchasing the Canadiens, Molson

guarax‘teed its hockey monopoly and advertising vehicle for the remainder of
AN . B . - ‘

[y

“the decade.

Irt the late 1970s several NHL tlubs looked into selling advertising

space on the boards of their arenas to generate an alternate source of

2

revenue. In September }'978 the NHL board of governors approvedpa

-

conditional plan allowing clubs to sell advertising on a one year basis. But,
. . [
- though a club stood te gain $500,000 a year through Yink side advertising,
. .. .

board commercials failed to appear. Maple Leaf owner, Harold Ballard, wanted
, ) : L

3 N

" to sell board advertising right away but Candda’s three NHL teams (the Leé_fs ,

1 .
(-

Vancouver Canucks, and M_gné;l Canadiens) had signed an agreement with

S -~
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CSN forbidding suth advertisements. Moreover, the CBC had a policy which

Y ‘ -

prohibitéd corporate signage on rink boards. Advertising on the boards did not

tiof in the NHL and was found in Canada only during international
{

. t’oﬁ
hockey games and. figure skating competitions. {It still is not officially

‘allowex but sigpage on rink boards began surfacing in tl)e 1985-86 season. ] »

The NHL added three more Cé‘madian teams to its rogter in
1979-80- - the Edmonton Oilers, Winnipeg Jets and Quebec Nordiques--all had
prg\‘iously be10n~ged to the now-defunct World Hockey Association (WHA). The
adc.i:i‘t,ions.inddced ghe CBC to replace its national network g;ame every [
Saturday night with a pattern of regionally televised gl.!mes. ‘In other words, \
"whenever a team is home on Saturday that team will be on ‘tel}eyision in igs
own mark‘et‘plgce.. Each team, except Montreal, also has its own mid-week

package" (Toronto Star, October 4, 1979:D5). The addition of three more

Canadian franchises, together with regional brbadcasts , allowed hockey to

- -

continue its dominance 6f the ratings.

Two changes made by the NHL's Rules Committee and Board of ’ g
/¥ . B

-~

Covernors in June 1980 were influenced by television. The rules committee

»

édop.ted measufes aimed at curbing fighting without stopping it completely.
The ‘measures indicated the lé;agué's desire to finish 'g‘ames.more qdickly. ‘ ‘o
"Long games don.'.t':. help to‘éet a nftional té\leyi@ion coﬁtrac& in t;he U.§$ and
the}vl,‘inakﬂe thé'@iS’tom"ers'res’tles;s" (Mﬂ,, June .10, ~'19‘80)‘.

'I:elévis ion also plaj;'e'd é role in the"Board of,"-Governors ' .deci,.s;ion to institutew
five xpinut’e sudden-death perizod dﬁri’.hg the 1980-81 sea;,on. ‘.(?.ﬁevprbpos.al'

‘was for .a ten minute p;‘ri‘o_d,but:,it was deemed toc; long for television.

"Because much of the NHL's televisiox; is ‘conducted\ ‘on’a'local or regigné.l‘ -
basis and the teams buy the television time thejuelves by the hnlf -Ylour the

length of the?ame is very important" ]zg_ﬂ.y_s_ﬁ_u June 24 1980) A ten
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minute overtime period meant the teams would have to purchase an ex,t ra hour
of television time, thus greatly reducing any profit the clubs made from
television. ‘ .

During the early 1980s the NHL annual expehditu_res routig'ely exceeded
revenues, even though attendance was rising or et least holding steady; the
NHL needed a United States television contracyt’ to hélp it financially. But to
get an American television interest, the I\{HL had to cleanup its image.‘w'hich
had heen marred by excessive violence in the late 1970As.‘ "The leaglue had just

finisMed a decade in which it had experlenced a record number of ugly

incidents" (Globe and Mail, December 28, 1983). In the new decade two things

.chariged the ima&e: the NHL started ®o crack-down on gratuitous violence and

Wayne Gretzky.emerged as the game’'s dominant player. A virtuoso stick
handler and skater who shied away from fights, Gretzky focused attention

A . ’
back onto the .nierits of good, solid, excilting hockey. As a result violence did
decline and the long delays in the’game caused by ‘brawls became a éhir}g of

the past. In the 1981-82 season the average game had 39.8 penalty minixtes;

that figure dropped to 33.4 minutes the next season. The average é;*me length
Ko

- dropped by thirty minutes. The reduction i#violence was the direct result of

\

sport being influenced by television and advertisers/sponsors (Globe and Mail,

December 24, 1983). .

* In Apri'.l‘ 1980, the NHL was criticised for muzzling the CBC's colour

‘ =% ) .
c?mmentators and play-by-play announcers. For example one colour
commentator Howie Meeker was;forbidden by the'Mor}treal Canadiéns from
covering any of their gémee- -at hoﬁe or eway- -primarily bec:ause he
criticised t:t.le actions of some players and coaches during the telecasts. 'The

team felt his critiques were adversely effecting its hockey. This was an

example of sport using its igfluence to change the manner in which a telecast
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was presented.
During the late 1970s and early 1980s, hockey underwent a
cafbiderable transformation from a three hour, fight filled match without _

- ' *
mtime (except in playoffs) to a fast-paced; lean two hour and twenty five
minute contest with overtime. Telecasts became more technologically
sophisticated and viewers expected eoverage of the play from all angles,

I -
although some concerns arose about the "honesty" and reality of comments
L -
made by the broadcasters. '
b. CFL Football ’ o
A " « . sy ~
‘ 8 R

Alhough professional hockey was the most pop\;lar spofrt in Canada
during the; 1970s CFL football also drew large audiences. Ih the 1970s the -
. 3’ .
rights for CFL football continued to.be 'a major issue with both networks.

~

Improved and wider covérage ‘of the fooéball games came with the technical/

to carry CFL games. CFL football was-still vital to t:he maturing CTV nd|
Actually, to CTV, CFL football was both.a riecessit:y and a'burde
needed it because it attracted large audi&nces and.it helped the metwork meet

its Canadian content requirements, !gor;ovet‘, CTV's affiliates depanded it. f
! A - ' o \ v / . g

""It's one of our national culturalajwtlets-—like hockey. For example, what_:" ’

. bigger event is thére in this cguntfythén the Grey Cup game? Therb are other

.
'
Pt

prog:,ams for ;xample W5 and the news; we carry for special reasons but you  7

/wouldn t think of dropping them just ‘because they don'’ t pay" (I_g_].ggm
August: 13, 1970). But the CFL was a burden~ fi.nancially According t;o Y

Chercover the network and 1ts affiliates lostfl'j

t deal 0)oney on it., In

1970 cTV spent more than $3 million producing its CFL ganes (including $1

million for the television ri‘ghta).. : "There siuply arcn/t those kind of dollars
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m‘(:\md to be paid by advert is.ers so you soon come to the conclusion that
strictly as a business venture, footbhall is a great way to lose money"
(Telegram, August 13, 1970}

Football may have lost money for the networks but the sale of {ts
broadcast rights was one of the CFL's few money making.ventures (See Table
7 tor a list of the costs of television rights during the 1970s and early

Q?SOS) .~ On May 21, 1970 CTV paid §1,027,500 ($822,500 for season,

{
$205,000 for Grey Cup) to televise forty six CFL games, including the playoffs
and the Grey Cup game. Through a standing agreement reached in the 1960s

«w

with TV, the CBC was able to televise seventeen league and playoff games.
1

Because the CRTC ruled against the cable operators importing signals from

) blacked out areas, the CFL was able to lift some of the blackout restrictions
it had imposed to fight the cable operators (Globe and Mail, May 22, 1970).

The result was more Canadian football than ever before on televisi'on.
CFL commissioner Jake Gaudaur did not see this extended television exposure
as an immediate t}.lreat to stadium attendance figures: "Television should not
hurt our game; not if we have a competitive league in which every game is
important. I believe we have that situation now. Television ratings also
inc}icated that when a CFL and U.S. game clash head on on television the
Canadian game always wins out here in Canada” (Telegram, July 24-31,
1970:2,3).
|

» Little change occurred in television coverage of the CFL's 1971 season.
Blackout patterns remained the same as the previous season for all games
except for the Grey Cup game which was not blacked out. There was one
innovation; the CFL allowed the CBC to telecast four blacked out games on a

forty eight hour delay basis. In addition, during the 1971 season, criticisms

were made of the quality of the CFL's television coverage:



t

‘ 181
Television’s function in (‘ovoring‘football is largely to glorify the
sport and to funnel a few extra advertising dollars into the league.
Asking embar Missing questions (and especially answering them),
doesn’t serve these ends, so it doesn’t happen much, except by

accident. . . . Acouple of CTV men sheepishly told this writer that

the network was under orders from the football league not to <

highlight anything unpleasant in the games (Daily Star, November
18, 19/71)

This problem was addressed when the CBC be¢ame the primary rights holder

in 1973 tor the first time in twelve years. Commenting on the CBG's
acquisi:ion, Goodwin, then-head of the CBC Sports, said that CFL coverage had
always been a priority for the CBC and the network felt it necessary and-
1mport,ant‘to become the principal rights holder again (CBC Pjvé\o November
%A, 197?-5 The CBC fully intended to improve the quality and balan(;e of its
CFL-telecast . CFL Commissiioner Jake Gaudaur was pleased with the new
agreement‘be"cause the CBC had a larger network across Canadi,\ "and by the
CBCI's willingness tb assign games to CTV, more Canadians than ever before
wi rinvlew Canadian football on telYevision" (CBC Memo, November 24, 1972).

On the eve of tﬁe 1974 érey Cup game, the CFL announced that its ,
* ) .
television rights for the next three years had been awarded to the CBC. It

was the first time in many years that the league had signed a multi-year-

¢ television deal. The agreement allowed for playoff games in the west and

v
east to be staggered and not played on the same day so the secondary

blackouts would be automatically 1lifted. A primary blackout occurred within

a seventy five mile radius of the originating game'site and the secohdax:y

blackout applied to an area where another game was being played on the same

e ’

day (CBC Memo, November 25, 1974) .

.r »
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?
TABLE 7/ Canadian Football League Television Rights. (in Canadian Dollars)
From 1970 to 1983 #

v .
Yeay Eastern - CFL Western Grey Cup Igigl
Conferenge Total* Conference

1970 512,500 [822,500] 310,600 205,000 1,027,500
1971 . 542,500 {872,500} 330,000 212,000 1,084,500
1972 570,000 [925,000] 355,000 220,000 1,145,000
1973 600,000 [975,000] 375,000 225,000 1,200,000
‘1974 700,000 |, [1,155,200] 455,160 ' 245,100 , 1,&00’300
1975 714,150 {1,215,350] 471,000 245,180 1,430,250
1976 749,857 (1,244,407} 494,550 25],?@5 1,501,762
1977 787,350 (1,306,627} 519,277 270,223 1,576,850
1978 [1,728,930] 310,756 2,039,086
1979 «[1,728,930) 310,756 2,039,086
1980 [1,728,930] . 310,756 2,039,086
1981-83 (15,600,000} '

# Compiled from information in the 1972, 1354, 1976 CFL Commissioner’s
Annual Report, Watkins' dissertation on "Professional Team Sports and
Coéﬁgtition Policy: A Case Study of the Canadian Football League” and
selected newspaper articles. ,
* In 1968 the CFL Commﬂissioner was asked to handle all sales of teleyision C
rights on behalf of the league. The amount in the bracket [ ] is the actual
total received by the CFL which wa‘s._divided equally amongst the nine teams.

Over tl’é-‘years television induced the GFL to change the appearance of

"

-]
op against which football was played, for éxample, the number of

\ -

the fgotball game and its surroundi‘r{gs. It becamé important to dretﬁs up the

back2

people on the field was reduced and the field markings improved. "Up to three.
: : , L J

yéars ago, our sidelines started to look 1#ke the cast of Ben Hur" (Gaudaur,
- s 70 . ’

‘ 19‘80.: 21). So the CFL passed a ;.'egulﬁtion allowing only twelve non-uniformed

people on the sideline. "For the last two years our sidelines looked blank and '

[

- .
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beautiful . And that'’'s important inl.elevision. It's also important for sideline
camera work" (Gaudaur, 1980:21). lAnother change made for tele\_/ision was

the addition of a two-yard line on the side cf the field beyond which
photographers were not allowed. The line was to prevent still photographers

ana electronic cameramen from crawling up to the sidelines and colliding

with players running out of bounds. "The simﬁle reason is if a player goes |

into a cameraman there's poteﬁtial to kill himself" (Gaudaur, 1980:21). As for
field markingg, the CFL pu.trlittle marks on the cross lines on the turf to

s

indicate in which dire¢/tion the nearest goal line was. This w{s done strictly
\ v
for the benefit of the television crews, but it aided viewers at home too.

"Television has had that kind of influence. It’s beenbeneficial" (Gaudaur,
1980:21).
! During the 1970s the CFL encountered two major problems: the

v o
introduction of the World Football League (WFL); and a decline in popularity.

The first problem emerged in February 19 A€ Pohn Bassett announced he .

’ .

> o
- wanted to sell the Tor?nto Argonauts for $3.3 million. Gaudaur and seven of
>

e
¢

the CFL's eight owners felt Bassett was in a conflict of interest because the

4

Telggram Corporation, which®owned the Argos via Baton Broadcasting, had -

N .
investedmoney in the WFL. Moreover, Bassett's son,~John F. Bassett, wanted

w o

his WFL team, the Northmen, to play in CNE stadium, along with the Argos

(Glpbe and Mail, February 22, 1974). Bassett sold the Axrgos to Bill Hodgson
without too mar;y problems but the possibility of a WFL team in Canada’
created.é crisis for the CFL, one ifl which the Canadiar; government had to‘
1r;teﬁene. The WFL appeared. to threaten the co“ntir'\ued existence of the CFL

and called into question the govermment'’s 1972 policy of opposing CFL

"e‘xpans ion into the United States, along with tb’a introduction of an

American-based football league into Canada.

.

s
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Health and Welfare Minister Marc Lalonde ihtroduced a bill to the House
of Commons in A?ril to disallow the WFL's entry into C;m.ada. The pol.icy also.
" set Canadian content regulations for teams belonging to ‘the CFL. This latter
part of the bilhil called for a reduction to 55% of non:imports on CFL team"
rosters. Agreeing with Lalonde'’'s and the government’s decision Richard
~-A1we:’)y wrote of the importance of the CFL to Canadians :‘
In fact with its combination of privately and community-owned

teams, its adherence to the principle of gate equalﬂization and with a

quota system which ensures a significant degree of Canadian player

N

participatioﬁ, the CFL is in some ways a sports reflection of the
- overall Canadian reality. It may not be evefything_one would wish
but it is what we have, it works, and it is therefore very much

' worth preserving (Daily Star, April 22, 1974). \

-

G4udaur supported Ottawa's action because he felt that two Toronto teams
s - - ) . -
would decrease attendance at Argos’ games, thus putfing the CFL in jeopardy -
< - N
because the weaker clubs depended on the Argos' payments into the gate

equalization scheme. Furthe'rmore, he agreed with Alway's contention that
_the CFL "in a very real sense reflects the problems of Canada in retainiag an
. N ’ -

¢

autonomous identity while haviﬁg to exist next door to the affluent United

States. I wouldn't suggest [that] the CFL is as important as Canada, but itie—

4
-

uniquef Canadiana" (Globe and Majil, Aprivl 24, 1974).
‘ \

-

Part of that "unique Canadiana" was the Grey Cup game and during its

twenty seven years on Canadian televi‘sion 1t usually drey one of Canadian
television’s largest audiences. But in 1979 conditions changed; the gamja did
not even top the ratings for its week, let alone the year. The number of '

)

viewers who watched the game fell to 4.706 million, a,drop of 600,000-from
1978 (Torento Stat, December 15, 1979). The Grey Cup figures reflected the

overall decline in attendance and interest in the CFL during the 1979 season.

Py L)
- ' 4

.

e
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In response to the league’s waning popularity, Norm Kimball, executive

manager of the,Edmonton Eskimos, submitted a new television marketin?
¢ ¥ :

-

. A -
proposal to the eight other clubs. The report, "put together with the help of

rl

television industry énalysts, concluded that a revision of thefleague’s current

marketing plan could be accomplished with little extra mopey, while

increasing viewer and advertiser interest and giving the CFL a bigger share of
! : “
the sports entertainment market" (Globe and Mail, October 27, 1979). The

future ¢f the CFL in the 1980s was dependent on how the CFL's board of
b

governors decided tohandle the "marketing" of their sport, particularly
concerning its relatiomghip with th{television networks. *© ™
In February 1980, the CFL accepted many ef theaconc.\epts in Kimbal‘l's

committee’'s report, called the Edmonton proposal, and planné-d to };ave them in

-place for the 1981 season. Some of the proposals in'c{uded: a "Game of the

Week" on network television when the league went into a full interlocking
' e

schedule in 1981; the CFL would play all its games on successive days,

- {

preferably Friday, Saturday and Sunday, although it could be three other days
during the week; and within the eighteen week television package, nationaily

- ' 4
televised CFL games would appear on Fridays and Sundays, regional ones on
Saturdays. The CFL executives also accepted in theory the ¢oncept of

- .
adjusting the starting times of the games agross Canada to hit the major.-

- markets in prime time; the logistics had to be worked out by Gaudaur for the

1981 season (Toronto Star, February 22, 1980). A few months later the CFL

-

announced changes. inyolving teleVvision and playoff dates for \1981. For the
~ B |

first time in many ye.ars‘the semi-finals and finals of both conferences would .

J be played on Sundays (previously they were played on both Saturday and
[ q . N

Sunday-). Gaudaur said it would be important to schegdule the games on Sunday

so they- did not overlap. The CFL executives also agreed to have the league
.- . . :
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také over the sale of televi‘sion rights for CFL games, wimich were currently
marketed by the two individual conferences (Clobé'gnd Mail, May 17, 1980).
Television revenue made up only a‘bout 8% of th;a league's gross revenu;s,
while ticket sales (gate receipts) made ui) 80%, thus providing most of the
teams’ operating budgets of $2.4 to $4 .5 million. By comparison television
-~ generated 55% to 60% of the NFL's total revenues, tickevt sales less tha_n 40%
(Financial Post, July 19, 1980). ‘ .

In Octopér 1980, after what appeared to be a bidding war between two
rival breweries, the CFL announced a record $15.6 mtll fon television rights
contract for three years with a ney sponsor--Carling O'Keefe Breweries of
Canada Ltd. The figure more than doubled the $6.6 millién /t'hree year deal

\
which just had expired with Labatt. The new contract with Carling O'Keefe

departed from fofﬁler tgle;isiﬁoh procedures in‘th;t it featuged more flexible .
regulations on blackouts which allowed more gam%\s to be televiseﬁi
nationally, even in the region where the game was played The aéreement also
stipulated that as Aong as the playing time; did not overlap, a game could be
telecast into the area where another game was being playedi The deal also
permit{:ed delayed telecasts of home ganies. .Gaudaur said of the CFL’'s n;aw |
lucrative contract: "We are gratified that both networks (CTV and CBC) and
another x;uoi\-bfoadcast entity have valued the league"s television rights to the
high degree that was manifested in their bids which were at a level |
substantially higher than the amgpunt the league curre?y receives” (t].ghg_m_d
Mail, October 16, 1980:65). y _

As rights holder Carling O'Keefe nego't.i'ated with both the CBC and CTV
as at;‘which games 'am‘l how many would bd toiecast by ‘:rhic:h network. ‘A total
of sixty nine of thé seventy two game sch;_(iul-e, plus pla‘;offs, were

N

"televised- -CTV hdd thirty four, the CBC had thirty three gakes. CTV

~
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introduced "CFL Friday Night Footbgll" games for ten suf.cessive weeks
’ ’ » -
. -
beginning July 3. Since there were few\other sports’on televisibn on Friday

v .
night, the ngtwork thought it would go over well withs€Canadian football fans.

Fans appeared to enjoy the Friday games; in a BBM measurement for the week

of August 24, 1981 the Friday night game garnei‘ed 1.262million viewers}\d
. 1y )
performed better than any game of the entire 1980 season, excluding the
. , v

playotts (Wert, 1981). Generally the 1981 sedson appeared to be a more .
successful one for the CFL. The 1981 Grey Cup game between the Edmonton
Eskimos and the Ottawa"Rough Riders was the to;@single_(;sports attraction in .

Canada with 6 . 149 million viewers; this surbassed the number of'viewers who

' -

) 3
watched the Canada Cup final and the NFL Super Bowl, according foA. C.~ ;

Nielsen ratings. < o : o -
s L] R

. : N
- The 1982 Eastern Division championship game was blacked out although
the CBC, CTV and Carling O'Keeft offered to compensate the CFL for unsold

seats at'Toronto’s Exhibition Stadium in e)}(change for the right to telecast the

4

sgame in the Toronto-Hamilton area. The CFL'governors rejected thebffer .
. . v

because "We'd be guilty of fraud to those people who*d already bought tickets

believing there’'d be no live television of the g;me" (Globe and Mail, November .
' ‘- A4
13, 1982). Esaw suggested that the CFL adopt-'a blackout rule similar to the

. ] , .
NFL's; if a game was sold out seventy tyo hours in advance, the-television

bllaéicout was lifted. Esgq's suggestion did not get very far with'the CFL
govérx?rs. The Grey Cup game that year attracted a record' 7. 86{3 ;miilion )
viewers on the ti*lre;e networks, the OB;C‘J, CTV and Radio Cénada}(erench CBC) .
According to the A.C. Nielsen Company it was the higﬁestﬂ rating for any
program televiséd.in Canada since 197‘7 for whicl{ comparable d;ta wa'; . e

availablé. *The figures prove once again that Canadian events such as the

Grey Cup and the Stanley Cup playoffs remain the big sports attractions for .
> ' . ) N ] . 'a

N L ..
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~ Canadian audiences" (CBC Memo, December 28, 1982).
R "
The CFL had a period of contradiction and fluctuation. CFL statistics
- ) ‘ . b
showed that attendance at games had declined during the late 1970s and early
S

1980s while television audiences grew. The co.st of television rights for the S
CFL definitely increased throughout the“ twelve year period, resulting ina
change of owners’ During the 1970s the television rights were awarded to
either,the CBC or CTV but in 1980 Carling O’'Keefe purchased the CFL's
1981&3 ‘rightsfor a record $15.6 tnillio‘n. As r{ghts holder, Carling O'Keefe
negotiated with both networks and increased-the number of CFL games
televised (90% of the seventy two league 'games) during ‘the season.

The CFL governors heeded some of the rec'ommendations of the
Edmonton proposal by n‘laking its product more marketable to both television
and the spectators who attendedA the games . 'Ifhe television coverage did help

to provide more revenue to the GFL. The rights holders of the telecasts, who

were also the advertisers/sponsors, utilized the telecastsfor their own

rharketing :purposes on Canadian television. As with the-CFL, breweries
played an important role in the relationship among the three parties once
professional baseball teams were added in two Canadian cities, Montreal and

Toronto.

c. A Professional Baseball

After many decades of sémi-pro and Triple A, major league bageball

came td Canada in the 1970s. It started in Moﬁtreal first, and withina few °
‘ . .

years the Montreal Expos had acquired the affecti.on of the nation. They were -
B ) ) . r : ’ . ‘
Canada's professional baseball team. But expansion of the sport was

inevitable a1:1d by the gld of the decade the Toronto Blue Jays we_;-e' vy'ing with

the Exiaiss,,. not ;mly for the(ﬁennam;, but for the hearts.of fellow Canadians.

’

R . o
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X
The rivalry between the Expos and Jays built upon the tra\g)itional rivalry

between their homg cities and their respective sponsors--Carling O'Kee'fe and
Labatt.

The National League Expos attracted Canadian viewers from their first
season in 1969. The CBC televised their games which drew an average |
audience of nearly 1. 5ﬂmi.1110n viewers, even though some of the games were /\
televised weekday afternoons. In 1970, the UBC telecast fifteen Expo games

»

on Wednesday evenings and if time allowed carried “Tenth Inning," a .
post;game show hosted by colour commentator and\former Los Angeles Dodger
pitcher and 1962 Cy Young Award winner Don Drysdé.lle.

The following year the CBC signed a three year agreement with the
Expos giving the hetwork exclusive television rights to the club’s regular
season‘games.b In the first year of the agreement, 1971, the CBC televised
twe_r\tyJoné regular season games on its Frencﬁ-language networlg and nineteen
on the English-}anguage network. four more than the previous year. Most of.
the combined network games were carrie\d on Wednesday nights. The CBC's AN
Engl isb network began tts third year of telecasts of Expos baseball games on
" March 31, 1971 wif:h a pre-season exhibition game followed by the first
regulaf season game shown on both Fr‘ench;nd English .networl.cs on April 21,
1971 when the Expos played host to the Philadelphia Phillies. The following-

segsor\ the Expos returned to the CBC network in April of 1972 with*twenty

one regular season games televised live on Wednesday nights on the English

. L - .
‘network. .

All went-well in the first two years of the contract, with the CBC
télevising most of the Expos regular games and, in 1973, the league'é"All-Star
game. But in' 1973 the Expos pleasantly upset the normal pattern of stopping

baseball coverage at summer’s end, by which point the Expos were u.suaily out



190

of the pgnnant running. This time the Expos were still in the ball gamé well
into September and by mid-fall had beéome serious WO){'ld Series con.tenders.
Public demand forced the CBC to expand its Exp6 coverage by at lea'st a few
games whilz the team was still in the pennant race (Globe and'Mail,
September 19_, 1973). -

] In 1974 the CBC expandecf its baseball coverage to include twenty, one = .
Expos season games, the All-Sta_r game, and the World Series. Its regular
season coverage extended from April to the end of Septemb;:_x', longer if the
Expos made the World Series. In August the Expos and the CBC annouﬁced a
new sﬁix year agreement ending in 1980. The number ot; games to be t:ele;vis_ed
still had to be determiﬁed, but it would end up being comparable fo the‘ . \
number carried in earlier years, at least until the Blue Jay's arrived in 1977.
Said John McHale, president of the Expos: "We are delighted with our

continuing relationship with the CBC. The CBC and sponsors of the telecasts

have done much to further:the growth of baseball interest in Canada. This
, . \ .

gfowth is cleafly evidenced by the s:teady increase in the number of viewers
to the telecasts™ (CBC Memo, August 22, ‘1974:1)‘. Commenting on behalf of

the CBC, Thom Benson said the corporation was pleased coverage of ithe games T
~ . - .

was assured t_hré)ugh 1980 and the new agreement reflected the network's

c:onfidence in baseball. Thg telecasts were indeed popular., averaging 1.3
million viewers per'gamc; in 1973, 2 million by July 1974. Thg lc;ng term
.agreement was gt;od for,.the CBC, ena'bling,it tc; plan its sports coverage in
advance. The deal also "éssvu'reé telévision viewers across tﬁe country of
continued continuity of l'.ixpo"s play" (CBC Memo, August 22, 1974:12)'. -
* When the Toronto Blue J ayé j.oinedv the American league in 1977_',. Labatt

Brewing Company Limited (which owned 45% of ‘the team) purchaged the Jays’
* . - ’ - ™~

3

tele{ris,ion rights and a few months later so
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CBC. Now the CBC was carrying both Expo and Jays games. The network
broadcast twenty tQyree games in 1977 of which eleven were the Blue Jays and
twelve Expos. Viewers in Ontario)also received five other Blue Jays games.

Said DopMacDougall, president of Labatt, of the agreement: "We are

convinced that this dgreement with the CBC will give the Blue Jays the kind. |,

of national exposure a youlztg club needs, and will bring the best of both major
leagues to Canadian viewers" (CBC Memo, March 29, 1977). John Hudson,

director of National Promot{ons and Media Properties for Labatt, applauded

his coméany's purchase of the Jays’ television rights:

The figures for the Expos were fairly good, and the Expos had not
been a successful ball club up till that time. So the numbers were
good and there was Canadian content, of course, which is important
in Canadian television. It just seemed to me, to add the Blue Jays
was a logical mov&. Of course it proved to be and the fact that now
there were two teams increased the audiences by about 15-20%
(Hudson, 1980:14).

Baseball was definitely becoming more popular with Canadians: from
1976 to 1979 the size of baseball'.sbtfelevision audience grew by 68% (‘gertj,.
1980) . The CBC's coverage grew as well, from twenty three to thirty six
home and away games, the All-Star game, and the World Series. For the first
time in Canadiar; baseball history the country'’s two major league teams me't
in the first annual Pearson Cup on June 29th, 1978. The Cup was named after
former Prime Minister'Lester Pearson whose fa;lorite gl'ame was baseball. The
game was televised on the CBC network that year and for the ﬁext two yez_ir:s

>

until 1980.

Though popular the Pearson Cup was not televised in 1980 An Expos’ ,

executive said the club did not want the game televised because itmight hurt

ticket sales. Besides, he added the CBC was not interested. But a CBC
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spokesman said his network had never been offered the game telecast. The
-real reasé\n the game was not televised, he said:’;s that the Expos had Just
signedal crative five year, $6.5million contract with Carling 0'Keefe and i r

-

did not want to give riv.ali Labatt‘v(holder of:the Jays'’ rights) a prime t;i_mf
showcase. Though the Pearson Cup was autor’nqéically included in the Jays"
telev‘iAsion package, it was not part of the E'xpos' co:}tract. ATHe home c_lut). in
the Pearson Cup\controlled and kept payment for the television'rights For
example in 1978 Labatt pa1d $75,000 to the Expos for the television rights,
Labatt owned first refusal rights for English-language Expo telecasts But

the Carling O'Keefe spokesman said the brewery did notﬁing to obstruct the
- . . & /
telecast; the brewery owned the French-languagetelevision rights in
. .

. IS ’
Montreal and the game was never .even offered to them (Globe and Mail, July

29, 1980). . : .

~

" The CBC did not televise any major league playoff games in 1980

either. The rights holder for the Canadian telévision playoffs in both the.
N . - . - Y . . . . - . . «
" American and National leagues was the new Global netwotk, based in southerng

Ontario (Dai.lx Star, October 7(, 1§80). C',_L:V, .for--the riret ti.me; eutbid_the,C.BCnl

for World Series eoverage; Cﬁ's coverege_'att\:racted‘216 milli_or; \H:ewerls on .

_ the aver quarte‘rﬁhour a 16%-increase (362.800 vieweres over the addiﬂjee. N
for the‘g s 1979 World Series telecast (Wert 19805)

In 1981 the rivalry between Carling 0’Keefe and Labatt: grew more

intense than that between their respective b'aseball _teams.' I-ndee_d’ , both’

2, -

‘breweries believed their teams would proﬁot'e beer sales and wanted to

penetrate other perts of Canada with theirgdvertisements duting the gemes

Carling O'Keefe was certain 1t had overtaken Labatt as Quebec’s nunbhr two =

brewer on the s‘trength of its sponsorsh:lp of the E_xpol and Quebec Nordiqtus

tg;ckey team, Labatt: owned 45% of the J ays held t:he telcvision rights for the i

7 ' : o



team and wanted to protect its share of the the Ont an fobeer mar ket From
1978 to 1981 the CBC cartied both the Javs and Expoes pames (which Labatt
sponsored) | giving the teams alternating national coverage  "When it was the
Expos and Carling s week for exposure  and the Blue Javs were plaving at

home | the pame was blacked out in Ontario, and \'ivu. versa”™ (Clobe and Mail.,
March /| l‘ml; The Blue Javs” home tertritory included all of Ontario, while
the Expos’ included Quebec

Prior to the 1981 season Baseball Commissioner Bowie Kuhin resolved

B
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the contlict hetween the Javs 1}!\‘Ll'lfxpng_ ot rather Labatt and Carling 0O’ Keete,

by al lm«'ring cach team to telecast fourteen games in the other’s home market
fn 1981 and twelve times in 19872 whenever the other team was #6( plaving at
home (Toronto Stair, March 14, 1981)  But as it turned out , Quebec interest in
the Tays was so low the team never bothered broadcasting its games there in
1981 In addition, Labatt took steps to keep the Expos out of the Toronto
market  Labatt switched networks, giving CTV the right to telecast forty ot
the Javs’ games inOntario and other parts ot Canada for each of the next five
vears . The brewery wanted greater coverage in the Toronto area than the CBC
could provide in an Integrated schedule. Explained Labatt president Sydney
Oland: "As part owner of the Blue Jays, we are concerned a Montreal team is
getting so much media exposure in our home market- -Toronto" (Globe and
Mail, March 14, 1981). As part of fthe deal Labatt agreed to sponsor both the
World Series and the American and National League Championship series in
1981, 1982 and 1983, the 1982 annual major league all-star game, the
N :
weekly "This Week in Baseball” show, plus Wednesday evening Jays' games.
~The financidl details were not discussed but the deal was estimated to be
’

worth $3 million per year to the Blue Jays.

CTV's coverage of the 1981 World Series was the h‘ighest rated World

*




Sevies onrecordwith reported audiences of 3 Tmillion Using A C. Nielsen
audience measurements of the World Series since 1976 theve appeared to be g
9% increase inwomen viewers, from 643 000 in 1976 tol 1Smillion in
1981 no explanationwas given tor the increase  Of the total audience who
watched the World Series 50% were men eighteen vears and older (1 59
million}. According to the statistics baseball viewing was on the increasc,
particularly among adults eighteen to forty nine years of age (Wert ., 1981)

In 1987 Canadian baseball tans, particulally in southern Ontario, were
able to watch more bascbadl games on television than ever before as both
networks televised more of their respective team’'s games. The increase in

[}

telecasts indicated baseball had become a popular sport on Canadian
television. As Dennis Braithwaite identified:

Ten years after Marshall McLuhan declared it an unsuftable sport

. for the television age, baseball is flourishing as never before,
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nowhere more than on television. . . . Baseball is a feast to the eyes

on colour television, even night games. Everything that happens can

be seen without effort. . . . Nothing is hurried, nothing is missed.
Cameras give us so many angles on the play and the players, by
means of split screens (the pitcher winding up, the guy on first
trying to steal second), inserts, close-ups, long, medium and
panoramic shots, that the static quality of the game, which can be
slightly boring from the stands, is overcome or disguised (Daily
Star, June 9, 1976).

Baseball defied early observers who hgd dismissed it as unsuitable for
television; Canadian baseball fans loved the televised version of the game.
1
d. Professional Golf .
Another sport which "flourished” on television was professional golf.

By the late 1960s golf had become very popular on television. As the Stgr
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Week observed, polt professionals had grown a«‘(’\'\st omed to television’s
intrusion back in the 19%0s when the medium had sought out new sports and

heroes to present to {ts audiences. Colf and Arnold Palmer offered the

charisma televisionwas atter. By 19/0 most major champlonships: the

United States, British, and Canadian Opens; the Masters and the PGA: were
telecast, along with several so-called tournaments such as the Astrojet

Classic and the CBS Golf Classic onboth American and Canadian networks .

