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An absolute beauty. Sits smack on the 
courts. 129 boatdocks. Indoor plumbing. 

Olympics, they couldn't tell Mary 

Enter Broadband's line of high-performance 
amplifiers. 

Designed for CATV, SMATV and MATV home-run 
or branching systems, our Super Multiple Dwelling 
Amplifier (SMDA) and Flexible Multiple Dwelling 
Amplifier (XMDA) meet most requirements for 
apartment, condominium, hotel and motel distri-
bution systems. 

A single SMDA or XMDA can service an apart-
ment or condominium of up to 200 units. That's a 
lot of cranky people off your back And with three 
levels of surge protection and the usual Broadband 
reliability built in, they stay off. 

Both units are super-flexible and feature a wide 
range of options; each can be customized to your 
system's requirements. 

In the SMDA you get our top-of-the-line unit with 

SMDA: Flexibility with two-way capacity. 
• 300 MHz & 440 MHz bandwidths. 
• 20 to 40 dB gains. 
• Plug-in return amp for 2-way operation. 
• Push-pull hybrid circuitry. 
• 120 volt line- and 30/60 volt cable-power options. 
• Variable gain & slope controls. 
• Plug-in pads & equalizers. 
• Extruded aluminum housing. 
• Three levels of surge protection. 

AUGAT 

A condominium is 
only as good 

as the amplifier 
that feeds it 

water. 18-hole golf course. 43 tennis 
The works. But when they watched the 
Lou Retton from Bela Karolyi. 

bi-directional capability. The XMDA will fill most 
current needs. It lacks two-way capacity but offers 
virtually the same options as the SMDA — and at a 
price competitive with the least expensive apart-
ment amplifiers today. 

Broadband-engineered and guaranteed, both 
units have push-pull hybrid circuitry and are capa-
ble of full channel loading at the design bandwidth 

Tough and dependable, these units offer the 
maximum in flexibility and performance. No condo 
should be without one — and no system that 
services condos, hotels or motels should be with-
out enough. 

For additional info on specifications or pricing, 
call us toll-free at 800-327-6690, or write Broad-
band Engineering, Inc., 1311 Commerce Lane, 
Jupiter, Florida 33458-5636. 

XMDA: Flexibility at low coat 
• 300 MHz & 440 MHz bandwidths. 
• 20 to 50 dB gains. 
• Push-pull hybrid circuitry. 
• 120 volt line- and 30/60 volt cable-power options. 
• Variable gain & slope controls. 
• Plug-in pads & equalizers. 
• Power-passing option. 
• Extruded aluminum housing. 
• Three levels of surge protection. 

'BROADBAND 
Quality and Innovation 
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We have more 
Blonder-Tongue CATV 

equipment in stock 
than Blonder-Tongue. 

Or anyone else. 

On hand for immediate delivery, we keep an 
enormous stock of such Blonder-Tongue items 
as modulators, amplifiers, converters, filters, 
headend accessories, traps, processors, 
preamps and more. 

So, whenever you need something in 
CATV—equipment or answers—write or call 
Toner toll-free. 800-523-5947. 
In Pennsylvania 800-492-2512. 

Call us toll-free. Get same-day 
shipment plus advice from 
people  you can trust  

loner 
cable equipment, inc. 
969 horsham road 
horsham, PA 19044 
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Cable's Answer 
To The 

"VCR Challenge": 
WE DELIVER! 

by Carl Schamauder 
CATA President 

t's almost impossible to pick up any newpaper 
or magazine focusing on the cable television 

industry these days without seeing an article or 
three about the impending competitive challenge 
to the industry by video tape recorders, and tape 
sales and rentals. We all know by now that by the 
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year 1990 it is estimated that there will be more 
VCRs in people's homes than there are cable 
subscribers — I wouldn't be surprised if that didn't 
happen even sooner. 
We also know that video tape sales and especially 

video tape rental of movies has absolutely taken 
off — there are tape rental stores on just about 
every corner these days, and the drugstores and 
the supermarkets are starting to move in as well. 
The fact that it is obvious there will soon be a 
shakeout in that industry is a story for another 
day. For now, let's just concede that it is very 
convenient to be able to see a movie when you 
want to see it at a price that is extremely 
competitive with just about any other entertain-
ment delivery mode. 

Yes, many homes will have video tape recorders. 
And yes, lots of folks like the idea of having 
control over their television viewing. After all, it is 
the ultimate in convenience to be able to stop the 
movie any time you want for an "intermission" 
and then come back not having missed a word of 
it! But does that mean that cable is in trouble? 
Does it mean everyone is going to drop their 
premium cable subscription in favor of driving 
down to the local tape rental emporium each 
afternoon and then be sure to get the tape back 
within twenty-four hours so they don't get charged 
for an extra day? Of course not. From my point of 
view what it means is that cable has a great 
opportunity to take advantage of the sensible 
habits of our subscribers — they want to see 
movies. They want to use their video tape recorders 
to control time diversity, and they DON'T want to 
have to pick up tapes at some store every time they 
are interested in seeing a film! Let's face it — we 
have the best (and one of the oldest) sales slogans 
going for us — WE DELIVER! 
I see the "VCR Revolution" as very invigorating 

for the cable industry. Rather than viewing it as a 
threat, I see it as an opportunity, and I suggest 
that you look at it that way too. Some studies 
recently completed on this subject seem to back up 
my seat-of-the-pants reaction to this whole new 
dimension in viewer/video interaction. Some cable 
companies were sufficiently concerned about the 
entire VCR situation that they commissioned 
studies to see exactly what was going on. The 
results are just now starting to come in. First of all, 
folks who have VCR's are not automatically those 
who then drop their "pay" channels. As a matter 
of fact, a high percentage of pay channel sub-
scribers interviewed feel that the VCR enhances 

WorldRadioHistory



their enjoyment of the pay channel — why? 
Because now they don't have to get home by a 
given time on a given night to see the movie they 
want to see. They can tape it and watch it at their 
leisure. The "intermission" capability comes into 
the equation here too. 
There are now cable companies, such as Media 

General in Fairfax, Va., with a new, ultra-modern 
system on line that have the capability of full 
addressability. With that marketing tool, combined 
with an enlightened approach to pay-per-view, the 
company is offering first run pictures repeated 
throughout the day on a particular PPV channel. 
The subscriber only pays for the one time his set 
(with VCR) "tunes in" and "watches" the movie. 
Of course the multiple showings also aid the folks 
who just want to watch the movie at some time 
other than 8:30 or 9:00 in the evening, but for VCR 
owners, it is ideal since the machine can be set to 
record the movie at any time during the day, thus 
not interfering with other potential uses during 
the day. 

The bottom line in the situation just described is 
that the cable company can truly advertise that 
"WE DELIVER" since subscribers can get the 
tape at home and then view it whenever they wish 
— a far more convenient approach then renting 
the tape, rushing home, viewing it the same night, 
etc. 
Do you have to have a super addressable system 

to accomplish the same thing in your community? 
Of course not. If you are already providing your 
subscribers the option of a "pay" channel then you 
can legitimately start advertising that you, too, 
deliver. One way to make it even easier for your 
subscribers is to offer additional hook-ups, at low 
or no fee for the VCR. That is the type of service 
that will win you satisfied customers for many 
years to come. 
The point here is a simple one; what some folks 

view as a serious challenge to the cable industry 
can easily be converted into a new sales and 
customer retention opportunity. It's just the way 
you look at it. 
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THE CABLE TECH'S FILTER COOKBOOK #18 

INCREASE 
COST-EFFECTIVENESS 
OF PAY-TV 
TRAPS AND 
FILTERS 

Make sure they'll do 
the job — before you 
install them 

SUMMARY 

Simple 

tests on just a few 
traps predict success (or fail-

ure) of large production lots, 
before they're installed. The 
result of adopting correct sam-
pling techniques will be to reduce 
theft of services drastically and 
to increase sign-up of trapped 
subscribers. Some trap perform-
ance specifications and corre-
sponding test methods are pro-
posed — for use by the factory or 
the system engineer. 

THE NEED FOR INDUSTRY-
WIDE TRAP 

PERFORMANCE 
STANDARDS 

Pay TV security is expensive: 
in 1983, CATV systems spent 
over $40 million on video traps 
alone.' Hit that with a multiplier 

By:Terry Owens 
Glyn Bostick 

MICROWAVE FILTER COMPANY, INC. 

NOTE: 

This time we were to 
give results of trap RF 
leakage tests, using the 
equipment discussed in 
the last installment 

(CATJ September). Alas, 
am still in the middle of 
testing, due to some late 
sample arrivals. Catch 
you up on leakage next 
time. 

for installation costs. To be justi-
fied, this outlay must produce at 
least as much revenue. Traps of 
poor or unknown quality don't 
encourage premium sign-up of 
the trapped subscriber and it's 
hopeless to cure this condition 
after installation. Therefore, 
meaningful, pre-installation sam-
pling is indicated. But sample 
what? And how? 
The short, ten-year history of 

trapping hasn't yet produced a 
universally accepted perform-
ance specification responding to 
realistic service conditions. Theo-
retically, the requirements for a 
cost-effective trap are simple: it 
must last several years while 
performing its intended function 
well — wiping out the picture. 
Universally accepted perform-
ance specifications, and corre-
sponding test methods, would 
assure a ready supply of accept-
able traps from alternate sources 
and would create a clear criteria 
for rejecting unacceptable ship-
ments. It's probably too early to 
expect this to happen. So here we 

1.eidimmommiammek  

propose some sensible perform-
ance specifications and suggest 
how the typical CATV system 
can test economically. The re-
sults: an accurate prediction of 
trapping effectiveness, before 
installation. 

WHAT TO TEST AND HOW 
TO DO IT 

Picture Wipe-out: We want 
to be sure the trap performs this 
prime function under all the signi-
ficant conditions likely to occur 
in our specific system. So, the 
appropriate tests are purely mech-
anical ones, reasonably simulat-
ing our location conditions, in 
conjunction with trapping effec-
tiveness. 