Noted a writer in Star Week:

This is another example of TV's influence. Awajor network sets
up its own tournament, puks up a quarter of amillion dollars in
prize money, plays off two-man teams for a week, and spreads out
the "competition, " one hour at a time, over the entire winter. TV
killed the match-play format of the PGA championship. Its
priorities have become first priorities--which is why sudden-death
playoffs start at the first TV hole (often the 14th or 15th) instead
of the first. And, most important, why the amount of prize money
has zoomed to an incredible $7 million this year. . . . Television
moves in like the National Guard. Two hundred tec.hnicians, a fleet
of trucks, 25 miles of cable, fromsix to 15 cameras (Star Week,

1970) .

Each year the CBC provided extensive coverage of the Canadian Open,
increasing the number of cameras and commentators used and number of holes
covered. At the 1975 Canadian Open one of the sixteen cameras used to cover
the action was put in the Goodyear Blimp to give viewers a panoramic view of
the Royal Montr‘eal Golf Course. Meanwhile the other cameras were !
strategically placed to follow all the action on the last five holes of the
course. Five commentators covered the play, one at each of the five final
holeé, and Canadian Golf Hall of Famer Stan Leonard provided the colour

commentary and expert analysis (CBC Memo, July 11, 1975).

The CBC announced in May it had signed a three year agreement to

.
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televise the Peter Jackson Classic, the only Canadian stop on the Ladies
Professional Golf Association tour. Foy the first time in Canadian golf
history the telecast was beamed directly from the Cedar Brae Golf an‘d

>

Country Club across Canada via the Anik satellite. Said Gordon Craig,

then-head of the CBC Sports: "We will make use of Telesét’s Ea:;h Station, a

portable reflecting dish, to beam the programs to Anik. From there the signal

will be sent back and forth across the full CBC-TV network on Saturday and

Sunday. It is the first time the portable equipment has been Used for

\overage of ‘golf™" (CBCQMemo, May 28, 1976). The network covered the last

four heles on the final two days of the tournament; four play-by-play

commentators and one expert analyst covered the action.

) In 1977 tt‘me CBC became the filist major North American network to
provide daily live cox‘erage of an entire golf tournament, the Canadian Open,
The CBC purchased the tournamentv television rights for an undisclosed sum
(reportedly well above the §56,000 it had spent in 1976) and then inaugurated

lan unprecedented four days of coverage. The network telecast the final six .
holes along with gwo hqurs of play each day from the Glen Ab?ey Golf Club in

Oakville, Ontardp. I‘n previous years the CBC had covered only the last tso
days of the Open. R. H. Grim, tournament chairman, said that the CBC had
added much prestige to the event by doubling the telecast time (Financial
_Eg'it;, July 2, 1977). ) |

Glen Abbey proved to be challenging for both the television c.rew and

"golfers. Its design and the manner in which th.e fairways and greens wex.:e laid
out rendered television coverage difficult. Twenty three cameras, ninety five -
technicians and scores of service people were needed to cover the f;ml seven
holes of the course. 'For most large sporting eve:gs, the CBC used one mobile

s

unit; for this tournament the network had four--one central unit with three

¢
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satellite compounds. Some cameras required from 2,500 %o 3,000 feet of/
., cable to connect them to a compound. It was a tremendous amount of work
for the technicians (Closed Ci‘rcult, July 29, 1977).

The CBC featured all of t.he most préstigious golf tournaments tn 1978
but they were m‘ostly. non-Canadian. The tournaments included the Dinah
Shore Winner’'s Circle and The Masters in April, the Memorial Tournament in
May, the Peter Jackson Ladies’ Classic, the United States Open and Canadjan
Open in"June and the British Open irhx July. Coverage usually consisted of the
third and final rounds of play, except in the Canadian Open. Once agafn twenty
thre; cameras, including sevéral hand-held ones, covered the Canadian Open.
In addition a fifty-foot-high, crane-mounted camera followed the action fr?m
the thirteenth to eighteenth holes and #he commentator, equipped with a |
wireless microphone, followed the leaders around the final holes. It was the
first use of a roaming commentator in golf coverage. The emphasis on this
Open's coverage was showing the viewer the game from the players’
pe.rspectivK”jCBC Memo, May 29 ,A 1978).

In 1989 the CBC improved its Canadian Open coverage again. This time

a 160-member crew set up at the Royal Montreal Golf Club, with twenty five
» ; /
cameras, three slow motiogmachines, four mobile units, 14,000 feet of

’ :
television cable, and over 100 telephones requiring fifty miles of cable.

Preparations for Open coverage had begun six weeks bgfore the event
(Montreg)l Gazette, June 21, 1980). Tﬁé CBC's executive producer Bob Moir V
stree;mlineﬂ the comment?tor coverage of the anadian Open that year; ftwo
CBC commentators and a colour commentator all workéd from a specially

constructed commentator building overlooking three of the final five holes of ‘
r ' '

play.
Golf did well on Canadian television during the 1970s, partly because

v '.\

'
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of the hard-work and vision of some television professionals and partly
because of the popularity of several top American golfers. But the game ‘s
popularity waned slightly in the late 1970s and w‘ly 1980s, perhaps because

- networks could not afford to televise it as often-(golf coverage was . *

) ‘ g W
incredibly expensive to produce), or because 'the fans no longer had golfing
heroes with whom they could identify. Unlike golf, soccer never did Achieve
much of a following; it suffered from a lack of audience identification ani w

\

knowledge in North America.

e. Professional Soccer ’ . .

The CBC tried to launch soccer ar; a prime time sport in the early 1970s
but the spbrt wAs not well received by Canadian viewvers. A few ye:grs la'ter
the North American Soccer League, convinced television exp'ost}re;t could help
the sport, tri.edd to convince the networks to carry soccer. This time soccer
received a slightly bétfer response, but i:t re:;hained one of the least app:aling
television sport;.

A'When Don Goodwin became the head of tjhe CBC gports department in
1971 one of his first major changés.was the launch of soccer as a pfime;time
sport on Saturday evenings in the $ummer. This resulted in a substantial
pbsit;ive mail response from soccer devotees, But it also attracted c_riticiém
from the CBC affiliates. Goodwin thought Saturday night summer soccer | |
could work since t:he public vas still excited over the World Cup. In addition,
the 1mmigram: populatioi\ in some cities was large and receptive to soccer.

\
The one diff 1cu1ty with that idea was that while there was a large 1migtant

population, they were unable to give up their ﬂlegiancu to old-country teams
in favor of Canadian ones. Moreover, most of the migtunts did not vatch

much television because- 1t was in E’glish 1f they supported soccer, thoy did
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so in peréon at the games (Goodwin, 1982) .

Goodwin obtained soccer television -rights very economical 1y‘ since
nobody else in North America appeared interested. He‘trie;d to Canadianize the
game for television by using two Canadian com.n;entators as weil as a soccer
expert. "We dldn’'t want it to seem to be just another foreign product. So we
used Bob Pennington for his expertise, d& Canadian play-by-play announcer and
a§Canadian on the sidelines interviewing. . . . It was n(;t" a successful
;xperiment" (Goodwin, 1982:35). Canadians did not seem to want to wat’ch
soccer on television. There are several possible explanations: most
Canadians did not have a background in the sport and did ngt kn(;w what to
look for dur1-ng play,; most Canadians could not tdentify with any of the
players on the field as they did not have any soccer heroés; tehlevision
coverage was a problem in that if shot wide, showing everyone on the field,
that displeased hockey and football fans accustom.ed to close-ups and_
isolation camera work and if the game was shot close-in, as most North
Axfneri_can sports a*rehdone, soccer fans would be disappointed and upse't
because they liked to watch the play develop and the actibns of all the
players. ) ' .

A few years later, irn August 1976, “the North American Soccer League
decided that tel‘ewh/is'i;m exposure was more important than television rights
and sold CBS the rights to the league final for a mere $12,000. Explained
NASL Commissioner Phil Woosnam: "We might sell the television rights ‘ £
cheaply, considering‘ what footballl, ho?key and baseball‘ get, but the exposure
is tﬁere and no doubt‘w'ill help sell the géme. . . . When you want national
television you'have to go h\th ;:he networks" (Globe and Mail, August 26,
1976). Inbuying the rights so chc-eaply CBS had also made a commi‘tment to

L 2

televise seven NASL games live the next season. The league would get its

-

\
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needed television exposure.
In Canada the two major networks tried to bring Canadian viewers the
1978 World Cup soccer games but were unable to afford the television rights.

The North American rights were sold to the New York-based firm Magnaverdi,

which in turn sold the Canadian rights to the Toronto-based firm Mascia

k] ———

Enterprises. Both CTV and the CBC made several substantial offers for the
whole sgries, but the organizers turned them down, offering the networks

; , : )
instead some parts which Esaw referred to as "garbage,"ﬂ (Globe and Mail, June

2, 1978). As a result the World éup series was shown on closed-circuit
outlets in Montreal., Ottawa, Toronto, Hamilton, London, Windsor, Calgary,
Edmonton, Vancouver and Victoria. The ;)resident of FIFA, soccer's‘governihg
body, predicted that 32 billion people in 130 nations would watch the ‘thirlty
eight matches of the World C;p and expected that more than one billio‘n would
see the final game alone (S{mday Star, May 28, 1978).

On February 6, 1979, Global Communications paid $2.5 million for
controlling interest (85%) ianpront:o's NASL franchise, tbe Toronto Bl{.zzards.
"f‘or the first time, the team will be promoted, marketed and gai’n‘televi;}on
exposure on the Global Television Network" (Globe and Mail, March 28, 1979).
Global did not want fo buy a soccer club but it wanted thg teievision rights to
aqparticular sport and kne\g if {t did not buy a team and sew up the television
rights the big networks could step in at any tfme. The network chose soccer _
afterl\i‘ts researchers discovered that the game had t;remendéus growth
potential ,ambng both men and women in Canada, a large number t;f schools had
switched from football to soccer ;'ecause it was safer, and it ranked second
oniy to tennis as the s&aort of greatest interest to women. "Every television
executive knows that w;man éppeal is the key to the success of a gho_w, R
.luri:ng ‘in lovely advertising dollars” (MSX.. June 10, 1979:29). Globai

: 1 ‘ .

« " a
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ptesident Paul Morton agreed soccer had potential, but he'worried Global was\
gettiAng involved a few years too early. As-wel'l as the Canadian television
exposure the NASL acqui red a national network contract with ABC w‘l)ich -
allowed for nine games--five regular éeason, three pla);offs and the final--to
be shown over the season in the first year of a two year package. It was an
importaﬁt move Vfor the league but unfortunately for them, the first year
ratings were low.

In May and June of 1979, the CBC televised four major international

soccer matches on "SportsWeekend;" they were the FA. Cub Final, European
Cup of Winners, FIFA 75th Anniversary Match and the European €up of
Champions. Thé next year the CBC obtained the television rights for the
Eur:)pean Cup Soccer finals and televised both the Consolation Final and the
Final games. "CBC Television Sports is pleased to bring Canadians these two
major events as part of our continuing commitrlnent to televise the best

international soccer available" (CBC Memo, May 15, 1980).
(

p~§xhe Toronto Blizzards headed into its second season, Global Sports
)

gEnterprises Ltd. (a wholly owned subsidiary of Global Communications)

reflected on the $1.2 million deficit incurred during the team’s first year.
Mike Anscombe, sport‘s director fo—r Global Television and the plféy-by-play
cbnimeptator, thought soccer had problems as a television sﬂpo_rt‘because.
Canadians were unfamiliar with the game, it; was difficult finding natural
rlay interruptions for commercials‘, and commentators were unsure of how .
sophisticated to make their cov.erage- -did they need to explain common
soccer terms like "dribble" and "tackle" for the uninitiated, or would thi_s
really offend soccer enthﬁs iasts. Blizzards Prevsident Clive Toye, though he

thought soccer coverage on television had improved remarkably in five years,

nonetheless maintained the best seat whs still in the stands (Starweek, April’

o

f



_States in terms of youth parﬁicipat,ioti. "The turning point will come when

~

5-12, 1980). Others.seemed to agree with Toye because attendance at NASL
games in 1980 increased. But the most important factor to the league that
year was the game’s performance on television. There were promising signs.
An average audience of 4 million viewers tuned into ABC’s first four soccer
telecasts in 1980. Said Woosnam: "Television is the key. The key factor is
that we have to get the games on later in the day when we know peo;;ie ére at
home and watching sports. We want to create a full season on TV, beginning

in April, when kickoffs will be at 3:30 p.m. instead of 2 p.m. as they are now"

(Globe and Mail, June 14, 1980).

;o
Although televisign exposure was considered key to the NASL'g success,
. . ¢

A\

its t;p p;i‘ority in 1981 became incfeasing attendange. The league did not
receive a great deal of mo’ne.y fromdthe American television networks and
relied almost entirely on gate receipts for its income. ABC reduced its
con(erage of soccer to jus;t a playoff game and the Soccer Bowl following

disappointing rating! in 1980. Both ESPN and the USA networks, however,

agreed to show at least thirty five games a year in a two-year deal with the

' 'NASL. "From a dollar's point of view we are not getting too much, but what> is

fmportant is the increased exposure soccer will gain” (I_Q_r_gn;g_s_t;g;, March ‘
28, 1981). In Canada a group from Molson Company Ltd. of Montreal arr."anged
totelecast ten season games. In August 1981, Global Communications sold
the Blizzdrds, but retai;ed its television rights.

The ea‘rly 19805' were not good for the NASL; three clubs folded after

the 1980 season; seven more followed at the end of 1981 and the sixteen

teams who survived lost money. Even so the NASL's Woosnam thought soccer

. could stfll be sport of the 1980s because it was number two in the Unit'ed'

.

—

®

network TV wants to show NASL games on a regular baélg' (W.

e

202

-



203
November 11, 1981). But a network contract proved to be just a dream for the

NASL.

)

ftf\‘o?éh the NASL had trouble obtaining a television contract, World Cup

soccer did not. In October 1980 Labatt acquired the Canadian broadcasting
: ¥
rights to the World Cup soccer package for an undisclosed, but likely large,

sum. The package included the 1981 and 1982 European Champion Clubs’ Cup.
and European Cup winners. The brewery then negotiatéd with the CBC, CTV
and independent stations.for the placement of the games. The CBC scheduled
thirty-seven games on both its English and French networks during the month
when the finals were played. It was the first time Canadians were able to
watch live matches of the World Cup at home; pfeviously the rights were sol\d

to a closed circuit'company. Labatt's Hudson discussed the brewery's

’

sponsorship of the World Cup games: "We feel this is a very important step

for soccer in Canada. The problem is that most Canadians have not seen world

- ¢

class soccer on a consistent basis and hope:fully they’ll become more educated

by this" (Globe and Mail, October, 1980). The CBC was very pleased to have ..

extensive coverage of the World Cup because of the prestige of the event, the

—~ -

number of countries which p'articipaged, the na‘-tional pride involved.and, most

important, the popularity of the event with television audiences. An . -
)

estimated 5.9 million Canadians watched the final game between Italy and

* N

¢
West Germany.

’ -
The beginning of the 1970s heralded the arrival of professional soccer .

e
-

on Canadian fields and television sets. Initially the experiment with
televised soccer proved to be a failure because the potential audience either
did not identify with the game, or did not speak English, or did not like the

manner it was televised and preferred to wai:ch it in person. However, by the

1980s fan understanding and appreciation for the game began to develop as

Y
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more scho_ols and community ledgues introduced the sport to thelir young
people. This has meant an increasé, once again, in the televising of soccer on
Canadian networks. ’
o -
f. Canadian InEeruniversity Athletic Union (CIAU)

During the 1360s and 1970s sport at United States universities was big

business on all three Amerigan television networks. The same could not be )
said in Canada. In the late 1960s the Canadian Interuniversity Athletic Union’
(CIAU) si/igned a ten year contract with the CBC. During the ensuipg decacie
attempts were made to make CIAU sports éopular with Canvadian tglevision
viewers but they were not that successful.

On January 9, 1971, the CBC bégan a new eleven week colour series on

Canadian unjversity sports entitled "Canadian Colle;l Sport." It was to add

"further #cope 'am‘i depth™ to the network’s coverage of CIAU sports;, which to
that pointchad nét been very extensive despite its ten year contract with the
CIAU. There wask a ylight i)roblem with the’t:itlle of the seri:gs; the C{AU
disliked the word "college" in the program’s title. The CBC argued that

2 . £
" "Canadian College Sport" was a better alliteration than "Canadian University

Sport." Moreover, Don Goodwin, then-head of CBC Sports, i:hought Canadian

~

viewers would associate the program with United States éollege_ spor_tc )

which were‘of very-high calibre. 'lBut to the CIAU, "::ollege" had a different
. . “ ?—- i h . .
connotation and denoted some "little setond class" institution. Nevertheless,
.

: Goodwin convincey the CIAU to go along with-his title. 1t was Goodwin’s

-

intention to formalize a regular Saturday afternoon program viewers could

~

' . . s :
felate to and to include university sporty/ But Goodwin found workingwith .

the,CIAU frustrating primarily becauge of the difficulty encountered vitt;-;:‘_h‘e'k -

/

universities 'h7 ing eétaﬁlishgd eagues and schedules yhe’rei:n one could not
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predict beforehand whether a game was going to be a major event or not. In
addition, many playoffs used a round-robin format which also made it
difficult for television personnel to adapt to. Both situations made it tough
to pick games for television audiences. "We were not tryiwng to mold college
sport to our needs particularly, but trying to showcase it in the best way we
could. If it worked well then it was going to be a better television property
and what we were striving for was to be able to guarantee that we kept
~
getting the best foot forward" (Goodwin, 1982:30). The CBC tried to influence -
the CIAU to select championship sites in advance so the network,could then
schedule equipment for that location. The CIAU's problem with that
suggestion was that if the local school was not in the toufnament it would be
very_difficu].t to attract an audience. "They were right. That was what was
happening. We understood that but that was the enigma we faced” (Goodwin,
1982:32). Unfortunately for both the CIAU and the CBC the program was not
very successful with the audiences and was eventually dropped.
Said Goodwin of the relationship between the CBC and }:he CIAU:
They certainly tried to be co-operative in all ways possible but
: they were still ;eally‘a group of separate institutions having to fend
for themselves as far as costs were concerned and they were
essentially educationaD‘astitutions and not big 1eagué sports
institutions as some of the U.S. schools are oriented.
On top-of that -the truth of the matter was that while we did pay thé
rights fee, there was not enough money in it foi: us to be really that
influential. It was not really in their finandial ‘interest to hop and
/{ jump when we wanted them to. But there was a genuine mutual

interest. The difficulty was that university sport in Canada was not
significant (Goodwin, 1982: 32)

Indeed, the last year of its ten year contract the CIAU received only $10,000

from the CBC, hardly enough to justify changing its regulﬁéason and playoff
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schedules in all the various sports. The CBC continued to cover major

champid&rlips as best they could after dropping the sports programs, but

L

Goodwin felt the p;roblems between the CIAU and the CBC were never really @

-

resolved.
When the CBC-CIAU contract expired in 1979, the CIAU signed a new

one with CTV. This agreement gave the Union more money for its television
, v I\
rights but, according to one television expert, gave the CIAU less television

exposure. In t(xe next few years CTV televised some CIAU championships but

they were not very popular with the television audience. By 1982 both"
" ¢
networks were reluctant to make a commitment to cover Canadian university

sport. The CIAU was as equally reluctant to work with the major networks . '

* without the backing of a major sponsor. In order to alleviate some of the:

5

CBC'’s and CTV's misgivings about televising interuniversity sport, the CIAU
presented "The CIAU Commitment" in its television coverage p]:oposal to both

networks. "The CIAU Commitment" set down the CIAU's aims and objectives

.

and outlined what the CIAU was prepared to do to develop a mutually
beneficial relationship with television. As a result CTV signed a two year

agreement providing the CIAU with $37,500 in 1983-84 and $45,000 in

i - .

1984-85.

.g. General Sports Coverage
' ‘
Although both the CBC and cTV televised a verietf' of sports. during the
3

1970s and early 19803 very little was writgen in tbeir documenta.tion about

]

6
.

‘the amount and type of coverage. The CBC's and CTV's sports coverage

reflected most of the major sporting interests both. mteur and

 professional. The decade’ s schedules 1ncluded NHL hockey, a mmber of
Qanada-U. S.S.R. hockey series_ , CFL foq__tball ) Expos and Blue J'a_ye baseball md

. . A Y



he World Series, Canadian Open Coif and other major golt tournaments ., the

('i'g'nndiun and World Curl ing Championships, the Canada Games th{ Canadian

P

»
umrld Figure Skating Championships, and a variety of events in badminton,

Pu;sk(-t ball, swimming, soccer, track and tield. horse racing, to/nnis_ skiing and
p'_vmnn;;t fes.

Dur ing the 1970s more and more international sporting events werce
televised on the Canadiah networks and this tended to take the attention awav
trom national amateuY sports events. One of the CBC’'s commitments during
this period was the broadcasting of the Canada Games Goodwin used his
position as head of sports at the CBC to ensure that Canadian amateur sports
had an opportunity to be televised ne.\t ionally. "The Canada Games concept was
imp?\rtant because most of those sports at that point imCanada couldn’t
command television time of their own but collectively they could with the
great ceremony and the occasion of the Canada Games" (Goodwin, 1982:7/).

Some of the participating athletes would perhaps eventually represent Canada

.

at on: ;)f those major international events. The Games p'@d a venue for a
number of ‘sports which normally would not have received coféfage_ The
federal government was interested in televising the Canad‘a Games and
provided fupds. for this purpose. A pattern began in the early 1970s which has
continued into the 1980s.

The Olympids also influenced what was seen on television. For
example, Olga Korbut's performances in the 1972 Olympics generated an
interest in and upsurge in gymnastics lessons and competitio;m among young
girls in Canada. Aware of interest in gymnastics, the CBC ran twé, ninety
minufe.specials on gymnastics in July 1974; thle tirst presented highlights on
the Caﬁi;;ian Gymnastics Championships, and the other contained highlights of

ﬁa Canada versus U.S.S.R. meet. ! .



The CBC instituted a new series called the "CBC-TV Sports Specials” in
19759 One of the first programs, a "Winner-Take-All, " Sl million tennis
match between John Newcombe and Jimmy Connors, aired live on April 26
"The match is expected to draw the biggest viewing audience ever for a teunis
game, with the possibility of surpassing the famous Riggs-King go-round.
this should prove to be one of the biggest of the year” (CBC Memo, April /.
1975) . In June both the Canadian Swimming Championships and Canadian
National Table Tennis Championships were carried on "Spot'ts Specials_\"

In July 1975 the CBC Sports announced it would televise Canadian

amateur sports for the next year as an introduction to the 1976 Montreal

Olympics. "The emphasis during the coming year will be on pre-Olympic

JO8

sports, which will offer us an opportunity to bring these exciting contests to

our viewers, and to look at the venues from which we will be telecasting
during the Games" (CBC Memo, July 4, 1975). Among the sporting events
covered were the Olympic sports of volleyball, archery, equestrian
competitions‘v, field hockey, wrestling, swimming and diving. The pre-Olympic
programs were in addition to the CBC's usual complement of professional
sports and amateur sports not censidered part of the Olympics.

A few years later, in April 1979, the CBC introduced a new sports"
antholdgy seriespcalled "SportsWeekend.” Shown on Saturdays and some

Sundays for eleven months of the year, the program contained a minimum of

three hours of national and international coverage of a wide variety of sports.

It was to provide competition for CTV's "Wide World of Sports."™ In a sports
anthology program the total time allotment, for exdmpke three hours, is

broken into a number of segments and a different sporting event is shown in
each segment. ABC launched the "first" anghelogy series in 1961 with "Wide

World of Sport."” CTV's program of the same name received weekly "feeds" of
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material from ABC to supplement its own segments and was very popular
with Canadian viewers. Evenwith access to the ABC "feeds” Esaw worried
the new CBC program would s iphon otf CTV's audience: "From the look of
things, ‘SportsWeekend’ has got the budget, the manpower and the facilitices to
bury us. They’'re going live right opposite us. They pAI an to blow our brains
out” (TV Guide, April 21, 1979). According to John Hudson, then-head of the
CBC Sports, "SportsWeekend” would be different from other North America
sports anthologies because the CBC would use live rather than taped items:
"1t's the packaging that's different. We’'re combining our Saturday and Sunday
shows into one program and will go live to the entire network at the same

-
time. We feel we're going a step further than ABC, NBC, CBS and CTV in the
scope of our efforts with a lot more emphasis on amateur sport than any of
the American networks" (Champion, March 1979:17).

Both networks were after the same type of events, with world
championships and major international competitions topping the list. Esaw
sald that CTV tried to sign as many world championships as possible but the
network also had an obligation to fill the gaps with minor events that offered
good action and that people had not seen before. Jim Thompson, executive
producer of "SportsWeek.end" said: "We're aiming for the big events, one step
below hockey, baseball and football, that can stand by ther.nselves" (TV Guide,
April 21, 1979). The CBC paid $50,000 for a package of eleven world
championships, which included swimming, rowing, cycling and track and field,
for "SportsWeekend." But not all of the sports included in both networks’
respective programs were the traditional "serious" ones. There were also
entertaining novelty items whose main appeal was entertainment, for

example the ttactor-pulling contests. As Hudson put jt, "We’re in the

entertainment business, too." In some cases, like the world championship

~T
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package, the networks had to pay for the telecast rights, with the network
who bid the most setting the event. In other cases the networks did not pay
for the rights but offered better or more extensive coverage of the:, event than
their rival. However the sporting event was obtained, the final product - - the
anthology program- -appeared to be popular with television viewers.

During the early 1980s both networks used their sport anthologies to
showcase important sporting events. For example, the CBC presented its
coverage of seven major Canadian and World curling championghips during ihe
year on "SportsWeekend; " previously these events would have been separate
‘programs or not carried at all. Also in 1981 the CBC covered all ten men's\
World Cup downhill ski races on "SportsWeekend,'; as did CTV on its "Wide
World of Sport." It was the first time t:e networks carried all ten downhill
races. .

Sporting anthologies were an important feature of television sports
programming during the late 1970s and early 1980s. The Olympics became a
major television "event" every four years, as well as in the pre-Olympic year.
They, perhaps, were the best anthology television offered. In addition to the
Olylypic Games, other "Games" such as the British Coml;:onwealth and
Pan-Meriéan, were telecast. On other occasions, anthologies were built by

bidding on various championships and telecasting the events in specifi

| /

h. Major International Multi-Sport Games

time-slots.

Of the two Canadian networks the CBC was most involved in the
broadcasting of major international multi-sport games. T‘\rd’ﬁghout the

1950s and 1960s the CBC provided coverage of the Olympics, the ¢

Y

Pan-American and British Commonwealth Games. For the 1970 British /

~ : =
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.
Commonwealth Games held in Edinburgh, Scotland, the CBC carried special
daily reports on the action on a one-day delay basis.’ Six commentators (three
English and three French) were sent to cover the activities of the nearly 200
Canadian athletes competing in pine sports. 'I!he CBC concentrated most of its
attention on swimming and track and f‘ield‘with only highlights of the other ’
sports. CTV showe-d daily news highlights from the Games as well.

After ten years of haying Olympic television rights levied by the
Organizing Committee of an Olympic Games, the Internati.onal Olympic
Committee (IOC) in 1970 modified its Rule 21 so that all payments for
television rights and financial contributions i.n connection with television
belonged to the I0C. The 10C then divided the amount befween the Organizing
Committee, International Federations, National Olympic Committees and the
10C. “This represented a turnir@?oint for the I0C because during the 19705
and 1980s, the amount of money paid for television rights rose. dramatically
and the I0C benefited financially. The telévisfon revenue became crucial to
the IOC's operations and future.

In 1970 Montreal won th;e bid to host the 1976 Olympic Games and in
anticipation of Recoming the host broadcaster, the CBC immediately set up a
committee to conduct a preliminary investigation of what would be required
and involved in the job. The host broadcaster role had traditionally been given
to the state broadcasting organization of the country staginfthe Games. The
host was responsible for pllanning, providing and installing all necessary
facilities to allow seventy television anglfllo radio organizations (about
4,000 people) from around the world to cover the Games.

Continuing in.its tr;diti:on of covering the Olympic Games, the CBC

signed an agreement in March 1971 with the NHK and the Sapporo Olympic

Organizing Committe for exclusive Canadian radio and television rights in
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both French and English for the 1972 Winter Olympics in S;ipporo, Japan. In
1969 NBC had paid $6.4 million for the American television rights for the
Sapporo Games but the CBC did not pay that much( for the Canadian rights.
There was a live colourcast of the opening cexiembnies and daily programs
throughout the Games. In total, including radio and television, the CBC
provided Canadians with thirty five hours coverage of the 1972 Winter
Olympics. "The coverage, which began with a 1ive colour broadcast of the

opening.ceremonies, included 12 hours of programming on each of the CBC's

television networks, French and English"‘ (CBC Annual Report 1971-72:19).

When the Sapporo gamés concluded, the CBC sports departments began to

e

\ prepare for their coverage of the 1972 Olyaxpic Games ‘n Munich.

n

\ For the Munich Olympics, the CBC planned to provide "record” coverage

of sixty seven hours of special programming on television and radio- -twenty
L
five hours CBC French television network, twenty four hours English
: -
'television and nine hours each French and English radio. Coverage, via

o

satellite, began with a 1ive colour broadcast of the opening ceremonies

August 26th and continued with daily highlights lasting one to two hours each
afternoon. . In addition, the CBC broadcast an hour of highlights :.ach evening
until the closing September 10th. The Deutsches Olympia Zentrum, host
broadcasting organization, provided pooled coverage of all events to the
visiting broadcasters and provided networks like the CBC with facilities to

select and package material to be sent back home. The Gc'nvmans used at least

as and 2,100 technic _iians to provide coverage. ABC -

- 23 mobile units, 135
had paid $\1‘3 .5million for exclusive American teleﬂsion rights and plinned an-
unprecedented 67.5 hours of prime tim? satellite coverage consisting of three
hours of highlights from 8 to 11 egch evening supplemented by aﬁtofnoon
_ofvferings on the weekend. The planned covcrgfe'of the;cm; for the CBC,

e
- 3 -
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ABC and the rest of the world’s networks was disrupted on September 5 when

Arab terrorists attacked the Olympic y%llage and killed two Israelis and held

€

-

nine others hostage for hours before eventually murdering ghem. The Munich
Massacre, as it bécame known, and the activities which followed it became
\
prime time news coverage. A major sport festival had again been subjugated
to politigal dogma and international terrorism. The United States networks,
in particular, used the Comsat satellite to provide around the clock live news

\
reports from the Olympic Village.

*
During 1972 the Montreal Olympic Organizing Committee (Comite

Organisateur des Jeux Olympiques) (COJO), began negotiations to sell United

States and world television rights for the 1976 Summer Olympics. There was

a great deal of controversy invdlved with both types of rights but initially it

w.as with the sale of the Ame an rights. ABC was awarded them but NBC

charged that they were attained through secret and non-competitive

procedures? NBC officials had been told by a member ofACOJO that ABC had

been assured negotiating terms which:granted ABC the right t6 meet any other

offer and, by meeting it, retain United States rights against all(other bidders.

Corydon B. Dunham, vice president and general counsel for NBc; called sach an

assurance a "flagrant departure from the standards and ideals for which ﬁﬁe

Olympics stand" and it gave ABC "so prefefential a position that "Fhe ability of

any other party ;:o obtain U.S. television rights has been nullified in advance

and bidding procedure has been a sham" (Globe and Mail, Dece;nber 21, 1972_“) .

On January 3, 1973, ABC announced it had been awarded the United States

television rights for_v‘$25 million,;almost twice what it paid for the televisiop

‘rights to the Munich Olympics. A COJO official denied there had been any

under the table dealings with ABC and statéd that the other two American

networks, CBS and NBC, had not even submittéd official bids. 1

.
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Included in'ABC's $25million deal was the use by the network of the
pzcture coverage provided by the host network. By January 1973, there was
still no k;ost network. "i‘he CBC confirmed in a statemenf January 5, 1973 that
providing tele.vision coverage for the S}muner Olympics was well beyond its .
resources and the ‘co'rppration would riééd additional financing if it was to
assume the host broazicaster role. In February 1973, Prime Minister Pierre
Trudeau told the Ho}.lse of Commons that if the CBC became the host 3
broadcaster for the Games it would cost Ottawa up to $25 million.

The CBF: committeei which investigated the host broadcaster role,
submitted a proposed model for coverage of the 1976 Gamés. In order to
manage the mammoth undertaking of host broadcasting the CBC created a
division or subsidiary called the Olympic Radio and Television Or’ganization
(ORTO). ORTO's function was to set up th:e technical facilities é,nd all the
radio, television aﬁd film services required to cc;ver the twenty one sports in
the Olympic program and to pro;i;de all equipment and services needed to
ensure that coverage of the Games was seen around the world. |

. While the CBC concentrated\lon preparations for the 1976 Summer

Olympics, CTV, in Oétober 1973, was awarded exclusive Canadian television
rights for the 1976 Winter Olympics in Innsbrueck, Austria. The contract was
" the fi:'st television agreement between the Imsbmck Olympic Co'mnittee.and
any television networ'k in the world (G_]MM_I, Octdber 30, 1973).

In 1974 the CBC sent its sports co\}ef\age team to New Zealan‘d for the
Tenth British Commonueélth Games in Christchurch énd through the use of

- . [N

two satellites- -a mid-Pacific one and Anik--the network provided a total of
A

thirteen hours of English television and t:_ma;lve1l and a half hours of French.
teig!i:sion coverage of the Games, some‘of it live. Along with their own forty
employees--six television comnthfors (three English, three French), five

.
2 R o
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radio announcers (three English, two French), twelve techniciang, five

television producers, two radio producers, four scwistants, two |

production assistants and four executive headquarters staff members--the

CBC hired three guest experts from Canada for track and fiel(/, diving and
/

/

swimming (Globe andiMail, February 2, 1974). In response t.6 criticism of‘che
CBC's coverage of the games, Dennis O'Neill, manager public relations for the
CBC, wrote that the network in its English television coverage showed the \
performance of every one of Canada’s 150 athletes. He expressed the CBC's

philosophy with regard to Games coverage:

We do not believe that Games coverage (whether Olympic,
Commonwealth or British Empire) begins with the crack of the
timer’s gun and ends with the breaking of the ribbon at the finish
line. Therefore our coverage consists of much more than the actual
competitio;xs. We attempted to show the human side of our athletes
and their training methods, the pomp and ceremony of the visits of
royalty to the Games, plus the unique and colorful aspects of this
distant nation which Canadians know so little about. . . . We remain
convinced however, that most Canadians want to see and hear about
all aspects of the Games, not only who won and lost {Globe and Mail,
February 19, 1974).

Seven months later, on September 13, 1974, CBC agreed to become host
broadcaster and signed an agreement with COJO. In doing so the CBC also
obtained exclusive television rights for Canada. Once the International
Olympic Committee ratified the agreement, the CBC annoupced on.October 22,
1974 that it was moving’ into fulll implementation of its Olympic plans as
Canada’s Olympic network gnd as host broadcaster. ORTO w;mld be
responsible for the host broadcaster role, and the sports departments of both

. ,

the English and French CBC networks would provide the domestic coverage.

The CBC planned to broadcast live coverage of the Games in both languages for
' 4
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a minimum of eight to nine hours daily coast to coast and in the far north via

»

Canada’'s domestic communications satellite, Anik. Operated by Telesat

Canada, the sat\ellite would also provide live colour television coverage of the
Games to television viewers around the world and would funst ion as the
communications 1ink between Montreal and Canada’s two ground terminfls on

the east and west coasts for the Intelsat-Atlantic and Intelsat-Pacific
communications ‘satel}ites&onnecting North America with Europe and Asia
respecti\:ely. "The system would provide two simultaneous channels of video

~out of Montreal, most likely relayed via the backup Anik Il satellite" (Globe

and Mail, June A‘, 1974) .

The 197% Winter Olympics were held in Innsbruck, -Austria. ABC paid
$10 million for the television rights and telecast fo.rt:y three hours worth of
Olympics to the United States. CTV paid $360,000 for the Canadian television
rights and provided forty five hours of covérage to Canadian viewers. .The
Olympic coverage was well received by Canadian audiences.

In its dual rols as host broadcastér and domestic servicer the CBC

faced the most monumental challenge of its history with its television
b .

coverage of The Olympic Games. Equipment was drawn from both the private

(CTV) and public broaécastiﬁg sectors. Every piece, of the CBC equipment was

taken to Montreal and ORTO alone required some 1,600 personnel for the task.

The CBC used 19 mobile units, 87 vdeotape recorders, 105 cameras, 21 slow

A} :
motion videotape recorders, 4,500 audio circuits, 35 video eircuits, 50 radio
L .
and 9 television studios in its coverage. Gordon Craig, then-head of
| 4
television sports for the CBC's English network, said of the CBC's plans for

its'Olympic coverage:

. ' ¢ -
o We have to ensure the Olympi\\Games are recognized as the
biggest festival Canada has ever hosted by properly presenting this

. 2
’ ¢ -~
s .
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spectacle to the Canadian public. It will be up to us to customize
the plcture foY our Canadian television audience. . . . Our first
priority is to telecast record performances as they happen, but very
close to that is our determination to give complete coverage of
Canadian athletes. We have the equipment to do both jobs during a
single event. . . . This 1s\a‘onde in a lifetime happening--it will be
the largest single sports event ever tackled by our department. It
will bring together, for the first time, all of our sportcasters and
producers from across Canada (Daily Star, June 14, 1975).

' While plans for television and radio coverage were goiﬁg along
relatively smoothly in Canada during 1975, members of COJO were having’/
‘problems closing an agreement for Ehropean and world tfelevision rights.

There were offers, counter—offersJ, stalls, and tough bargaining throughout the
year. The problem was the difference in the amount:,the fivg internationaei
broadcasting groups were offering for the television rights and the amount
C0JO wanted. Based on ABC's $25 million for United States ‘right:s, the
Montreal committee originally wanted more than $30 million from the )
101 -member European Broadcasting Union (EBU) and other foreign groups; they
had offered $1.7 million. The Canadians cut th; asking price to $18 million;
EBU countered with a $9.3 million offer for global television rights. This
offer was rejected and followed by a breakdown in the talks. The non-North
American world television networks threatened to blackout the 1976 Oiympic
Games because they felt the broadcast fees were tc;o excessive. The I0C and

its president, Lord Killanin, steppea in and pressured COJO to accept the offer
.1n order to prevent the black_ou't:; the I0C had a great deal at stake since it
modified Rule 21 five years earlier. Finally, two months after negotiations - B
bro‘kl: down, on September 10, 1975, the IOC announced that the dispute was

over and an agreement had been reacht—ad. The new deal called for COJO to be

paid the $9.3 million offer in U.S. dollars plus $50,000 each from one
| ¢
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unidentified member of the EBU, the Arab Broadcasting Union and the African
COUI’{CrieS which brought the new total to $9.45 million. The price fell far
sﬁort of the COJO's original target burg it was still more than double the
amount paid for the 1972 Olympic coverz(ge._

InJune 1976 the CBC announced its detailed television sch;adule for
coverage of the Olympics from July 17th to August lst: a minimumof 175 |
hours broken into three major blpcks--10 a.m. to noon; 1:30 p.m. to 6 p.m. and
7p.m. toll p.m.--followed by a one-h(;ur highlights package at midnight.
Thid meant that Canadians would re::eive in excess of eleven hours of Olympic
_telecasting each day during the Games and many Eufopean networks planned
between twelve and fourteen hours a day coverage.

One of the unique innovations used to eﬁhance"coverage of the cyqling

. , )
rcad-rac® and marathon was the heli-car, also referred to as an autocal.-‘: a
radically souped-up Volkswagen equipped with a television camera and
microwave unit which operated at eye-level and beamed pictures up to an
overhead helicopter, which in turn transmitted to control central.
Transmission to a helicopter ensured a continuation of signal, as the car
_mqved with‘ the partictpants in the race and an additional bameralin the
helicopter pfovided‘an overhead view of the c-ompetit:ors. The autocar héd
been designed to cover the Worla Cycling Champidnships in Montreal in 1974

2 :

and was so successful that it was used during the Olympics. This and other

developments allowed for the most extensive coverage ever given any

4

Olympics. It was also the biggest effort the CBC ever made on television for

apsdngle event. In defence of the extensive coverage, Bob Moir, the CBrC's_

e

television executive producer for the 1976 Olympics, said:
- - .

When the time arrives and the Games are finaily here, the ma]j or
complaint will be that we are not bringing enough of .the Olympic '



Games to Canadians. The Olympic Games are so big, sos
internqtional, so packed with emot}on, that no one in Canada
realizes just how big, nor how emotional. When the Canadian team
er-;gers the Olympic stadium in the opening ceremonies, this country
will go on an emotional binge the like of which we haven’t seen in a

long, long time (CBC Memo, May 4, 1976) .

The CBC's Olympic coverage philosophy was simple; it would cover
everything there w;as— 1¢very event, the three medal winners , and every
Canadian that participated in the Games. In previous Games coverage the CBC
found that there were always limitations, particularly on air time. "It was a
tetrific thing, especially ih our own country, to have the luxury of showing
every Canadian performance, whether they ran first or dead last, it didn't
matter, they got on" (Craig, 1984:10). The CBC brought a different style of
Olympic coverage to the viewers. Many viewers, especially Americans who
picked up the CBC's signals, appreciated the CBC's covel;age and the network
received some "interesting"” comments. "Usually the remarks are reversecii
because Canadians watch American networks. It was phenoménal. Viewers
complainihg about ABG's coverage ;h they never séw this on ABC's cove‘rnage. But
they’d never had anything to-compare i‘t to before. It was heart-warn;ing"
(Craig, 1984:10).

Throughout the Games, articles appeared in various newspapers ‘

? N {
commenting on the television coverage of the events by the different

~

‘\

stations. There was some criticism of the number of hours spent each day on

61ympic coverage but-in the end, however, it proved to have all been worth it

for the.CBC. A sp;cial audience survey c'ommiss..ioned by the CBC and

comduoted by A.C. Nielsen of Canada showed that 92§ of the measured ,
. )

population of Canadians watched the CBC Olympic coverage at some point

during its first week. That is 6% more than no‘rmally watch all stations and
<~ .
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the CBC more than doubled its normal share (?_f the audience. An estimated

18.2 million Canadians in 5.5 million different households spent an average of
11.8 hours each viewing the CBC television coverage of the Games in English ‘
and in French. These statistivcs did not include those viewers who watched
the one hour a day plus nightly quarter hour of highl ighté provided by CTV.
After the statistics were released one newspaper reporter, who had
criticized t‘he CBC for covering too m\:ch of the Olympics, admitted that
Canadians had apparently approved of the massive c.overage: "This is called
gloaking, for the nevtwork had be_en much criticized for devoting virtually its -

Sentire schedule, 11 hours a day, ta the Games. . . . The \}ery large viewership

and large average audience appeared to be a solid endorsement of the CBC's

Olympic marathon® (Globe and Mail, September 3, 1976). °

Once 1}:‘was over, more positive comments were made ‘about the CBC's
coverage of the Sumper -Olympics. Craig said: "We were d,elighted by the
acceptance By the publlic of ‘both"the quantity and the quality of our
programming. If anything, the public wahted more. The other bfoadcastex;s

from around the world partlcularly the British, applauded the ORTO

productlons to a man" (Closed Circuit, August 10, 1976 1). Other comments':
It was tele’vision's finest hour. A seemingly‘end’I ess number of
mébil® and fixed TV colout cameras followed the exciting sequences
-7 while skilled crews of ‘technical and production people blended their
" outputs in a smooth composite that staggered the: 1magination
- (Closed Circuit, August 10, 1976: 1)

ORTO spared no effbrt in preparing for this TV supershow and it
" paid off in the most: rewardipg manner, a job Well done, acclaimed
by.all who saw it as the crowning television achievement in four

decades of Olympic TV (Cle §g Qizg_g;t_; August 10, 1976 3)

v

_ After thé Summer Olympics were over ‘t’ée’CBC's' sports department had

° [N



only two years to prepare for the 19/8 Commonwealth Games in Edmonton

These Games would prove to be the next largest undertaking in sports

coverage ever attempted by a Canadian network and the largest sdlely by the
CBCG . The CBC husod.its broadcast mdde] on the one it had used for the 1976
Olympics. Again selected as host broadcaster, the corporation had to provide

full colour television facilities for twenty countries and radio services fol
) A
thirty five countries throughout the Commonwealth, as well as provide dailv

teeds of all the different events. Wrote Garth Woolsey: "Not since the

x'\ﬁ%

v
sumner of " /6, when the world tuned in on Montreal and tl1e’01ym})i(‘s, has the
armchair athlete had such an opportunity to sit down to a sports smorgasbord

it will be possible for the real addict to log no fewer that /4 hours of

Viey(ing time leading up to. . . the Games’ wrapup 10 days later" (Dajly Star.
July 29, 1978) . For the first time in Games’ history all coverage was done
electronically. One-hour videotaped packages of Games’ highlights were

dispatched daily by air freight to sixteen Commonwealth countries who c%gld
- A3
. . / Y ;

not send their own crews or receive live coverage via satellite. Both {

domestic and international satellites made possible live transmission of.
Games’ events. These were the first Games in which continuous coverage

fromall events was available. Said the CBC President A.W. Johnson of being
” .

chosen host broadcaster: , .

© The CBC has developed an enviable reputation in the specialized
field of sborts coverage--and with the recent experience of the
1976 Olympics in Montreal, we have both trained personnel and the
most up-to-date broadcasting equipment to permit us to offfer to the
broddcast organizations of the Commonwealth, the most complete
electronic coverage of any Commonwealth Games since their
inception in Hamilton, Ontario in 1930. This will be the second
"gilarges't event in the Corporation’s history (second only to the

“Montreal Olympics), and the Pargest ever using only the resources of

the CBC (Technical Report, January 1978:7).
)



The corporation provided approximately seventy’hours of viewing time
on the Euglish television network and fifteen hours on the French network .
The heaviest day consisted of ten and a half hours of (‘i)verage. Interspersed
through the telecasts were fifty pre-packaged five-minute clips
backgrounding the Cames and profiling Canadian athletes. There were nine
commentators, anon-air host and twelve colour experts covering the Games
for the CBC's English network. Seven hundred CBC personnel, sixty five colour
cameras (nine multi-camera mobiles with five to six cameras each; five
mini-mobiles with single cameras and recording VR 3000 AVRQs; one heli-car
with camera; one helicopter with camera; one camera with watertight casing
at the bottom of pool), 138 commentator p’éitions, ten mobile ynits equipped

with sophisticated switching equipment, videotape machines, slow motion

videotape for playback of key sequences, special effects generators to permit

split screen and other effects, plus character generator for titling and other

information and $2.3 million worth of broadcasting equipment were used to
capture all the action of the ten official and one demonstration sports.

The CBC added a few innovations to these Games. One was a
programming innovation whereby interview opportunities were supplied at
field level for fifteen minutes before the events started each day and for a
half-hour after the events were over at the end of the day (Closed Circuit,
July 24, 1978) ; Anotherrimportant innovation was a new method of
processing and displaying competition results. The results network system
used by the CBC was the most sophisticated yet to be employed at a sporting
event of this type. The computer-controlled system made it possible to
dispAlay the results within secc;nds of an event's finishl. The results appeared
on the video display screens of special enquiry terminals located in the CBC

facilities at the venues and in the'..éentral control area of the broidcast

4
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centre. The display terminals had a specially designed font which made it
possible to transmit the screen image directly to on-air telecasts. As well’,
the system could provide, within seconds, historical data on an athlete o1 an
cvent . "The CBC system, which ties into a total network, has been specially
designed to ensure that television and radio audiences receive the'most -
up-to-date «‘overage/technical ly possible" (CBC Memo, May 1978). In another
(

innovation, a diver was put in t'he diving tank to provide underwater coverage
of diving events at the Comgonwealth Aquatic Centre. Generally the
relationship between the Commonwealth Games Founda;ion and the host
broadcaster group was close and when modifications were contemplated in
venues or arrangements, the host broadcaster was able to present the
broadcasting point of view to ensure that any Changes\would not create
coverage problems.

The cost of television rights for the Olympic Games kept escalating, as
did the amount of hours of coverage. ABC paid $15.5 million for the rights to
the 1980 Winter OlymPics in Lake Placid, New York, and telecast 53.5 hours of
Qames coverage. CTV paid $907,500 for the Canadian rights and televised a
total of 55 hours. CTV's Olympic (coverage reached 11.6 million viewers

during the second week of the Games. Of the people who viewed some portion

of the coverage 61% were men and 59% wer® women. According to CTV's

statistics the average person watched four and three-quarter hours of the

games. After the Winter Games john J. O'Connor wrote about Olympic sport

and tglevis ion in the New York Times:

Sports have always been employed as technology trailblazers for
television, cultivating everything from slow motion to instant
replay. . . . In the end, though, the viewer was left'with imégés that
need no words: Eric Heiden at attention for the National Anthem;
Austria’s Annemarie Proell Moser’s elation at getting her first gold



medal for skiing; the single tear running down Irina Rodnina during
the presentation ceremonies. These were sone of the special
moments that justify most of the sports manipulation on the wide,

wide world of television (February 24, 1980).

There was a great\ieal of controversy and confusion over the television
rights to the 1980 Moscow Summer Olympics. Finally NBC emerged the
winner, after agreeing to pay the highest amount in Olympic history for the
exclusive rights to broadcast the Moscow Olympics to the United States. NBC
paid $87 million for broadcast rights for the Summer Olympics but confirmed
it would cost approximately $100 million in total for the Games (four times
the $25 million ABC paid for the 1976 Summer Games and approximately eight
times the $13.5 million paid for the 1972 Summer Games). The CBC paid the
Soviet Union $1.2 million for the rental of facilities and a further $1.2
million to-tﬁg Olympic Organizing Committee for broadcast rights.
Unfortunately'z for NBC and the CBC a number of western countries led by the
United States, and ihcluding Canada, boycotted the Moscow Games. In

|
\
response to their governments’' decisions the two networks cancelled their

coverage. Announced A.W. Johnson on April 23, 1980: "In view of the decision
of the government of Can;da to boycott the 1980 Moscow Olympics, we have
decidea not to proceeq/&ith the planned coverage of the games" (Starweek,
July 12-19, 1980:8). The CBC's decision to blackout special Olympic
programming and éancel its television coverage cost the network about $5.2
million in payments alre:ady made and in lost revenue. In keeping with the
other networks’ decisions, CTV also cancelled its plan to send a six-man
contingent to Moscow to provide special coverage of opening and closing
ceremonies. ’

"A few months prior to the 1980 Winter Olympicg, in September 1979,

- . % )
ABC won the bid for the 1984 Summer Olympics in Los Angeles. The network



paid $225 million for rights and approximately $50 million for facilitieg,
4lmost three times what NBC paid for the 1980 Summer Olyfnpics. ABC
anticipated there would be more than 200 hours of exclusive television
coverage and more than 2,000 commercial minutes for sale at $200,000 per

/
minute (New York Times, September 28, 1979). The CBC paid $3 .75 million

for the Canadian television rights and planned an extensive 200 hours worth
of coverage. Meanwhile CTV paid $§2.25 million for the Canadian televison
rights for the 1984 Winter Olympic Games in Sarajevo and planned seventy
hours of coverage. The two networks made an arrangement whereby they

1Y

divided the cost‘ of television rights for both Olympics in half. Thus each
network paid $3 million for the right to televise the 1984 Summer and Winﬂter
Olympic Games te~€anadians. |

The price of television rights to Olympic Games and other major
professional sporting e'vent»s had grown exorbitant by the end of the 1970s
and very few organizations had the financial resourc;s to afford it. The three
American r;;:\t\\orks were the only ones in any position to pay hundreds of
millions of do(q\I}l/s for the Olympic Games or professional sports’ television
*ights. These networks continued to produce numerous sports on television
'wi,;.h a wide variety of technological innovations aﬁd advances. Audiences in
both Canada and the United States came to expect a high quality of production

3
while being able to see a sport from all angles, including from the dressing

room.

In Canada the gBC and CTV did not have the financial resources of their
. ’ =%
L
American coumterparts. Hence by the late 1970s and early 1980s they were
not in the bidding for television rights to professional sports. But Canadian

television had made some remarkable contributions to the televising and

presenting of sports to not only its citizens but those of the world through



\
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its hosting of the 1976 Olympics and the 1978 Commonwealth C;ames. As
host broadcaster of the Olympics, the CBC provided outstanding co-verage of

the Games; even the Americans, accustomed to major network coverage, {
thouéﬁt the CBC had done a superior job to their own networks--high praise
indced. Amateur sports during the 1970s aﬁd early 1980s were generally
handled on sports anthologies such as "SportsWeekend" and "The Wide World of
Sport."

The major emphasis in Canadian sports telecasting continued to centre
on professional team sport: NHL hockey, CFL football and majar league
baseball. Unable to afford the television rights on their own, Canada's

networks had to wait for advertisers/sponsors to [;urchase the rights and

then approach the networks for air time. By the end of the 1970s the number ‘
<

\
of advertisers/sponsors which could afford the television rights of the three

main professional sports in Canada was limited to three--the three gajor
Canadian brewerie;-s. Carling O'Keefe, Labatt, and Molson tried to Yy whAtever
sports properties were available and at almost any price just to ehdure that a
rival brewery did not get them. The Brewery War started 1r‘1 the late 1970s

and fl..ourished in the early 1980s. It had a major effect on sporting events in

f

Canada and the televising of sporting events and thus on the relationships

among the triumvirate of sport,.telfvision and advertisers/sponsors. But
there were only so many sporting events which could be purchased and it was
only a matter of time before the individual breweries would gtart to wonder

if they v(:}re getting their money’s worth through their relationship with
sport and telev.ision in Canada. This evaiuation had not yet taken place by the
end of 1982, but it would occur sometime in the near future. Once again the

.

relationships among sport, television, and advertisers/sponsors would be

subject to change. \ ~ o

= \ ’ o ©



CHAPTER V \\

DIMENSIONS OF THE RELATIONSHIPS AMONG SPORT,

TELEVISION AND ADVERTISERS/SPONSORS

A. Introduction

The previous chapters have traced the history of selected sports,
electronic media and advertisers/sponsors in Canada. This chapter seeks to
asceortain Lhe nature ot“: the relatipnships which developed afnong the three
during the first thirty years of television and examines those relationships in
closer detail. As identified in chapter I's section on the related literature,
some writers have referred to the interplay of the three as symbiotic in
nature--a relationship of mutual interdependence between two or more
essentially dissimilar entities. /Some of tﬁe individuals who were
interviewed felt the relationship(s) was a dependent one, with sport being
dependént (toa great(;r or les¥er degree) on television and/or
advertisers/sponsors. This study found that during the last thirty or more
years the relationships am;mg sport, television and advertisers/ép;)nsors in
Canada have undérgone many changes and have ranged from dependency to .
symbiosis.

‘Understanding the relationships among Canadian sport, television and

advertisers/sponsors required a knowledge (awareness) of the larger context

of Canada and its communications sy‘tems in general. An unconventional

appﬁ:oach to this t.opic was taken by Dallas W. Smythe, 11\'Dgpendengx Road;

ho argued that "a

realistic theory of communication must begin with people, not messages nor

227
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media" (1981:263). He felt that an ap'proach to a critical theory of

A 228

communication should begin with the recognition of how audience power was

produced and suggested: ’ (

Audience power, looked at where it is conceived through the
businessmen's eyes is equivalent to markets--whether it be
markets for homogeneous package goods, or for political candidates.
. Far from the impetus lying with either the message ok the
medium it lies in the possibility of audiences paying in money, time
“and energy for the production, use and‘discarding of the proposed
product (1981:263).

Withouﬁ t.he prospect of profit, reasoned Smythe, there would be no audience,
no mes’sage‘, no medium, no production of commodity. Given the history of the
relationship a;nong sport, television and advertisers/sponsors Smythe.
appeared to be right, particularly with regard to bro;adcasting sports. If the
groups involved thought a particular sport promised large audiences and
profits, the sport woulgbe teiéxiised. Those sports offering little profitﬁ or
popular appeal were not covered to any great extent by the mass media. Many |
are the examples of an amateur sporting event not being televised because
network executives thought .it‘would not attract an audience and so would be

an unattractive commodity to potential s;{onsors:

g _ To fully ;:omprehend the relationghips ampng‘sport, television and
advertisers/sponsors four dimensions (‘programming, the role of
spon.sors/advertvisers , chfngcs in sport and teleyision’,'and paybacks) had to be
considered. The first dimension, pfégramming, was viewed from ;:he

.
perspective of the television networks (mainly the CBC ar\d CTV) and dealt

with what was shown on Canadian television. An examinat:lon revealed data
about who decided which programs and sports to show and who determined

how those dec‘isions were made . The importance of sports ptogramlng to
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the networks was explored. The n@ber of games or hours of coverage

devoted to sport by each of the two major Canadian networks indicated a

difference in the manner in which the two viewed their sports programming.

In understanding the second dimension, the role of the sponsor/advertiser, it

was important to find out how company sponsorship of and advertising in k
sports in Canada started, how they developed and what‘ their 'future appeared

tobe. Inmost relationships change is inevitable and in the relationships

among sport, television ar}d the advertis&r/sponsor the adage was maintained,

2

particularly between sport(and televisioh. Over the last thirty or more years
there have been a number of significaﬁt improvements, innovations and °
changes to both sport and televisidn, a large number of them due to the
interplay between the two. Not everyone agreed these changes were always.
.mutually beneficial. An examination under the dimension of "change"
described the nature of these changes, th\a circumstances under which they
occurred, and identifiéd the benefits and effects which accrued to each of the
partners. ’ﬂle last important dimension of the relationships, and probably the
reason why the interplay continued for so many years, was the ;'payback, " the
rewards and benefits received by each partner as a result of the
relationships| It might be ;noney, exposuré, viewers, possible increased sales-
or a sense of dontributing to one’s country. But, as in any type of
relationship, the actual outcomes did not always measure up to expectations.
nf this dissonance occurred frequently or if one of the partners no longer felt
the payback was reasonable then the relationship might be altered.
Once the dimensions‘ have been éxplored there will be a better
understanding of the types of xelationships which have evolved among sport,
television and advertisers/sponsors. However, before‘ examining tt';e

e}

dimensions of the relationships in detail it was important to get g

°
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perspective on the relationships in general.

-
AN

|
B. The Relationships Among Sport, Television and Advertisdrs/Sponsors

InAHistory of Television and Sports Parente examined the growth of

”~
the relationship between professional and quasi-professional sports, the

media and the American business system.A He hypothesized that the
relati®nship among the thl:ee was symbiotic in nature; the three dissimilar
entities were in a mutually benefical 1nterdependency. Parente examined the
history of the interactions among the three partners, the role radio played,
the influence television had on various sports, the influence sport
programming had ﬁn television, the influence the advertising industry ht'ad on
both sport and television, and the'ways in which television and ;port had
become part of the ad\)éftising in(lluétra)'. ﬁy examining those aspects of the
relationship Parente confirmed his hypothesis. |
Lucas, Real and Mechikoff (1986) used Parente’'s criteria--television’s

r

dependency on the sports events for programming, the sport’s dependency on

television money, and changes in the sport brought on by television--to
examine the relationship betweeﬁ commercial television and the Olympic
Games. in their examinations the researchers relied uporr interview/;x: with
Olympic and telév:\lsion affficials, documents of Olympic organizations,
television trade publications, publisl;ed studies of television, the 01ymp'ic§

and the history of sport. They asked three main questions: ’

»

~ - 1. Has television become dependent on the Olympics to fulfill its

programming needs? . ” " N

2. Has the I0C and host Olympic organizing committee ‘i:ecome '
dependent on the financial support of television money?

3. Have the Olympics changed in essential ways to meet the

\
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needs and desires of television? (Real, 1986:304, 306, 308).

After an examination of the history of the interactiof between television and
the Olympics Lucas, Real and Mechikoff concluded t;hat each partn§r' had kept
its own unique identity and the relationship indee;; was symbiotic.

The initial plan for this study was to examine the relationship between
sport, primarily.professional, and television in Canada using an extended
version of Parente’s criteria. At that time the study did not include the-.
examination of the Ga‘rr@,&igg‘busine-ss systém (i.e. advertisers/sponsors) in
the dominant relat'for’r : ‘{)ecause it was thought that Canadian
advertisers/sponsors did not play as important a role as their American
counterparts and therefore need not be included. But once the investigation
began it soon became appa'ren.t that Canadian advertisers/sponsors were very
much involved in the development of sports on television in Canada and that
they were a third partner in the relationship.

The origimal basis for the tripartite relationship among sport,
television and advertisers/sponsors can be traced back to the era of radio
communication; early television progra&nming was Iargely derivative of
radio--radio with pict:.ures, as some have observed. The initial relationship
among sport, electronic media and advertisers/sponsors began when'General
Motors (and later Imperial Oil) agreed to spons‘or the radio broadcasts of
Toronto Maple Leaf hockey games. It was one of the only sponsored programs
.on Canadian radié, Because the hockey games were sponsored radio could
afford to broadcast them weekly, making hockey one the few regularly
broadcast sports on radio. All three partners benefited from the rel‘éi:ions"hip:’
radio had a program which :as paid for by the sp(.msor, filled ajr time and
attracted large audiences; hockey received a great deal of exposure which

Increased awareness of the game and it received money for the broadcast

'
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rights; and the sponsor was associated with a succdssful program and was
able to introduce its product to more people.

The mutual co-operation extant among the three partners in radio
transferred eaéily to television. The parties worked together to produce a
show for the audience of a quality sufficient to encourage continued viewing
(Horler, 1984). Although the initial relationship involved specifically hockey,
television and Imperial Oil, this grew to include sport in general and gther
advertisers/sponsors in Canada. During the 1950s sport, television Ai';d
advertisers/sponsors became increasingly aware of what one partner could do
for another. 'ﬁ'xe exact relationship among specjfic sports, television and
specific adverti"sers/sponsors varied according‘to the ~partie~s involved.
Generally, the interaction among the three partners was one of co-operation.
However, each partner explorec;its own range of possibilities and potential
both for itself and for the partnership.

An important development in the relationship among sport, television
and advertisers/sponsors was the establishmeﬁt of a second television
network, CTV, in 1961. Sport, specificglly Canadia’;x football, figured heavily ~
in the creation of the new network. The arrival of a second network affected |
the existing rel‘ationship among the triumvirate in many ways. Prior to CTV's
existence, the CBC genérally viewed sport as a popular programming vehiéle

which attracted large audiences and advertisers/sponsors and which fi}led a

gréat deal of air time at times when other programming was unavailable,

.

usually Saturday af;:emoons . "Owners of the new nétwork, particularly CFTO's

John Bassett, viewed sport differently. To them sport not only could 111 air

time anh attract audiences and advex}’isersfsponsbrs’, but it .could enable the

-

. fledgling network to fulf_il_l the Canadian content requirements of the cx{‘r’c. -

CTV aggressively pursued sports events and gladly created more time for
e L , 4

©
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sponsored television sports progi‘ams. With the CBC’s monopoly removed, a
competition for the purchase of sports’ television rights and telecasting
sporting events foilowed. The CBC had to become more comme!cial to
compete with CTV in the’quest for sponsorships to defray the costs of
purchasing television rights for sporting events.

The 1960s have been referred to as. the blossoming of sport on

television and television on sport (Esaw).‘a‘nd the age of electronics by many
SN

" \

in the television industry. It was a period of growth and expansion among the
three partners. Television technology contimzt\q‘lly improved and this hfifi a
direct affect on sports coverage. Some of the ma_\j\oir’ technological |
innovations which had the greatest impact on sports\'goverage dl.pring the late
e . \ .

1950s and 1960s were v‘ideotape (1_958) , the instant refi}\kay and é.\ts variations
(1960-1964), colour television (1966) and generally the\:\ _ﬁgchnology boom of
the mid-1960s (Mellanby, 1979). (The specific defails of.\t.hese .\inﬁovations
and their impact on sport is examined later in this chapter ir\\the seclion on
changes). The new technol’og& engendered a desire to produce better, mere
varied and more entertaining programs; a desire which necessarily affected
the relationship among sport, television and advertisers/sponsbrs. During the
1960s television executives realized their new technology enhanced thQ\

\

. \
coverage of a sports event to a degree no one had ever imagined possible. The

better productions attracted wider audiences, th;,y discovert;d. Sport oeffered
television.something that was always fresh and usually best televised kive.
The networks wanted more sport pr%granﬁing and ex{:anded their sport

coverage by either increasing the number of games or tournamentis televised

in the sports they were already covering or finding other spQrts or spofting

events to televise. They "found" other sports by either purchasing existing

programs from television networks outside of Canada, usually from the United

LY
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-
States, or televising sports which had never been carried on television. There
was an underlying expectation en the part of the television personnel that the

other members of the relationship would do their share to improve the
p,’z)duct.

Sport was expected to impro§e its image and presentation on television
even if it ;xneanﬂ changing some rules of play. Most sports, during the 19_605,
wanted to be mofe appealing to both audiences and advertisers/sponsors and
so willingly acc’:ommodate»d television. Sport executives realized television
exposure could help promot’e their sports and bring increased reveﬁue. The
financial 1;eturn on the sale of televison rights steadily increase;d throughout:
the 1960s in all the major sporting events. Television exposure increased the
public’s awareness of a sport and added an elé_ment of prestige to cﬁe sport
because it was "on" television. Generally sports officials 1ikenéd televistion
coverage to a commercial whi‘ch encou;:’aged people to go and v;vatch the sport
in person. ff the television coverage of a spbrt léoked g9od theh-the.

,attendance at the game would increase; but if the television ptoduct was poor
then attendance.at games would likely decrease (Hudson, 1980). Spgrt‘
accommodated televi;idn by both qha.nging the game'itself and inakihg .
time-related changes, as was dest_ribed in chapter I1I. The bigge'ss: c‘:'hange

. . ) Y .

\occurred in 1967 when sports aliowed artificial breaks during play for :
commercials. Sport and televisio_;l, and in sbme spo;.'ts the - co- ‘ R
ad;\rertisers/sponsors , worked tégether tb find the best': ways‘ to include -
commercial tinig-out_s ;iqh thg least amount of dis}upﬁioﬁ to tht;‘ game ._‘I;‘_or
example, CT¥'s Johnny Esaw and CFL Commissioner J ake Gﬁl;daur sat.thrdugh» .

many ‘football games with stopwatches in hand, timing when it would be

*

 feasible to insert a commercial. .‘Altho*ugh the three partners were generally

. ' » .
‘accepting of the inclusion, or intrusion, of commercials during a sporting

-
>



('\.'t‘l‘lf . sports fans were not as amenable to the change. But even they realiced
that {f they wanted sports on television, a price must be paid,

/\(“t“\\m] ly, advertisers/sponsors were reluctant to insert their
commercials mid game  For the tirst half ot the 1960s commetcials were
((:1(‘\’/1 sed before and after the game . during intermissions or at half time, but
never during actual play. Advertisers/sponsors did not want to "turn ott”
potential customers from their products by interru;‘)t ing the game . But as the
costs of production and television rights escalated advertigers/sponsors
want g4 té get the best return possible on their advertising dollar and wanted
their messages directed to the largest possible audiences. Obviously,
viewers were more likely to be watching the screen during game play. As
will be discussed in greater detail later in this chapter, the role of the
sponsor, as opposed to the advertiser, began to change during the 1960s.
Sponsorship. in which one company financially supported an entire program.
declined. By the late 1960s single sponsors found it too costly to support an
entire sport program. This affected the relationship among sport, television
and advertisers/sponsors because no longer could one company become
identified with the sport, pay all the costs and so exert control over the
tele ion program. Instead, several advertisers purchased commercial time
en a sport program and they did not have as much influence as the sponsoradid.
Television generally made more money from several advertisers than it did
from a single sponsor and, most important, it had more control (Ungerleider &
Krieger, 1985).

During the mid-1960s the relationship between sport and television
was the subject of numerous newspaper and magazine articles discussing the
natural affinity between sport and television and how each has helped the

other. Other articles claimed television was ruining sport. Notwithstanding
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the various discussions and criticisms, the general telationship among the
thiee patrtners duaring the 1960s was one of co-operation and mutual benefit .
Fach member of the triumvivate developed on its own as a separate entity but
also developed an interdependency <1nr'ing this decade.

Throughout the 19/0s and early 1980s sport was popular on television
and the Canadian television networks broadcast more and more of it .
Television's tevhnologi(‘val advances enhanced production and enticed more
viewers than ever to televised sports. Satellites, by beaming sports events
to viewers "instantly, " created a global sport television audience. "Coverage
became more and more complex and better and better” (Telegram, July 24,
1970:16) . All of Canadian television’s technology was used when Canada
hosted two International sporting events, the 1976 Montreal Olympics and the
1978 Commonwealth Games in Edmonton. They were the two largest events
ever televised by the CBC. Both Canadian networks increased their coverage
of major international sporting events during the 1970s and 1980s and they
captured the curiousity and interest of a great number of Canadian viewers.
One of the main reasons television "loved" sport was its ability to attract
large audiences and hold them for a long time. During the 1970s and early
1980s sports events established new Canadian recoras for television
audience size. Both networks’ sport covérage reflected most of the major
professional and amateur spc;rting interests of Canadians. The CBC's
philosophy in the late 1970s and early 1980s was to balance its scheduleg
with the best blend of peressional and amateur sports. The intention was to
make money on‘professional'sports and to come as close as possible t;o
breaking even on amateur sports. Many felt that covering amateur sport was
the CBC’'s mandate. But not ;,veryone in television appreciated t:ﬁe

relationship between sport and televison. In the late 1970s the CBC Board of
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Directors wanted to reduce the interference and disruption ot prime time
service somet imes caused by live sports events; the CBC wanted a greater
voice indetermining start times and game dates so as to minimize normal
programming disruption.
Sport continued to modify rules and timing for television in the 19/0s
and early 1980s as was discussed in chapter 1V. Definite rewards and
benet its accrued to sport as a result of its changes. The gate attendance
increased in many gports, such as professional hockey and major league
baseball. The revenue generated from the sale of television rights for
professional sports like NHL hockey and CFL football steadily rose throughout
the 1;)6()5 and into the early 1970s. During the late 1970s a trend developed
which greatly influenced the price paid for television rights. Canada"s three
major breweries--Carling O’'Keefe, Molson anrd Labatt--extended their rivalry
onto the count ry’s playing fields and arenas by purchasing professional sport
pr.operties and/or their telévision rights. What ensued Bpcame known as the
Br®wery War. This had the effect of making the price of television rights too
exorbitant for anyone but the owners- -the breweries- -who then advertised
their produ'cts during broadcasts of their teams’ games. Both professional
Psport and the television networks benefited from the "war:" professional
teams had more money and television exposure; the networks still had \the
large audiences and good televisio; ratings but did not have to spend money on
television rights or undergo annual bidding contests with other networks. By
the early 1980s television rights were §0 exp;ansive that the breweries and
~other sport sponsors began démanding that "bans" or restrictions on certain
sport telecasts be lifted so they could inundate the heavi'ly populated
southern Ontario region with their commercials.