Moisture Ingress to the 
Trap is our most devastating 
environment factor: resonant cir-
cuits just do not function when 
wet (even a little bit). The popular 
"water immersion" test leaves 
much to be desired. Depending 
on the encapsulating material (if 
any), it may take days for mois-
ture to work its way to the curcuit 
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Trap moisture ingress test. At least .50 PSI of forced air is 
recommended. Trap should be under water. No bubbles should 
be allowed. 

elements. Forced air will find the 
opening immediately — and 
create visible bubbles (see Photo 
1). So use it for a quick, reliable 
test of what will happen in the 
field. 

Shock tends to detune sharply 
resonant circuits which depend 
on their physical shape, and prox-
imity to other elements, for proper 
operation. The amount of shock 
required depends on how well 
the circuit elements are cushioned 
(encapsulated) to stay in or return 
to their original positions. The 
popular "15 foot drop onto a 
hardtop" is not very useful. If 
you dent the connector threads, 
you couldn't use the trap any-
way. You just want the circuit to 
stay put under the level of shock 
it's likely to get in your system, 
such as shake-up in shipping, 
bumping around in the installa-
tion van or knocking against the 
pole in the wind. See the Photo 
#2 for a sensible, non-destructive 
test fixture. Then, drop it, say, 4 
feet (but 15 foot, if you insist). 

Temperature swings can un-
cover the picture, in the case of 
unstable traps. So the trapping 

• 

• 

Simple wooden pallet for drap shock testing. Large fuse clips 
hold the traps in place and wooden barriers protect connector 
threads from damage. 

 IMMIMMM 

function should be tested at the 
temperature extremes normal 
for your location. A sensible speci-
fication seems to be about -30°F 
to +120°F, which covers the vast 
majority of locations in the USA. 
There may be some rare excep-
tions. But we must stop some-
where if the designer is to pro-
duce an affordable trap. 
(Hawaiian systems would surely 
bridle at the price of a -70°F to 
+200°F trap!). The test should 
include cycling between hot and 
cold several times (6 recommend-
ed) to simulate several seasonal 
changes. Test trapping before 
you begin and again on the last 
"Hot" and "Cold". 

Mechanical Ruggedness is 
needed to withstand normal 
wrench torque on connectors and 
axial pull due to tugs on the drop 
line. It only requires about 15 
inch-pounds of torque to fully 
tighten an F59 nut. So why not 
test samples with a torque wrench 
calibrated at, say 30 inch-pounds, 
for safety (see Photo 3). A 75 
pound yank on the drop line will 
probably wreck the tap anyway. 

So why insist that the trap take 
more? How about testing with a 
75 pound weight (see Photo 4). 

HOW MUCH TESTING IS 
ENOUGH? 

The only way to be absolutely 
sure you never put a bad trap out 
on the line is not affordable: 
test each trap for each of its 
characteristics. For thousands 
of traps, this is a lot of testing 
and escalates the real cost of 
traps. Correctly testing a few 
truly representative samples can 
predict your percentage field 
failures very closely. Then you 
can make a value judgement. 
Our defense establishment con-
sumes over 50% of the electronic 
products produced in the USA 
and has developed procurement 
sampling procedures which ac-
curately predict the failure rate 
of large production lots, by test-
ing only a few samples. Table 1 
shows a sampling schedule from 
a representative (and usable) 
table from MIL-STD-105.2 It can 
be seen that the sample batch is 
proportional to the square root 
of the production lot size — not 
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TABLE 1 

Production 
Lot Size 

16-150 
151-500 
501-1,200 
1,201-3,200 
3,201-10,000 
10,001-35,000 
35,001-150,000 

Recommended 
Sample Size 

13 

50 

80 

125 

200 

375 

500 

ySimple pull-apart test. 75# weight re( ornmended. 

Use a calibrated torque wrench to check torque withstanding 
-.4 of connectors. 15 in-pounds is sufficient to fully tighten an F59 

unit. Recommended test is 30 inch-pounds. 

directly proportional to it. So it is 
never necessary to test a large 
percentage. You may get a copy 
of MIL-STD-105 and pursue it in 
spades, if you like. But, in the 
following section, we will sensibly 
depart from its detailed practices, 
while observing its principles. 
After all, a plane is not going to 
crash if just one of your traps 
malfunctions! 

SUGGESTED PROCEDURE 

Only representative, ran-
dom samples lead to valid con-
clusions. The lot which you 
sample must consist of units of 
production produced under the 
same circumstances: produced at 
the same time, using the same 
batch of components and put 
together with the same workman-
ship. In a large continuous pro-
duction order, this can vary from 
shipment to shipment. So, if you 
are receiving traps in a series of 
shipments, sample each ship-
ment. After testing the samples, 
count up all the failures: if a 
given trap fails two different 
characteristics, count two fail-
ures. Divide the total failures by 

the number of traps tested. This 
will somewhat overstate the per-
centage of field failures. Are you 
willing to install a batch with 
this percentage of failures? If 
not, you have three alternatives, 
in the order of least added cost 
to you: 

1. Document your test results and 
return the entire lot to the 
manufacturer with a request 
that he cull and return them. 
Be sure to retest. If the second 
test shows acceptable improve-
ment, install. If not, make final 
return and procure elsewhere: 
either (a) he can't test the failed 
characteristics, (b) he can't do 
better (c) he doesn't care. 

2. Make a second, random sam-
pling, combine results with 
the first and refigure. This 
action is indicated if the results 
of the first sample test was 
just under your acceptance 
criteria. If no improvement, 
go back to (1). 

3.If you really must install now, 
devise a rapid test for the 
failed (or most failed) char-
acteristic and cull the entire 
production lot. Subtract fail-

ures for this characteristic, in 
your sample test, and refigure. 
Return the culls for credit. 

NEXT TIME 

Honest-to-gosh, we will pre-
sent the results of RF leakage 
test performed on a cross section 
of traps from the industry. 

ACKNOWLEDGEMENTS 

Thanks to: Carol Ryan — for 
editing away the egg on my face, 
Chris Bostick — for his COOK 
sketch, Dave Skeval and Steve 
McIntosh for photographs, Jack 
Gaffield — for the water test 
apparatus, Bill Buck — for the 
drop test fixture, and George 
Slack — for the torque and pull 
set-ups. 

FOOTNOTES: 

'CABLE TV TECHNOLOGY, 
Paul Kagan Associates, Vol. 68, 
March 27, 1984. 
2MIL-STD-105 Details production 
lot sampling procedures. You can 
get a copy from the local U.S. 
Government "DECASO" office 
— which inspects local venders 
on government production con-
tracts. o 
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We are proud to announce a major 
breakthrough! 

Triple Crown has developed a new 
system of modular satellite receivers, 
channel modulators and power supplies. 
This new system may reduce by almost 
50%, the current cost of receiving and 
modulating television satellite signals. 

As well as being economical, the 
system is compact and flexible; with as 
many as seven receiver or modulator 
components being accommodated on a 
single 12"x19" rack mounting panel. 
These modules receive 4GHz and 
modulate adjacent VHF channels in both 
audio and video. The power supply 
modules can even provide battery or 
'hot standby' power. 

The Channelizer is everything you 
need for a cost-effective, high-tech 
system. 

How can Triple Crown offer such a 
great system at such a small price? 
That's easy ... we left out the bells 
and whistles! 

,ààdtleied,, TRIPLE CROWN 
wr_r_lw ELECTRONICS INC. 

PHONE (416) 629-1111 

TLX 06.960.456 

4560 Fieldgate Drive, Mississauga, Ontario, Canada L4W 3W6 

FILTERS 
FOR EVERY CATV/MATV NEED 

MFC's Catalog C/80 is now the industry 
standard. This 40 page volume describes 
over 400 different filters addressed to 
specific CATV/MATV problems- from ex-
otic channel deletion filters to lowly video 
pay traps. 

Have a one-of-a- kind problems no one 
else has been able to solve? We can han-
dle that too, with custom filters designed 
specially and shipped fast to meet your 
needs. 

Most of our standard filters are 
available in ten days or less, and our 
WATS line telephone consulting is free. 

Over 3500 cable systems consult us for their operating needs, in-
cluding Group W, Cox Cable, Warner Amex, Viacom, and ATC, to 
name a few. Join them, for fast solutions to your specific problems. 

CATV/MATV engineers cannot afford to be without this free powerful 
problem solver. Write or call for C/80 toll free today. 

US WATS toll free: 1-800-448-1666 
AK/HI/NY/CAN collect: 1-315-437-3953 

ASK FOR DEPT. 1184 

Got a problem now ? 
Ask for our CATV Consulting Engineer! 

MiCq0v41VE Fit.Z.Eq conipan,!, inc. 

Microwave Filter Co. 
6743 Kinne St. 

Dept. 1184 
East Syracuse. N.Y. 1 M37 

Instant Relief From... 

Earth Station Terrestrial Interference 
..is Just a Phone Call Away! 

IRA 
The Victim 

Do you have 
"sparklies" on the 
pictures—or even 
"wipe-out"? Don't 
know what to do 
next? 
We have the solu-

tions. MFC offers 
the industry the only complete arsenal 
of products and services specifically 
designed to combat TI. You're not alone 
with your problems: we've helped com-
panies such as US Satellite, Star Video, 
Link Communications, even Showtime 
clear "impossible" sites. 

Call now and ask for the free TVRO 
literature package, which consists of: 

• Catalog MTV/82 — Over 80 Exclusive Filters 
• FG/82 — Trouble Shooting Guide 
• TISI84 — TI Seminar Description 
• TASP — Quick Office Site Analysis 
• FS/84 — On Site Field Service 
• ASTI Brochure — a 12 page condensation of 

our 250 page ASTI interference handbook. 

Got a problem right now? Call our 
WATS line for free consulting. 

Some of Our 80 TI Filters 

Field Service Team 
in Action 

ASTI TI Handbook 

rn u= 
rnicowav COMPallY, inc. 

6743 Kinne St., East Syracuse, NY 13057 
Toll Free 1-800-448-1666 TWX 710-541-0493 

NYIHI/AKICanada (Collect) 315-437-3953 
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recognized him as a good 
prospect to present a weekly 
high school news show. Jeff 
recommended a format, but he 
says the young student "did all 
the work of finding news, 
getting people on for interviews 
and, in general created an 
interesting program. We were 
quite proud of his achievement 
and I mentioned it to Senator 
Fred Harris during a 
conference. He was impressed 
and inserted a story about it in 
the Congressional Record." 

During his youth, Jeff had 
been in high school plays, the 
band, instrumental ensembles 
and had entered many contests 
playing trombone solos; 
performing was not foreign to 

Carl Schmauder and Wayne 
Sheldon are enjoying their visit 
with the Krumme's son-in-law, 
Terry Shutts, who has been a 
regular at CCOS and at Ralph 
Haimowitz' technical seminar. 

Ralph Haimowitz, CATA Direc-
tor of Engineering, G.H. Dodson, 
CATA/and CATJ Founder, visit 
with Jeff on the exhibit floor at 
CCOS '84. 

him, so stepping in and putting 
on local shows came almost 
naturally. "We did a weekly 
show which included some 
local news, video tapes of trips 
to the lake, and trips to just 
about every place we went," he 
says. "These programs were 
well received and added 
enjoyment to the lives of many 
of our customers who were 
unable to make such trips 
themselves. We got a lot of 
positive comment from them. 
The shows always ended with 
playing three games of bingo 
and cash prizes were awarded 
to the winners. People would 
phone our office number when 
they had a bingo and we 
checked it there while on 
camera. It is amazing the 

number of unexpected 
complications which can arise 
during this kind of program. It 
called for some fast thinking at 
times, but basically it was a lot 
of fun and did help us grow at a 
time when we desperately 
needed it." 

Lila Krumme in a familiar setting 
at the typewriter in the Krumme's 
cable office; admittedly, Lila was 
the office management for many 
years. 

During his years in the 
business, Jeff has been an 
active association man, and is 
past president of the Oklahoma 
Cable TV Association, (he 
proudly displays his plaque 
and gavel) and was on the 
association board for several 
years. He is also past president 
of Mid America Cable TV 
Association and has served on 
that board of directors for 
about eight years. 
Jeff is one of CATA's first 

members. He says, "I was well 
acquainted with Kyle Moore 
because we were both in the 
Oklahoma Association. Most of 
that group joined CATA as 
soon as membership was 
available. I'm proud to be with 
(this) truly unique group." He 
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First In Reliability 

Weather Scon ill 

Impressive quality . . . surprisingly low 
price. Just $3295 for the most reliable unit 
available Cat any price!). 

We have been in the cable television business for 
23 years . . . and providing weather information 
systems for the past 16 years. We know what you 
need and we know how to manufacture it. For re-
liability and performance. 

The Weather Scan Ill comes complete with Sony 
AVC-1400 camera with separate mesh vidicon 
and 21 interlace sync. Includes Time, Tempera-
ture, Barometric Pressure, Wind Velocity, Wind 
Direction, plus four card holders. Compact cabinet 
is just 28" wide, 23" deep and 14" high. For com-
plete information call or write. 

Weather Scan, Inc. 
IAn R H Tyler EnterprIse 

Loop 132 and Throckmorton Hwy. Olney, Texas 76374 Ph. 817-564-5688 

Sadelco's tough 
little 733B . . . 

Signal Level Meter has every 
function you need, it's Light-
weight (6 lbs), Easy-to-Operate, 
Designed to cover Channels 
2-13 plus Midband 

and . . . it won't 
Bust your Budget 

Available at major CATV Distributors 
Call or write for free color brochure 

Sadelco,Inc. 75 West Forest Avenue, Englewood, New Jersey 07631 201.569-3323 
General representative for Europe: Catec AG Luzern/Switzerland, Habsburgerstr 22. Tel. 041-23-90-56 Telex: TELFI 78168 
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A familiar sight — Lila and Jeff Krumme visiting with fellow 
cable system operators on an exhibit floor at one of the cable trade 
association meetings. 

(Above left) Jeff with son, Paul Krumme, at a construction sight. 
(Above right) Also assisting Jeff on construction was Paul 
Trammel. (Below left) Lila Krumme had the pleasure (?) of 
handling the bingo games over the cable system. (Below right) 
Jeff dealt with laser holography at North American Rockwell as 
part of his responsibilities. 
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says that CATA is the only 
representation for small 
operators, and its membership 
and staff must not forget its 
origins. "We should work with 
other groups to achieve our 
common goals as much as 
possible. Compromise is the 
main thing Washington 
understands. It is OK within 
reason, but some things must 
not be compromised. The 'quick 
fix' too often is not a fix. The 
same issues return to haunt 
us." 
As a long time CATA 

supporter, he is the proud 
owner of one of the limited 
edition posters which helped to 
raise funds for the Gridley case, 
"Hiding the Headend 
Underground Didn't Fool 
Them, Kyle." 
One of the biggest problems 

facing the cable industry he 
says, "is the apathy of too 
many system operators and 
managers." An outspoken man 
with strong convictions and 
boundless energy, he believes it 
is a matter of survival for 
system operators and 
managers to expand their 
horizons and become actively 
involved in cable associations 
in order to stay current with 
what is happening in the 
industry, particularly in the 
area of regulation and 
legislation. During his many 
years of active participation in 
cable associations he was often 
distressed to notice some 
"operating their systems like 
they were on an island, totally 
unconcerned that Washington 
was getting ready to do 
something to them." Instead of 
getting to know their 
congressman and senators and 
working for favorable 
legislation, they are looking for 
ways to cut their budgets by 
staying out of associations or 
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minimizing their dues by 
enrolling only the smallest of 
their several systems, "so they 
can have all the priveleges 
members do, without spending 
any money. This is the kind of 
thing that allowed many 
groups to do us in," he says. 

On the surface Jeff appears 
to be a simple man, but he is, in 
fact, a very complex person 
with high intelligence and a 
multitude of interests. He 
enjoys many of life's ordinary 
pleasures such as travel, nature 
and good health; yet he grasps 
and understands complicated 
ideas and likes to tackle 
complex issues. 
He says, "Basically I prefer a 

peaceful environment where I 
can pursue my interests, but 
find myself continually 
engaged in controversy because 
someone is trying to pass laws 
which favor their group against 
others. Cable TV is an example. 
I get irritated with people who 
will do nothing to defend their 
interests. The World War II 
motto, 'Eternal vigilance is the 
price of freedom' is a fact of life. 
I believe in freedom." 
He was born in Tuskegee, 

Oklahoma, where his father 
"operated a general 
merchandise country store, a 
cotton gin and 2,000 acres 
which he leased from a rather 
well to do Indian" according to 
Jeff. "I learned to drive a Model 
T car at about seven or eight 
years of age in the hayfields. 
When I got to be 14, I couldn't 
understand the highway patrol 
not wanting me to drive a car 
in and around Bristow where 
we then lived. I'd been driving 
for years by then, (as) no 
license (was) needed in the hay 
field or around Tuskegee." 
Jeff says that he met his wife 

Lila "by plan. I had been struck 
by her beauty when I first saw 

her. I was in the eighth grade." 
Today they have two grown 
children and four 
grandchildren. Their daughter, 
Karen, and her husband, Terry, 
are the parents of seven year 
old Terry and four year old 
Suzanne. Their son, Paul, and 
his wife Lagenia, also have two 
children, Kristy Leigh, who is 
seven, and Cliff, who is four. 
Paul is in the real estate 
investment business with Jeff, 
so the entire family is closely 
involved with shared business 
enterprises as well as family 
activities. 
As a youngster, Jeff was 

always a part of his own 
parents' business enterprises. 
He says, "I really grew up in 
business. The entire family 
helped out in the store or 
whatever my father and mother 
were running. I learned many 

good business practices and 
principles from them. I also 
learned that no man is the 
same as his father, nor does he 
need to be. I'm grateful for 
having been blessed with good 
and loving parents." 
After serving three years in 

the United States Army 
(Eighth Armored Division) 
during World War II, Jeff 
joined his father in an 
automobile, truck, tractor, and 
farm equipment dealership. 
During the early 1950's, he and 
his father owned and operated 
a cotton gin north of Plainview, 
Texas. Jeff adds, "During this 
time the children were small 
and I bought a combine and 
truck and made two wheat 
harvests — Texas to Montana." 

Jeff says, "I think a lot of 
people, when they pass thirty, 
start appraising, (asking 
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themselves) am I really doing 
what I want to do? It looks like 
just one time around." At this 
point in his life he decided to go 
to college, and he earned a 
Bachelor of Science Degree, 
then a Master of Science 
Degree, and eventually a PhD 
in Physics with research on 
semiconducting diamond. 
He went to work in the 

power structure first hand and 
saw the Peter Principle in 
action. After a number of years 
he decided to leave because he 
says, "We each only have a 
certain number of hours on 
earth, and I didn't want to 
wind up spending hours doing 
things only because somebody 
felt insecure, (things) that had 
no particular pertinence to 

Following his doctorate in Physics, Jeff spent many years with 
various aviation firms and is shown in his research office at 
North American Aviation, 1968. 
aerospace industry, "working 
in a company that had 
assembled an incredible 
amount of talent," he says. "I 
could work with virtually 
dozens of fellow scientists." His 
work included laser holography 
and electromagnetic signature 
studies. Coming from a small 
business background, Jeff 
found that while he liked the 
work, from the political 
standpoint, the big company 
environment was stifling. He 
says he learned about the 
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achieving any goals. If I wound 
up wasting time, I wanted it to 
be because I wasn't smart 
enough to figure out how not to 
waste my time. ...I guess that's 
the main reason I decided to get 
back into small business." 
That decision eventually led 

him to cable television. Jeff 
laughs and says that Kyle 
Moore likes to rib him about 
getting into cable because he 
thought he would become rich. 
As it turned out, his earlier 
experiences were just training 

behind the lines for the big 
battle that lay ahead. Jeff says, 
"I began to have sleepless 
nights when I got into cable. I 
can't recall the time ... that 
there hasn't been some gigantic 
problem, and in many cases 
three or four of them, nipping 
at our financial goals, caused 
by some group or somebody 
who was wanting to do us in 
for their own commercial 
interests." 