Generally during the 1970s and early 1980s the relationship among

o
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sport, television and advertisers/sponsors was interdependent, symbiotic in

"nature. It was amutually beneficial relationship but if the partnership broke

N

up all would survive, though not necessari.ly at the same financial level and
not without adjustments. Gordon Craig, president of The Sport Network (TSN)
and former head of CBC Sports, once stated that an interdependency among the
three existed in the 1980s for two main reasons: television relied heavily on
the advertising dollars which sport generated; and sport filled a great amount
of air time. Craig also wondered how conventional broadcasters would

replace the h'ou.rs sports filled if they were lost. Entertaining subject matter
capable of delivering consistently high audience ratings and advertising
dollar was not easily found. The partners were ail intertwined; télevision
required sport because it generated advertising dollars and audiences.
Because the public viewed sport, advertisers lavished major advertising
dollars on television. Sport generated 40% of the CBC's advertising budget;
sp’ort was key to the financial resources and plans of broadcasting. It came
back to the demand of the audience; television just responded to that appetite
and that demand (Craig, 1984).

Most of the people gnterviewed for’this study agreed that a variety of
interdependencies had developed over the last three decades amémg the three
partners. Héwever,“there was some disagreement as to whether or not on%
partner was more important or dominant in the relationships than another.
Some believed that professional sport could not exist without the money and
public exposure provided by television. Meanwhile, others said television .
needed sport to fill hours of programming, satisfy public demands, and.‘
attract audiences and advertisers. Over tﬁc years sport demonstrated its
ability to generate large television audiences. The inpottanée of television
to sport was shpwn_ whep one looked at the sports associations in Canada th'at

: 9
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were tinanctally sound; inevitably they were the ones which had been able to
get. television coverage. For example, the Canadian Curling Association, the
Royal Canadian Golf Association and the Canadian Figure Skating Association
were among the: associations wiLh‘fairly solid financial bases because they
were able to create events for television (Houston, 1984). Advertisers, it
was thought, needed both sport and television to heighten awareness of their
products with large audiences. Very few major companies would undertake
sport sponsorship unless television was pa.rt of the package. "Any event of a
sport nature is a purely expensive regional promotion unless there is
television. With television coverage it becomes a national promotion because

it is seen right across the country. Television is absolutely essential to a
e

.

major sporting sponsorship” (Houston, 1984:10).

Throughout the thirty years of the relationships among sport,
television and advertisers/sponsors there was always a shifting in the level
of interdependency. One concern, expi‘essed by Brace, was that the
interdependency had not been fully realized by the parties involved and that if
one of them was too selfish the relationship was placed in jeopardy: "If sport
goes through a period of making too much and sponsors are paying too much,

the interrelationship will come to an end. ISponsors would pull out and I dori’t
think sport can adjust [to such a change] ar;d television would be greatly
damaged" (1985:24). Or 6if the television demands were _foo uexcessive ,- then

the relationship could be ruined. It was in all three partners’ best interests
to co-operate with each\o.t.:vher. But how long thé interdependency, which was
viewed by some as "the best of all possible worlds, " would last was also open
to speculation. Both Joel Nixon, vice president of the NHL, and Don

MacPherson, current head of CBC Sports, said that the relationship among the

three partners was starting to change by the mid-1980s; the networks were
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gaining the upper hand. The networks-realAized advertisers had nowhere else
to go to reach large audiences; moreover, sport still needed television,
perhaps more than ever, to generate revenues and public awareness. Both
major networks found themselves able to wait it out while the breweries or
c\>ther gdvertisers/sponsors battled for sport properfies and television rights.
Eventually the rights holders had to come to (;ne of the networks for air time, .
,and then the networks could make their own dem’ands on the rights holders
(MacPherson, 1985).

Many of the experts interviewed limited their discussion to thé
relationships between sport and television. As was found when examining the
relationships among the three partners, some people felt there was an
interdependency between sport and television while others felt one partner
was more dépendent than the other. Again, it was important to realize.that
over the years the relationships have undergone several changes. Senator
Hartland Molson, the retired board chairman of Molson Breweries Limited of
Canada, believed an interdepemient relationship ‘began first between sport and

radio, then later between sport and television:

When you started with radio it didn’t cost very much to have
games and spectacles. It was a low cost thing. As it kept on then
the competitionffor the best spectacle and the best ratings made it
so they have become interdependent now. I don'’t think any big sport
can be big without the banking of television. If you've got the
greatest sport spectacle without televisionl t;hinlé you’'d have a
difficult time to swing it. The same in reverse is true. Television
without sports to get their higher ratings walks a very thineline.
It's abig factor in television (1984:14).

-

4 ,
7

Two experts, Ralph Mellanby, former executive producer of "Hockey Night in

\

Canada, " and Hugh Horler, '.past president of MacLaren Advertising, believed
.4 .- . °

sport and television needed each other. Television needed sport because there
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were not many other programs as appealing to audiences. Viewers liked "live"
 television best, whether it was the Liberal convention, a United States
election or a hockey game. Viewers r;al ized theyrgere watching a little
piece of history in the making and that they would most likely not have had
access to it if nc;t for television (Chevrier, 1980).

When examining the relationship(s) among a specific sport, television
and advertise:s/sponsors the general pattern which had been observed and
discussed did not always present itself to the same dégree. The main
professional sports on television in Canada were hockey, baseball and
football. Representatives interviewed from the tf:ree sports all agreed that
there was a type of interdependency between their sport and the television
networks but the extent of that interdependency usually was related to the
importance of gate receipts; the rights to telecast each sport were
competitively sold and proceeds were paid to the leagues or clubs. T}éese
rights meant something dif.ferent to each of the sports and shaped each one's
relationship with television and advertisers/sponsors.

| The relationships among the triumvirate began with professional
hockey, radio and a sponsor. The partners co-operated with each other to
produc? a "national" broadcast which united Canada during the 1930s and
1940s. . Conn Smythe, then-owner of the Toronto Maple Leafs, called the
money he received from broadcast rights "manna from heaven." The
co-operation continued into the 1950s with television. Hockey was the first .
official Canadian sport broadcast on the new medium. The CBC and NHL agreed’
. to begin the telecast one hour after the opening face-off so as to encourage
fans to continue attending the game in per;son. . Thus would hockey ,

management preserve its gate receipts. In fact, management had the best of

both worlds; there was "more manna" for Smythe and other owners. "How

-



242
could anyone in their right mimd ever turn down all the advertising they could
ggé frokx%)z’i/d_casting and téi\evision when you know you have a good product
to sell” (Smythe, 1966). - he telecasts, which‘were a co-production between
the CBC .and MaclLaren Advertising, ranked number one in the television ratings
from the outset. Aware that hockey would be a key to its programming, the
CBC wanted the exclusive rights to and complete control over the hockey
telecasts. Smythe did not want anything to do with that idea and sold the
rights to MacLaren Advertising. MacLaren'retained the rights and a certain -
amount of power and the CBC, almost from a sense of publ%c duty, carried the
games. Even though the partnership among hockey, television and the

) advertiser/sponsor was a forced one in that the CBC would not relinquish its
control and Smythe and MacLaren would not relinquish theirs, all the partners

gained by it. Sagurday night hbckey had a vast following and was consistently

'
one of the CBC's most popular programs during the 1950s. By the late 1950s

-

it: was apparent that television and television rights were important in
hockey. MacLaren obtained the Montreal Canadiens’ television rights, and the
NHL'’s American teams wanted the two Canadian téams to share their hockey
revenue. In 1957 Molson joined Imperial 0il as sponsor of the hockey
telecasts. In the ,e;arly 1960s the relationéhip wz;s very stdble among hockey,
the CBC and MacLaren Advertising and the telecasts remained number one in
the ratings. To meet some éf the rising costs of television rights and
.prohuction the Ford Motor Company of Canada became the third co-sponsor in
1964.
Television figured heavily in the b_ll-lL expansion of t:h‘e mid-1960s.

Eager to sell television rights to the major American networks, the NHL
governors g'rant:;d franchises té several American cities and condnued to

de‘ﬁot_e most of théir attention on the United States market for the rest of the
/ ' .



decade, much to the annoyance of Canadian networks and sponsors. In order to
accommodate the American networks the NHL broke with tradition, chargbd

its scheduling and added time-outs for commercials--maves which drew fire
from Cana;iian sports writers unhappy with the way in which the game was
presented on Canadian television. In any event, the NHL's "gamble" for
American viewers and network money failed in two ways: Americans were

not interesFed in ice hockey; and in Canada, the sport’s television ratings
declined slightly.

Despite the drop 1p ratings, the NHL posted remarkable growth during
the next twelve years. The number of teams more than tripled, the season
nearly doubled and the league continued to draw l_arlge television audiences.
"Hockey Night in Canada" underwent more sponsorship changes in 1975.
Imperial Oil withdrew completely as a co-sponsor and was replaced by the
CBC. A consortium was formed between Molson and the CBC as rights holders,
and CSN, a MacLaren subsidiary, became the production house for "Hockey
Night in Canada." Three more Canadian teams joined the NHL in 1979-80
inducing the CBC to provide more regional, rather than strictly national,
telecasts of games. Molson o:med the television rights for all the Canadian
teams except the Québec Nordiques, and CSN negotiated local, regional and
national television packages with all those teams.

NHL attendance rose throughout the 1970s, dropping slightly between
1979 and 1982. Attendance was important to the NHL because, according to
NHL Vice Pre;ident Joel Nixon, gate receipts enabled the league to maintain
some independence from television and did not "need" televisi_on the way some
other sports did. "Hockey needs television in that any instituti.‘on i‘r& sports

can use the additional income as provided by television because they can't

make their buildings any bigger. There is a physical limit and if television

2473
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can be an extension of the arena, selling seats, then there is a use for it"
(Nixon, 1984:25). Because the NHL and television could survive independently
of one another, Nixon felt a symbiotic relationship existed between them. "It
is possibly the very independence of each medium in this case that enhances a
very good relatio-nshi;;. . . . television will work and succeed as a medium,
hockey will succeed as a medium .and the breweries and the advertisers find
this to be the best of all possible worlds (1984:27).

The history of professional baseball’s relationship to Canada's
television and advertising industries differed from the NHL'sb. For one thing it

was much shorter. Though used to test the new electronic media in 1952, -

baseball did not become serious sports business in this country until 1969 —

when the Montreal Expos joined the National League and signed a deal with the
CBC for limited coverage of season games. 0O’'Keefe Brewing Company became
the major sponsor of the television schedule. As the 1970s progressed, so did
baseball’s popularity in Canada with the Expos the applé of the nation’s
baseball eye. That changed in 1977 whea the Toronto Blue Jays joined the’
major leagues, signed a television deal with the CBC and had rival brewery
Labatt Brewing Company Limited as its sponsor and co-owner (45%). The
rivalry between Carling %gfé and Labatt extended to the baseball field and
in 1981, ‘;rhen the teams’ deals with the CBC expired, the breweriues fought
furiously to block each other\from one another’s home markets. When .
everything settled, it was agreed the CBC would televise the Expos, CTV
would televise the Blue Jays, and Canadian fans were able to watch more
baseball on television than ever before. .

‘Though initially quite i.ndependent, basebéll became quite reliant on

television for its revenues. In 1977, 80%.of the Blue Jays' revenue came from

gate receipts and only 20% from television. By 1980 television accounted for
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about 50% of the team’s income. Baseball%x'ﬁcutives could not ignore that
kind of financial input admitted Paul Beaston, vice prasident of the Toronto
Blue Jays: "You've got to listen to them. They are just as much a voice as the
fans for all practical purposes because they're delivering [our sport] to the
fans at home. Youcan't let them dictate to you but when someone is 'paying
the freight' you've got to work with them. And we work with them. It's_és
simple as that" (1985:21). Beaston was unperturbed by his sport's television
need. He believed television was important to professional baseball both
fina;mcial ly and promotionally but he also thought his club used teI;vision to
its best advantage right from the beginning. The baseball club took the
position that television was important and should be used from a marketing
point of view. It did not matter whether thc; game was at home or on the road,
club executives wanted their "prodxict" exposed to the people of Toronto
because television was going to be a good sales tool. True, professional
baseball clubs could not afford to field teams without television exposure and
advertising dollars, but television needed baseball too, for live, unpredictable
and fresh programming every day throughout the summer. "I would say there
is an interdependency fog certain. One can’t go without the other” (1985:21).
Canadian professional football’s connection to television and
advértising differed from both the NHL's and major league baseball’s. With
the latter two, the majority of teams were,Jocated in the United States and
that had some effect on how the leagues operated and how they related to the
television networks. Because the CFL was strictly Ca;'ladian it dealt
primarily with the CBC and CTV and reached a much smiller audience.

Survival for the CFL has always been a struggle, remarked former CFL

Commissioner Jake Gaudaur in 1980. "Canadian football has always been,

’g&ectively smaking, a break even proposition in that we've always had to

*

-
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operate in a country beside another country which is ten times larger. To be
compared in the minds of people with a league which is many more times
more affluent is difficult” (1980:9).

The CFL’'s relationship with television got off to a shaky start when the
first scheduled tele\;ised gamepwas abrupt'lvry cancelled for fear televised
games would detract from gate receipts. But the relationship steadily
improved in the 1950s as year after year the Grey Cup game brok;: teleyision
audience records angd showcased new "firsts" in Canadiar} broadcasting. Still
the league rgmained wary of television's possible impact on s;adium
attendance and in the 1950s it began insisting all games (except the Grey Cup
final)\be "blacked out" from screens in the home team’'s area. But by the 1§te
1950s, football executives had grown more appreciative of television
viewers; they attractl:ed advertisers/sponsors ,\and advertisers/sponsors
brought money to the CBC and th(la two football leagues: the Interprovincial
Rugby Football Union (Big Four) , and the Western Interprovincial Football
Union (WIFU). The Big Four realized the importance of te-levision revenue and
tried to establish an interlocking schedule with its western counterpart,
reasoning a nine-team league would l;lold more appeal to potentiaf television
spo;}sérs. During the 1950; the CBC or any interested party negotiated
‘ fs%pgf;tely with the Big:Four 'and the WIFU, Initially the television rights
“went to the CBC and the contracts wit:h the Big Four wef; worth cons iderably

more than those with the WIFU. o o <

In 19é0 football television rights played a major role in the creation‘of
CTV. As described in ch.apter,III ‘the CBC, CTV and BBG wrangled for two years
over which network should have the right to b;oadcast; the Grey Cup game. In
1963 the networks agreed to share coverage, a decision upsetting to the

ﬁianagementuof- the football clubs who decried it as a trade restricting

N R . ’ ) . . .
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mbnopoly. Television rights, or rather revenues, gemerated i11-will between
the two Canadian football leagues as well; the WIFU wanted a share}:J:the Big
Four’s lucrative television contract, byt the Big Four did net want to share.
Finally in 1967 the CFL decided to divide the television revenues according to
a formula which would ultimately see all nine teams sharing equally. During
the same year, aware the game could not be televised without L
advertisers/sponsors, the CEL approved breaks in the game for commercials.
During the 1970s television'revenue grew slowly more important t(.>‘the
CFL and television exposure helped the league’s stadium attendance. As
television’s technical coverage improved, so did the size of games’ audiences.
"Football 1s a good television sport. 1 think‘ it has contributed greatly to what
1;3 very clearly a rapidly acceleratiné fan acceptance of our sport" (Gaudaur,
1980:9). In the late 1970s attendance at the games fell, but thé CFL still
drew large television audiences, especially for the Grey Cup game. In 1980
television revenue accounted fpr only about 8% of the CFL’'s gross revenue
while ticket sales (gate receipts) made up 80% (Financial Post, 1980). A year
later the leagu; ‘s television revenue skyrocketed as rival breweries "fought"
over football’s television rights, resulting in (;arling 0'Keefe’s record $15.6
million purchase of the rights for three years. As rights holdér, Carling
0’Keefe negotiated with both the GBC and CTV and increased the number of
televised CFL éames to 90% of the season’s seventy two'games'. The new
contract also allowed for unprecedenteé flexibilityv in televising games; the

CFL wanted to make its product more marketable to both television and

spectators. The dynamics of the CFL's relationship with television and

v

advertisers/sponsors was changing.
» During the 1970s the majority of sports became more concessionary to

the other members of the trimiraté. Most sports changed rules, fegulations
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and/or procedures to accommodate their television and advertising partners
and to.better en.tertain audiencesv at home and at the ga‘me. Most television
personnel and sponsors interviewed for this study agreed that sport,
eépeciall’y professional sport, wasI entertainment. Senator Moison sald hockey
executiﬁes realized from the start they were Min ghe entAerba,‘inn‘xent business.
To have thought otherwise would have been to suffer a delusion. Don
MacPherson, head of sports for the CBC's English'network', likened sportttQ:
théatre with no script. "Sports is good drama, good tixgatre and it's 11}"‘2 and it
has an excitement a})out it. I cthink that makes good television" (MacPherson,
1985:40) . MacPherson stated that without sport, tellevision would be a major7
éonveyor of information and "canned" progr.;mming which would not be as
popular.with viewing audiences.

. A number of television people believed that sport was moie dependent

5

on television tham vice versa because pfofessional sport would not survive

-~

without television's exposure and revenue. Douglas Fisher disagreed: "Sport
was around long before television in every one of its guises, so, of course it

-could function without televisidn" (1985(:)15) . However, Fisher t_hought that

television had enriched the spectator sporting 1ife by brihging Canadians
praofessional and amateur sporting event# from around the world. John
Bassett-believed television’s expansion of the sport horizon was one of its

"most positive contributions to sport: "The most ovgrwhelming impact of

Iz

television is that its ’l,n'oughtt the wonder and drama of sports to millions of
.people who oi:her_wise: would never have had the opportunity to seeit”

(1982:14). : o

In disqussing the tripartite rélatioﬁships under study, the heads of -

three major networks--TSN's Gordaon Craig, CTV's ngtrraj Chercover and Peter

Herrndorf of the CBC--all saw sport as a major 1ngredient; in North American ’
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culture  Thus its {aclusionon television was both natural and inevitable In

The Canadian Coyporate Elfte Wallace Clement referred to the media elite
(1.e., owners, presidents and heads of networks) whose purpose was to "act as
gatekeepers, verformming the function of selection and screening alternatives
by establishing limits of tolerance In this role they are not so much involved
in changing ideologies as reinforcing existing ones” (1975:282) . This
particularly applied to sport on television. As Herrndorf . former vice
president and gencral manager of the BC, once remarked:

Sure sport is entertainment but it is also a very major ingredient
in the cultural life of North America. It is part of the process by
which the community develops a sense of self-esteem and we look
to sports figures to do that for us as well as television and film.

You have to look at it as something more than entertainment

(1982:13). )

Herrndorf thought television important for the access it allowed individuals
to a sport event. Through television, Canadians everywhere could identity
with and feel involved in the exploits of "thelr" team. This access was
important to an 1ndividua1"s sense of self and of belonging to a region of the
country; "to some degree the teams take on personalities that reflect the
. :
social cultural attitudes in that part of the cantry" (Herrndorf,‘ 1'982:13).
Also important was the access television provided tomillions of pebple on a
continuing basis. But telévision has failed to deal with some of the social
and political issues related to sport; investigative journalists have virtually
fgnored television sport. "But that leads you into the notion of a symbiotic
relationship among sports, television and the advertisers. The advertisers
qand the networks see sports primarily as entertainment and not as

essentially representing slices of social and cultural life in society"

(He.rrndorf, 1982:14). According to Herrndorf, advertisers and networks
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never encouraged the discussion of sport’s social and pol ftical issues; rather,
they sometimes actively discouraged {t. This appeared to be borne out by the
sport programming of any of the major Canadian networks in the past thirty
years.

Canadian major network programming reflected the tripartite
relat ionship among the networks, sport and the advertisers/sponsors. As
with any triumvirate there were special relationships which developed
between two of the three partners at any given time; however, these
relationships seemed to be in a state of flux over time. It was this changing
which resulted in a symbiotic relationship among the partners and produced
either a direct or an indirect influence on what the audience saw in terms of

the networks’ programming.

° C. Programming

The greatest problem in Canada is to try to create in television a
national identity in programming--the CFL has the same problem
that other types of Canadian television programs have, they have to
face the tremendous competjtion from the United States (Bassett,
1982:5).

Though Canada has changed its Broadcasting Act several times, the Act
‘has always said that Canadian broadcasting should bring Canada to the
Canadian publi?with made in Canada programming.\ The 1968 Broadcasting
Act stated that programming provided by the Canadian broadcasting system
should be "varied and comprehensive and should provide reasonable, balanced
opportunity for the expressionof differing views c;n matters of public
cgncern, and the programming provided by each broadcaster should be of high

standard, using predominantly Canadian creative and other resources” (CBC,

.
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1983:9). Inhis examination of the CBC’s management decision making MacKay
(1976) stated that all discussions of broadcasting ultimately led to
programming and to the publi(“ interest. After examining the Canadian-
broadcasting system in two separate Royal Commissions, Robert Fowler

“

concluded: "The only thing that really matters in broadcasting is p:logram

content ; all the rest is housekeeping" (Peers, 1979:317; Weir, 1965:453) .
Initially Canadian television modelled its programming after radio’s.

The programming of both media was controlled boy advertisers/sponso‘rs, with

the CYBC acting as both program censor and carrier (Horler, 1984). Advertising

companies, like MacLaren Advertising, provided the CBC with both popular

American shows and the funds to develop Canadian programs. The CBC

instituted a packaging theory whereby sponsors which 1mpo%ted American

shows had to also sponsor a Canadian one. MacLaren Advertising was

laughingly referred to as the CBC network because its clients sponsored a

great deal of programming almost every night of the week on the CBC (Hough,

1982). This stage of development was referred to in The Strategy of the CBC
as the first phase of English television:
. from 1952 to 1970, English television built a national service,
using American programs to attract viewers to Canadian stations
and at the same time building audiences for Canadian programming
like "Wayne and Shuster," "Wojeck" and "Close-up." Those audiences -
served to generate commercial revenues which sustained Canadian

program production and supported the private affilftated stations
/
which provided a rapid way of extending coverage (CBC, 1983:11)/.

The second phase started about 1970, ignited by the 1968 Broadc4sting °
Act and its emphasis on Canadianizing broadcast services, and by the CRTC's
60% Canadian content requirement. The CBC increased its Canadian content

f‘rom 60% in 1970 to 67% in 1978 and to more than 70% by 1982 (CBC, 1983).
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Both networks in the early 1970s resolved to create more programs, a
commi tment which peaked in about 1980. Once the networks demonstrated
they could produce their own programs, they developed a more tolerant
Attitude toward programming co-produced or produced to their specifications
(Hough, 1982). In a way it was a return to the att it.udes of the 1950s and
1960s when the networks took everything given to them. It certainly differed
from the networks’ "we’'ll do it ourselves, you just bring money," approach
adopted in the 1970s.

One of the most common misconceptions held by people outside the
industry wz;s that televison’s product consisted of programs. In fact, to
television exgcutives and advertisers the product was the.audienc?.
Networks and stations did not make money producing a program;\/\they made
money selling advertising time during the program. and playing the fatings
game. Networks used programming as a way to attract audiences to
commercials. The larger the audignce, the higher the rate charged for
advertising time, "especially when that audience has the right 'demographics’
- i.e., when it has a high percentage of economically desirable viewers,
generally meaning eighteen to forty nine year old members of the middle and
upper elasses" (Greenfield, 1981:29). The goal of the networks was to attract
the largest viewing audience, get high audience ratings and then charge more
money for the cost of advertising during the program. Programs were
crgnsidéred commercials for cox;xmercials (Altheide and Snow, 1978).
:;;’ There were various views within the CBC and CTV as to their
respective genersl programming and, specifically, sport programming
mandates. There was a vast difference i)e.tween the two organizations. The

CBC was "the National Broadcaster” for Canada and its mahdate- -to show

Cana‘da to Canadians--was set forward in the Broadcasting Act of Canada.

PN
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The CBC owned its own stations, most of its equipment and had other
atfiliates. CTV, on the other hand, was a loose affiliation of independently
owned stations which leased/rented virtually all of its equipment from
affiliates or other private sources. "CTV doesn’t have the same kind of
mandate as CBC. It has but one mandate, which is I presume the right
mandixtie, to make money for its shareholders" (Hudson, 1980:8). Thus they had
different philosophies and objectives. Executives from b;)th networks felt
that they were very competitive with each other and with foreign networks.

Most commercial television stations in Canada were affiliated with one
of the three television networks--the CBC, CTV and Global--and most of what
. was seen on television was programmed by these networks because, for i
economic reasons, most local stations could not afford to buy enormously
expensive one hour dramas, half hour comedies or three hour hockey games on
" their own. The network provided the simplest structure for financing
high-budget programming. "When a station carries a network shoy, it merely
pushes a button, inserts its own commercials during the ’‘word -fxlom our local
station’ break (keeping all of the revenues from its local ads), and clears a
.prof.it with minimum effort" (Greenfie_ld, 1981:27). People in the television
industry suggested that local station owners earned an average return of

more than 30% a year on their original investment. So little incentive existed

Ay »
to develop alternatives to network programming.

iNetwork pr'ograms were available to local stations throughout the day
and night, and particularly during prime time (the period from 7 p.m. until 11
p.m.) when the greatest number of people watched television. The networks
competed furiously for the prime time advertising dollar and paid particular
attention to the programs selected for that period. "Prime time has the most

-

rigid code, consisting of simple plots, excitement with action or comedy,
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standardized roles and conformity to ideal cultural norms. Sports fits nicely
into prime time, for it embodies almost every aspect of popular
entertainment” (Altheide and Snow, 1978:190). The Canadian networks
t\i\raditionally carried sport programming during pfime time because the sport
programs shown regularly during prime time- - "Hockey Night in Canada," CFL
games and professional baseball--attracted large audiences and, hence,
advertisers. It was not until the mid-1970s that the three American
networks followed their Canadian counterparts’ 1;ad and moved championship
sports events into f)rime time. Robert Wussler, president of CBS Sports, said
that "prime time sports had become a pleasant diversion for viewers and a
gold mine for advertisers seeking shows without an emphasis on sex and
violence" (Amdur, 1978:42). But he cautioned against thinking that all sports
could succeed in prime time. In the late 1970s the CBC had more live primé
time sports than any other network in the world; some CBC exgecutives were
concerned about the spread between Monday through Friday prime time and the
. weekend and so shifted Canadian football games onto the weekends. It was
felt that sports should be more emphasized on the weekend (Herrndorf, 1982).

The selecting of prime time programs required marathon sessions of
examining program ideas, reviéwing existing programs and then deciding
which of their old and new programs would attract and hold audiences awvay
from the other networks. Just as networks looked for appealing pe;sonalities
and characters in general programming, so they iooked for personalities in
sports. Television schedules were designed to fit the' viewers’ routines and
keep them tuned to one station. Hence schedules were designed to have one
program "flow" into the next in order to retain the audience. Commercials
were designed to fit the type of program, the time of day and the type of

audience. One succ_essfui American television producer stated that programs



255
existed solely to deliver the enidiepce to the next commercial. The basic plan
was to establish from the beginning to the end of prime time, programs to
maintain and deliver audiences to the commercial (Greenfield, 1981).

Scheduling was not always a simple matter in Canada, which spans six.
time zones. Most major events were.scheduled for prime time in heavily
populated Ontario and Quebec. This meant that schedules and programming for
the far east, Newfoundland, and far west, British Columbia, had to be
re-arraifged. In the east programs had to be aired before the major event and
after the main event in the west . For example, a hockey game played in
Toronto began at 8 p.m., which was 9:30 p.m. in Newfoundland and 5 p.m. in
British Columbia. Programming in Newfoundland was done before the hockey

.\.
game whereas the programming in British Columbia was done after the game.
Even more problems were created when games went into overtime.

Problems such as these were "sorted out" by the men responsible for

the networks' programming. Clements, in The Canadian Corporate Elite,

identified the influence the media elite had in approving or disallowing the
programmers’' decisions. He questioned whether or not the "elite" could be
unbiased if money (most likely in the form of advertisers/sponsors) was a
controlling factor. As stated earlier, Clements thought the media elite were
gatekeepers of ideologies, selecting and screening alternatives by
establishing limits of tolerance and were involved in reinforcing existing
ideologies and exercising an important forlm of power. Davey's Senéte
Committee on Mass Media concluded the power of the press lay in its power to
seiect; time media owners controlled the presentation of the news and
"'therefore' have a vast and perhaps disproportionate say in how our society

defines itself (1970:7,8). Mills believed the media not only gave us

information but guided our very experiences. Clements said the task of the
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media was to translate information to the public. He identified two factors

which had to be present if the task was to be an objective undertaking:

1. The media elite must be sufficiently autonomous from other
elites in society to provide a detached perspective on their
activities and present a critical accounting of the policies and
persuasions of these other elites; that is, a pluralist social
structure must exist at the elite level. —

2. The media elite must contain within it representations from
all major social groupings in proportion to their occurrence in the
population at large; that is, equal access to decision making

positions must p;‘evail (1975:293).

Clements questioned whether the conditions could be met in a capitalist
society. Canadian network executives insisted they programmed for the

1
average viewer, not for themselves or friends. But as Porter pointed out in

The Vertical Mosaic the mass media were "important instruments of

opinion-making and they establish the climate of thought in the society"
(1965:216) . A select few decided what to air on Canadian television and they
based their choices on their view of the worl)d and of what it should be. The
media elite’'s power was in terms of control; control over the access to
decision making, the content of the media, or the selection of those wimo
determine the content of the media (Clements, 1975).

Members of the media elite inte;viewed believed sport programming t?
be very important. John Bassett believed Itelevised sports unified the country
because most Canadians shared a love of sport. He did admit, however, thaf. :
watching one team gét "clobbered” by another could spark ';livisiveness
(Bagsett, 1982”) . Chgrcover maintained that sport'on teéelevision reflected part

of the essential popular culture of the country (1982). Clement’s description

of members of the media elite as "gatekeepers” who screened alternatives "by

A . -
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establishing limits of tolerance” (Qlements, 1975:282) seems to fit with
Herrndorf’s own understanding of his role in sport programming as vice
president of the CBC: "My involvement has to do with trying to establish some
kind of strategy, some kind of philosophy, trying to keep it within some kind
of context. I try to keep them honest, quite honestly"” (1982:9). For example,
each year Herrndorf asked the sports department how many Expo games they
intended to carry. Normally the network carried about twenty one games; if
Herrndorf heard they planned to carry fifty two, he would say no. In another
example, if Herrndorf heard the CBC wanted to broadcast twenty six World
Cup Asoccer games, he would ensure the games were scheduled during the day
to avoid dfsrupting prime time. Herrndorf saw his role as one which looked at
the large picture rather than the d.etails (1982). Generally, sport
programming suited the media elite’s view of the world. This was also a good
example of Weber’s notion of elective affinity which was "the way ideas and
material 1nte'rest ‘seek each other out’ in the ongoing processes of sociéty, It
involves the selective perception of previously generated ideas to suit thj
current position of the actors” (Clements, 1975:283).

Along with perpetuating the media elite’s view of the world, sport
programming played an important part in both-the CBC’s and CTV's schedules
for several reasons: live sports coverage made for very exciting television; a
large percentage of sport programming' was Canadian and so helped the
networks meet Canadian content requirements; it attracted viewer loyalty
and large audiences; and it made money for the networks (Herrndorf, 1982).
To many television people sport was a natural for television: It involved no
rehearsals, no retakes; sport was "a happening" and television existed to show
what was happening (Esaw, 1981). Besides, major sport programs could be

‘oduced for a fraction of the cost of Canadian variety and drama productions.



Despite sport’s popularity, some program directors and television
executives worried that sport often had an unbalancing effect on the overall
network schedule. The "big game" was shown live and could not be delayed or
moved to sult the overall schedule in the way that other programs could.
Major series like the Stanley Cup play-offs and the World Series disrupted a
network’s prime time schedule for weeks, especially if overtime was
involved. That further disrupted all scheduling and usually affected the
important national news telecasts. Program executives dis-liked the
disruptions and their lack of control over the timing of sports events. Over
the years they managed to gain more control by working with the sports
organizations and suggesting to them changes which benefited both parties.

Wherrasked if sport should perhaps be concentrated in non-prime time (i.e.
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during the day and weekends), the television executives interviewed generally

agreed the current mix of pri;lle time and waekend programming was
s.:fficiept.

Net)‘:work executives also had to gauge how much sport programming was
enough and how much was excessive. Television executives realized that not
everyone wanted his/her favorite program pre-empted or delayed by a sport
telecast. On the other hand, sports fans kept‘demanding more cover‘age. The
notion of elective affinity couid be applie‘ "There is a selection from the
range of alternatives availabi:which suit the situation of those engaged in
the selection” (Clemeﬁt, 1975:283). Mellanby disagtged with the ‘eor’
suggesting television had a s@gprts saturation level. He and other executive
producers of sport programs found this did not always hold true. The 1978
"CBC TV Sports Brief" asked, "How mach igenough? How much is too mu'ch_?"v _
and presented data froma stuc;y of the C;" 8 sport covera rom 1974 to
1979. Accor(%pg to the sttfldy sports covo;rage generally :tgea?ed‘c‘lespite

e,
v



some fluctuations. With respect to sport broadcasts between 1974 and 1979,

according to the data in the Sports Brief, the English Division of the CBC

televised:

1974-75 580 hours

1975-76 683 hours

1976-77 722 hours (including the 1976 Montreal
Olympics)

1977-78 631 hours

1978-79 679 hours (including the 1978

Commonweal th Games)

Sporting activity on television peaked twice a year, as did the complaints
about excessive sport programming. The first peak occurred in mid-October
when the football, baseball and hockey seasons overlapped; the second’
happened in late April and early May when hockey, baseball, golf and horse
racing overlapped. To alleviate the sports congestion during the second
period, the president of the CBC banned baseball games from prime time until
after the Stanley Cup playoffs (CBC, 1978). This reinforced the notion of
elective affinity. .