He says, "The thing that 
happened - our industry grew 
up (due to) a whole bunch of 
entrepreneurs that were willing 
to gamble, willing to work hard 
and willing to go out there and 
learn a business and provide a 
service, but the regulators and 
the big commercial interests 
wouldn't leave us alone. We get 
along great with our customers, 
generally speaking they get 
along with us, and we're out 
there doing a service that they 
undoubtedly feel is worthwhile, 
but along come these people 
who don't know what we do, It 
still staggers me to talk to the 
people in Congress who think 
they know about cable, but if 
you get very explicit at all with 
them, you find out quickly that 
they don't know what it is. The 
FCC, right now in 1984, is 
regulating us as though we 
were a big wealthy 
broadcaster... They think we all 
have Washington law firms, 
but that's not the nature of 
cable TV...We are not 
broadcasters. We don't use the 
public spectrum. In fact, they 
passed rules to be sure we don't 
do that. So, since we are not 
using any public domain, then 
why have all this regulation on 
us? 

He offers several suggestions 
for what cable people can do to 
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YES! I WANT THE NATIONAL STANDARDS FOR CATV SYSTEMS - GRAPHIC SYMBOLS GUIDE 

SEND TO: 

STANDARDIZE 
WITH THE NATIONAL STANDARDS FOR CATV SYSTEMS — GRAPHIC SYMBOLS 

In order to help you standardize your grid and map preparation Television Publications is now 
offering a brochure of National Standards for CATV systems Graphic Symbols. 

The symbols in this publication present cable television systems 

NAME 

operators and engineers with a uniform means of 
schematic and system map design throughout 

the Cable Television Industry. Order one 

SYSTEM NAME 

for each of your operators and 
engineers and get 

standardized ! 

ADDRESS PHONE 

CITY STATE ZIP 

PLEASE SEND SYMBOLS GUIDES. ENCLOSED IS $ FOR MY ORDER. 

PRICES 
5.00 each 

40.00 for 10 guides 

90.00 for 25 guides 

MAIL TO: TELEVISION PUBLICATIONS, INC. SUITE 106 4209 NW 23 OKLA. CITY OKLA. 73107 405/947-7664 WorldRadioHistory
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FM VIDEO TRANSMISSION WALL CHART — 

This chart gives you o basic introduction to FM transmis-

sion, helping you to recognize particular distortions or set up 

problems, whether observed with o weveforrn monitor or a video monitor. 

IlEADEND/INTERFERENCE WALL CHART -- has more than 20 off-the -screen photos of 

typical lend not so typical) off-air heodend type problems. Each is identified, and with this chart you 

can zero in on heodend problems in one big hurry. Explains what heodend intereference looks like and leads yess 

to solutions to eliminate it. 
now 

' 

FCC TESTS WALL CHART — is the industry's best training tool for teaching system employees how to recognize everything from cross- 

mod to HumMod. Has more thon 60 off-the-screen photos of typical plant problems; things like Hum Mod (with calibration), signal to noise, co-

channel end more. 

CI INTERFERENCE WALL CHART — leods you quickly and painlessly to cures to CB interference. 

COST FOR EACH IS: $10.00 or $35.00 set of 4. 

NAME   

ADDRESS  

CO. NAME   

ADDRESS  

CITY STATE ZIP  
I am enclosing a check for $ for the items marked below. 

LII A — F.M. Video Transmission Chart 
D B — CBIC — Citizens Band Interference Committee Diagnostic Chart 
III C — FCC Compliance Tests Subjective Evaluation System Chart 
El D — Head End Signal Quality Evaluation Comparison Chart 

Mail to: CATJ Magazine 

Suite 106, 4209 N.W. 23rd 

Okla. City, Okla. 73107 
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help themselves. For starters, 
they should leave their 
comfortable offices and support 
cable associations with both 
their time and their money. 
Some don't even realize how 
much the associations are 
doing for them, and Jeff 
emphasizes that there is a need 
for both national and regional 
associations. The Board of 
Directors of the Mid-America 
Association spent hours going 
through HR 4103, line by line, 
in order to understand its 
implications and long range 
effects on the industry, and 
concluded that it was definitely 
not a favorable bill, that it 
contained too many features 
which simply were not 
acceptable, even though the 
two national associations were 
recommending support at that 
time. The Mid-America Board 
urged their members who were 
employed by big companies to 
contact their home office or 
someone in the organization 
who would pay attention, and 
try to get them to read the bill 
for themselves. Jeff says, "This 
is not a cable bill; it's an 
outrage. We're far better off not 
to have any legislation than to 
have 4103." 
"The trouble comes about," 

he says, "because we all hire 
ourselves a lawyer, because 
Washington has set us up that 
way. You know, long before 
any of us alive today were born, 
the legal fraternity was passing 
laws and getting things set up 
so that you had to have 
(attorneys.) ...The mistake we 
make is having our attorneys 
do all of our negotiating, 
because regardless of what a 
marvelous talent and 
marvelous capabilities and 
marvelous charm (they have) 
they've never run a cable 
system, they've never made a 

house drop. ...As we sat there at 
the Mid-America board 
meeting, reading (4103) it was 
clear that (our Washington 
negotiators) did not recognize 
some things which would be 
serious problems to many cable 
operators. Consider the whole 
regulatory environment. We 
have an FCC passing rules and 
regulations, and they don't 
really understand what cable 
is. Most of them think of it as 
broadcast - except that they 
passed rules to be very certain 
that we are not broadcasters. 
They can't drop some old 
concepts. So we really live in a 
very strange world, and 
unfortunately many cable 
operators won't pay enough 
attention to what's going on." 

Jeff says there is a serious 
need for more interaction 

between cable operators and 
the people in Washington D.C. 
Leaving it all up to the 
industry's reprentatives in the 
capital will lead to trouble. If 
Congressional Committees and 
other Congressmen only talk to 
Association Attorneys, 
Executive Directors and 
Presidents of a few Major 
MSO's, they will fail to sense 
the view and wishes of the 
public. System personnel, those 
who work for MS0s, as well as 
as owners and operators of 
small systems have direct 
contact with the public and 
need to communicate this 
knowledge. They should spend 
some of their money and time 
to be aware of what is going on 
and not assume that the cable 
associations can or will take 
care of everything. They should 
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be talking to the associations' 
staffs, the FCC staff and the 
legislators. The contact has to 
be initiated by these people. 
They are the ones who are in 
personal contact with the 
public, who know what is 
reasonable for a system 
operation, and who face the 
anger of the subscribers if 
adverse regulation causes cable 
rates to increase. The "must 
carry" for multichannel sound 
now being considered by the 
FCC may well cause a 
significant reinvestment for 
cable operators which will 
require such rate increases. 

This is another outrage says 
Jeff. "Once again...the FCC is 
considering taking our property 
away from us and making us 
spend some of our hard earned 
money to buy different 
equipment for our systems so 
that subscribers will receive 
certain signals which their TV 
sets are not going to convert 
anyway. Why is it that they're 
doing this? To satisfy the 
private commercial interests of 
another business group. There 
is no evidence that it's in the 
public interest. I point out that 
the FCC virtually never talks to 
the public. They talk to 
Association people, Company 
Presidents, the Washington 
Legal Fraternity, various 
people promoting some new 
technology, Broadcasters, and 
their own FCC staff lawyers, 
but they fail to talk to the 
general public. We need every 
cable operator in the country to 
file on this MTS inquiry." 
On the local level Jeff says 

that the operator is in an 
excellent position to lobby their 
town through their regular 
mailings and with the use of a 
character generator and 
advertising avails. Just by 

letting subscribers know what 
is going on, they can generate 
local support for both national 
and local rulings, especially 
those which effect the channels 
available and the rates 
charged. Operators "have to 
allocate some small part of 
their lives to doing something 
to help their career industry," 
he says. "Once in a while you 
find a manager of some MSO 
cable system saying, 'Why 
should I take money out of my 
pocket to contribute to 
somebody's campaign?' Well, if 
you live in this country and 
your career is in cable you 
should help elect good men to 
office who will give you a fair 
hearing. It's not just your 
company's responsibility. 
Unfair cable legislation hurts 
employer and employee alike." 

Jeff lives what he preaches 
and is in frequent contact with 
Mike Synar, Oklahoma 
representative, who was among 
those who recently introduced 
H.R. 6164, a copyright bill 
which would grant two 
exceptions to the 3.75% rate for 
independent distant signals. 
Congressman Synar is on both 
the House Judiciary Committee 
and the House Energy and 
Commerce Committee. 
"Any business deal that's not 

good for both sides is not really 
a good deal," says Jeff. This is 
particularly true in the 
agreements between cable 
operators and program 
suppliers. "It seems to me," 
says Jeff, "That we all need to 
back off a little bit, take a deep 
breath and ask where are we, 
where are we headed? ...I 
remember when I really needed 
something else to put on my 
system, ...and how thrilled I 
was when I realized that Ted 
Turner was putting on 
something that was different, 

and that Showtime and HBO 
and (all the others) were getting 
on the satellite." 

Satellite programming was 
good news for cable operators. 
New services meant money in 
the operators' pockets. 

Jeff says, "Now we've 
reached the shake out time 
where a lot of foolish people 
have gone on the satellites and 
lost money...because they didn't 
really appraise what the 
situation was and...other 
programmers are going off 
because they can't make it. 
The program suppliers need 

cable operators and vice versa. 
If cable companies choose to 
boycott some programmers 
over rate increases, soon there 
will be less of them. On the 
other hand, if the rate struc-
tures are inequitable, the 
number of cable companies will 
decrease. 
"Both sides need to be a little 

more friendly toward each 
other, not either side pick up all 
the marbles," says Jeff. Some 
of the suppliers are so geared to 
traditional economics that they 
look at a big purchaser as 
worthy of less cost for their 
product. I guess it probably got 
started because they could send 
one salesman to one office to 
capture an awful lot of 
business. Looking at it in the 
short term, green eye shade 
type view, it didn't cost much to 
make the sale. ...The 
alternative of that is that you 
charge so much to the little 
operator that you put him out of 
business. You make him feel 
like the environment's 
unfriendly, (so he) sells out to 
the big operator who has all the 
benefits already, Ultimately the 
supplier puts all the cable 
systems into the hands of the 
one company who survives all 
of the take overs." 
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At this point the supplier 
would have only one customer 
who, for any one of several 
reasons, may no longer need 
the programmer. 

Jeff says that he would like 
to see "The suppliers trying to 
be more friendly to the little 
operators and help them stay in 
business, too. We all need to 
recognize that we need each 
other, and that the enemy is out 
there.We don't want to be like 
Pogo and say I finally met the 
enemy and it is me. We don't 
want to put more and more 
(programmers) out of business, 
and they shouldn't want to put 
more and more small operators 
out of business by charging 
them more than they're 
charging someone else." 
When Jeff is not working, 

thinking, sleeping cable 
problems, he is working, 
thinking and sleeping computer 
software. This is an outgrowth 
of his natural ability for 
problem solving. He taught 
himself Assembly Language 
which is the basis of the fastest 
programs obtainable and is 
developing programs for use in 
his cable operation, and, later, 
for other businesses. He hopes 
to offer complete systems for 
lease. 
He is always alert to possible 

new business ventures, and in 

addition to the cable systems 
and the real estate investment 
business, he has a number of 
other business interests. He 
and his wife, Lila, are 
beginning a management 
company to operate their 
investment activity. For years 
Lila worked with him in 
running the cable business and 
she sold real estate, thus 
finding an outlet for her 
enthusiasm for and interest in 
houses. 

If he can ever put the cable 
industry problems aside, Jeff 
would like to travel in the 
United States on land and 
water, making film or tape 
records of the things he sees. 
"If it turns out that I can 
syndicate them, that would be 
the frosting on the cake," he 
says. The last vacation he and 
Lila took was driving in the 
Colorado mountains, fixing 
meals by the roadside and 
enjoying nature. This is an 
adventure he is anxious to 
repeat. Jeff values his health, 
saying, " It's not as good as it 
once was, but I'm grateful that 
I can see the beautiful world we 
live in, hear the beautiful 
music we have and the 
delightful sound of the voices of 
people I love." 

Jeff often has insight into the 
importance of the service he 

=ERSDWAT-ÊERVIET"' 
When buying or selling a cable television system, you want to utilize the services 
of a broker who leaves no doubt that he is concentrating his efforts on your trans-
action and your needs, one who stays in close contact with you and keeps you 
fully apprised of his progress. You demand and deserve the kind of personal ser-
vice, responsiveness, and intense effort that only comes with a company such as 
ours. We invite you to call for more information and look forward to hearing from 
you. CHARLES GREENE ASSOCIATES, 5775 PEACHTREE-DUNWOODY, BLDG. 
E, SUITE 200, ATLANTA, GEORGIA 30342, (404) 256-0228 

ICHARLES GREENE ASSOCIATES 
A Division of AMCOM. Inc 

The Hallmark of Professional Cable Television Brokerage 

provides, but he recalls one, in 
particular which happened 
several years ago. He says, "An 
eighty-four year old lady made 
me realize the importance of 
our service to some of the 
elderly. We had one of Herschel 
Tyler's Weather Scan units on 
Channel 3 with the dials 
moving back and forth across 
the screen. One day this lady 
commented to me that she 
would often waken at 2:00 to 
4:00 in the morning with 
nothing to do and no company 
except a little pet dog. She said 
she turned the TV to Channel 3 
and the movement of the 
weather instruments across the 
screen and the (background) 
music helped her not to feel so 
alone, and that it meant a lot to 
her. This was a revealing look 
at the lives of some of our 
elderly and made me feel that 
all the hard work is 
worthwhile. She brightened my 
life with that remark, and, 
though she passed on several 
years ago, I still remember her 
quite well and, of course, with 
happiness." 
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on time 
or free" 

It's a simple promise. And PTS, 
the world's largest independent 
electronics repair facility, is the 
first to make it. On time or free. 
At any of the 15 PTS Servicenters 
nationwide. 
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Satellite 
Transmission 
of Encrypted 

Video 

ABSTRACT 
In the near future, all valuable 

television material will be sec-
ured. The present and proposed 
systems of hybrid scramble/en-
cryption will place significant 
new demands on the satellite 
link. The nature of television 
signals which have been signifi-
cantly altered by scrambling 
require that both the transmitter 
and receiver equipment undergo 
major modifications. Many of 
the required changes involve the 
transport of data, while others 
involve the transport of video 
without several key components. 
This transition can be accom-
plished smoothly if we are aware 
of the potential hazards and are 
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by Karl Poirier 
Vice-President of Engineering 
Triple Crown Electronics, Inc. 

Mississauga, Ontario 

prepared to learn some new 
engineering techniques. 

INTRODUCTION 
The scrambling, encryption, or 

other protection of satellite de-
livered television is a relatively 
new aspect of this industry. This 
trend was accelerated by the 
proliferation of private TVRO 
systems, but is not specifically 
directed at this element. In fact, 
the protection of satellite trans-
missions is brought about for a 
variety of reasons. The basis for 
protection, in most cases, deter-
mines the level of protection 
required, which can be anything 
from soft, to ultra hard security. 

Some of the protection require-
ments are:-

* Protection of content 

If a major purchaser of pro-
gramming material, such as 
HBO, can guarantee a secure 
system, the potential to obtain 
previously unavailable markets 
can be realized. A movie chan-
nel could compete directly with 
theatres for first run releases 
rather than only second run 
products as is the present case. 
Potential pay per view (such as 
Superbowl games, etc.) product 
would also become available. 

* Regional Diversity 

Television access to program 
material (Sports in particular) 
has always been faced with 
blackout or simulcast restric-
tions. With TVRO's available 
in most hotels and taverns, 
scrambled transmission capa-
bility is vital in order to acquire 
distribution rights to sports 
events. This regional diversity 
is also affected by network 
simulcast deletion require-
ments when local feeds are tele-
cast nationwide (Cancom). 

* Subscriber Control 

The ability to de-authorize a 
decoder is the ultimate weapon 
against delinquent accounts. 
It is the only way the DBS 
operator has to secure his 
revenue base. 

* Program Content 

Some program material is 
scrambled merely to separate 
it from normal satellite broad-
cast. Signals such as unas-
sembled news feeds, network 
housekeeping feeds etc., are 
scrambled merely to discourage 
complaints over the program 
content or quality. 

The program originator, de-
pending on his requirement, must 
now balance the level of protec-
tion he requires against system 
cost and complexity. This deci-
sion is most greatly affected by 
the number of authorized recep-
tion sites to be provided with 
equipment to defeat the security. 
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It is this requirement of security 
level vs. system cost which deter-
mines whether an operator de-
cides to employ scrambling, or 
encryption/scramble hybrid. 

SCRAMBLING VS. 
ENCRYPTION 

Although the industry tends 
to describe any form of security 

FIGURE 1A 

CHANGES 
WITH 

CONTENT 

r{ --
CONSTANT 

REFERENCE 

NORMAL VIDEO SYNCLESS VIDEO 

as scrambling, there is a very 
distinct difference between scram-
bling and encrypting. 

Scrambling 
In generally accepted terms, 

scrambling means to render the 
information useless unless it is 
processed by an appropriate de-
scrambler. This usually involves 

CHANGES WITH 1 CONTENT 

1) a non standard transmission 
format (inverted polarity, odd 
frequency etc.), 

2) removal of some critical part 
(sync, timing), 

or 
3) addition of some interfering 

information. 

All scrambling methods have two 
common attributes: 

a) The information portion of the 
signal is relatively unchanged 
with the exception of that 
portion removed or added. 

b) The ability to descramble the 
information is contained in 
the descrambler, with control 
being the ability to tell the 
descrambler when (not how!) 
to decode. 

Common scrambling methods 
include: 

* the use of non-standard fre-

>--DEPERSAL REQUIRES INCREASED HEADROOM 

FIGURE 1B 
LOW HEADROOM CAN CAUSE - 

DATA CLIPPING 
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quencies such as sub low, or 
inverted aural/visual frequen-
cies 
* polarity inversion of the video 
information on a continuous 
or alternating sequence 
* suppression or removal of 
syncronization information 
* addition of an interfering sig-
nal such as an RF carrier or 
baseband tone 
* reorganization of the time 
sequence of the information 

FIGURE 2A 

Hybrid 
Most products being developed 

for satellite security are actually 
hybrid scramble/encryption sys-
tems. These usually combine a 
scrambling security mode, with 
an encrypted control system. The 
reason for this is that the digiti-
zation of video requires very wide 
transmission bandwidth, and 
would be very spectrum ineffi-
cient for satellite or cable televi-
sion systems. Thus, to date, no 

requires a single decoder per 
channel for an entire CATV 
system. In this type of operation, 
the security can be as complex as 
required as the entire system 
must support only one decoder 
per channel. 
The DBS market is quite dif-

ferent, with the allowable cost 
being in the $300.00 area per 
decoder. Obviously some security 
trade must be accepted in order 
to make DBS viable, however, 

SYNC 

via repetitive or identifiable 
routine 

Encryption 
Encryption can be defined as 

breaking information into pieces, 
and reassembling the pieces in 
an apparently incoherent fash-
ion. Encryption in its true sense 
can be applied only to a digital or 
numbered sequence information 
mode. 
An encrypted video system 

would be characterized by two 
primary factors: 
a) The transmitted signal inform-

ation is meaningless in spite 
of the removal, rearrangement, 
or addition of any components, 

and 
b) The descrambler must be told 
how to decode the signal as 
opposed to just when to decode. 
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fully digital video encryption has 
been employed, with the excep-
tion of some slow scan or still 
frame transmission for telecon-
ference security. 