As mentioned earlier sport programming was relativelj inexpensive to
produce. "Since sports broadcasting, even on a local basis, is highly
profitable, the goal and logic of television is mainly economic--supply and
_ demand- -keep them both high" (Altheide and Snow, 1978:190). The two areas
of expense in sport programming were the cosg§ of:"purchasing the television -

rights and the cost of production. The following table (Table 8) is a

comparison of the CBC's sport programming direct costs to those of other

types of programs in 1977-78:

259
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TABLE 8 A Comparison of the Hours and Costs of Selected Progams on the
CBC in 1977-78#

Program Total Hours Direct Costs
. )
Sports 631 hours $64,777,600 (52,697,100 for telecast
¢ ’ rights and $2,080,500 in production
costs)
Variety 663 .5 hours $7,673,800
Current Affairs 589.75 hours $9,235,800
Drama 111.5 hours $5,430,000

News 193 hours $2,369,000

# Source: Adapted from "CBC TV Sports Brief,” January 24,1978,

Not only was it relatively inexpensive but sport programming generated
proportionately more revenue .than other types of programs. For example, in
1977-78, sports, 1nc1.uding professional baseball, hockey and football, brought
$8 million to the CBC compared to $16 million for all other types of
programming.

In addition to professional sports, both the CBC and CTV ;Zgularly
covered amateur spo’primarily 0;1 "Sf)ortsWeekend" (CBC) and /Wide World
of Sports" (CTV). As for other types of programming, ratings ruled the
selection and scheduling of sports events; "programs come and gc; as ratings
rise and fall. In recent years television has been enormously successful in
generating ratings through sports” (Altheide and Snow, 1978:190) . As lohg as
sports continued to receive good ratings, advertisers continued to bgy the
programs (MacPherson,1985). The media elite used the ratings to gﬁide thelir
selection of programming.. Bassett said ad\:ertisiné rates went up oradown
with the\ i'at;ings: "A football team must think about people coming in to sc;’e ~
'gem.play; if you're playing before a half empty stadium--forget it.‘ If you'fei\'

Sroadcasting a program that nobody watches- -what good does it do? So, - ..
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ratings are terribly important” (1982:8). To determine ratings, the networks
asked certain individuals to keep diaries of what they watched on television
and when. Some media executives disliked this method and used the
information only as &rough guide, preferring to make their decisions on a gut
feeling as to whether or not a pregram would work (MacPherson, 1985).

As a result of their different mandates, the CBC and CTV considered
different factors (other than ratings) when selecting sports to cover. Esaw
said he felt CTV had a duty and obligation to provide the public with as wide a
variety of sports as possible. But the amount of coverage which a sport
received had to be governed by its popularity. These factors helped Esaw
determine what the network was willing to pay for a/a sport and, in turn, how
to sel®it to the general public. Esaw.was particularly proud of the "Wide
World of Sport" proframming because it allowed CTV to offer as many as five
different sports in one two-hour show. Thus CTV, wou‘1d fulfill¥its public duty
to provide coverage of many sports without boring audience meml;ers who
preferred mainstream professional sport. Esaw’s theory of I;rogramming was
that everybody "deserved their day under the sun” and the network tried to do
that in "Wide World of Sports." The maj o;}sports promoted by CTV included
figure skating, baseball, football and hockey. All were bo':xght, sold‘vand
sched\.;led as specials. Most sports that were bought‘: as specials were cq;tly
and had to be putl'chased far enough in advance so they could bekscheduled and
sold for a profit. The factors considered prior to bidding for a sport were
how popular it was and how successful it might be for the r}etwork. The
network bid strfenuously for t-op events (Esaw, 1981). There were other

-

events outside the sport mainstream that were not suited to the brief fifteen

to forty minute segments of "Wide World of Sport." CTV ran some of these

#

anyway, even though theg earned the network little if any revenue. For
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example, GTV aired CIAU events like the College Bo’wl. and basketball finals,
mainly because Esaw considered it good-citizenship on the network’s part to
do so.

Performance of public duty was only one factor, of course, in selecting
what sports to cover. Another example of how the media elite a&ed as
gatekeepers and guided the viewers'’ experience was revealed in how
Chercover and Esaw decided C'i'V's éro‘gramming. Chercover wanted to have a
balanced mix of programs during the seasons to in%é;re that the network had a
steady flow of customers and stated that Esaw had ;:1 instinct for what the
public would respond to--"he has a nose for it." According te Chercover, gut
feeling had a lot to do with choosing new sports for "Wide World of Sport."
For each new sport Chercover and Esaw would ask t&mselves , "I wonder if
the public will respond to that? I wonder if they willﬂ_idencify with {e?2"
Chercover maintained tha; the percentages had been very favorable gsing that
technique. "We've intl@uced a great many, .generally not public sports but
sporting events to the public, Whi'éi':l have éubsequently grown to the point
where they are ve;ry, very dynamic/'evem:s" (Chercover, 1982:10).

The CBC executives handléd the CBC's sport programming sim:ll"arl}" to
CTV, the major difference bveing it h'z;d a government-imposed (CRTC) mandate
to fulfill. In the early 19705 there was a "raging battle" in the CBC's sports
department about sport proggamming v;l'iich'was reflected Best by two
individuals: Don Goodwin, head of the sports.d'epe_lrtment, preferred amateur |
spoft wh;,reas John Spalding, a senior froshlcer, favored profe‘ssio,nal sport.
Both argued their respective points of view to the exclusion of the other.

i

"Since that time there has been a happiér marriage of the two and a

recognition that we have to do both and we :hgve to do both reasonably well”

 (Herrndorf, 1982:6). During his tenure Goodwin acted as a gftekeeper,

P
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gelecting and screening the alternatives by estuablishing limits ot tolerance in
his sport programming, "So we torced fed a few things” (Goodwin, 1987 38)

particularly wheii 1t came to amateur sports. Goodwin felt that if the CRC

was going to put monev into fringe sports. -non CFl axd NHL-- {t should
support the more tiaditional and international amateur spoits like track and
field., swimming. divingg and other'Olvmplc events. Hence Goodwin emphasized
coverage of these activities, not because he thought the viewer necessavily

wanted them, but because he wanted the CBC to become an advocate and »
) .
promoter of amateur sport {Goodwin, 198.

\ .
Some people suggested the CBC cov®r only amateur sport and leave

QL o

professfonal sport to CTV. Herrndorf disagreed, arguing both networks needed
the revenues generated by profess()nal sport and both networks should also
cover amateur sport. But he agreed the CBC had a greater responsibility than

CTV to cover amateur sports but not to the¢ ex¢lusion of covering the Expos or

the CFL. Indeed, the corporation eﬁsured its "SportsWeekend" was filled with

plenty of amateur sport coverage (1982). In programming amateur sports for
. @ ’ N
®"SportsWeekend” and in the general sport programming the network sports
° e
executives also adhered to the CBC’'s mandaté with the philosophy: "We want
- ) N

to show and to expose Capadians to world class competition by allowing them .
to see Canadians petforming at world ciass" (MacPherson, 1985:21). The

approach certainly had beneficial §ide effects. Hundreds of young Canadians

. . \

tobk up skiing and swimming after wétching Nancy Greene and Elajine Tanner
: .,

win medals in the 1968 .O'lympit‘:s. But thonﬁm the CBC agreed it should show

Canada to Canadians, it also had to earn sdme money and not just drain

fedetal tax resources. MacPherson stated that the revenue generated by the
: : . F ' -
sports department was \.rery important to the CBC because it allowed the
/ 4 :

corporation to do more. So the type of competition or sporting event covered
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by the CBC spoiis department made a difference; it had to be as close as
possible to world class. "When Canada wins a world championship {t
helps no question about it. We try and we probably make a broader
commitment in [all Canadian| program areas than CTV does. We do things like
snooker, darts, bowling. . . . Soyeveryone has that choice [to watch thelr sport)
as far as us covering strictly amateur sport™ (MacPherson, 1985:23).

In addition to covering amateur sports which di'd not draw large
audiences the CBC and also CTV have covered major international sporting
events which generated some cf the largest audiences in Canada, for example,
the Olympic Games and Canada Cup bt Canada-U.S.S R. hockey series. While
protessional hockey and football were the mainstay of its sport programming
in the £9505, the CBC also provided viewers with several hours per year of
idternational spert programs. However, it was not until 1964 that both
networks really became involved in the coverage of Olympic Game:; CTV
network had exclusive Canadian coverage ?om ABC for the 1964 Winter
Olytpics in Innsbruck. The 1964 Summer Oiympics in Tokyo represented a

.
major milestone for the CBC. As MacPherson po:}nted out, "it was the start of
a commitment from the CBC to look at the Olymp;ics Games and cover them"
(1985:4) . The Canadian broadcasting system as a whole made an enormous
commiitment when Montreal was chosen for the 1976 Summer Olympic Games.
The CBC had a dual role as host broadcaster, providing ;:he international feed
for all interested networks around the world, and as domestic servicer,

providing more than eleyeh hours a day of Olympic coverage to Canadians. £

Equipment was drawn ffom both the private and public sectors of
broadcasting, and CTV also provided its viewers with coveraga of the Games.

The CBC's Olympic ;:overtg'e was quite eclectic; it covered every ev‘engva'll
three medal winners %md fbery Canadianathlete.
. Q', e -~ .

o T ...
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The CBC’s maj 01' programming commitment to amateur s‘pol’t carried
over trom the Montreal Olympics to the 19/8 Commonwealth Games in
Edmonton. Again the CBC found that Canadian viewers were interested in a
major international sporting event and the Games attracted a large audience .
MacPherson felt that by showing the live or close to live sport programming
during the normal "rerun” cycle in the summer "you are doing the audience a
service. Agaln you're acting as a proxy--you are allowing.people to see things
and events that are taking place at that point in time . . . there’s a sense of
excitement and some emotion involved” (1985:26). As for the CBC’'s total
time commitment to sport programming, MacPherson felt that in the 1980s
there was enough. Sport programming sho-uld not have any more air time than
it had now, particularly during prime time.

After examining all rhe factors and philosophies involved in sport
programming, perhaps the development and Philosophy of broadcasting hockey
in Canada was one of the best examples of Mills’ idea thaé the media provided
not only information but also guided the experiences of the con;umers,

Hockey p}ogramming in Canada was unique and successful. Canadian

audiences have watched "Hockey Night in Canada” or its predece;sor,
"Saturday Night Hockey, " since the beginning of Canadian television in 1952
and have watched the majority of the major international hockey series |
involving Canadian teams on either the CBC or CTV networks. The "Hockey
Night in Canada" telecasts have been produced throughout the last thirty odd
years first by MacLaren Advertising and then one of its subsidary companies,
CSN, mostly in'conjunction with the CBC. For a period of time in the 1960s
and 1970s both the CBC and CTV were involved. Horler spoke about the CBC's
philosophy regarding hockey and the benefits MacLaren-CSN accrued from the

a

CBC's stand. "CBC never had a philosophy in sport--that was one of our
PPy )
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[Maclaren's] powers. Hockey wasn’t just anotheér game, {t wasn’t a piece of
programming--it was areligion--it wasn’t tobe t il‘)k(‘l‘(’d with--it was to bhe
treated reverently” (1984:27) . Because "it was not to be tinkered with"”
hockey broadcasting became a major revenue source for the agency and its
clients.

The biggest,.differenCe in the telecast of "Hockey Night {n Canada”
between 1952 and 1982 was the change in the approach to the game. During
the program’s first two decades, explained Selke, the agency was there to
cover the game and keep everybody happy,; the programming aspects of the
show were not that important. Hockey executives such as Conn Smythe, Frank
Selke, Sr. or Senator Molson were allowed on television any time they had
something they wanted to say. This approach generated a good deal of
criticismduring the 1960s and in about 1965 a different approach to the
game was developed. The commentators were to report the facts, express
opinions and tell the truth about what was happening on the ice. They were
not to unduly applaud someone nor were they to "carve" anyone up. Mbre
important, they were not cheerleaders for the sport (Selke, 1980). Th-e
executives at CSN did not believe in the cheerleader approach to hockey
telecasting. "We have found that as long as you are honest, telling the trut

L4 .

and not going out of your way t§ embarrass anjone or damage the product,
eventually the people accept that what you’re doing is the right thing. It’'sa
far cry from what hockey, football, baseball coverage was 10 to 20‘years ago
and we're kind of proud of it" (Selke, 1980:10). However, in 198Q one of the
"Hockey Night,‘ in Canada" comx'nent?at:ors, Howie Meeker, found that while his
honest, straight forward comments may have been acc‘ed by the fans and
CSN executives ,‘ they were not appreciated by the Montreal Canadiens’

organization, which did not allow him to be a commentator during their
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games |

There were areas in which the.media elites used hockey to guide
viewers thinKRing: Canadian nationalism and violence. Canadian nationalism
was reinforced by the decision of t,h(? \E‘res ident of CSN to televise only the
Canadian national anthem. "‘We never g‘b on air with a hockey telecast without
playing the [Canadian] national anthem, in spite of the fact that many o‘f our
production people say 'why do it?’ 1 keep saying 'you’d better do it as long as
1'mhere’"” (Hough, 1982:2). For example, when an Amenrican team plays in
Montreal both national anthems are played in the arena but only the Canadian
anthem, which is played second, is telecast‘. "We don’t yant to do the
American national anthem because the game takes place in Canada. So to
answer your question about sensitivity towards Canadiénism I think perhaps
it is pretty much a personal and subjective thing but at the same time I think
iﬁ 's not mine alorF" (Hough, 1982:2).

As for violence, various pfesidents and owners have struggled over this
issue--t% show or not to show violence. The approach taken by executive
producers of "Hockey Night in Canada” changed from the 19505 to the 1980s.

-H\orler explained that during the 1950s a certain amount of fighting was
c;)ns idered part of the game‘. “en a fight started, the cameras showed what |
happened, then pulled back and away from the fight. There were shots of
glov;s and sticks scattered all over the place; Foster Hewitt would pbke fun
at tl‘“ fights and make 1ight of the violence. That philosophy changed in‘the
Iate&SOs and early 1960s. Senator Mdlsen decreed that fights not be shown.
The cameraman had to shoot the teiling or something else during the fight.

4

oft sn;all commercial was inserted. "I don’t think you can fault the "' i

Sen in terms of violence because he réspected the game, the players. He ' .

vas Phterested and put a kind of gentle pressure on you to make sure that you

Y
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\

got the absolute best out of everything. 1 know others that wouldn’t have !
treated the game with such loving tender care” (Horler, 1984:28) . In the

1970s and early 1980s the philosophy of fight coverage changed again. This

’

time the cameras basically began showing everything.

/
So the decision as to whether or not to show violence during a hockey

v

game was generally left to the executive producer of the program. If he ‘

thought fighting was "just part of the game" and saw nothing wrong with {t,

¢ cd
he would televise the entire fight; if he objected to fighting, he woul .
L3

broadcast only a small portion o-f the fight. This difference in attitude
towards fighting results from a simple problem: there is no consensus on
what constitutes violence. Thus, while some people would argue that
particularly hard tackles or checks in football and hockey are violent acts,
others would insist these are part and parcel of a good game. ',Ihough a géod
deal of research has been done on violence in general t.elevision pregramming,

little has been conducted specifically on violence in televised sport. Again,
i . -
the problem is one of definition--how does one define violence in-sports

which are often inherently violent? Perhaps television executives could

solve the dilemma®y restricting their coverage of viglence to that which ~

. .
+

occurs in the regular course‘of play ahd largely ignoring the fights which may
' . )
_transpire after the whi;t:le has blown.- In addition, commentators could help
. L Y - : - .
downplay violence by praising particularly skillful or well-executed plays

t

AN

rather than highlighting displays of brute fozce.

L

Herrndorf felt that television sports pergonne;_ needed to ask serious

questions about.screening hdéke)-' violence. The major question to be asked,

£

said Herrndorf, was: "Why can violence be condoned ig hockey when it isn't
condoned outside the rink?" The answer, ne said, required delving into the

relationshipAbe'tween sports and sociéty- -into ethics, the culture, some of

.

e



the social circumstances of hockey--and that was not done by sportscasters
or commentators. He also observed that though many of the major political,
social and cultural issues that Canada faced were reflected in sport, they
were seldom, if ever, covered by sportscasters or sports ’:riters_ "Sports
have been exceptionally conservative iQterms of breakthroughs and

{
innovations in terms of how they cover it verbally, journalistically"

(1982:11) .

Clements, in The Canadian Corporate Elite, suggested the conservative

approach to sports coverage could be explained by the influence

b 4

advertisers/sponsors wielded over the sport "product” and its presentation.

The owners and presidents had a grea't deal of influence on programming if
L 4
money were not a major issue; however, money frequently was an issue. In

some ways advertisers/sponsors had far more power and influence than many

realized or likegd to admit. In any event, the role played by the

advertisers/sponsdrs in television and sport is worth examining in greater

detail.

D.\ Sponsors/Advertisers

It has been suggested'in these pages that sponsors - mainly

269

4

gl bal corporations that form the large majority of leading network

spo\nsors - dominate our programming far more extensively than
most viewers supposes

eir influence over it is spearheaded by "commercials" - the
foca pbint,of creative effort;" protected by "entertainment"

designed to fit sponsor needs; bordered by a fringe of succegsfully

neutr?lized'"public service" elements; and by a buffer zone of
apprO\)(ed "gulture." . R .

Few yiewers know what may be missing from the picture window ;
for thelir idea of the world is 1ncreasingly formed by that window

. (Barnou , 1978:151). . N
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The "window” did not permit the viewer to see the influence of
sponsors/advertisers. But the influence of the advertising industry on the
media and sport began as far back as the 1930s in radio and continued into
television where it grew even stronger. "The sponsor-supported system
evolved for radio offered a pattern for the age of television® (Bar;mouw, )
1978:42). As was discussed earlier and in chapter 11, the relationship among
sport, radio and ad'ver’ti'sers/sponsors was one of mutual co-operation dating
back to the Toronto Maple Leaf radio broakicasts sponsored by General Motors
and later Imperial Oil. The mutual co-operation which existed in radio among
the triumvirate remained when the medium changed to television. Th;z parties
involved worked tdgether to produce shows for the audience of a quality
sufficient tc; encéurage continued viewing. ‘

By t:.he time television arrived advertisers/sponsors were ready to take
the 1e;d‘in generating program ideas and buying time fo'r them on the network.
For example, in the early 1950s in thé United States the Gillette Company
paid the network the appropriate sum of money and ordered a particular time
for programs 1ike the "éillette Cavalcade of Sports." This rather simplistic
approach did not .1ast very long.; .in 1956 the networks beg&ln to evolve a ‘
partnership relationship antl by 1962 the United States networks were- buying
the events directly. In Canada this pattiern h;acL'not fully evolved; advertising

money, especially from beer and oil companies, fuélled television's growth . ~
. :

through to the 1980s. "Yowneed an angel in Canada and traditionally in sports

the angels have proved to be beer or refined gasoline. When the gas sh&rta:g' 4

in the early 1970s made the gasoline business or the fuel busine.ss alittle,

-

less competitive, the beer companies were quick to move. in" (Nixgn, 1984:3).
e ‘ ) . 4
. > . A
It is difficult to imagine the Canadian broadcasting system with both thg

‘private and public sectors having developed to the extent it has without

>
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advertisers/sponsors.

The role of the sponsor as opposed to the advertiser in Canadian sport
;)Il tel\evision began to change in the 1960s. During the 1950s an(f\Early 1960s -
sponsorship, in which one company financially supports an entire program,
was most prevalent,; for example, Imperial Oil was the sole sponsor of hockey
telecasts for many years. But by the late 1960s single sponsors found it too
costly to support;an entire sport progr;m, and several advertisers began to
"sponsor" an entire program. In the late 1970s and early 1980s the role of the
sponsors/advertisers shifted slightly again; one company, the primary
sponsor, bought a sporting event or the rights to tele\;ise a sporting event and
then sold smaller amount‘s of advertising time for the event or program to
other cgmpanies. Thus there was a primary sponsor and supplemental
advertisers supporting the program. The major sponsors/advertisers of
television sport programming in Canada over the last thirty years were oil

| : '
companie//s , a\ftomobile manufacturers, tobacco compan}es and Canadian
breweriyes . ‘ - 2
\ )

Imperial Oil’s fplrty year sponsorship of hockey was one of'the longest
sport-sponsor relationship’s in Canada. In 1936 Imperial became the sponsor
and owner of the rights to radié and television broadcasts\; later it became a
co-sponsor, and finally, withdrew its commitment in 1975. When Imperial 0il
picked up the sponsorship of the Saturday Night hockey game‘ radioe vadcas't
of the Toronto Maple Leafs in 1936, "Pendegast and Imperial 0il felt it was
the most Canadian thi’ng t:do, to sponsor hocke;y broadcasts. Pendepast was a
smart advertising and PR man to kncy that every kid [who was a hockey
pldyer or who lovedgrockey] would one'wd\'aQ‘y" grow up and drive an automobile

‘and would buy Imperial 3 Star.gasoline . "He had that kind of vision" ( ofier,

1984:14). Besddes being the "Canadian thing to do," Imperial 0il’s sponsorship
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of the hockey games was "d& good advertising buy, because r;obody knew wha't
would become of it at that time because it had only been on the‘ air two years"
(Twaits, 1984:8). In 1936 t.\he company began choosing three stars at the end
of each game as an advertising/promotional gimmick. This feature became a

tradition which outlasted its namespke, Imperial’s 3 Star gasoline. As
: -

mentioned earlier, Imperial 011 sponsored Saturday Night hockey on radio in

@

Canada through the Depression and the war years and this proved to be very !

beneficial in the long run to the company.

. Even to this day, go and talk to the older farmers, they']f’l tell
you that their loyalty to Imperial was often related to the fact that
we brought them "Hockey Night in Canada." . . . The hockey game was
a very efficient way to get the people because they didn’t have any
money to go out. So if they Imd a radio, they would sit at home and
listen to it. After the war it was not unusual for surveys to tell you
they had 65% of everybody 1tving in the country listenihg to NHL
playoffs. . . . We could méasure reasonably well that it was a good
advertising media for us in those days. We knew it mostly by
peoples’' comments, by surveys (Twaits, 1984:3,7).

When television came to .anada in the early 1950s Saturday. night
hockey, with Imper‘ial 0il’s sponsorship, wg.s\ the first sports ef?ent televised.
MacLaren Advertising boﬁght the broadcabt rigﬁts from the owners of the‘ |
Gardens and the Forum and Imperial 0il guaranteed them by .signing ao
agreement to be the advertiser. MacLaren negotiated the deals with the .
network or with the individuel stations and acted as an agency on behalf ‘of
the oil company. Imperial 0i1l remained the sole sponsor of the’ Saturday night
hockey telecasts until 1957 although other companies such as 'lson

Ay .

Breweries Limited of Canada made unsuccessful attempts to join ‘them. -

.

Being the sole sponsor had its drawbacks' For example, wheh Clarence

. Campbell sparked rioting in the streets of Montreal by banning Haurice -
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Richard from St.anl‘ey Cup championship play, Imperial Oil had 5,000 credit
cards returned from Quebec. Although Impérial 0il had nothing to do with the
situation the company was identified as "Hockey Night in Canada" and since
the irate fans could not‘ "get™ at the Montreal Forum or Clarence Campbell they
took their frustrations out on Imperial 0Oil. "I1’'11 guarantee you there was no
other broadcasting event in this country that has created those kind of
situations whereby the sporsor suffers” (Twalts, 1984:14).

Imperial’s sole sponsorship of the hockey telecasts came to an efd in
1957 when Senator Hartland Molson and his brother Tom bought control ofrthe
Canadian Arena Oompany, which owned the Montreal Forum and the Canadiens,
for $2 million and in turn sold the advertising rights to Molson Breweries
Limited of\Canada. "When the Molsou brothers bo;,lght the Canadiens- —wH”o’
were a major‘attr:ac':tion on 'Hockey Night in Canada’--the brewery acquired
powerful leverage in its discussions with the oil company. Beginhing in the
autumn of 1957, Imperial Oil consented té Molson’s being a co-sponsor of the
broadcast" (Woods, 1983:299). At that time breweries were allowed to
advertise only in Quebec anci On.t.ario, hence part of.the ag}eemeqt between the
co-sﬂdnsors was that once the laws changed in other parts of Canada, Moll_son

» : . S

would share equally in the advertising time on the hockey telecasts (Twaits,
198&)’. Molson did not- get on television--on thelNort.:hern Ontario network
firkst- -until 1961, Even with the addizion of Molson, the relationshiP among

hockey, television and th‘? co-sponsors remained one of mutual co-operation

and benefited all partners.
. '

When broadcast, rights renewal time came in 1964, Imperial 0il, not
. . :
Maclaren, negotiated for the Garden's rights. Imperial promised MacLaren

3

that as 1ong as Imperial was involved with hockey MacLaren would produce .

t

"Hockey Night in Canada." (In the meantime, rights were increasing ig price a§
y Nignt » e g g P

-
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were the costs of most aspects of network television. Molson sold those
1) ! . i

markets which banned beer advertising to Ford, thus dividing the sponsorship
& *HocjlNight in Canada" into thirds. Imperial 0il owned the rights to the

‘Maple Leaf Gardens and renewed them every four years unt#l 1974-75 when

. < N
the oil company #eqided to exercise its option to withdraw from the

sponsorship of "Hockey Night in Canada." .

The forty‘ y(;ar relationship among professional hockey, radio/television
andyImperial Oi 1~ coul‘d)be viewed as symbiotic in nature. Dufing those years
as .a\.sponsor ;>f the broadcasts of professional hockey gamesl, apart frbm.the
war years, Imperial 0il used the hockey games as an adyeftisiﬁg vehicle. "We \
took it as a very‘good advertising deal even though there was a ﬁever ending
argument in Iml;erial 0il from day one until the dqy we got out that the
broadcast was not at the highest peak sales time for us" (Twaits, 1984:8).

There were a few people in Imperial 0il who questioned the sponsorship of

hockey because they felt,the company did not receive the direct: benefits of
advertising since the oil 'lndustry s biggest peak sales traditionally occurred

Q’{rom spring through fall Naits thought this logic was "a little silly"

L4

because peopl_e did r\ot make that kind of decision about buying their gasoline_

.
"

on any long or short term badis. Twaits believed hocl.ceyx was a good , 3

, > LN |
advertising buy -'a * ‘x\ g ¢
, Imperi!ﬁ oil dropped its sponsorship of "Hockey Night 1n Canada for -

several reasons. But the primary one, according to Twaits, was ..hat it no
longer sex,fved as a good vehicle in terms of the audience or ix'} terms of cost

effectivenéés "It vas ;sso expensive. The economics of it didn't; ma‘ke any(
Rty
sense at a11 It had become so rragmented in order to try and cut. down the

costs., There were so many sponsors init, it waJs no longer Inperial 011 btings:
/

‘o
you 'Hockey Night i.n Canada"' (1984 : 5) As fo:t the audiencd,’it becane
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apparent to Twaits that hockey attracted the same hard core viewer- - the

C ol
hockey nut who would watch hockey eighteen times a night if possible--and it

did not get the numbers of the upper, mobile young people or the better
educated people the oil company was after. The “hockey nut" was not the’
same type of person who was a regular customer.at an Imperial Qi.l.serviee

station. Through surveys Twaits knew that Imperial 0il customers were on

.-

the average older, fairly affluent, higher mileage drivers who wanted a

service station they could trust. Times had changed. Wherfthe oil company
3 : .o, )

first sponsored "Hockey Night in Canada” many people cited the program when

asked why they bought at Imperial’'s service stations. But.when the games

became sponso\:ed by a variety of cc‘;mpanies, it grew difficult to know which
company or éompanies sponsored the games (Twaits, 1984). Another reason
for Imperial Oil's withdrawal from "Hockey Night in Canada" was the

. . ]
disappearing need in the mid-1970s to advertise gasoline; there were more
\

customers than oil. "It seemed silly to them to spend half a million dollars a

~

year to tell people to buy Esso when cars were lining up at the pump begging

for any kind of gasoline. It was a pure marketing decision made’fa&: that time"
R e

(Hough, 1982:18). Whatever Imperial’'s r&%sons for opting out, it was

nevertheless a difficult deoision for Twaits to make:

) It was so expensive that we colildn't afford to spend our
adver\tising dollars in other places. So(we found with all those
things we could spend our money better in television Imperial is
back in hockey a little bit now but just.in an occasional sport lb
amongst a whole lot of other things .

I didn't take them out of hockey because I thonght hockey wasn't
good. It was Just costing us too much money and therefore I felt and
I recommended it that we get away from it. You can always go back
with a spot buy amongst a whole lot of other things.-. . But itwas a
tough thing for Imperial Oil to swallow--forty years as sponsor
Nobody ever was the sponsor of one program for forty years until we
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came along. It was a good advertising buy and it still is .- But in L

terms that we were looking at at that time it-didn’t make much

sense (1984:6).

o ‘ ' *
*. Sponsoring hockey telecasts, other sports and/or sporting events did
» W . o

make sense to Molson and Canada’s two other breweries, Labatt and Carling

O'Keefe. Over the decades the three breweries played a major role in the

13

relationships é}nong sport, television and sponsors/advertisers. As

mentioned earlier, the Molson family purchased the Camadian Arena Company, :“
which owned the Montreal Canadiens and Forum, in 1957. They then let the :
. . . ' Q&'

brewery deal with the Forum managignent on a commercial basis and joined N

Imperial as co-sponsor of "Hockey Night in Canada."” "We ‘felt that was the -

r

only correct way for it to be.. . . done at artt’'s length in so far as my brother ‘
[

and I were concerned" (Molson 1984 2) Molson Breweries Limited of Cdnada

has held the hockey broadcasting rights eVer since, even during the period -

between 1971 and 1978 when the Canadian Arena Company was owned by the |

v

Bronfmans. In 1978 rumors surfaced that the Bronfmans wahted to selil
R . " w . . 3\ !

Canadian Arena Company and one of Molson’s competitors, Labgtt Bre At
. . &

Company Limited, was going to make an offer to take it over. Sign17 lcantly

L
the closure of the deal would give Labatt the television broadca/st rights fox

\’?

Canadiens’ hockey ‘Molson Breweries Limited of Canada stepped inand bought

back the Canadiens hockey club tﬁan -enormous price and rented fthe F'orum

-~ N,

with the ¢ opt‘ion te buy over a period of ten years. !So it then became the
. property of the brewery, not of Fom Molson and myself, Quite a different
relationship, a straight commercial relationship (&(olson 19814 3. It was tha

commercial relationship which Senator Mole obj ected tg in the rivalry

which later developed between the Cen&diens and the Quebec Nordiquqs ) "“,

>

_{owned by Carling O'Keefe Breweries of Canada ‘Limitedzj The Senator thought:'

i



P untortunate becneie 10w buai Tt on the competittron befjween the two
Dicwerion and was toe commetrcial “Thevire fdan ing O Keeto and the

Norvdtgques b very o anxions to use 10 as avehicle incompetition in our indosay
L

A}

N

We fgrenatar Melvon and hila brother Tom] didn’ t want to Carn hockey into a
( \ .

Stratpht o commercial thing . wl were interentoed in is P iy s o sport
which we ol Toved and plaved We triedyvery hard to keep 10 that wav while
ety the televiaion ipht o as somebody does tor every <port there io”
(Mol aon s Tasa )

Thouph the senator and iis brother telt that wav about hockey on

. )
television, the brewery had a different peraspective Lo The Molson Saga
Woods wiote about the relationship between the brewery and hockev - "The
‘m}vl tance of "Hockevy Nipht in Canada’ to the brewery can hardly be
)

overestimated, Mofson’ s considerod this program to be by far its most
ctfective tormof advertising” (1983 249) "Hockeayv Q‘H“ht in Canada”™ was | and

H

)
cont inued to be anettective torm ot advertising for the brewery because {1t

cattiracted the "tight” tvpe of audience, it rteached the prime tarpet market of
beer advertisers  The people who bought most of the beer in Canada were
males between eighteen and thirty tour vears of age, the same tvpe of people
who watched hockev according to Twaits "The perfect audiehce tor "Hockey
Night in Canada’ were the beer people  The guy that they portray who sits in
front ot the television set and drinks beer -by and large the blue collar guy
who is kind of macho, plays a little bit of pick-up hockey himself and will sit
in front of the tube as long as there’'s a skater to be seen" (1984:6). The

'
eighteen to thirty four year old male not oniy watched hockey but all types of
sporting events. The breweries discovered over the last thirty or more years

\
that sports efficiently delivered the audience that they wanted to reach.