EXISTING AND PROPOSED 
SATELLITE SECURITY 

SYSTEMS 
Security systems for present 

and near future operations tend 
to fall into two catagories. The 
first is the heavy security for 
network or pay television, while 
the second somewhat lighter 
security is proposed for DBS. 
The primary difference lies in 
the allowable cost for the end use 
decoder. 
The security systems employed 

for pay or network application 
are designed to interface with 
CATV system head ends. This 

} CHROMA 

this trade also makes DBS vul-
nerable to pirate activities. 
The heavy security market is 

presently being addressed by 
three major contenders. 

Oak Orion 
Oak Orion was the first system 

to be commercially employed in 
full time satellite transmission. 
The system is based on scrambled 
video with digitalized audio and 
computer control of decoder func-
tions. The primary security con-
sists of sync removal plus video 
polarity inversion. Security is 
hardest in the digitized audio, 
which is essentially unrecover-
able to the backyard decode 
artist. Requirement to receive 
equipment include the exclusion 
of hard clamp circuits and clear 
data headroom. 
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Ma/ Corn Linkabit 
Videocipher 
This system was selected by 

HBO but has yet to be made 
operational. The primary security 
involves time shuffling of the 
video information keyed to the 
DES algorithm. (Data encryption 
standard: National Bureau of 
Standards). The system includes 
two (2) channels of digitized 
audio, and encrypted decoder 
address and control. Require-
ments to receive equipment in-
clude the exclusion of hard clamp 
circuits and transparency to 2 
MBS DATA. Two video outputs 
to the decoder are required. 

Digital Video MAC (S.A.) 
The MAC or multiplexed ana-

logue component system operates 
with a quite different concept 
from most other scramble sys-
tems. In the MAC, the luminance 
and chrominance components 
are separated, reorganized, and 
reassembled into a new baseband 
which is quite unlike NTSC video. 
The system includes DES algor-
ithm encryption and up to four 
(4) digitized audio channels. Re-
ceiver requirements are quite 
intensive, and require that the 
clamping, filtering, and empha-
sis filtering be by passed. In 
clear mode, a normal video out-
put to the decoder must also be 
provided. 

In the DBS security, the prime 
contenders are: 
* TELEASE MAAST 
* OAK PD (PERSONNAL 
DECODER) 
* CIPHER VIDEO II (MA/COM 
LINKABIT) 
* GENERAL INSTRUMENT 
(SSD) 
A brief description of each 

system follows. 
MAAST: Sync removal with 

encrypted recov-
ery data and en-
crypted audio 

OAK 
PERSONAL: Compatible with 

Orion transmis-
sion 

VIDEO 
CIPHER II: as yet undisclosed 
G.I. SSD: as yet undisclosed 

TRANSMISSION 
REQUIREMENTS 

The transmission of scrambled 
or encrypted video presents some 
new challenges to both the uplink 
and downlink portion of the 
satellite system. In particular, 
the satellite video link operates 

to some parameters which are 
specifically designed for NTSC 
video. The encrypted or scram-
bled video often alters these basic 
parameters, and requires that 
the link operating mode be 
changed from a normal video 
transmission mode. 

The parameters which can 
effect the link operation (both 
receiver and uplink) can be ex-
amined individually, although a 
given system will often involve 
changes to several of these items. le_ 

TERRESTRIAL 
INTERFERENCE. 

ASTI is the first complete 
professional handbook on the 
avoidance, diagnosis and sup-
pression of microwave ter-
restrial interference (TI) at 
TVRO earth stations. This 250 
page comprehensive volume 
was compiled by an engineer-
ing team headed by Glyn 
Bostick, President of 
Microwave Filter Company, 
with valuable input from many 

industry leaders such as 
California Amplifier and Scien-
tific Atlanta. The result of their 
effort is an in-depth exploration 
of such topics as equipment 
selection for minimizing TI 
susceptibility, use of natural 
and artificial shielding, system 
filtering, and many other cost 
effective techniques! Send this 
coupon now to receive our 
free brochure on ASTI, and 
get TI out of the picture! 

BANISHED. 

0 YES! Send me the Free brochure on the ASTI Handbook! 
0 YES! Send me the ASTI Handbook. My payment of 

$125 is enclosed: C Check D Money Order 
Name Phone  

Company Name  
Address   
City/State/Zip  

Send to: CATJ Magazine, 
4209 N.W. 23rd St., Suite 106, Oklahoma City, OK, 73107 
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Sync (or lack of) 
Transmission of video less sync 

is the most common difference 

FIGURE 3A 

DATA 

In the link transmission of 
video, the downlink transponder 
amplifiers are carefully control-

signal is, in fact, very forgiving, 
and operates satisfactorily in the 
presence of group delay and 

 V  
CHROMA AND / OR LUMINANCE 

between secure and clear video. 
In a normal video waveform 
(baseband), the sync portion con-
tains the only absolute level cali-
bration point of the signal, as 

LUMINANCE 

INFORMATION 

SYNC - 

CHROMA 

FIGURE 2B 

AURAL 

the luminance portion changes 
constantly with content (Figure 
1A). The lack of sync does pose 
some difficulties for some satellite 
uplink exciters, and, in fact, Video 
Cipher provides a short duration 
artificial sync pulse to avoid these 
difficulties. 

led with regards peak carrier 
power. In order to reduce power 
under low modulation conditions, 
a dispersal signal is applied to 
the uplink video. The lack of 
sync can aggrevate this problem, 
requiring that even greater dis-
persal levels be employed. This 
requirement can adversely affect 
the deviation/bandwidth relation-
ship of the information portion 
of the signal; in particular, clip-
ping of high level data is the 
most likely effect of increased 
dispersal levels (Figure 1B). 

Addition of Data Components 
Most satellite links and receiver 

systems were not designed with 
high rate data streams in mind. 
In a video link, only the lower 
frequency components are re-
quired to retain edge timing 
capabilities. The timing of televi-
sion receivers is dependent on 
the square shape of the sync 
pulses; all other information 
relies on frequency or phase in-
formation. The NTSC television 

DATA 

LUMINANCE P. CHROMA 

FIGURE 3B 

linearity problems. This is not 
the case with high speed data. 
The inclusion, in most security 
systems, or very high speed (2-5 
MBPS) data streams can be ad-
versely affected by such things 
as emphasis curves, roofing fil-
ters, and amplifier headroom. 
Perhaps an examination of 

normal video link and its NTSC 
video related parameters as com-
pared to a theoretical secure video 
transmission may illustrate the 
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NAME  
COMPANY  

CABLE TV SYSTEM 
SUPPLIER H OTHER 

ADDRESS  
CITY STATE  
ZIP PHONE  
TITLE MANAGER E CHIEF ENGINEER 

CHIEF TECH El INSTALLER El BUSINESS OFFICE 

Ell ALL OF THE ABOVE (CHECK PRIMARY FUNCTION) 
H OTHER 

SIGNATURE  
DATE  

$22.00 Enclosed for 1 Year 

$60.00 Enclosed for 3 Years 

CANADA/MEXICO SUBSCRIBERS: Add $4.00 per year to rates given above. All other 

Foreign Countries add $8.00 per year to rates given above. Special handling arranged 

upon request. U.S. CURRENCY ONLY DRAWN ON A U.S. BANK. 

Mail to: CATJ Magazine 

Suite 106, 4209 N.W. 23rd 

Oklahoma City, Okla. 73107 
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Detection and 

_ ) Correction 

r\ 
l SIGNAL / 

Date 

Location 

How Corrected 

Probable Cause 

Remarks 

$10.00 
FOR 

5 PADS 
Each pad is three hole punched 

for easy insertion into a binder. 

LEAKAGE LOG 
This Signal Leakage Log satisfies the requirements 

of the FCC Rules and Regulations, Part 76, Subpart K, 
Paragraph 76.610(d). Although the log is intended for 
recording cable television signal leakages in the 
Aeronautical frequency bands (108-136 MHz and 
225-400 MHz), it may be used by cable system 
operators to record all system signal leaks and insure 
an effective on-going signal leakage detection and 
correction program. 
When using this log for recording signal leakage in 

the Aeronautical Frequency Bands, the log sheet 
must remain in the file for a minimum of two years. 

r NAME 

ADDRESS  
(cannot accept P.O. Box) 

COMPANY  

CITY  

STATE  ZIP  

QUANTITY (SETS OF 5)  

AMOUNT ENCLOSED  

• Check must be enclosed with order 

CATJ 
4209 N.W. 23rd,Suite 106 

Okla. City,Okla. 73107 
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problems which could be encoun-
tered. In Figure 2A, a normal 
video baseband wave form is 
shown, and in Figure 2B, the 
resultant spectral equivalent is 
shown. 
Figure 3A and 3B show the 

same signal with a theoretical 
security system involving sync 
removal, relocation of various 
frequency components, and addi-
tional data components. The 
headroom problem can be alli-
viated by employing a predeter-
mined rolloff in the data pulse 
shape, (i.e. raised cosine) how-
ever, this is sometimes over-
looked. 

FREQUENCY 

TRANSMITTER VIDEO RESPONSE 

FIGURE 4A 

FREQUENCY - 

RECEIVER VIDEO RESPONSE 

FIGURE 4B 

Link Response Shaping 
A normal NTSC FM link has 

been optimized for television per-
formance in several significant 
areas. Due to the triangular noise 
characteristic of FM transmis-
sion (Figure 4A) the video signal 
is shaped (pre-emphasized) to 
maintain overall noise perform-
ance over various frequencies. 
The TVRO receiver frequency 
response has been similarly (al-

though inversely) shaped so as 
to maintain the required flat 
response (Figure 4B). The re-
sponse curves of the pre-emph-
asis and de-emphasis filters bear 
a specific relationship to the type 
of signal being carried. Several 
security systems alter the fre-
quency components/function re-
lationship of the signal, and can 
require that major modification 
to the system response be under-
taken. This can result in major 
alterations be performed to both 
the uplink and the receiver, and 
can also render the link incapable 
of operating in a standby normal 
NTSC video mode. This can re-
quire, as in at least one system, 

— 
Dispersed 
Signal 

TESTING AND OPERATING 
To a link user, such as a TVRO 

maintenance engineer, the test-
ing and monitoring of a secure 
system presents several distinct 
problems. In the worst case, 
measurements may have to be 
limited to the decoder output. 
This results in serious confusion 
over whether a fault lies in the 
receiver, uplink, or decoder equip-
ment. In most cases, the actual 
secure video is almost unrecog-
nizable to the unexperienced 
engineer. The testing difficulties 
fall into three primary areas: 
1. Test Equipment 
2. Fault Recognition 
3. Unfamiliar Technology 

Clamped 
Signal 

; 

Signal Sync Tips Clamped 
(Pulled Down To Reference Level) 

FIGURE 5A 

the capability of the link to switch 
in, or bypass, several receiver/-
transmitter functions when a 
clear to secure transfer is per-
formed. 
Clamping 
The method by which the dis-

persed signal is removed at the 
satellite receiver can cause severe 
problems. The most common 
clamping circuits are classed as 
hard clamps. These circuits lo-
cate the sync pulses and force 
them to a constant DC level 
(Figure 5A). During absence of 
sync, these circuits will normally 
locate and act on some similar 
component such as data, with 
devastating effects (Figure 5B). 
Nearly all security systems speci-
fy that all clamping circuits be 
disabled. Only active clamp cir-
cuits, such as energy dispersal 
waveform feedback, can handle 
both normal video and secure 
video without damage. 

1. Most video/audio baseband 
test equipment relies on the 
presence of sync (or colour) 
information in order to operate 
properly. In many cases, wave-
form monitors, test demodula-
tors etc., will not operate on 
secure video. Even if the equip-
ment is able to recognize and 
display the signal, the presence 
of high frequency added compo-
nents can make proper exam-
ination impossible. 

SYNC AREA 

FIGURE 5B - UNWANTED CLAMP 
EFFECT ON DATA BURST 

2. Should the signal be accessed 
and displayed, the second 
problem becomes "what to look 
for". With normal NTSC, the >-
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measurement of level, for ex-
ample, becomes fairly simple. 
The measurement of level in 
the absence of sync or white 
reference can be extremely dif-
ficult. The accepted method, 
of measuring in non-secure 
mode, may be in error if the 
transition to secure involves 
bypass or addition of various 
sub-systems. 
In the measurement of the 

signals after decoding, one 

FIGURE 6 

other problem can arise. Very 
often the decoded video signal 
will consist of received com-
ponents, and components gen-
erated by the decoder (i.e. re-
constructed sync, colour burst 
etc. (Figure 6)). Unless the 
operator is familiar with the 
operating details of the system, 
serious confusion can occur. 

3. Several components of the se-
cure signal, such as data and 
reconfigured frequency con-
tents may be totally beyond 
the scope of available equip-
ment or skill to test and trouble-
shoot. These items may only 
be within the capability of a 
few experts from the security 

hardware manufacturer, and 
they may not be available for 
assistence. 
In fact, there are only two 

test methods open to most 
CATV operators who must 
troubleshoot security systems. 
These are: 

a) Test the receiver equipment 
on a non-secure channel (and 
hope that most transmission 
parameters on the secured 
channels are similar). 

RECEIVED INFORMATION 

IN FORMATION 

GENERATED 

WITHIN 

DECODER 

b) Test decode equipment by sub-
stitution, if no success can be 
achieved from the normal 
available test information. 
Certainly the interaction 

between the RF and digital 
portion of the system will be 
the cause of many a headache 
to system engineering staff in 
the future. 

OBSERVATIONS 
While at first glance, we may 

see only the negative side of 
secure transmission, it is im-
portant to remember that in the 
near future, all valuable com-
munication will probably be 
secured. The modern age of ad-
vancing electronics allows the 

average person tremendous 
(often unauthorized) access to 
communication. 
Most of the problems associated 

with the first satellite scrambling 
endeavors have been solved, and 
the lessons hopefully learned. 
There will, however, be interface 
problems with new systems, and 
they must be met and overcome. 
We have, however, some advance 
experience which will prove in-
valuable. The manufacturers of 
security systems, historically ex-
perts in data transmission, are 
beginning to become aware of 
the real world of noise, intermod, 
hum and distortions that exist 
outside the lab. These factors are 
now being taken into considera-
tion in new designs for security 
systems. The cable operator, who 
sometimes has been guilty of 
overlooking performances will be 
required to handle secure video. 
There is however, a great deal to 
learn about the potential inter-
face problem. This is obvious to 
those operators who have already 
installed a terrestrial system. 
This, coupled with the satellite 
link which is, in itself, a relatively 
unknown quantity to the average 
CATV technical staff, presents 
great potential for misunderstand-
ing and confusion. 
The key, as proven with Can-

corn, will be active co-operation 
between the security and the 
transmission equipment suppli-
ers. This will make, or break, the 
successful operation of the 
system. 

IITED NO. 12_ 

PleTtief2. 
  u 94r N-4F_Ab. 
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Microdyne's Multiple Satellite Feed System lets 
you add to your programming instead of your debt 

Saves the cost of a new dish 

With new programming con-
stantly being added, you may want to 
pick up programs from several satel-
lites. Previously, this would involve 
the expense of another dish. Now with 
Microdyne's multi-feed system you 
may be able to add programming 
from additional satellites at about 1/5 
the cost of a new dish. 

The Multiple Satellite Feed System 
can receive up to five satellites on the 
same parabolic reflector when the sat-
ellites are located in close proximity. 
In a TVRO system designed with ade-
quate margins, the MSF will provide 
quality pictures on all feeds. 

Easily retrofitted 
Existing Microdyne antennas can 

be easily retrofitted to accommodate 
this new system. Only the struts and 
brackets of the feed support hardware 

P.O. Box 7213 

must be changed—no other antenna 
changes are required. This simple 
modification can be done by the user 
or by Microdyne field service 
personnel. 

Even if you purchased your 
existing antenna from another manu-
facturer, it may still be possible to 
modify it for use with the Microdyne 
Multiple Satellite Feed System. Please 
give us a call. 

Increases Capability 
So, whether you are planning a 

new system or expanding an existing 
installation, the MSF can provide 
increased capability while saving 
both the cost and the real estate 
required by a second dish. 

Inf 
Microdyne Corporation 

• Ocala, FL 32672 • (904) 687-4633 • 

When installed on a 5-meter antenna, isolation between 
beams is better than 20 dB, with a loss of about 1 dB at 
eoff boresight. 

Free Information 
If you would like more information 

on our Multiple Satellite Feed System, 
contact your nearest Microdyne distri-
butor, or give us a call at (904) 687-4633. 

TWX: 810-858-0307 
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Appropriateness 

The question of when to use 
the telemarketing is one that is 
continually being asked. The 
problem is that different people 
will give you different answers 
to that question. Some of those 
who swear by its unfailing 
effectiveness are allowing their 
propietary interest to fog up the 
objective windows of their 
mind. What we will attempt 
here, as a company which 
includes telemarketing as one 
of many tools, is not to offer a 
hard answer to the question. 
Rather, we will try to point out 
some of the common 
considerations one must look at 
in order to arrive at the 
decision. Some of these 
considerations are: 

1.For an in-house operation, do 
you have adequate physical 
facilities and telephone lines 
to accomodate such an 
undertaking? 

2.Are you prepared to provide 
supervision during prime 
telemarketing time, which is 
about 5:30 - 9:00 weekdays 
and 9:00 - 12:00 Saturday 
morning? While there can be 
limited success at other 

confusion and campaign 
failure. If you are using a 
telephone campaign to soften 
the market, that is one thing. 
However, if you plan to 
attempt a sale of a complex 
array of new services and 
pricing, the campaign may 
collapse before you are 
withing shouting distance of 
desired penetration levels. In 
the former, you are 
"introducing" consumers to 
the new products and 
indicating that they should 
look in their mail box, read 
the newspaper or listen for a 
knock at the door to obtain 
further information on which 
to base a buying decision. In 
the latter situation, you are 
asking them to make a 
buying decision based on a 
bewildering volume of 
information without graphic 
illustration and only limited 
opportunity for questions. 
The most successful 
telemarketing sales 
campaign in which we have 
participated have been those 
involving only minor 
changes at basic and only 
one or two new premiums. 
This type of message can be 
succinct, clear-cut and brief, 

we cringe a little... because it is our position 
that a marketing decision must be evaluated 
not only on the cost side but on the revenue side 
as well." 

times, these represent the 
best access to consumers. 

3.1s the message you need to 
deliver relatively complex or 
relatively simple? Our 
experience indicates that a 
complex message is more 
difficult to convey on the 
telephone and can lead to 

allowing the consumer to 
make a buying decision 
comfortably. 

4. What are your time 
parameters for exection of 
the sales, retention or other 
marketing programs? 
Telemarketing probably 
represents the most time-

efficient approach to 
executing a marketing 
campaign. You can canvas 
literally thousands of homes 
in a relatively short period of 
time. However, this can 
create other problems, and 
speed should only be 
important if other 
considerations are met. 

5.What is your budget? 
Telemarketing is generally 
going to be less expensive 
than a direct sales 
campaign. Thus, you may be 
faced with a situation where 
you would not normally use 
telemarketing but may be 
forced because of budget 
constraints. We should say, 
however, that we cringe a 
little on this one, because it 
is our position that a 
marketing decision must be 
evaluated not only on the 
cost side but on the revenue 
side as well. Too often, we 
accept considerably less 
sales and revenue than could 
have been accomplished with 
only marginally more 
expenditure. 