Canada’'s three major breweries have been involved i~ the acquisition of



e

"lmlii and sportat televicton aiphtes cinee the Late 19500 Whi l(‘ghwl-\(vn Wy

frrolved with the Montreal anadicns . hoth Carling O Keete and Labatt wer e

-
to the Lo wpher ot wpogt For example inMarch

-

commit Cing themne bvee

L9 ] pot Doy Browertes wipned anoapa cement with the CRC to nponsor o bition

two weedk ot tes called "World of Sport T which covered awide viaiety of

cpor o and showed many ot Canaeda - and the worbd’ < top sporting event - (G
P
Dalton, prectdent of The Carling Brewtries Limited | stated "For the pasc

coveral vears Gaalioy have beenassoctated with major sports event s Since

Lasnt Tune . we have beenworking with the CBC to extend our traditional

interest in sports programming to as larpge a Canadian audjence as

(CRC Memo o T96 1) For its part . Labatt began sponsor iny CFL toothay
telationship which continued tor over twentv vear s

Duting the 19/0s all thiee breweries expanded thv‘ix' involvements by
prachacing sport televisiontights and/or sport properties, this was a

conscious move on the part of the hreweries Jdnitially the networks owned

-~ s

the sport properties and the breweries | as advertisers, bought what thev had

to sgll Essentially . of the major sport properties, hockey was Molson’s | CFL

football was Labatt’s and Expo’s baseball was Carl ing's Then ., in 197/, when
Labatt went into the market to buy the Toronto Blue Jays the brewery
1(';lm(~d that it could own the Toronto Blue Jays and their television rights
\
YN but when it came time for the plav-offs and World Series. Carling would
]
automat ically be the advertiser onthose programs because they were the
incumbent advertiser and because they were the advertiser on Expa baseball .
Consequentlv Labatt felt that the only logical way to insure that it was the
[ 4
advertiser on those programs was to go directly to the American networks

and buy the programs. "So we did. Now that we owned the playoffs and the

World Series we were able to use that as leverage to get the Blue Jays better



A
expostive on (3 k% That started the teal brewery war tor television propertios
| 1tdl ies mlﬁ%% (Hudson, 1984 3)  The competition between the breweries was
s

«

tierce: tU< 1“& weries decided they had to hd\( adver tising exposure ineertain

\

parts ot the country and as a result they paid b premium price (the ditference
2

between what a television network could attord and what a brewery conld -

at®1d towrite of t or met <‘hundis‘(') to pet Involved in a sport But the

»
o
breweries still needed the networks to carry the sports inorder to best &
. ~
advertise theilr products. \
L} . —
During the Brewery War Labatt hired Hudson away trom the CBC to /‘

manage the turther acquistion of sport properties: the ABC package of

baset‘ml I playefts and World Series inalternate years, Monday night footha

and some other sport programming; the NBC package; CBS's NFL tootbhall;

World Cup soccer; and ownership bf Canada Cup hockey. In QH] Labatt "logt™”

the CFL football rights to Carling O'Keefe which pur(‘ha;‘.ed the CFL rights

directly from the league for $15. 6 million for three years because it was the
’ -

only way in which the brewery could become a brewery sponsor on the

telecast, Labatt had been the primary sponsor for twenty years and was not

willing to relinquish its hold on tH® CFL market. By the end of 1982 the

following was a brief summary of the professional sport involvements by

each brewery (Bourne, 1984):

Carling O'Keefe Sports (sports presentations or activities spons:)red by “

Carling O'Keefe Breweries of Czinada Limited):
' ~
Baseball: Montreal Expos - pationz;l television, Quebec Citty radio,
) stadium advertising, promotion '
‘ . agreement
New York Yankees - Tororto and Southwesgrn
Ontario teQLevision

A3
Football: CFL - national television including Grey Cup,.
"



280
CFLATL Star pame promot ional and
television 1“1\;)ht 9
Monta ('d’l Concotrdes Montreal radio, stadium advertising,
' promot ion agreemer:t '
Ot tawa Rouph Riders Ottawa radio, stadium advertisify,
» promotion #preement
Toronto Argonant s - ownership, Toronto radio, stadium
advertising, promotion agreement
Fdmonton lf}:kAim()f‘ & radio, one-year contracts with right ot
Calpary Stampeders Lhcumbency ’
NFIL Football - national television AFC regular season
- pames . playotfs and€hampionships up
to and including 1986-87, Orange Bowl
and Fiesta Bowl, Super Bowl rights in
1986 *
Hockey Quebee Nordiques . owner'ship_ French television Quebec
: City region market | French network
radio excluding Montreal, arena
A advertising, promotion agtreement
Buftalo Sabres - Toronto and SpouthwesternOntario
.television, promotional support
Soccer Nil » -
)
Labatt Brewing Company Limited:
Baseball : Toh‘»nto Blue Jays VAT ovmers%ip, national television
‘ . rights, promotional agreement
World Series & All ~ national television rights
Sta;Game *
Foottyll: \Hnnipeg Blue Bombers, -promotional agreements will all of
. . Calgary Stampeders, the listed CFL teams
Edmonton Eskimos, L. ..
B,C. Lions ~ ) &
NFL Football . - national television NFC regular sééson,
. Rose Bowl up to 1986, Super Bowl in
all years except 1986
Hockey: © Nil ’ .
Soccer: Vancouver Whitecaps - promotion o V4
. World Cup soccer - national talevision rights through"

1990



N \

CPSI. - major sponsor of the Montreal

franchise

Molson Breweries Limited of Canada;

a
Baseball: ‘Vancouver Canadians . - minor league team, promot ional
agreement
Football: Hamilton Tiger Cats - promot ion
) Saskatchewan - promotion v
Roughriders
Hockey: - NHL - "Hockey Night in Canada" sponsorship
) Montreal Canadiens - ownership .
‘Winnipegxlets, © - promotional agreementsvwill‘ﬂll the
Calgary Jets, ' listed Canadian teams in the NHL
Edmonton Oilers,
" Vancouver Canucks.
Soccer: Montreal‘ Manic - ownership of this 1981 NASL entry
Toronto Blizzard - promotion .

~

ATl three breweries had involvements in amateur sport, promotions and

national foundations as well.
The breweries, through ownership, sponsorship and adwertising, & med

an infrastructure that supported both professional and amateur sport in

.

. ‘ 1 .
Canada. But their motives were not altruistic. They did it as a "way of

winning the hearts afid throats of Canadian consumers"” (Montreal Gazette,

3

December 24, 1982). The main reason breweries were involved to such a

_great extent yas to sell beer at a reasonable price and at-a reas;onable cost to
the brewery to get it into the hands of the consumer. Generally the breweries
preferred to hold the televisic;n rights of a sport rather than own the team;
owning a club was simply not profitable. But television commercial® during
sport programs offered an excellent communication vehicle into the be;r
dripking marke—£,¢" which consisted of eighteen to thirty fout year old

sports-minded males. The breweries measured the effic;Let;cy of the programs

3
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purchased in what was called cos) per thousand, that is, how many dollars it
cost toreach one thousand people in the target market group. The target cost
- ‘ ’
. - . ‘ ) )
per thousand in the early 1980s ranged between $10-$15 per thm\sand, The

breweries bought so many sport properties betcause they wanted to have their

message in tfront of their target market twelve months of the year. In

addition to sport programs, they purchased movies and specials like tk
N 4 ’ ' i
Academy Awards and the Emmy’'s because they too attracted big audiences,

[y

and any program that attracted a large male audience segment. "We don't
r
want to put all of our eggs in one basket. We’'re in sport probably 70-75¢"in

terms of audience and probably 90% in terms-of dollars. In terms of dollars a

year we are looking at somewhere around an excess of $20 million” (Hudson,

i
1984 :5) .

Involvement in sport also provided the breweries, whose advertising

~

opportunities were 1imig§d by law, all kinds of promotienal opportunities not
avallable through sponsorship of other programs (Hough, 1982). "}{aving
identified their audience, they obtained vehicles that were directed towards.

that specific audience. That's not peculiar to Canada, it happened in the USA

~

as well. It goes back a long time, since breweries discovered that sports

were a very logical way to reach their market" (Houéton, 1984:11). The

°

1 i
breweries were not the only companies interested in sport as a promotional

vehicle. Generally, manufacturers of ahy product which sold predéminantly to

men were lured to sport and its large, mostly male’ audibnces.

Another advertiser/sponsor attracted to sports events was the tobacco
L} - : .
company. In the early 1960s companies like Imperial Tobacco became

involved in sponsoring sports events such as Grand Prix racing and World Cup

skiing. In 196F Imperial Tobacco brought the first International Sports Car

-

Race to Canada, Mosport, & CanAm race. In 1967, as a Centennial ev\gxt, the
1 . '

-
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same company brought the first Crand Prix race to Canada  In 1963 (0 g o
World Cup skiing race--the [)uan'i(‘Fr International -was brought to Canady

AN
by Imperial Tobacco. S}.(i ing was a goad television property/vehicle before \)
the restrictions were placed on advertising (‘Xp(’nqit\ll'(&‘i within the tobacoo / .
industry. When lmperial Tobacco first brought World &up skiing to Canada r}u‘/
average skier was inhis/her early twenties. But by 1966 the avervage ape in
‘ski ing had dropped to between thirteen and sixteen years. so Imperial stopped
and voluntarily withdrew its sj)on'sob::hip, reasoning that it st =1ld not be
Aappealing to such a young age group. The Bank of Montreal picked up the
sponsorship. "Tobacco is a much more sensitive industry at this point  Most
of their major sponsorships are in adult sports or in professional sports

¥

That’'s one of the main reasons. . . . our client wouldn't appeal to voung people

or indirectly address them" (Houston, 1984:17).
Houston believed Imperial Tobacco was a unique sponsor because it
= wanted to put something back into the community within which it did
business s True, the company wanted marketing expos'ure but it also wanted to
be seen as making & coptribution. “That's why they do the thi;gs the way they
do. When they ;;ut up the money for the Canadian Open or DuMaurier

. \ !
Championship, it’s all one way--the money goes out. They do not share in the

N

proceeds. They do not share in the gate” (Houston, 198%:5). By contributing to

sport, Imperial Tobacco believed it woulzi be viewed as a good coTporate

citizen and get exposure for its brand names, i‘f not actual products. Tobacco

. .
companies neve‘r mentioned the word "cigarette” when sponsoring sport. For
example, the Canadian Tennis Championship was called the Players Challenge,
not the Players Cigarette Challenge. In‘deed, tobacco companies.never put the

word "cigarette"” in any-o}:‘ their advertising; even cigarette packages were

rarely seen displayed on billboards. After the tobaccgompanies were banned

7 . —_—
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N
1
fr colevicionor o broadeast medium advértising, the sponsorship of
. /
cpon Uing, events prew espe dally important ) promoting the brand name was the
7

cnly v they coult cate an awareness of any kind., That was a battle tor a

4

Yate of themast ot ot Jhare of the mifhd (Houston, 1984) .

Manv sponsors/advertisers, like Imperial Tobacco, asked public
! . -

telations agencics ITike the Houston Group to'help them it their 1elationships
' \
. v
with celedsion and sport . As a result, the Houston Group packaged sport

prowe’ fons o became the intermediary between the sponsor and the sporting

cosociation. "The catalyst comes along and brings the partgies %*(hol‘ and
L \ X .
crervbody sees thegbenefit of it
7 .

We Tl identify an opportunity and go to a client and say that the (I\an‘adian

Tennis Championship is available for sponsac<ship” (Houston, 1984 :14) . The

Houston Group was a catalyst in the [syﬁaiot ic{ relationship(s) among sport,
- .

television and advertisers/sponsors. Houston thought tWwo factors were
- Bl
necessary 1f a sport event was to be successful for its ¢lient: the event must

be televiseds and the eveht must be naméd after the client, fdr examele}, the

7

Players International Tennis Championship. Houston believed television
conferred prestige upon a sport events; without television, the sport event

x . ! :
would serve only as a regional promotion. When both factors were present

g - .
only then would the advertiser/sponsor reap the full benefj§t of itg
. v

association with sports.

Putting together televisedv sport b‘ackages has formed the key pért of

kS N

—— . Y

the Houston Group's business sinck it opened in 1972. The company has a 4

department devoted entirely to negotiating deals with'the major television

networks, and maaj of its employeés.come from sport or sport-media .

.

backgrqunds (Houston, 1984). As well, the Houston Group had the exclusive .

e
. »

‘rights and "owned" the DuMaurier Classic women's gol% event in Canada. - "So

o

An agency like ours becomes the catalyst .

-



¥
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we package that entire event, we negotiatewith the golf ¢lubs to host it
. : \
. -~

provide the committees with manuals on what they have to'do, then we Py
Y

negotiate the television rights”™ (Houston, 1984:15%)¢ As a result ot the

linkages the company had created, it worked for and with most of the major

advertising agencies, though it did no advertising itself. Houston discovered

A

that a successful combination of 'sport, television and advertisers/sponsors
- R
usually occurred when sport associations went to sponsors who were
? .

prepared to spend a lot of money producing a first class event. A first class

.

event would attract television and televisionattracted a bigger audience. A
bigger addience meant more money for the association, more collateral

promotions and more merchandising opportunities.

. +
Maclaren Advertising was another major catalyst in the
. 3

sport-television-advertiser/sponsor relationship. From 1930 to 19/1

MacLaren had more influence on Ca‘nadian sport broadcastiné than any othe.r
advertising group because of‘ its spons‘orship and production of "Hockey Night
in Canada." "I think there was on1$r one game in town and that was the hockey
game and we had it. People tried over the years to get it away from us, but
they never managed it" (Horler, 1984:25). Horler admitted there were
"trade-offs" with general programming but the Canadfan content required by
‘the Broadcasting Act was met by sponsoring "Hockey Night in Canada."

@

Because hockey was Canadian content the agency never suffered (Horler,

1984). Hockey was one of the reas#ns MacLaren was fortunate enough to keep
control. .The television stations were required to have 50% Canadian éonten_t
and every hockey broadcast of two and a half hours provided a great deal of.
Canadian content. ‘

Hockey on television developed to the point where "nockey Night ih

Canada" became the primary product of one section of MaclLaren’s broadcasting:
Ss '

Y
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depar tment - As (h(.* hockey br();'adcuf;t s became more experdsive and complex (it
was on both nivtwm'ks: vzx(“h week) 4t l)(*(‘aln;~ apparent that the section of the
agency which produced "Ho:‘\kvy Night in Canada" needed to sepatate from the
main advertising agency. The sponsors, Imperial ()i‘l and Molson, wanted to
have two separate companies to work with--one anw@dve rtising agency and

the other a production company . "Then you have costs for this and costs for
that and Gne shouldn’t have anything to do with the other. Oune is an
advertising cost and the other is a production cost. For their own corporate
purposes it made more sense that way" (Twaits, 1984:22). It was also
advantageous for the "new" production compamy to distance itself from T

»

MaclLaren to render the program more-acceptable to sponsors ixsing other
advertising agencies. Sinc'e advertising agencies were restricted from“
handling two accounts for a similar proéuct (for example, Maclaren could not
have the adccounts for both Ford and General Motors), "Hockey Night in Canada"
was limited in its choices of sponsors/advertisers while it remained under
MaclLaren's domain (Horler, 1984). The production section of the agency
separated into a company called Video Tape Productions, which evolved.into
the Canadian Sports Network (CSN) in 1972 (Hough, 1982). CSN was a

corporate spinoff of MacLaren Advertising created for the purpose of

producing and selling "Hbckey\Night in Canada." ’ .

1 .

When Imperial Oil withdrew its sponsorship of "Hockey Night in Canada"
the CBC took over.the x;esponsibility of selling the program and has had |
control of commercial sales.since 1975 while CSN was in charge of the
administration of the commercial rights and television production of the
hockey\ game. "We deal';wi(th the hockey clubs. We are the funnel through‘

which things go between the hockey club, the leagues and so on back to the *

consortium. We.produce and package the thing for them" (Selke, 1980:22).
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CSN controlled hockey for a consort fum comprising Molson and the CBC. CSN

. ) ) T
. was under contract to the consortium and negotiated the rights on behalf of
the consortium partners. In essence, CSN was a production hou-e which
packaged hockey into local and regional coverage and selected those games
[Lhat went national and those which went regional. CSN also put together a

. o 4

package, separate from the CBC's, for ITV in /Edmonton, Calgary, Winnipeg
because Molson owned all the television rights for all the clubs in Canada

-

with the exception of the Nordiques which are owned by Carling.0’'Keefe. "It's
kind»of strénge, because we havevsold ogf bits and pieces of the package to
cornpetitors of the CBC but it comes back to the CBC around through the ot.htgr =
door, because whatever we recover in the sales, 50% of it goes back to CBC"
(Selke, 1980:23). In 1§8O the CBC package cost $20 million a year. Because

of CSN's close relationship to Molson gnd the CBC it did n.ot venture into the
open market and pr‘oduc>e,and pa)ckage programé' for Labatt, Carling O'Keefe or
CTV. "Where Molson’s is inWolved or where we have been able to take a plece '.
of the action ourselves, without any conflict, we have been involved. But we
don't gef ourselves involved whel;e there is any conflict [of interest]" (Selke,
1980:25).

The involvement of companies such as CSN, MacLaren, the Houston
Group‘and Spqnsdrs/a(;ivertisgrs such as Imperial Tobacco, the three Canadian
breweries and Impex"i‘al 0il ina relationship with sport and television -
indicated the importaﬁc; placed on sport programmi‘ng‘ on telievision. One

o~ . .
‘brew.ery executive interviewed said his company expected to sell beer By

Rutting the brand advertisileg message into the co;u:ext: of the television spdr;
presentations ;ponsored by his company. "We have the audience, the medium

and theﬁmessage all working for us" (éourne, 1984). Sport om television was ‘
regarded as a goéd medium or vehicle to deliver the "message” to audienc;es.s

. e
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Tl.\v 1970 Senate Report stated that, in a capitalist society, what the media
were selling was an audience and the means to reach that audienc.e with
advertisingMessages (Clements, 1975). The content of a program, for an

»
advertiser, was a means of att  cting the %dience;‘sport programming,
delivered the "right" audience to advertisers/sponsors, hence television,
which relied on advgdrt ising for most of its revenues, liked sport. Advertising
was amajor SOUII‘(TG‘ of revenue for television and because of that had an
influence on the decisions which were made and the type of relationship

\
which existetl. "The symbiotic relationship between the media and ™~

adveitisers is cle)ﬁr. Each is dependent on the other. It would be absurd
take the position that the presence of advertising as the major source of

revenue does not affect the gontent” (Clements, 1975:296). The

*~

advertisers/sponsors did not necessarily tlirectly detgrmine the content of a
program but the media elite were very aware of what they lik_ed and planned : \
accordingly. The advertisers/s‘por—lsors did not make any program decisions
directly for the network because t};ey only purchased time slots in programs.
But with every time slot purchaséd or not purchased, as the case may bg, a
decision was made which helped some programs to survive and others to
perish (Barnouw, 1978). . . ~ -
The importance of sponsors to sport ;nd television in Canada cannot be

undérestimated according to MacPherson who stated that without Mqlson or

Husky as sponsors there would not be the men’'s or women'’s World Cup

downhills in Canada. "They're very important to us, CBC, and probably CTV. - ‘"
Once they make a com;nitment: to support a ski team, buy the rights, then

their exposure on television is every bit as important” (1985:14). Sometimes

a network had to take the initial "gamble" on an amateur sport without having

. <
solid sponsorship, as CTV did when it first began to cover international



~ ‘ : ‘/ \\d‘; . .
kY / ‘ : PN
hockey andYigure skating. ACCOM to 6hercover, there were a few '

corporate sponsors willing to be identified with the amateur sport mgvement
L] -

N
i

but the general advertising community was not. There had to be an
investment period when the network bore the tosts of production, tipe lines

and all those other things to introduce the event, develop an audtence,
- v .
‘ 1 - . . g\\

measure the audience and demographics and demonstrate to advertisers that

) .

. ok
it was a depirable event for their marketing needs (1982). This was no longey
r

the case in'the 1980s. Now, more tHan\at, any other time, corporations began

“"fighting" one andther to be assoc}’ated with major amateur sport events such
. X
as an international hockey tournament or figure skating competition. The |
i . .
reason for this new interest was best summarized by Imperial Oil’'s Twaits:

"Anything is goo&» if it delivers the kind of audience you want. That's really

-
.

what you are talking aQout .’ [It has] Nothing-to do if you're in tnhé sports-
R ! -

business or not, [the key is] if it delivers the right kind of audiences. Some

sports do; any sport does a certain amount but maybe one is more efficidnt’
. .

’
o

N Y .
than another" (1984:11). -

The media elite recognized that advertisers/sponsors had influenced ‘
\ .
A}

sport and the broadcasting of it. Bassett stated that advertisers affected the

pace of the game with the insertion of commercials; but he did not think the
- - -

[y .-

time-out hurt the game (1982). Moreover, ﬁeqpooir’med out, ‘the majorijty of .
advertisers/sponsors us(xally did not try.to dictate editorial cantent to tigam

. . i
networks or who would do the games’ play by play. But, as MacPherson
-9 "3 N -
pointed gut, sponsors would be listened to, especially if they had something
- » 3 s d -
reasonably intelligent to say, Bug: it did not mean anything would be done . N

‘

about it (1985). The CBC made all the decisions relating to commercials, -
. A .

producers and directors. None of its programfning departments dncluding

, . N
sports, were involved with sponsors-at all. The sales department of the CBC .

4 -
h—
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drtbroat oy eodon t rast diop nomethiiny extiancous iy into the <how in

it to e ommodate {he Spoetnsor” clos s
/
Manv <ponsors watd thevy exer tod o el ticnd e o pressure on the sport
G e deviialton Pt oduc tion . however - evidence contiadicted this Fwaitts el

2

that Tmpertal 03D the tormer sponsor tor "Hockev Nipht o Canada ™ never had

Ay anpat tnte dtciating, how the pame was plaved “We had noosav ) ina sense |

Pt beanr domind Dthe tact that s Maciaten hited broadeaster s made the deals

3

with cBe and oo tacr | packaped “he show We were the advertiser on the

show  We had nothing to dowith the show itself othet than as an adyve ot (s ing
vehiole” (Twaits, 984 Ko [he only time there were discussions tegarding
"Hockoev Nipht in Cangda”™ and 1ts entire production was wheti 1t came time to

tenepotiate the tipghts and then evervihing was discussed ) e lading

Intermlissions Both Timperial O] and Molson had an interest in the nature and

qualityv of the intermissions and telt ev could fui luence that part of the

{
program  But sponsor control over the in{ermissions generally was not

N\

\

abused; the most Imperial 0il did was replade it8 commercials at Christmas
time with the Esso carollers  THe t\o sponsors also recognized that they
could not control what wasi going onon the ice although some tried to
"improve" the game. As 4 sponsor and owner Senator Molson lobbied for rule

o

o



chanp e poverning tiphting hiph wttehiny and <peating ot the Teapue "« Boogd
ol Covernors meetine s but was noel saccesstal tnchanging the views o e
AmC T Loan ownet s (Brace TaRS) Do ing the decades wvhet onldy one o twe
companies sponcored o aport proyram the role ot the sponsot was “tatuly e
cut Deapite anvihing that anvbody tella vou o sponsor hoad absoluately no
intlacence” (Twaitts 1984 1y Now that 1ole has chanpoed and Twadc 1ol
there were no lonper wponsors of <sporting events buat rathet therte were o
yiroeat namber of advertisers onspott programs,

Actually, the advertisen s /sponsor s tole var fed depending on the spout
In Canada the advertisers/sponsors plaved a ditterent 1ole ifn CFL toathall
than they did in baseball or hockey 'l‘hy tiphts to the CHFL were alwavs
acquired by one ot the two ngtworks and then shared with the other unt il

1981 The networks producrd the toothall pames thein own wav and becanae

" -

the networks owned the rights and sold commercial "spots™ to
advertisers/sponsors the ability of an advertiser to fuf]Juence the product ion
ot tootball was minimal  This was different from baseball where the Blue

Javs and their television rights were owned by a sponsot | Labatt TV Labatt e
produced and delivered the games in a package and negotiated with the

networks for its sale. "They are the ones that come up with the sponsors  We
really don‘t care for that matter. We don’t try to be counter-productive so
that we are goin’g against them. If they have Gulf on them, we don’t try to do
something with Petro Canada. We don’t have anything to do with it" (Beaston.
1985:12) . In hockey the situation again differed because the television rights
to every Canadian team, except the Nordiques, had been purchased by Molson.
Hence those teams’ games were produced and packaged by CSN. "Hockey Night

in Canada" was a co-production:



No one has complete vay inaco prodaction Weeate, 1T essence

producing and packaping "Hockey Nipht in Canada”™ for the cotporat ton

PoBe When vorr produce and package tor someone vour do 10 e the
[

specifications Likewine inmeeting theit specifications vou meo:

vour oblipations to the people whose product vou handle [n this

case 17w the ¢ lubs who own the National Hockev Leaypue whose tipht -
we co o ortdinate and administeoen S0 vou t ﬁ'.‘ul A nattow
Fioe  balancing the propram values of what the netwaork peoptle

would Tike to have and what vonr common sense tells vou the people

who own thie product would Tike to have done with thein product P
the middle of the 1oad [approach] vou t1yv to keep evevone happy

Fer s aomart Laye (Houpho o 1980 4

Nivon g eed with Houph s attempt to accommodate all vho were involved,

. N - . y .
copeciallvwhen there was a valued client or network and they had paid money
thiouph the partonership . "You tiv to accommodate theit needs within teanon

Lt the balance between what "< reasonable and what isn’t" (1984 13 Spott

' .

considered it "teasonable” to accommodate the networ ks and SPONsoOrs on
nuerons occasions by changing o delaving starting times of pames O the
other hand problems arose and nepotiations occurted regarding the
accommodation of the sponsor "s/advertiser "s commercials  initially

constdered by some as "unreasonable
The majority of negotiations which occurred in the part nership amonyg, o
sport, television and a sponsor/advertiser dealt wieh the inclusion of the
sponsor’s commercial message during the course of the sporting event . These
commer ~ial breaks irritated both home viewers and stadium or arena
spectators  During the 1950s commercials were never allowed to interrupt
the play by play of the game. At most, in hockey, "supers," funny animated
characters, were allowed to run across the bottom of the screen. Hough, and

others, thought those supers were the most effective commercial ever

devised or at least more effective than anything that was devised since



(lLas But in the 1960x ) as costa for television tiphts and production
cocalated and were borne primatily by the sponsors/advertisers, the
sponsols/advertisers wanted more exposute tor their products daring the
times when the viewer was most Tikely to watch - during the pame  lLong,
debates ensued between the television and sport people . resulting ina tange
of demonstirations showing how commercials could be unobtrusively inserted
dut ing the course of play and made to fit the nature ot the broadeast Since
network policy tequired commercials to be either thirty or sixty seconds
long,, sport and television personnel devised ways to eXt end a natural break in
play to thirty or sixty seconds [t was agreed to notify the Hnesman in

N .
hockev, the umpite in baseball | o1t the 1eferee in CFL foothall via burzer, | ipht,
or tlag.  The official would hold up the play until a signal indicated the

e A

cymmercial ha®ended  Individuals from the sport’s league office regularly
checked to make sure the television peopleldid not abuse the commercial
time "That is a provision because nothing gets people quite as irate as
“missing a goal because one is watching the joys of somebody's friendly
bubbly: it gets an awful lot of resentment going against the beer company"
(Nixon, 1984:15). Generally the artifical stoppages in play for commercials
have been accepted by viewers and spectators as a necessary "evil”--one of

he prices paid to have the sport televised.

The inclusion of commercial time-outs was just one of the

Yy
-

’
accommddations or negotiation® which occurred in the relatienship(s) among

spor , television and sponsors/advertisers. The relationship(s) affected many

changes in all three partners in the past and there was a great deal of
speculation as to what the future held. The Brewery War changed the :
relationship(s) by—#rflating the dollar value of sport and thus limiting the

tlimber of companies which could afford to use them as an advertising



YO
vehicle o Because of the Prewery War the thice major brewevies in Canada
were very involved {n the acquistion of sport, sport rights and the
exploitation of those rights. The breweries still needed the networks to’ f

carry the sport and advBrtise the products (Craig, 1984) . Realistically there

a

wias only so mauch money and so many sport properties available to”

advertiscrs/sponsors/owners; eventually the escalation of the bidding wars
would have to level of f 0 As a former owner and sponsor, Senator Molson
aprecd: "1t seems tome it is Iikt'-\vvvl'ything else in lite. 18& has to level ottt
and ratfonalize a bit because people are scratching awfully hard and are
paving very tancy prices tor these things" (1984:12). It was the general
consensus that the leveling off stage was fast approaching. lLabatt’s Hudson
gaid there was not much lett to "t ight” over for the next several years. "If we
didn’t buy another thing for the next several yea.s it wouldn’t bother us
because we don'’t Teally need it. {This is] Not !0 say that we won't select or
buy things here and there but we really don’t need a lot of the things that are
<
going to be available. All the mgjor events are under control for at least the
next three years” (1984:11) .
’ N )
Another concern expressed about the effects of the Brewery War was
that it had induced Canadian professional sport to build a false economy for
itseld. Brace warned that if sport began demanding too much money from -

sponsors, the latter would eventually say "nosmore, " thus ending the

relationship. "Sponsors, one way or another will say '‘no more, ' in fact

»

less--1'mgetting 8ut. I don't think sport can adjust [to such a radical”
- ’

decision]" (1985:21). Television would also be affected by the

advertisers/sponsors withdrawal because sport was popular programming

with audiences. It would not be a great situation for advertisers/sponsors

but Brace thought they would find other ways of advertising; his @main concern
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was for sport:

[dont think it is inthe interest of the sport to get the price up
beyond where it should be because there is the danger i{f the
breweries ever pulled out of sports, or were legislated out, the
economic base of some sports could not go without the brewe ry
dollars. How many other advertisers are there around? You have to
have an equivalent war to pay that premium. Tobacco companies
went out of this, way ahead of whatever may happen tous. . . It ‘
breweries were legislated out of sports television it would be a hell

of an economic impact (1985:20) .

A )
. <
Even if the breweries were not legislated out of sport, other individuals

\ .
ng to come to their limits

thought {hat sooner or later the breweries were éoi
and not pay E;ny more exor'bitant rights’ fees. For example, Labatt reached its

flimit in the bidding for the CFL football rights in 1981 when Carling O'Keefe
bid $15.6 million and Labatt let it go; the cost per thousand viewers showed
it just was not worth that much. "To thém it may be worth ft, thaf's their

businesk . We are the judge and analysfs of our business and we decided that

‘at £t\at price it was no longer worth it, so we‘got out of it" (Hudson, 1984:10).
By“the 19\805 there were a limited number of sp;)rt propertfes for sale
and a limit on how much-money an advertiser/sponsor would spénd to "sell"” |
its product to é television audience. MacPherson summed up the situation:
"During the tight economy people look at the bottom line. No longer do you
just do it because it is good for the image of the company ; there is sure to be
a chartered accountant aro'tlr;d somewhere who wants to knov{iis it worth the
cost per thousand we are spending and what kind of return are we making"
(1985:18). That was difficult to judge when it involved sport sponsorships
but it was‘nét as difficult to judge when on1'y the sport’s television rights
were involved because s‘tatistics were kept on the number of people watching

4

a géme. It was evident that many men involved with sport, teleWsion and
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'
sponsorship felt that the 1980s would see a cont inuing evolution of the

—

symbiotic relationship(s) among the three. Not only would the breweries

change their sponsorship but new technological advances would change the

television broadeast, and perhaps the sports themselves .

E. Changes

One of the criteria used by Parente in his examination of the
relationship between sport and television in the United States and alsu”us;ml
by Lucas, R'eal and Mechikoff in their examination of the relationship between
‘television and the Olympics was the change in spbo'rt brought on by television.
The questions asked were had sport changed in essential ways to meet the
needs and desires of television and, if so, what changes occurred. These
questions or criterion were also used in this inve;tigz;tion to determine it the
rolationships: among sport, television and advertisers/sponsors were
symbiotic in nature. Another question asked in this investigation dealt with
the changes in television brought about by sport; had television changed in-

essential ways because of its relationship with sport and, if so, what type of

changes occurred.

B

Dur‘iné the first thirty years of Canadian television there were many
innovations and developments which contributed to the development of
television. These technical advancements and changes were brought about by
the need and desire of people in the industry to experiment and improve the
quality ef what‘ the audience saw on television whether it was the evening
news or a hockey game. Sport played an important role 151 the technical
advances of television by providing an area in which producers, directors, and

cameramen coild experiment. Additionally, sport was affected in various
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ways by the attention it received as a consequence of television. The
interplay between television an.d sport over the years al lowedf created and
wag responsible for numerous chz\u}geS in each partner’s Opol‘al‘?; on. It was an
ev:)lut ionary process but there certainly was a change. For example, if one
examined tapes of football games from the late 1950s and early 1960s, one
would see a very.different game from the one played on televisi'on today in
terms of number of cameras and the var Mty of shots and angles presented to
the viewer. The electronic manipulation--the flip ot the screen, the zoom in,
the zoqm out and the closeup--was all designed to entertain the viewer
(Hudson, 1980) . , )

Aﬁs'stated earlier, technological advances from television’s ilhcept ion to
the présent have been numerous. The most interestin‘g, part of the

\ ) 9 -
development was probably in the sphere of engineering, the production
techniques and the technical innovations in television which have
consistently improved (Fisher,‘ 1985). Among the advances videotape,
instantvr-eplay, satellite, colour, character generator, electronic g'raphi(‘s,
smaller and sophisticated cameras, improved and different c;lmera 1ensps,
smaller videotape machines, slow motion disc, RF radio frequency and
wireless microphone, fiber optics system, triaxcable, hand-held camera, slow
motion colour camera, autocar, telestrator, and mobi}\e units. Much of t\he
technology had been designed in Europe or Japan but was brought to North \
1
America by American networks attempting to provide bigger and better
coverage. Once one network started the others needed to do it jJust to stay.on
® | ' _

top. But that did n.?t e;\xclx.ide the CBC, CTV and other Cangdian companies from
being innovators as well, particulatly in sport. Most of the television

- technology used today was developed with sport in'mind.

! " Herrndorf believed that the only innovators in the television industry in
) a N
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the lTast twenty years have been within the sphere of sport and current
) . L o . .
aftairs; current affalrs because of the way they shot interviews and propi s

I

'
" which was not so much technology as it was the way technology was used,

and sport in the actual technology. The technology of sport was now used in

H 1'\
. . : ~ ~ 2 : - " ’ \
every other form of television. Once singer Frank Sinatra insisted a .
network s sport camera crew be used to broadcast one of his major specials o

Sinatra argued that the ouly people who unde:stood live television were the
. - .

sport crews (Herrndort, 1982). Hudson thought the main reason that sport
appeared to be the leader in the industry was because it was live television,
N\
the immediacy ot live television demanded a great deal of creat ivity. In
addition, networks competed with one another to produce the most
sophisticated, audience appealing sport programs (Esaw, 1981). Sport .
producers and directors were also much quicker than otvher television
personnel to seek out and find applications for new technologies because
usually they would want something in order to get a particular shot or invent
things right on the spot (lMacPherson, 1985). CBC sport producer Jim
Thompson thought sport prodﬁcers and directors were innovators because theAy
Nad to do things every day; "We're doing so much of it that I think some of the

reasons that we innovate or why sport innovates is because we get bored

Ay

doing the same thing over and over again" (1984:12).

Some of the technological advances and innovations brought about

‘

directly or indirectly by televising sport were the instant replay, isolation,'?ﬁ‘R/

stop action, squeeze'zoom lens, slow motion disc, videofont and frideograph,
Y
3

character generator, split screen, telestrator, autocar, as well as the
creation of a smaller, more portable camera and equipment. Many people

N . 3
claim to have invented the instant replay, but there is fairly goad evidence

that the CBC accomplished the first instant replay in hockey on "Hockey Night
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in Canada” in about 1959 or 1960, though in a rather primitive fashion.
George Retzlatt and his technicians had two videotape machines, took the
tape out of one machine which was recording the game and, jinstcad of putting
the tape on the reel of that machine, they ran it across the room and stuck it

~

through another machine so that the pictur.e could be seen again. They had no
~
ability to stop or start the videotape; they had to see the picture as it was
being shown on the other machine so they had to cue out very quickly from
what was on the fix‘st’ machine and the commentator discussed the picture
(instant replay) from the second machine. The difference between whenthe
action finished happening and when it was replayed was controlled by how
much tape they could leave lying on the floor on the way over to the next
machine (Hudson, 1980; Thompson, 1984). As detafled in chapter 111 Jother

more sophisticated forms of instant replay were developed in the early\960s

by television people in both the United States and Canada and each took credit, °

N . » {
for* being the first. American Tony Verna.was credited with the development

of the instant replay but some individuals thought he developed the isolated
instant replay. The Japanese, during the 1964 Olympics, introduced the slow

motion instant réplay which many in the industry felt was one of the greatest
{

inn\(}vations #h sport-coverage (MacPherson, 1985). Slow motion instant

Al 3

replay basically slowed down the action as it was replayed, enabling the
viewer to see what actually happened and the details involved in a particular

: v .
action. It was also'used as an instructional tool by the colour analyst to

P

increase the audience'’'s understanding and help the fringe fan to perhaps

better appreciate the game/sport. In the late 1960s the slowmotion disc

‘

L3

wat developed and built into the videotape machine, resulting in a tremendous
savings in space and equipment. Early vidéotape machines were big, heavy,

and cumbersome machines requiring two-inch tape. But soon they were
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replaced by sleeker one-inch machines which could be used for stop action

and s1ow mot fon replay. -
Sport also heightened the need for smaller and more sophisticated

, v
cameras. In the 195%0s and early 1960s the average camera weighed about
500 pounds and required four men to carry a camera to the football field or to
the top of the grandstand. In the 1960s the solid state system was developed
-andt he tubes disap.pear‘ed The ye.ighr of the cameras dropped steadily and by
the 19/0s some types of cameras weighed only forty five pounds (Esaw,
1981). In the 1980s only two men were heeded to carry the big cameras; the
newest cameras were the size of personal film cameras. Hz;x1d-held cameras
were developed and used extensively in all types of sport coverage. In the
1950s and early 1960s a camera was also used ("wasted") during a sports
event to shoot the clock so people at home knew how much time was left in
the game; another camera shot graphics, wh{ch might include a person’s
picture and name. In the 1980s both the time and a person’s picture and name
could be electronically generated by personnel in either the trucks or the
studio. Electronic equipment--electronic graphics, disc's(toriﬁg devices and
electronic tie-in to a clock--and computers were used to st‘ore and generate
video infcrmation (Sheehan, 1980; MacPherson, 1985). This sophisticated and
easy-to;ugi‘equipment caused networks to go from three to six cameras for

AN .

many sporting Bvents. "The addition of the new electronic equipment, the
tape machines, the stop action tape machines, slow motion and the replays

L

have éophisticated television for us" (Esaw, 1981:11). The sophistication of
) -.

sporécoverage enhanced viewers' understanding of it; they felt more a "part
L

of the action," instant experts who could break down films as well as the

coach. - .

Just as the broadcasting of sport sparked technical changes in
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television production, television influenced and changed sport, or at least,

gave sport an opportunity to change itself. Television made sport more
accessible to larger and larger numbers of people throughout the world. “So
»

television c®vtainly. has affected sport but I think in many ways it hassff(\rod

EY

it the opportunity to,grow as rapidly as has the rest of society. 1 think sport
has just kept pace with the growth of society, our affluence, our |
accessibility to leisure time through 4 certain period may be changing now"
(Goodwin, 1982:16). Most of the individuals interviewed felt television had
o
influenced spovrt in various ways but did not always agree to what extent. Nor
did they zil‘l agree that television intended to change sport. Some sport
purists wanted television to t;e a silent partner with no influence in the sport
events it televised. This was not feasible and-television justifie;d its
influence on sport on two accounts: money and Llatings. . The higher the
ratings the higher the advertising fees; generating higher ratings meant doing
things to pleasq viewers. "Sport finds its gredtest benefactor is electronic
technology. . . . The impact of television in these last ten years has produced
more revolutionary--aRd irrevocable--changes in sport than anything since
mankind began to play organized games" (Johnson, 1969:456).
- v

Some of the television-induced changes in sport have been in the areas
of finances, con'{mel:'cials, structurF and times of games, rules, officials and
athletes, uniforms, and visual appearances of facilities. In the area of
finances, the revenue from the networks changed the financial structure of
‘some sports. For example, television increased the revenue f-or CFL teams and-
prompted the NHL to expand the number of teams in the league and the number
of. games t};ey played. Leagues undble to seture long t;erm network con}:lracts,

such as the North American Soccer League and World Football League, were

o N '
eventually liquidated. In each case the respective league was unable to

-



secure a network television contract for any length of time. When there was
a short term network contract the teams in the league were unable to
)
generate the size of audiences which were necessary for the television
networ® to make a profit and want to cont in\;e with the sport (Athleide and \ N
Stnow, 19/8) . ‘ )

Perhaps television’'s greatest effect on sport, and one tied to finances,
was the introduction of the break in play for a commercial. As mentioned
before, the increased cost to the advertisers/sponsors of supporting a sport
broadcast led to their demand for more effectiveiy placed commercials. The
advertiser/sponsor wanted to hav‘eAmore’oppo'rtur}ity to reach the audience
during the height of interest while the game was in prog‘ress. Elaborate sets

-~
of rules were established with regard to commercial time-outs. The NHL
allowed six thirty second commercials during each period but none Auring the
last two minutes of the game. The CFL allowe‘d two sixty second commercials
per quarter, a thirty second one in the middle of a quarter, plus commercials
during time-outs requested by cbaches. In professional baseball the inclusion
of commercials increased the amount of time between innings frorp 105 to
120 seconds. This affected the flow of the ball game, some pitchers’ pitching
styles and the length of playing time to complete a game.

Television also induced sports to change starting times, competition
sites énd schedules. Most sports allowed a short délay in their stax;ting time
to accommodate televison’s opening program but were reluctant to give
television r;lore time elsewhere during the game, for e;(&a.mple extending an

L)
intermission, because that affectt® the actual playing of the game once it had
started. Leagues have also changed the starting times of ga:ﬁes f:o
: !

accommodate brime time in eastern Candda and the United States in order to

reacjg the large eastern audiences. The CBC has exerted pressure on amateur



sport officials to change starting times so their event would fit "live" {Jn 0
its Saturday afternoon "SportsWeekend.” Usually teleVision sport producers
contacted sport officials months in advance of a’si.esired time change, -
par‘t icularly inmajor amateur sporting events. Amateur sporting.
organizations were also urged by television personnel to hol(; impoatant
compet W‘ns incities where there was amajor television production centre
o%, failing that, to give the network enough lead time to properly equip the
venue. Changing starting times and sites also infl;xenceq a sport’'s seshedule.
For example, in the 1976 Olympics a few scheduling changes were made so

the CBC could get the sporting events closer to the package t¥me (Hudz;on,
1980). Though television had no legal say on scheduling and was not to I‘mve
any priority in footbal-l, during the 1970s the CFL office changed the starting
times of league games to avoid secondary blackouts on television. This
affect_ed the overall league schedule because the CFLid not want ‘to have a
television blackout of the whole eastern market. "The organizations re,ce-iving
the television booty usually are very willing to go along with most ofewhat

the networks want. They say they draw the line at that magic word,

integrity, which usually means approving any changeg short of altering the
rules of the contests themselves" (Attner, 1977). A

Even though some sport organizat{oﬂs stated publicly they would not o

élter the rules just for television, most sports actyally did change some rules
or organizational formats for better éelevision coverage. "Because televis nv
seeks actAion that will be entertaining to millions of view'ers-x , but who are
seldom devoted followers of the game, a number of rule chz;nges havé been °
made" (Altheide and Snow, 1978:196). - In t:ufling, organizers'did away with

.

the straight round robin tournament and instead had a round robin tournament

. . ! .
with playoffs, semi-finals and then a final. In rodeo there were no specific
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Tonbebal

and hockey Ledpue plavott pames were inctcane®&to the best tow «(\\( ot

S
-.--\d']“‘ Hockev chanped weveral rales to wpeed up the pame  improve plaver

comnduct and o control tipht ing Roth Fivher and Mot ison, head ol ot tic -

1
for the NHIE D belioved Thorte were mote tules Tn hockey and st Toten
cntortcement becaguae of televiaion
lndecd ) televicion coverape had an inditect int luence oot bicial -
Therte was aconcetn afront criticism ol ofticials and thein calls by televiaion
. . . €
expeciallv with the use of instant 1eplavs T all sports,

petrconnel on ail

ofticial« wete under pressure to make sure thein calls were correct  There

was a positive eftect ) instant replavs showed viewers just how accurate

mest otticials were intheir calls. The stature of pood otticials increased
and come Individuals were known and respected as competent otticials A«

television technology improved, officials were asked to wear miciophones oo

thein calls would be heard on ain This action placed added pressure on

.

“"«
ofticials towateh their language  After a tew embar: éisﬂl(‘idt'll[ s,

&

otticials were issued special microphones which could be turned oft easily
Televisionhas also had an influence on the appearances of sport
tacilities Hockey arena operators were aware that millions of Canadians
regularly saw their buildings via television and tended to xeep them cleaner
and tidier than they would otherwise The arena conditions have improved.
the board areas were (‘léaner and even the ice was better kept (Selke, 1980)

In CFL. football, said Gaudaur, television led to the addition of two new field
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mathings and in the teduction of the tarpe number ot people who proviouads
. . . .
hovered on the sidelines at ticld level L was also sappested that televiaron
it lucnced the tnstallation ot arciticial tard o stadivms becanae 10 Took el
hetter throuphout the vear than having bare patches of mud in the middle ot
the tield (Thompson, 1984)
-
Appeatance was important on television whether 10 was o wport
factlity, as mentioned above ) o1 an athlete Television influcnced the colom
» -
of uniforms worn by athleres ) the jerseyvs were coloured tor maximam
visibility on televigion Indeed, once colour television arrived, teams in both

tootball and hockev consulted media experts about coleurs and desipns of
aniforms so thev looked sharp on television  Names wpere added to the backs

of unitorms inmost protessional sports to assist $elevision commentatorn s
and viewers (Hudson, 1980, Caudaur | 1980) Another example of television
influence on the appearance of athletes was given by Esaw who felt television
encouraged tigure skaters to wear more glamorous outtits during major

'
intermvational competitions, to take greater care with their halrstvles and to
adopt more dramatic tacial expressions. "All you have to do is watch the face
ot ice dancers and see that very dramatic look on their faces. Now I think
that ‘s because of television. They know they are on television and are being
)

judged by what the people see . But they are being judged- -what they're doing
Is aresult of what they’ve seenon television” (Fsaw, 1981:12) .

Esaw said television had influenced the athlete’s performance, {nboth
positive and negative ways. Television has exposed a variety of sports to
people of all ages, from all walks of life and thus has inspired and pressured
some to pursue excellence and/or a career in sporyt. At the same time it has
had a detrimental affect on minor leagues and s;;orts in smaller communities

by reducing spectator support and interest. Professional athletes demanded

<
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Lryer walaries bhecane of televiaion tevenues “Salaries have increaced oy

Cleant tworelated teasons Fivant . the indireased media overaye e monde
mor e meney available to be divpenned  Scecond ) the hipgh calaried plavers
torped anew criterionand class ot svmbolic membership the dav ot the
Superstar was born” (Altheide and Sonow 1978 200 But thouph televiaion
made wome athletes rich and tamous it also stripped bate the athlete s
vt bgue s tendering the athlete intoamore visible | mote tecopnicable

perconality both Tnand out of the athletic venue I hockev, some of ticial-

maintained that plavers did not wear helmet s because of "epo o vanity | " el

that tipghts went on longer when a pame was televised, 1t was as 1t the
patticipants wanted to show the tolks back home that they had "made”™ it in
the bipg leapues (Selke | 1980)

Taking into Sonsideration all the changes in sport which television had

cither divectly or indirectly intluenced some sociologists and "purists
-

claimed that sport had prostituted {tselt to television Individuals

interviewed who worked in various sport organications did not deny this and
_— N
did not think 1t had been a bad thing if it helped the sport

Sociologists are right in the sense that sports have enhanced
their performance to accommodate peculiarities of television
There have been accommodations: in return money has been received
There s no question about it Now the question is are the changes ot
a nature that inhibit k6 defeat, effect the basic game itself? We
would not enter into a situation whereby there would be a
commercial called in the order of play. We have very specific and a
tairly elaborate set of rules. There are very specific things to
protect against a great deal of the prostitution which the

sociologists refer to (Nixon, 1985:17).

Sport organizations did not think they "prostituted" their sports’ principles.

They made changes of convenience for television because they wanted and



needed television tevenue and exposur e Partente (1977 tound that

protessional sports chanped rules ) stvies and plaving ticlds to make ,

themse lves more attractive to television  He eited the example ot the NFL

Ve : ‘

cutting its halftime Program by five minutes so it would tit better into the

networks” time packages which were sold to prospective sponsors lu the

nited States, Parente concluded, there were at least four 1easons why sport

considered television important inits decisionmaking: 1) televisionvipht:

tevenue was a large portion of a sport’'s total revenue: ii) television revenue

was a4 more stable source of income than gate receipts: 1ii) there was

potential to inerease television tevenue, but not always potential to increane

attendance numbers and ticket prices,; and iv) sport executives ftound it easion
.

to accommodate and change their sport to appeal to television than.it was to

appeal to spectators (1977) The general consensus of those inﬂiﬁ/id\mls

n - 3 ’

interviewed was that television had changed sport a great deal but that it had

not interfered with sport and that both have improved, progressed and

. . . .
profited from their relationships with each other. Just what the partners

have received and benefited from the relationships was examined in the next
N .

section on paybacks.
F. Paybacks

The symbiotic relationships among sport, television and
advertisers/sponsors were most evident in the broad area of paybacks.
Paybacks were the benefits, usually financial, which accrued to one or all of
the parties. Obviously the advertiser's/sponsor’'s payback occurred via ®

increased sales of its product and chere.by increased revenue and profit.

Paybacks to a professional sport included increased attendance at home



pames therefore greater pate teceipts) preater television revenue ;) and
widespread promotion bédvond the local level ot the team and ill s abilities.
Amateur sport derived increased exposure, greater fan support, and some
tevenue from television and sponsors . Canadian television net wot:ks " payback
was thelr fncreased ability tomeet Canadian content requirements, and
tevenues trom advertisers/sponsors ecager to buy time on sport programs .
Finally, sport programs provided many hours of popular programming. In sum,
|
television needed the spqusor/advertiser to provide money to purchase
programming, the sponsor/advertiser needed a vehicle to sell 1ts p1 (w(lhn(‘t and
the sport needed revenue and exposure to continue its current state of
existence. This triymvirate tormed a relationship which was both symbiotic
and self-perpetuating.

The advertisers/sponsors were pivotal in these relationships because
they carned money from the consumer by selling their product on television.
The amount of money which the advert isers/sponsors were willing to pay
television was based on the popularity of the program and the size of t-he
tmdionge which received the message via television. Of‘course,hthe
advertisers/sponsors received some public relations be;nefits from
association with a popular and/or prestiéious sporting event, but generally
its payments were determined by audience size.

Once advertisers/sponsors identified their audience or target market
they then'wbtained vehicles that were directed towards that specific
audience. Traditionally in Canada the advertisers/sponsors which used sport

* :
as a vehicle to reach their audience were the oil companies, automobile
manufacturers, tobacco companies and breweries. Statistics were kept by
the networks which s}}owed which programs attracted the largest audiences

L

and the demographics of the audiences. These statistics were used by the

N
) \



networks in their discussions and negotiations with both the
advertisers/sponsors and the sport conce r?ing advertising dollars and
television rights. In the last three decades of Canadian television sport

. programs have attracted some of the largést audiences inhistory. A 1981
CTV document listed the highest ranked programs of all-time in Canada on
either the CBC or CTV according to A.C. Nielsen ratings. Three sport
programs, all Canada-U.S$.S R. hockey ga;nes , were listed in tne top ten rli th
audiences of more t han 5 million Canadians. (The movie Rocky wrs ranked

number one, followed by another movie, Jaws.) "Hockey Night in Canada” has

consistently been in the top five programs on the CBC since 1952. Its regdlar

season games attracted an average of 2 million to 3 million viewers

compared to 1.5 million for the national news. The Grey Cup game, on both the

CBC and CTV, was also a favorite with Canadian audiences; according to the
BBM (Broadcast Bureau of Measurement) ratings the 1979 Crey Cup attracted

.98l million viewers. \

™
-

The audience size was important to both the advertisers/sponsors and
the hetworks because the larger the audience the higher.the rate charged for
advertising time. The Canadian Broadcasting Act allowed a maximum of

-
twelve minufes of advertising time per hour. It was impractical and algost
impossible t.o purchase individual\advertising time slots in a program, So
advertisers purchased time in blocks or packages. In the 1950s and 1960s
sponsors purchased all the ad\;ertising time available on ;:rograms wich which
they wanted their products associated. But'by the late 1960s it had become
tao expensive for one sponsdr to support an entire pfogram. For example, a

.one-hour program cost about $500,000 to produce, a prohibitive sum for most

sponsors. Purchasing disclieet: advertising time was more economical for

HSAY

advertisers/sponsors a ore financially beneficial for television networks.

.
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The networks sold twelve sixty second periods during an hour long program to
different advertisers and made more money than if they sold to dne sponsor.
In 1981 _’{}1(‘ CBC charged its advertisers between $8,600 and $11,400 per
thi 1't;/ S(‘(‘ondip()t during a game on "Hockey Night in Canada"™ which equated to
approximately $1/7,200 to $27,800 for a sixty second commercial. That cost
was considered a good investment for the twe.nty to twenty five advertisers

¢ .
who bought time on "Hockey Night, 11®nada” because the program %
consistently att racted large audiences, which meant more product awareness
and eventual ly more money to the advertiser. Sport was a popular and
successful vehicle for the sponsor/advertisers to reach large audiences and
t,ele\./i»si(m was the most effective means to reach the large audiences.

N\

Television acted as"a middleman in the triumvirate; it received money
. P ]
from the sponsor/advertiser, then used that money to buy the right to

televise a spoft . Canadian television benefited from Canadian sport
programming because it had instant Canadian content and (~hree to four hours

of popular programming. Sport engbled the CBC to fill about 25% of its 60%
Canadian content requirement €TV a\nd other private statior\s had a 50%
Canadian content requirement and so also relied heavily on Canatiian sport. In
Table: 9 the hours of sport (and outdoor) programming on the CBC in relation to
the nétwork's total hours of brﬁadcasting over the last three decades are
listed. Unfortunately there was a limited amount of inform(ation available for
the first thirteen years and the type of data kept changed at least three times \
over the time frame. Two major trends seemed to exisf: between the late

1950s and the early 1970s sport 'proéramming represented about 8% or 9% of

¢ *

the total hours of broadcasting in a sample week in the winter; and during the

-~

middle and late 1970s and early 1980s the percéntage of sport-related

programming rose to around 13% where it remained relatively constant.. The



approximately 5% jump between 19/3 /4 and 1974-75 was explained by the

change in statistical methodology and/or the decision by the sports

departmer.t to increase its amateur sport programming leading up to the

Olympics. The increase in percentage in 1968-69 was due to the CBC's

extensive coverage of the 1968 Olympics in Mexico City. The two increases in
‘

hours and percentages during the 19/0s were due to the coverage given the

1976 Olympic Games in Montreal and 1978 Commouwealth Games in Edmonton.

There was not an increase during the 1972 Olympics because the scheduled

— .
N

hours of programming were cam\*lled due to the terrorists’ attack on the
Olympic village. The hours and\?}percen(age of sport programming per year on
the CBC have fluctuated slightl; but rema’inea relatively conststent
throughout the 1970s and early 1} Os. The CBC since 1974-75 has offered
more hours of sport programming par year than any of the three American
networks. [Note: statistics were \rnavailable for CTV. | -

Car}adian networks wanted sp)(")rt programing because there was a
great demand by the public to sey/sport events and the majority of sport
programming was less expens/iﬁ{to' produce than other types of programming.
Those which were expen/y[éto produce generally attracted large audiences

and thus advertiserf/sponsors were willing to pay the cost differential. Two

examples were the/Super Bowl football game in the United States and the
Olympics. The rijghts for the Super Bowl in 1980 were sold for $2 million and

the production cdsts of the game were estimated at about $450,000 to !

$500,000, which mdde the total costs about $2.5million. The Amerjcan

] ‘ .
network which bought the right" was allowed to run twenty minutes of

commercials and charged advertisers/sponsors between 225,000 and

$250,000 for one minute of commercial time. This brought in a revenue of



TABLE 9 Sport Programming, CBC English Television Network#

Year Hours Sports Total Hours Percentage Spo1t

& Qutdoors Broadcasting Programming
(CRTC category)

195253

195354 30 hrs /wk

195455 4% hrs/wk

1959-56 59 hrs/wk

1956 -497

195758 48 hrs /wk 9,

1958 %9 *

1959-60 &

196061 ‘ |

1961-62

1962 -63

196364

1964-65

1965-66 **  6:00 hrs/wk 73:08 hrs/wk 8.8%

1966-67 6:00 hrs/wk 72:18 hrs/wk

1967-68 7:00 hrs/wk 71:38 hrs/wk

1968 -69 6:30 hrs/wk 73:08 hrs/wk 8. 9%

1969-70 5:45 hrs/wk 71:13 hrs/wk 8.1%

1970-71 6:00 hrs/wk 74:13 hrs/wk 7.4%

1971-72 6:00 hrs/wk 74:30 hrs/wk 8.0%

1972-73 6:00 hrs/wk 75:10 hrs/wk 8.0%

1973-74 6:15 hrs/wk 76 :10 hrs/wk 8.2%

1974-75 + 532:22 hours - 3¢%%:22 hours : 13.5%

1975-76 556 :15 hours 4061:00 hours 13.7%

1976-77 623:57 hours 4190:36 hours 14 9%

1977-78 570:06 hours h 4082 :34 hours 14 .0%

1978-79 627:49 hours 4028 :41 hours 15.6%

1979-80 558:08 hours 3‘939100 hours 14 .2%

1980-81 ++ 533:80 hours 3946:02 hours 13.5%

1981-82 512:71 hours 3919:54 hours 13.1%

# Information from the CBC Annual Reports 1953 to 1981-82.

* Information not included in the CBC Annual Reports 1958-59 to 1964-65.

*% Based on a sample week,in the winter, 1965-66 to 1973-74.
+ Based on total hours from 6 a.m. to 12 midnight.

++ Based on total hours from sign-on to 12 midnight.
4 .
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v approximately $5 million; so the network had a profit of about $2.5million.
The ()lymp'i‘cs were a prime example of how television expenditures have
soared dramatically but networks and advertisers/sponsors were \;11 lling to
pay exhorbitant prices because the events attracted such large audiences.
Table 10 contains the costs of Olympic television rights to the American
rights holders and the hours of coverage on both American and Canadian
networks. [t was not possible to obtain the amounts spent by Canadian /
networks to buy the Canadian rights although suffi;‘,e it to state that the
Canadian rights cost a small fraction of what was paid for the American
rights due to the large difference in the size of potential audiences. It should
be noted that Table 10 shows a steady increase in the costs of the television
rights and in the hqurs of coverage; the increased hours were to offset the
increased costs and a result of the popularity of the Olympics with audiences
and—Eﬁerefore, advertisers/sponsors. Th.e dramatic increase in the amount
paid for the 1988 Winter Olympics was attributed to the fact that the Games
will be held in North America and so can be scheduled forjthe prime time
eastern markets. -
Sport, whether professional or amatéur, was a great source of kst
rate programming appealing to millions of people. "The appetite for sz;rt is
. \ S
there because\of the lifestyle that North Americans e;lj oy today. It is
something that as long as the public demands, television will respond. It's all
-~
intertwined; television requires sport because it generates a lot of
advertising aéllar,s“because of the public df,ar;xand" (Craig, 1984:15). Craig
estimacted that 40% of the CBC's revenue was generated by sport
programming, which comprised only 13% of the broadcast sct;edule.-' Sport
programming was a key element in the financial formuia of broadcasting;

sport programming’s importance to the networks was summarized in the
L 4



TABLE 10

U,S. Rights (Network)Hrs. U.S.

(inmillions)

199%6 Cortina

by

Me lbourne

[9p)

1960 W Squaw Valley

Rome

1964 W lTunsbruck

Tokyo

1968 W Crenoble

Mexico City

1972 W Sapporo
S Munich

1976 W Innsbruck

S Montreal

1980 W lake Placid

S Moscow

1984 W Sarajevo
S Los Angeles

1988 W Calgary
S Seoul

* planned

0
0
05  (CBS)
395 (CBS)
{
597 (ABC)
1.5  (NBC)
2.5  (ABO)
455  (ABC)
6.4 (NBC)
13.5  (ABC)
10 (ABC)
25 (ABC)
(9

.45 (Europe)]

£

15.5° (ABC)
100 (NBC)
91.5  (ABC)
225 (ABC)
309 (ABC)
300 (NBC)

Coverage

Olympic TelevisionRights and Cove ~age

1-2

Coverase

Hrs Can. (Network) Can.

Rights

(approximate)

(CBC)

Radio only

16 Vy
31 /
17.5 9.5
29 11
27 11.95
490) 30
14
v
40 12412
64 . 37 p*
§
43 - - 45
75 175
24
53.5 55

150 p* . boycott

63.5 70

(CBC)
(CBC)

(CTV)  §5 . 000
(CBC)

(CBC)

(CBC)

(CTV)
v

(CBC)
(CBC)

o
(CTV) $360, 000
(CBC)
(CTV)

(CTV)\ $907,500
(CBC)

(CTV) $2.25m.

187.5  205.25 [150] (CBC)$3.75m.

20

82 p* 120 p*

(CTV)

(CTV) $4.5 m.

180 p* unavailable (CBC)
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CBC's Sports Brief. "Most of the facts about sports on television are clear,
indisputable and non-controversial. Sports telecasts are popular,
remunerative and not very expensive” (CBC, 1978:11) .
In the relationships amorg sport, television and advertisers/fsponsors a
sport generally benefited through increased exposure and therefore greater

ayditnce appeal, including in{reased gate receipts, and it also tncreased a
=

-

ague or team also

sport’s revenue. The improved f1
benefited its athletes. The exposure of sport through television coverage
increased people’s awareness of tﬁe various sports available and‘in some
cases increased the growth and interest in a particular sport, for example,
gymnastics, figure skating, tennis and skiing (Chercover, 1982). "Not only has
television not hurt sport but ‘it has created an interest in spurt beyond its
wildest dreams. . . . I've’seen more and more sport on television become more
and more popular" (Bassett, 1982:11). Sgort coverage on»television also made”
participants out of people who were formerly only spectators. The exposure

of sport on television contributed to a growing sense of fitness and
consciousness of one’s own health (€Chercover, 1982). The devoted television
sp-orts enthusiasts hav-e; developed a better understanding of sport thanks to
television technikq\l:as enabling viewers to learn more about the technical
aspects of a sport and how it was played. Viewers were more knowledgeable
because they were shown slow motion replays from three different angles and
told by coloux commentators exactly ~what happened so the&r knew how

someone scored (Esaw, 1981). 3
: |

Many individuals interviewed felt that exp(*sure on television was far

« ‘.
more imp%rtant than almost anything--including money- - for amateur sport-

"If you were to start trying to equate what it's worth in terms of commercial

I3

time and let’'s face it, if you're on television that’s what you've got, a



316
commg‘h‘ial for your sport, so if you are t'rading ina fewdollars against a lot
of exposure, that is very short sighted” (Hudson, 1984:10). Hudson believed
that the best thing that could happen in amateur sport was that the sport did
not need any money for rights at all but got as much television exposure as
pogssible. Television provided many sport associat ions with the opportunity
for tlu‘*il‘ sports to obtain exposure and recognition across the country. This

=4

recognition could then lead to financial support from the networks and/or

interested advertisers/sponsors. For example, the Canadian Figure Skating

Association signed a multiyear contract with CTV in the early 1980s for a

million dollars, the first amateur sport contract in Canada that made the
‘{nillion dollax; mark. The amateur sport group‘s that recognized the value of
television for both exposure and eventually some financial rewards,
cooperated with television and realized financial rewards as exposure was
gra\dual ly built (Craig, 1984). The importance of television to sport was best
seen when looking at the amateur sport associations in Canada; the ones
which had a fairly solid financial base were the ones which were able to get
television coverage of their sporting events.

— A sport’s exposure on television also encouraged people to attend
games which increased a sport’s gate receipts. This w;'is true fof the Toronto
Blue Jays in baseball; "Atvtendance goes up year after year and we're putting
more televisi-on dn the market. As you do that, it seems to me, at 1éast, t;hat
there’s got to be some correlation about it being a marketing tool"” (Beaston,
1985:22). When the Blue Jays first started, 80% of the revenue came from
‘selling tickets at the box offic‘e‘; money was not big in those days. The team's

§
first\ television contract was worth $800,000 and over a four year period to

the end of 1980 it went to $850,000, to $900,0Q0 and thén to $1 million. By

then gate receipts accounted for less than 50% of the revenue, television
. _ . »



L

reprgsented close to 40% of the team’'s total revenue and radio the remainder.

-

Although the gate receipts accounted for less revenue the Blue Jays still
drew 2.3 or 2.4 million people. Beaston lopked at television as amatket ing
tool and needed it for two reasons: to promote the live gate and to get
revenue from it (Beaston, .1985).

Both hockey and football in Canada were considered gate receipt sports
but television rights were still very important. The CFl.was in a unique
position as the only professional league in Canada wh;ch consisted of only
Canadian teams. The development of the relationships between the CFL and

the networks has been documented in earlier chapters; the television rights

. * B
for the last three decades are listed in Table 11. In the 1950s the &lubs

viewed the television revenue as surplus revenue, or "manna from heaven." By

196Qgthey realized that if they did not have the television revenue they would

be operating in a deficit position. Canadian football had always been,

¢
collectively speaking, a break even proposition. The clubs virtually spent all

their earned surplus in an attempt to improve the product. Thepefore

television revenue from about 1960 on became an integral part of revenue to
t

the clubs (Gaudaur, 1980:9). But television reyenues evolved very slowly,
something Gaudaur attributed to the clubs’ reluctance to schedule their games
at times more attractive to. the advertisers. The telev.isiqn rights were a

source of conflict between the Canadian professional football teams,

El

particularly before 1968 when the CFL was officially formed. Before that
time, the Big Four and WIFU negotiated with the networks separately for

television rigifts. The Big Four obtained more money for its rights, and the

-

western teams wanted a share of it. Once the league and its constitution was

established the Commissioner was asked to handle the negotiations with the .

£

tz2levision ne tworks‘ and a phasing-in (sharing) é;rangemeﬁc was put into

e

- f °



RINTE Pivalle din b che televicton tevenue was <plit equal by nine wav-
Lot oalben tenvears to complete the phasing - in atranyement The wipntt o

P

tx."\ﬁ
tcreane 1t the televinion tevenue which ocoutted boetween 1977 and 1908

wos due to i new pipht e contiact spanning thiee vears with the CBO,

ot 98T the CFL television ripht s were purchased by e ither the b
ol IV netwar ke Felevinvion was viewed by the CFL and the o Tubs as o sout e
ol revenue and premotion tor the wport but it was telt by some owner s who
loobed ot the N oas it model S that televicion had ot teally contribated th
much towatds the pate tecedipts o the lTeapue in tertms of dollars (Caundaar |
RIEBOY In 1981 duaring another battle in the Brewery War, Carling O’ Keete

Y

tadically altered that view by outbhidding Labat t and paid $15 6 million tor .

thice-vear contract for the CFL s televisiontiphts, so from the end of the
~ N

N
v

CRe "o thiee vear contiract tor Semillion in 1980 the rights jumped §9 6

mitlion dollars "That meant a capital injection ot § ’»()()‘()6(?/«" lub Lt make:.

the ditterence to some ¢lubs of either making a protit o1 loss  The monev

)

makes a big ditterence” (DeGroote, 1980 1) An even larper increase occurted

in 1984 when Carling O'Keete paid $33 million tor three vears tor the CFL’ s
television vights  During the approximately thirty vears that Canadian
football was on television thete was a steady increase in the value of the

’ . / i {./44
televisien rights paid by one of the two Canadian networks. In 1981 there (0

*

was a dramatic Increase {n the rights when there was a shift away from a .
network’s purchasing the CFL's football rights to a sponsor/advertiser,
Can 1i}1g 0'Keete, buying the rights. The CFLL was just one of the short
properties used in the Brewery War . -

Ts#é,vision rights paid in baseball and hockey were paid to each

. + .

individual club; generally the amounts were not made public information.

Hence 4 detailed table like the one for the CFL could not be ‘Compilei. The



'antt 11 Coanadian Football Leayue Telovicoton Riphtss (o Canadian Dolla o

Yoot Fastein [
Conference Total®

L% 200000

1o

1956

1997/ a50 000

Jans

1an 325 H00

1960 30 000

1961 Y/ 000

l1ue) Y/ 000

196 3 1RO 000

1964 401,000

1965 . 475,000

1U66 4 7%, 000

L6/ 4749, 000

RIN I 475,000 [ 785,000

1969 500,000 [810.000)

1970 \ 512,500 (822,500

1a/1l 9542500 (872500

1asz 570,000 19245 .000)

1973 600, 000 [975,000)

1974 100,000 [1.155.200]

1975 714150 [1.215.150]

19/6 149 857 (1,244 407

1977 787,350 11,306,627}

19/8 (1,728,930

1979 [(1,728,930]

1980 (1,728,930]

1981 83 ' (15,600 ,000]

Western

Contetence

O

100

160,

OO0
000

000

000

000
L 000

000
000

5. 000

000
000
000
000
000
000
100
000
550
277

Clrey thap

\

1O
YO

0

155,
165,
175,
1/8,
186
193,
199
209 .
212,
220,
275,
245
245
257,
270,
310,
310,
310,

QOO
Q00

aae

000

000
000
Q00
250
000
000
000
000
Q00
000
000
100
100
3959
223
756
7156
796

Foe o

/50 000
/3 000
;i 72,000
aro, 0o
903, 2h0
978, 000
978,000
1,009, 000
1,027 500
1,084 H0OO
1,149 000
1.200, 000
1,400 300
1,430,750
1.501,762
1,576,850
2,039 086
2.039 086
2,039 086

# Compiled from information in the 1972, 1974, 1976 CFL Commissioner’s

Annual Report, Watkins’ dissertation on "Professional Team Sports and

Compétition Policy: A Case Study of the Canadian Football League” and

selected newspaper articles.

* In 1968 the CFL Commissioner was asked to handle all sales of television

rights on behalf of the league. The amount in the bracket [ ] is the actual

total received by the CFL which was divided amongst the teams.



anatbveia ot crther baseball o hockev was Timited 1o dts value because the
Lack of data made 1t tapossible to compate spot U Inaddition cauntion ~houid
be applicd in reading the tollowing statistics as theyv were baned on
uncubstantiated spor ( teporta and interviewees” 1ecall  Hockey was
considercd by individuals in the NHIL to be a pate receipt sport which
consintently tilled between 83 and 84w of arena capacity (Nixon, 1984

However | tolevisionwas wtill very lmportant to the sport TADY Tnstitul ton an
spor s can use the additional income as provided by television becanae they
can’t make thein bualldings any bigper And I television can be an exteonnion of
the arena . then there i ause tor 10" (Nixon, 1984 1Y) As stated previoun iy
cach individual team in Canada during the thiee decades nepotiated (0 own
television tiphts package with Maclaren CSNwhich putchased the 1ights o

the sponsors of "Hockev Night in Canada " Brace (198%) recalled that he had

the tesponsibility to negotiate the contract between Molson and the Canadiens

in 1965 (the rights cost $475 000 tor a thiee vear span) lon 1971 "Hockev

Nipht In Canada™ appeared on both networks nn(i\t he total package including
1iphts and production tor all of the Canadian teams cost less than $10
million; by 1980 Molson’s hockeyv package for rights alone cost $20 million a
veial

Television revBnue has clearly changed and improved the financial
sttuations tor both CFL football and hockey teams 2rd has also benefited
professional athletes. Like professional sport in general, athletes benetited
from ths exposure on television and the revenues. Television made the
athlete a more recognizable personality and helped make the athlete more
money. As a result of the wider,recognition, some athletes negotiated
lucrative personal advertising contracts. Additionally, the athlete grew more

aware of the television revenue that his team and/or league received and took
)



that into consideration when batyaining tor a new contract He knew that the
tevenmie was there and bepan demanding his shate of it Plavers’ salafes have
chanped substantially in 1946 47 Toe Blake was the highest paid plaver in
the NHLI ot §7.5900 a vear . when Rocket Richatdretited in 1960, elpht vears
atten t('l.c-vi.\inn had started in Canada, his salary was the hiphest in the
leapue at $25 000, and "today vou can’t sipgn an amateur dratt choice ton
$09,000 0 Television has penerated enormous revenue tor the owners and the
plavers quitegyg iphtly, are reaping a shardot it" (Selke. 1980 3)  To
demonstrate the changes in plavers’ salaries over the vears the average

salaries inprotessional hockey and baseball the following table ot &

comparison (Table 1.7) has been included -

TABLE 17 Averape Salaties in Professional Hockey and Basebal l#

spert 1967 1972 1977 78 1981
NHI. CS19.133 $a4 109 $96,000 $§103,000
Baseball $19,000 $34,092 $76,349 $185,651

-

#The data is modified from a table on "Average Salaries in Professional
Basketball, Hockey, Baseball, and Football--1967, 1972, 1977»28, and 1981"
in A Sociological Perspective of Sport (Leonard, 1984:257) .

[
N

A salary escalgtion occurred in all professional sports whenever a new leaguc
made its debut and raided top athletes from the established league in order to
attract gate receipts and media coverage. This pattern occurred in the NHL in
1972-73 wﬁen t{e WHA bid for players and the average salary rose to an
estimated $40,000 from $24,000 a year in 1971-72. This average rose
substantially in 1977-78 when the two leagues merged and a parity in

salaries betweer,the two leagues was sought. In comparison the average



N a

salary {nbaseball 10se steadily in the ten years between 1967 and 1977 but
took a dramatic leap in 1981, partly because of the major league baseball
plavers’ strike, but mostly because of the Brewery War in Canada. " the
impetus tor the increase in revenues seems to come from Canada - 0 0 Carling
O'Keefe and Labatt Breweries have successtully bid tor the dominion’s
major league baseball teams | the Expos and Blue Jays, respectivelv” (Leonard,
1984 303) s
Both sport and athletes have benetited [x‘(‘mt‘llxduusly 45 4 COnsequence

of the relationships among sport | television and advertisers/sponsors, as

have the other partners . The examination of paybacks to sport, television and

_advertisers/sponsors shoyed the importance of their relationships with one

another. All have benefited in some way, mafnly financial or through

increased awareness and exposure . 1t was difficult to ascertain if one
»

partner was ifore important than another or one more dependent than another .

A svmbiotic relationship was detined as a mutually int ex‘dependen;
relationship and it one examined only the paybacks to the respective partners
then the relationship among sport telévision and a.dvert.isers/sponsors was

symbiotic innature. Inthe following conclusions all the dimensions were

taken into consideration in determining the nature of relationships among the

triumvirate .
G. Conclusion

In this chapter the nature of the relationships among sport, television
and advertisers/sponsors which have existed and developed over the last
three decades was examined. Some writers have referred to the interplay

between &vo of the partners, sport and television, as symbiotic in nature;
£ ~.
)



symbiosis has been detined as "the association or living together of two
unlike organisms in a relationship that benetits each of them" (Gage,
1983:1140). Most of the individuals interviewed were not fz;mi liar with the
term "symbiosis™ and referred to the relationships among sport | television
and advertisers/sponsors as either interdependent | lﬁ\lt ually (*()—opvx‘e'lt ive or
mutually supportive. An interdependent relationship was basically one whet o
the partners relied on each other for support while a mutually co-operat ive
relationship was one in which the partners had the same attitude to working,
together toward a common end or mutual economyc benefit (Funk and

Wagnalls, 1980). There were similarities and differencgs among the terms

used to describe the relationships so caution was taken in l;() the terms

were used. Most of the individuals intervie\;ed felt that a varlety of types of
interdependency have developed over the last three decades among sport,
television and advertisers/sponsors and the degree of the invt:erdependency
was usually related to the importan;?e of revenue and revenue sources to the
partners. There was also some disagreement as to whether or not one partner
was more impo:tant or dominant in the relationships than another.

To éully comptehend the nature of the relationships a;nong the
triumvirat;a four dimensions (programming, role of the sponsor/advertiser,
changes in sport and television, and paybaéks) were considered. A key factor
to ¢onsider in the programming area was the Broadcasting Act of 1968's
Canadian content requirements. The CBC had to fill 60% of its program.ming
with Canadian fare, while CTV and private stations had to £111 50%. The high
content requirements made sp?rt all the more attractive to the networks.

3
Sport programming provided a large percentage (approximately 25%) of the

total Canadian content to the overall network\programg:ing. Sport

programming was popular, attracted large audiences and, therefore, attracted
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advertisers/sponsors who were willing to pay large amounts of money for the
opportunity to have their product(s) associated with sport programs. The
revenue collected from sport programming (13% of the total network
programming) contributed 40% to the CBC’s total budget . Thus sport
programming (and the advertisers/sponsors who supported those programs)
was clearly beneficial to the networks in their overall operat fon.

Advgrtisers/sponsors have played an important role throughout the
history ot Canadian broadcasting. Initially sponsors were a very important
source of network programming in the 1950s and early 1960s since the
sponsors bought programs from American and/or Canadian sources and then
bought "time” on the networks. As production costs and the prices for
televisionrights rose in the 1960s it was no longer feasible .for one sponsol
to "spcusor" a particular program. The sponsor’s role changed to that of one
ot many advert isers paying for a single program. Advertisers/sponsors
wanted to be involved with sport programming because it was popular with
large numbers of viewers and it attracted audiences with the "right"
demographics, 1 . e. males In the eighteen to forty nine age group. The main
reason advertisers/sponsors supported sport was to sell their product, either
directly or indirectly, and as cost e‘ffectively as possible. In the late 1970s
and early 1980s the three Canadian breweries--Carling O'Keefe, Labatt and
Molson--were i;\volved #h a Brewery War which has had 4 significant impact

-

on‘sport‘ and television in Canada. As the hreweries engaged in bidding wars
to purchase sport te’levision rights, sport franchises and anir kind of sport
properties available, ;hg price of these properties skyrocketed, resulting in
more revenue for all types of sport and both television networks. People in .
the sport and television industry did notA expect the high price buying to

continue for much longer as most sport properties have been'purchased.



However, the exorbitant amounts of money paid for sport rights made all
parties involved wonder who wo‘ld be able to pay those types of prices when
the Brewery War ended. There was a concern about the false economy built

~— )
around sport becauseof the increased revenue and whether or not sport wofild
AN
)

be able to adjust if some of that revenue was withdrawn.
A number of changes in both sport and television have already been
brought about by the interplay between the partners. Over the three decades
{

sport played an important role in sparking the development of many of

television’s technological advances and Lnnovations. Sp(;rt ;}Q‘v{ded an
environment wherein producers, directors and cameramen could experiment

and, at times, quickly improvise for "live" programs. Television, inreturn,
caused sport to undergo assorted changes in rules, scheduling, uniforms,
salaries and commercial times. Most sports were willing to make changes
because they thought the changes were in their best interests; increased
television revenue and improved public exposure were important motivators.

Many individuals interviewsd felt that professional or Olympic sport

would not survive without television revenue am'i exposure. It was the
opinion of the researcher that this was not true. There could be sport \:Jithout
television. Sport existed before television and other media and if television
should withdraw its support sport would surely continue to exist, albeit in
another form. The modus operandi would change; players’ salaries would be
reduced; visibility' across the nation would be reduced. Having adapted to the
increase'd revenue from televisionA, sport,would have to readjust to deal with
decreased revenues. It would be difficplt but not 1mposéib1e; expectations

-

would have to change as would the relationships among sport, television and

f

advertisers/sponsors change.

This éxamination has revealed that the 1nterre1_ationsh1p amongh sport;
« ' »



television and the sponsor/advertiser was originally interdependent or
symbiotic innature since all the partners were dissimilar and they worked
together inrelationships which benetited each other. Throughout the thiity
vears there has been a shifting in the levels of symbiosis among the

A d -
triumvirate to points where at times the interrelationship bordered on
dependency . But even at those points, there was still a type of
interdependency among the three partners. When the relationships between o
specific sport- -protessional hockey, baseball and Canadiau football  were
examined and all the dimensions were taken into consideration it was \
apparent that sport, television and advertisers/sponsors have devvlopmi\:m
Intimate and important relationship and a mutual dependency without
destroying each other’'s distincet identity. It was concluded that sport,
television and advertisers/sponsors have had and continued to have an
interdependent relationship which was symbiotic in nature. How fong this

(N

interdependency lasts remains to be seen and to be examined at a later date .



CHAPTER M1
SUMMARY AND RECOMMENDATIONS

The social phenomenon labelled as "sport” is a complex, contextual

\

interplay of factors which is more complicated and delicate than those tound

: /
in?" Ceconomic or even econometric treatises” (lLevi-Sthyauss, 1964 :98/) 1t

is an area ot human endeavor that has attracted the attention of people in

every walk of life and inmost countries of the world. And attentfion to it

-
seems to be increasing exponentially. A concomitant rise in social and

“economic importance can be found in the field of television communication

"

ehich has come to affect the totality of our lives, personal and social and

political"” (McLuhan, 1964:23). The impact of this medium was captured by

Singer and Kaplan in their history of American broadcasting.

Television has entertained’and probably otherwise affected over
a billion people on our planet. It is watched daily, often for hours
on end, by human beings on every continent. The viewers belong to
almost every age group and all but the most impoverished
socioecbnomic’crlass. Regardlese of sex. race, color, creed, most
degrees of wealth, or age beyon?2 infancy, almost anyoene who lives

in areas served by broadcasting can watch television (1976:1).
3

The question of how these two pervasive social and communication
phenomena have interacted and interlinked over time implies an examination
of relationships. This study, aimed at exploring the nature of the
r;alationship(s) among sport, television and advertisers/sponéors,. was
compriseci of a three\-part sétructure: to document the historical
developments of the interplay among sport (from a general and a selected
sport-specific perspective), the two major Canadian television nethrks (the

-

327
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CBC and CTV)Y and advertiser s/sponsors (major ones such as Imperial 011,
Inperial Tobacco and the three Canadian breweries--Carl ing O'Keete
Breweries of Canada Limitied, Molson Breweries Limited (;f Canada, lLabatt
Brewing Company Limited) ;) to examine the dynamic interplay and dimensions
tnvolved fo this relationship from 1952 to 1982 and, finally, to determine
whether these relationships were symbiotic in nature.

L}
Only limlted substantive resear ch was conducted for the purpose ot
':

examining the relationship between television and Sport until the 19/0s when
aneries of articles and books began to appear based on American
documentation (Johnson, 19/1; Furst, 19/72; Parente, 1974 Altheide and
Snow, 1977 Amdur, 19/8: Sugar, 19/8) . The primary impetus for these
analytical forays was (,he‘p‘t}l;fvasiveness of sport programs on television in

B N

RE TR

that nation. Morcoa{\ewre dppeared to be an interrelationship between the

»
' *

rise in popularity of football (of the NFL variety) and major international
sport festivals, such as the Olympic Games, and the emergence of television
as a mass medium for communication. Sport sociologists along with sport
writers became curious about the effects of the parallel rise in popularity ot
sport and television. Scholars, like Parente (1974), who studied the
relationship, concluded that it was symbiotic in nature--that these two
essentially dissimilar entities enjoyed a mutual interdependency where both

.benefited from their int‘erpla)'r and both had become part of the advertising
industry.

In order to‘examine and to assess the nature of the relationship two
major methodologies were employed. Primary and secondary sources provided
historical documentation on both phenomena. Government documents, annual
reports of a range of organizations, the CBC, and {{oyal Commission Reports

1

provided a substantive framework to which was added more information from



IR
numerous secondary sources including studies of sport and television by
Johnson, Furst, Parent,?, Smith, Altheide and others. Richer, by far, as a data
_source for this study were the forty focused in(erview‘s conducted with
leading (Ianadién authorities in telecommunication and sport. Content
analysis of the primary and secondary sources was used to guide the -
interview inquiry and the responsesAof the interviewees based on their
subjective recollection of their ex.periences in the evolution of the
sport-television-advertiser/sponsor relationship added substance to the
analysis.

A model which evolved from the study is one of comparing the
relationship of the partners to a three-legged stool. Each leg must be strong
and equally able to support\\t\he unit. When all three legs are even theh there
is a balanced, symbiotic, mutually co-operative relationship. When any one
leg is longer, or shorter, than the rest, or all three are unequal then one or
more of the partr;ers is dominant in the relation-ship.\

What can be_; concluded from the study completed? First, that the
relat io‘nship among sp<’)rt, television and advertisers/sponsors, while
generally agreed by knowledgeable experts to have been of an interdependent
nature or at least mutually co-operative or supportive, was dynamic. It

s .
changed with time and as & coréséquence of actions taken on the part of one or
more of the three entities. Initially, sport gained in populafity by virtue of
its ex;;osure to a wider audience than could otherwise have been assembled in
a stadium, an arena, or a baseball park. Sport gained financially--a result of _
improved gate receipts thrbugh enhanced spectator ap;;eal and tﬂrough the
direct payments to sport clubs or associations in'exchange for the rights to

televise selected sport events. Sport also gained from a technical

perspective. Television provided a vital new mechanism through which the
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assessment of athlete/team perfo}man(:e could be more competently carried
0y

out and the quality of play cansequently enhanced. This, in itself, was a
* \

““
major benefit in that the quality of a performance was considered to have a

positive correlation to spectétor appeal . Hence the higher the quality of the
product, the more the appeal to the spectator. Not only did séort gain from.
its associationwith television, but so did Canadians in general. Thanks to
television and its space-age technology, Canadians were able to view gport
events instanteously from any part of the world. This had the effect of
"reducing” the size of the earth and provided a sharpened sociocultural
perspective o‘f Canada and Canadians through their self-image as a nation of

sportsmen, particularly ice hockey players, Canadians have never quite been
‘ v
. \

the same since the televised hockey series between Team Canada and Team

\

U.S.S.R. in 1972.

There were costs involved with the benefits in the relationship for

sport. As Parente (1974) and Luc‘as, Real and Mechikdff (1986) Zfound in their
& - 3

studies, sport had to make changes and adaptations to meet the péeds of
. \

television and advertisers/sponsors. Changes were found \n schedules of

A}
A A
games, scheduling of events, rules and regulations of the sport and'sporting

events, choices of "host” cities and the inclusian of time-outf, Mostsports
were willing tq make changes because they thought the changes wetre in their
best interests; increased television revenue and improved public exposure
.were importang motivators. The findings concurred with Whannel’s

assessment of television and sport in Britain: "The importance of teleyision
A
coverage has in turn resulted in a whole series of transformations as sports
p : %

try to ensure that their events are presented in forms suitable for television"

(1986:138).

.

Television, too, gained substantive advantages from its relationship



131
with sport and advertisers/sponsor‘s. Sport provided one of the finest, it not
the finest, live human drama available anywhere short of open warfare; it
needed no script writers, no prompters, no artifical applause. A contest
between well-matched athletes or teams, carefully preparéd for the contest

-
provided its own script, its own drama, its heroes and heroines, and a
subAculwture following. that ensured high rankings in the weekly polls .
'Ftelevi;ion networks, particularly publicly funded ones like the CBC, garnered
publ i(‘_A support as a consequence of their televising of sport programs. Sport
programming was important to both the CBC and CTV. Indeed, one could argue
that the C'f'\l might not have>survived had it not been for sport. Without sport,
especially football, the network would have had great difficulty meeting
Canadian content requirements. In addition, a very large percentage of sport
programming was Canadian and so offered both networks a relatively easy
wa;\%to meet Canadian content requirements. Furthermore, sport provided CTv
and the CBC wi.th relatively cheap to produce but extremely popular
programming. Sport was mostly live a"nd that made for very ‘exciting v
television; it attracted viewer loyalty and generated large audiencesj Thus
both networks were able to g‘enerate) large audiences, which in tur;l attracted
advertisers/sponsors and their money. Technically speaking sport pléyed an
impoftant role in the creatiop of new technical advances in television by‘
providing a field wheréi;l producers, directors ax;d caperamen could ‘
experiment. The interplay between sport and, television ied to n@erdqs
. changes. For gxaanple, {nstant replays were developed largely to ’give viewers
a second look at goals anhd key plays. Smaller and more sophisticated
lightweight cameras were developed to better cover ;sport events; and the

L . .

development of elettronic eciuipment such as the "telestrator” to illustrate

the mc;vement on the field for viewers was a sport-linked invention. .

. ’ ) : ' N



the thivd pariv o the trrumvirate - the advertraer <o cponaors | alao

Benetited trom it relationshidip with sport and tetleviaion fhile pronp oo o
S . . .o
proctchiaes b e i et Amer tean ot i pin nd Taponaored” Canadan progame
and then porcliaed Cime on the embrvonic televiston network over which the
proytam tlowed to the «onoamen The ~poncors (of ten wor k Loy *.il);jl\ﬂ Weel e
vital paat of network propramminge in the 19504 and oo the carly 19604 (e
yrovih ad extentton of teldNvistion actoss Canada was tueled by
poensor advertiser money The abitguitous "Hockev Nipht o Canadad” waes an
cxgeple ot thic format Withewcalating costa of production and the vinny
Pt {oe tays on the i;'h( wto televiae sport events the one SPONSOI one proylooam
¥ o b !

’

tormat changed to themaltl advertisers sponsorship of spoirt events . There
wele a4 numbel of reasons whw advert is;-x s/sponsors selected Spert proprams
as vehiw les for their message spotrt programs attlacted large audiences | aod
there was the prestige value Fo advertising on certain sport telecasts or
beilng associated with a particalar sport team and/or event Though
advert isvr*;/spopsox s would certainly exist independent v ot sport and '
television (as lony as there is business there will be advert ising) . they have
detinitely benefited from the association. With their larpe audicences | sport
programs oftered advertisers/sponsors effective wide reaching vehicles tor
thein messages Inaddition. a <*_ex tain prestige accrued to
advertisers/sponsors of sporting events or teams. a prestige which tobacco
companies and breweries found particularly helpful in shedding some of the
Naunhealthiness surrounding their images and in gaining the public’s esteen
Moreover, sport programming enabled the tobacco companies andgpreweries €o
reach audiences with the "right" demographics--males eighteen to thirty four

vears old. Traditionally in Canada the major advertisers/sponsors which used

sport as a vehicle to reach their audience were the oil companies, tobacco



companics aund breweries  The adver ticer s aponsors H\l‘)'.l\r( Tnerearoed
tevenues to television and to spotrt but - over the vears, have beennctitior o
tor distupting the coutce of the pame o1 sporting event with the incluaion o
intiusion) ot the advertiser "s/sponsor 's commetrcial messaye

Sport s television and the advertiser /sponsor formed relat fonships
amony cach other which appear both svmbiotic and selt perpetuat fng
Television needed the advertiser /sponsor to provide money to putchase
proptamning . the advertiser /sponsot needed a vehicle to sell Tts product and
sport neceded 1evenue and exposure to tmprove 1t carrent quality and the
standard of Tiving 1t couldotter its otticials and athletes  Thus all thyco
partners have benetited tu some way | either tinancially or from increased
awaleness and exposure [t was difticult to ascertain it one partner was
more important than another | or one more dependent than another Lucas | Real
and Mechikotf (1986) in their study of the Olympics and Amevican television
concluded that the Olvmpics were not dependent on television, each partne:

.

maintained a distinct identity and t}\at there was a symbiotic relationship
between the two., Alasczkiewicz (1986) inhis study of the Olympics and
Amcrican television used Ptefter and Salancik’s ten-point dependency mode |
.
to conclude that the relationship between the Olympics and television
remained symbiotic simce "the output for one is the input for the other”
(_1"8()111‘9) but it was an unbalanced symbiotic relationship which involved
extensive unilateral dependence of the Olympic systemon television’s
financial resourceSAAszkiewicz's theory suggested that dependence, powcr,
influence and change were interdependent. -

In this study, if only the benefits or paybacks were examined then the.

§

relationship among sport, television and advertisers/sponsdrs yas definitely

symbiotic. But during the course of this study other dimensions were taken

s



inte consideration indetermining the nature of the relationships amony, the
Cr v it «.~ Mhis stady tound that inorder tor o sport to become extiomel
caccesstul g svabiosis had to ocour between it television and the
advertiser /oponson all the leps in the stool in the model were even and
balaneed Spotts unable to attract larpe andiences (soceer | ton examp le)
teceived scant television coverage  This study also tound that while all thie
portners benetited most froma balanced symbiosis, the relatiouships amony,
the thiece were often unbalanced  Thioughout the tirst thitty years of
Canadian television the Tevels of interdependency among the tiiumvitate hive
shitted, with each paituer becoming more dominant at diftferent times

The tuture of the rtelationships is unclear. Sport would likelv cont i
toalter tules and its format tomeet the changing demands of television and
the advertisers/sponsors 1t could elect the option of refusing to sell ity
tights to control its own destiny but by selecting that option it was select Py
a <"h<n’\y,<- of major proportion  Without the fiscal support ot television vight:,
modern professional sport could not countinue as it presently existed.
PFrotessional sport | especially tootball and baseball, has grown dependent on
television revenues and so is valikely to opt out ot the triumvirate .
Television, tor {ts part, almost certainly had to tall into line with the
demdhds of the advertisers/sponsors: even the goverument subsidized CBC

.

could not atford the luxury of "splendid isolation. " The CBC and CTV still need
to tulfill Canadian content requirements and to attract advertisers with
popular, but relatively inexpensive programs. However, television executives
have stdrted to realize that the advertisers/sponsors also needed television.
It'was not very cost effective for advertisers/sponsors to-spend millions of

dollars on purchasing sport selevision rights if there was not a television

network to televise the sport or sporting event. As for the



advertisers/sponsors, thev will continue to sell their producta via televiaed
sports o Loty s sport continues to draw larpe audiences with the vight
demogpraphics .
3

When the relationship(s) between sport in pencral and specitic
sports prot es®ional hockev, baseball and Canadian tootball  were exomined
and all the dimensions and interplay were taken into consideration 1t was
apparent that sport, television and advertisers/sponsors have dv\u-lo}n}l an
intimate and important interdependent 1elationship without destroving each
other's distinet identity over thirty years It was concluded that sport
television and advertisers/sponsors in Canada have had an interdependent
relationship which was symbiotic innature. However, with the events which
have occurred in the 1980s among sport, television and advertisers/spousors

the future ot the relatiounship is unclear; a new structure is evolving and it

may result in an unbalanced symbiotic assoctation
Recommendat ions

Since this dissertation was one of the tirst studies to examine the
development of the interrelationship between sport and television in Canada
there are a humber of recommendat ions for future research. The
recommendations listed below are more general in nature and for every one of

i ‘ g °
those there are at least two to four more specific ones which could be
recommended. -

1. Thgxt studies with further delimitations in terms of time-periods be
conducted. There are natural landmarks in the history of sport and television

in Canada and an in-depth study of each era, for example, the 1950s, would

provide answers to a number of questions with regard to the overall



Vi,

development of sport and television
2 That studies of the interrelationships between specitic sports on
. . 2T . . . 4
teams and television be conducted. The dynamics and interplay involved
between one professional sport, for example hockey, and television is quite
dittérent than those involved between another sport | the CFL, and television
Studving a specitic sport or in some cases a particular team, such as the

loronto Blue Jays, would provide a better understanding, knowledpe and

insipht of the orpaniczations involved and the dynamics involved hetween
- +

.

them

3 That a history ot CTV Sports be compiled. There is a g,x‘eur. deal ot
documentation concerning the CBC and information about sport on the CBC i«
also available. However, tor a number of reasons this is not the case with the
CTV network and its sport programming. CTV has played an important role in
the development of sport and television in Canada and its history would be a

valuable addition to the existing level of knowledge .

4 That an in-depth examination of some of the major sponsors of sport
and television in Canada, for example, Imperial Oil, the three Canadian .

brewerfes and/or Imperial Tobacco, be conducted. Sponsors have played and

continue to play such a crucial role in the development of sport and television
inthis country that an in-depth study of each major sponsor or a group of
sponsors would provide answers to a number of questions with regard to the

overall development of sport and television and also a possible insight into |

the future developments. i
|

5. That stL{dies of the relationships among sport, television and the
° _ .
advertisers/sponsors using theoretical models or frameworks Be conducted.

Very few, if any, studies of sport and television prior to 1985 used any type

of theoretical framework as its base and most of the studies were



desceriptive innature. lohis master’s thesis Alasskiewics (1986) used

Ptetter and Salancik’s ten point dependency model to determine the degroee of
Tdependency ot the Olympics on television revenue . Application ot this model
to a specitic teah or league would provide answers as to the type ot
rtelationship which has existed and currently exists .

6. That a study of the coverage of women and sport on television and

the role of women in sport on television be researched. Very little has been

wiitten about women’s sport on television and women and the spotts media —

/. That a study of other dimensions which are involved in the
relationships between sport, televis:ion and the advertisers/sponsors be
investigated. Only four dimensions--programming, sponsors/advertisers,
changes and paybacks- -were examined in this study and there are more to be
examined,; for example, the role and influence of the United S.( ates networks
and the development and role of the sportscaster.

8. That a study of the role and influence of MaclLaren Advertising-CSN
in the development of sport and television in Canada be conducted. No other
advertising agency has made such an impgpct on Canadian television and' '
Canadians as MaclLaren-CSN has in the ayea of sport programming. An
in-depth study would not only provide answers to questions pertaining to the

' ‘_
overall development of sport and television in Canada but it would be a
valuable addition to the existing level of knowledge about the area.

.

9. That a study of the role of Canadian sport and television on Canadian
: .
unity be researched. John Bassett, a member of Canada’'s media elite, believes

it has played an important role. An examination wouldé?rovide both answers

and insight into the role and influence of sport and television in Canada.

- -

10. That a study of the positive and negative outcomes of-the

~

relationships amor,é the three partners be conducted. An examination of what



- 33N
actually happened  both good and bad to each partner as &result of being,
involved with the others would provide both answers and insight into both the

partners and their relat ionships.
’

hi
11 That studies of LGiolenck and televised sport in Ganada be

conducted. Current research examines violence on television but does not

specitically deal with violence insport on television or violence ina specitic

o

aport on television., Since this is an area of controversy and concern in depth

investigations would provide both insights into the problems and

recommendations for tuture action,
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PERSONAT INTERV T EWS

N Diate Position held when intervicwed
Alapanis brinte November | 1979 Sportscaster | CBC

A
Baccett S dohn April 1o 198y President Baton B oadeast tay,
Beaston, Paul Mav /7 1985 Executive Vice Prestdent Busineo.

Toronto Blue Jayvs Baseball Ciab

Peoruabe o Dacgue s Mav 9 1a8y Producer | CBC French Network

Bovrne . Bill Tanuarv 1o 1984 Marketing Managet _;Ln Ting O Feot

Bieweries of Canada Limited

Brace, Hollis March 227 1989 Senior Vice President Business
Development | Molson Brewel les
[Limited of Canada

Craiy, Gordon January 11, 1984 President | TSN

Chercover , Murrayv February 9, 1982 President and Managing Ditector |
¥ 1S

CTV Television Network 1td

Cheviiev, Don December 8, 1980 Sportscaster, CBC

DeGroote, Mike . December 2, 1980 Former owner, Hamilton Tiger Cats

Fsaw, John October, 19/9: Vice President Sports, CTV
September 27, 1981 Television Network Ltd.

Fisher | Douglfas May 8, 1985 Politican, sports writer

Fry, Bill | December 3, 1980 Director of Officiating, CFL

Gaudaur, Jake December 3, 1980 Commissioner CFL

Giguere, Yvon May 9, 1985 Head of Sports Radio and//'

Television, CBC French/Network



Goodwin, Don
Hertaindort | Peten
Hor ler |

Huyh

Houph o Ted

R}

P{\mf‘( o, Stan

Hudson, John

[tvin, Dick

Fred

Jones |

MacPherson, Don

Mellanby, Ralph

Mitchell, Doug

Molson, Senator H.

Morrison, Scotty

Nixon, Joel

O'Neill, Dennis

April 1H lag?
April 16, 198y
Avpust JH 1984

April 15, 1987

Januarv 1/, 1984
December 9
January 12, 1984

February 3, 1982

July 29, 1980
April 1, 1985
November, 1979 ;
September, 1982
May 10, 1985

May 11, 1984

April 17, 1982
August 21, 1984

November, 1979

1980,

Former Head of Sports | CBC Enplioh

Network

Vice Mrtesident and Generval
Manager, CBC Televisfon Network
Retired President | Maclatoen

Advertising,
President | €SN -
President ) Houston Group

Ditector of National Promotions
and Media Properties, Labatt

Brewing Company Limited

Sportscaster, "Hockey Nipght in

Canada”
Technician, CBC Network

Head of Television Network

Sports, CBC English Network

Executive Producer, "Hockey Night in

Canada™”

Commissioner, CFL

Retired Chairman of the Board,

Molson Breweries Limited of

" Canada

Head of Officials, NHL

Vice President, NHL

Manager of Distribution, Export
Sales Department, CBC Network



Foet-latt | oo pe

Revnolds ) Ted

Soelke T brank

f-llt'l'l).lll, Hl l l

Thompson, Jim

Twaits, Don

\

Wert o Glenn

December 80 198O

July 28, 1980

December 9 1980

December 40 1980

January 16, 1984

August 26 1984

February 9 14982

\

[y

Former Head of Sports | ¢BC Engliah

Networ k
Sportscaster . CBC

Vice President - Director ot

Marketing and Production, €SN

Assistant Head of Sports, ¢BC

Enplish Network (Deceased)

Executive Producer Sports ., CBO

Fnglish Network

Retired Advertising Manager |

[mperial 01l

Director ot Research, CTV

Television Network

L0
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APPENDIX
CENFRAL INTERVIEW CULIDE

1 Preamble about study.
2 What is the background, history of your jnvolvement in television and/on
sport?

. Questions relating specifically to person’s area of expertise. For example:

a. What was coverage of sport like in those days? [then questions
pertaining to number of cameras, their positions, sports cover‘vd, CBC's
(CTV's) mandate at that time, difference between French and English
productions of sport]

b. What do you take into consideration as to what sports are shown o1l
what sports ¢TV (CBC) will cover?

c. This is anhistorical thesis and its looking at how television got
involved in sport in the 1950s to the 1980s. 1 don’t know very much about
what happened In the 1960s; how would you describe the 1960s in regard to
sports’ coverage on television? . . . How would you describe the 1970s- -what
was going on in the 1970s?

d. How much say did McLaren have in the production o.f hockey? Has there
been a change over the years?

e. Did you actually feel that Canadians wanted Canadianization of
American programs or was it a sense of responsibility?

~ f. In the 1950s and 1960s did the advertising agencies really run the
networks? When did the networks start doing their own produc;tion?

g. Why did companies like Imperial 0il and General Motors get involved in



hockey and different sports?

h Why is there such a difterence between the production of hockev and
CFL. tootball?

I Have you changed vour approach in the coverage of hockey over the
vears?

j. When did the networks start using colour commentators? Wivy What
do vou take into consideration when you considering an analyst?

k. How has the money affected players? -
N Over the years you have been involved, what kind of changes have you seen
in sport due to television and also in television due to sport?

a. What kind of changes have been made in [sport] for television?

b. What kind of changes have been made in television because of spor¢?
5. Difterent people have said that sport has been an innovator in television

>

technology - -what do you think?
s /
a. What changes were happening in t¢levision for the better coverage ot
sport? lLet’s talk about some of the technical changes. . . | Instant replav?
b. Do you think that some of these technological changes or innovations
N
were made because of sport or would they have happened anyway?
6. Do you think [sport] in Canada needs television? Why? In what ways?

/. Does television need [sport]? Why? In what ways? A

*
i

8. What is the role of the advertiser or sponsor in [sport} and television?
a. How much say do the sponsors have about what is being produced or

what is on? What is the sponsor’s role?

9. How would you describe (term) the relationship between television and

sport (baseball, football, hockey)? [or sp-ort, television and

sponsor/advertisers?] Did it start that way?

a. How would you define the relationship between television and sport



(specifically your sport)? Is it a dependency? an interdependencv?
symbiotic?

b. Who benetils the most from the relationship?

10, What do you think is the most important thing about the relationship
between sport and television in Canada?

11, Some sociologists have stated that sport has prostituted itselt with
regard to television. Do you think [sport] is prostituting itselt?

12 It youwere doing a doctoral dissertation on sport and television in
Canada from 1952 to 1982 what would you talk about that [ have not already
asked you? Whatads involved in this relationship that [ have not talked to vou
about?

a. If youwere doing the study what would you be asking me if 1 was you?
13. If ydnkwere doing a study of sport and television in Canada from 1952 to
l982dﬁat(k)youthinkis the most important thing about this development N
over the thirty years in Canada?

a. If youwere doing a dissertation on sport and television in Canada are
there some things that I have not asked you that you think should be covered?
What do you think‘is important in looking at sport and television?

14 . Who would you recommend that I talk to to find out more about what has

happened?

SELECTION OF INTERVIEW SUBJECTS
The selection of interview subjects for this dissertation was a
straight forward proceduré. After completing a thorough review of the

literature the investigator identified the organizations which had played key



toles in the development of the relationships among sport | television and
advertisers/sponsors: the CBC, ¢TIV, CFL, NHL, CSN and Canadianmajor league
baseball teams. The invest igator then approached current and tormer hiph
tanking ofticials in these organizations who had been identified as plaving
key roles in the development of the relationship, for example, John Hudson .
Johnny Esaw, Jake Caudaur and Ralph Mellanby . Iundividuals were selected who
had held thelr positionas during all or some of the years covered by this study
The objective was to speak to people who could provide the investigator with
historical information and insights into the tormation of the
»
sport television-advertiser/sponsor triumvirate and who could explain how
the current philosophy underlying television sport programming developed.
The majortety of individuals contacied agreed to be interviewed. To obtain a
broader perspective on these issues, the investigator decided to speak to
some of the owners of these organizations and to non-executive employees
(1.e sportstasters, colour commentators, technicians). Nearly every one of
the interview subjects selé(‘ted in turn referred the investigator to several
)
other key individuals in their fields. In order to determine whether an
interview with those referred was justified the investigator abided by the
”
tfollowing rule: if an individual was recommended by two or more of his/her
colleagues then that individual was added to the interview list and contacted.
As a result of the recommendations made by the initial interview subjects
the investigater spoke with officials from the major sponsors of televised
sport: Canada’s three major breweries--Molson, Labatt, and Carling O'Keefe;
.. Imperial 0il; and the Houston Gr8up which represented Imperial Tobacco and
ot\her sponsors. The investigator tried to interview as many of the

recommended people who fell within the rule for decision noted above as

possible but it was not always feasible to do so.
4



ACCESS TO DATA

The tapes and transcripts ot the interviews are in the investigator’s
possession. If any interested scholars should want access to any of the
interviewmaterial then they would have to consult the investigator, in that
some of the tapes and transcripts are confidential in nature and can not be

released without direct contact with the subject.
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