Sales/Retention/Scripts  

We have already discussed 
some of the considerations you 
might have in determining the 
appropriate use of 
telemarketing in a sales 
campaign. While sales 
represents a major area of 
interest for telemarketing, 
operators should look at the 
possibilities in the areas of 
consumer reinforcement, 
community surveys and 
reselling of disconnects or those 
threatening to disconnect. We 
have instituted effective 
programs in all areas, and 
programs are available which 
will provide a virtual 
step-by-step approach to each 
of these activities. 
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One of the critical 
components in any program is 
the script, whether it is an 
entire word-for-word sales pitch 
or a flexible, interactive guide 
for handling threatened 
disconnects. We will attempt 

with the customer to assure 
that the sale is supported. 
Another case was in the non-

sale community survey area. In 
this particular case, the survey 
was aimed at uncovering 
customer problems, and 

‘`...ask 'How's it going?' and the answer is 
almost always 'Fine!' " 

here to provide some general 
approaches and considerations 
which should be helpful. 
We almost hate to say this, 

but the first step of the process 
is to determine exactly what 
you are attempting to 
accomplish from the telephone 
call. Let us say (over the boos 
and hisses) that we have seen 
many scripts which were well-
organized and eloquently 
phrased, but which failed 
miserably to accomplish 
desired results. A particular 
case involved a cable product 
script which went to great 
lenghts to describe the 
products, expand on all of its 
subleties and then kind of 
dropped off the page without 
really asking for the order. This 
was further compounded by the 
fact that the product was well-
known and needed little 
explanation. Our approach was 
to use a brief description of the 
product, give a quick look at the 
promotional deal (free install or 
whatever), and ask for the 
order. If the customer balked, 
we would then enter a kind of 
second stage of reinforcement 
and explanation, followed by 
another close attempt, and so 
on. The point is that we were 
there to sell - and the only way 
to sell is to ask for the order 
and ask for it frequently. Once 
the sale is made we can follow 
up with specific reinforcing 
materials and communication 

complaints, while also 
accumulating useful marketing 
information. When we meet 
someone in the shopping mall 
and ask "How's it going?", the 
answer is almost always 
"Fine!". Now, if we had asked 
about their toes, kneecaps, 
head, or specific members of 
the family we might have 

Turf Management/Tracking 

In an earlier section we 
talked about the time efficiency 
of telemarketing programs. 
This has its benefits, but can 
also have its drawbacks. The 
primary problem that it creates, 
in our view, is that it moves so 
quickly that you can "burn" 
half your system before you 
know it. If you are not on target 
it may be too late to take 
corrective action. The "speed 
freaks" among you are not 
going to like what we 
recommend, because-it 
basically involves a slow-down 
tactic in the early going. 
Before you make the first 

telephone call, you should 
spend the time necessary to 
develop forms and reports 
which will tell you exactly 
where you are on a daily basis 

"...we have seen many scripts ... well-organized 
and eloquently-phrased, but which failed mis-
erably to accomplish desired results." 

uncovered the real truth. 
Frankly, without the real truth, 
the survey would have been of 
little value. Yet, there it was, a 
document full of "How's it 
going?" questions awaiting all 
those "Fine!" responses. After 
considerable rework, we finally 
built a meaningful document 
which accomplished its 
purpose. 
We say all this simply to say 

that you need to zero in on the 
specific purpose of the script - 
the end result at which you are 
aiming. Then, almost word-by-
word and sentence-by-sentence 
measure the entire content 
against its direct correlation 
with the objective. If there is 
none, get rid of it...and,for 
Pete's sake, ask for the order. 

in terms of homes passed, 
contacts, sales etc. Then, we 
feel it is in your best interest to 
conduct a preliminary trial run 
with a small portion of the 
universe, not only measuring 
results but identifying 
weaknesses in the script or 
tracking systems. You can also 
get some ideas about how 
quickly the campaign may 
develop and will know the 
frequency with which you must 
dip into the process to assure 
adequate time for rein-
forcement and corrective 
action. It is not an infrequent 
occurrence to find operators 
who were shocked to find their 
telemarketing canvas was over 
and they were nowhere near 
their targets. Some of this could 
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be due to the fact that they 
were using the wrong tool, but 
it was often a function of not 
really understanding where 
they were on the path to 
completion. 

Compensation/Motivation 

We can't really talk about 
telemarketing or telemarketers 
without some discussion of 
compensation and motivation. 
We participated in a study 
conducted by an international 
consulting firm which gave us 
insight into the telemarketing 
personality. While we can't 
provide all the specifics of their 
findings it is not necessarily a 
stereotypical sales-type. In fact, 
we have found some of the most 
successful telemarketers to be 
those with no sales experience 
and no real interest in sales. It 
was rather through their 
attitude toward the work place, 
a sense of team, and strong 
work habits that they achieved 
their sucess. In some measure, 
they are motivated by the 
opportunity for earnings, but 
recognition by peers and 
superiors and frequent 
acknowledgement of work 
quality seemed to be more 
important. 

The different approaches to 
compensation range from a 
commission-only approach, to 
an hourly plus commission or 
bonus, to a straight hourly. In 
this regard, we find ourselves 
somewhere in the middle for a 
variety of reason. First, a 
totally commission-driven 
system can sometimes result in 
marginal sales. The 
telemarketer is faced with an 
all-or-nothing situation and 
will either push for something 
or retire from telemarketing 
very quickly. Secondly, a plan 
with only hourly wages does 
nothing to provide incentives 
for performance beyond 
expectation. Thus, an hourly 

component will help to pay for 
their time on a bad night, but 
should not represent the total 
income opportunity. Providing 
either a commission or bonus 
award program should result in 
the proper mix for a successful 
program. 

Recruitment 

We are only going to address 
the recruitment issue briefly, 
and only to say that you may 
not want to look in the same 
old places for telemarketing 
help. They can be found in 
homes, schools and other 
places, but probably not 
looking in the sales section of 
the classified section. In fact, 
they are more likely to respond 
to advertising in the general 
"help wanted" section. 

It is important to have them 
call in first and preferably to 
the person who will make the 
selection. After all, remember it 
is that "voice" you want — one 
that can move consumers to 
action even at arms length. 
Also, be certain they 
understand working hours and 
compensation, since many will 
have other obligations during 
this period. Finally, plan to 
recruit regularly, as there will 
be sufficient opportunity to 
infuse new people as time goes 
on. 

Summary 

There are many ways to 
approach a telemarketing 
program. You can handle it 
alone, bring in an outside firm 
for startup, or leave it to an 
outside firm altogether. Too, it 
can be done on your premises, 
or in a location which may not 
even be in the same state. 
Regardless of your choice, 
telemarketing can prove to be a 
valuable part of your overall 
marketing effort, but should be 
approached with the caution 
and care we have suggested. D 

HELLO! 

HELLO! 

Does ) 1111 
I Your 
Tele-
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Cable Marketing 
Services, Inc. 

P.O. Box 13676 
Arlington, Texas 76013 

(817) 429-2737 
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Winith the growing awareness 
the cable industry of the 

importance of customer service 
comes an understanding of the 
effects proper subscriber hand-
ling on the telephone has on the 
installation and service techni-
cian group in the field. 

Field calls are expensive. They 
are affected by travel time and 
the length of time spent with the 
subscriber. It is as important to 
correct the subscriber's problem 
psychologically, as it is to repair 
the cable system. We talk about 
"fixing the subscriber" before 
we "fix the system". A subscriber 
who is not emotionally satisfied 
will magnify every imperfection, 
regardless of the quality of the 
repair work. 

It is equally important to re-
duce the number of field calls 
and properly route them. We have 
found that a good 30% of the 
incoming calls, with a service 
related problem, can be handled 
on the telephone. This number is 
conservative in a newly cabled 
area where many of the calls are 
educational in nature. Subscri-
bers often "test" the cable com-
pany to find out: if calls are 
really free; if the pictures are as 
good as they can be; and to see 
how long it takes for service. 
Handling a subscriber "on the 
phone" should be recorded in the 
subscriber's service file and given 
just as much credit as a field call. 
These calls save the cable com-
pany money! 

See diagrams an Page 34 and 35. 

The Effects of 
Customer 
Telephone 

Handling one 
Field Service 

The Subscriber 

by Robert J. Dattner, Fairfax, Virginie 

Callers with problems are pit-
chers needing to be emptied. They 
may feel victimized, down on the 
cable service or its people. They 
may feel, "here we go again" one 
person against the big imper-
sonal corporation". The customer 
service representation must dis-
pell that immediatedly. (This 
section is loosely based on Paul 
Rega's Persuasive Communica-
tions Courses, Chicago, Ill.; 1981) 

We use a 7 step approach: 
1.Listen, listen, listen! 
2.Isolate to today's problems. 
3.Discuss how to fix today's 
problem 

4.Try to handle the problem on 
the phone. 

5.Record the information. 
6.Dispatch the call. 
7.Follow up. 

The listening part is usually 
the hardest. The customer service 
representative must allow the 
pitcher to be emptied. Otherwise, 
the telephone call and the field 
trip will be lengthened. The caller 
may have a long list of problems. 
He/she may produce a history of 
cable that predates the franchise, 
but the caller must be allowed to 
"let it all out". A few deep breaths, 
(with the phone covered), are a 
good way to handle stress. 
Once this is done, any anger 

and resentment should be ex-
hausted. The customer service 
representative must be respon-
sive and empathetic without ac-
epting blame or promising mira 
de cures. "Perfection" is only 
possible in the next life. Cable is 
a people business, not a tech-
nology, and the representative 
must convey this to the caller. 
The customer service person 
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wait around all day for a call. 
This is a dilemma which must be 
carefully handled. Obviously, the 
telephone companies and appli-
ance repair companies have the 
same problems, but cable's prob-
lems are not always readily 
accepted. 
Here the Customer Service 

group can really earn their pay. 
Subscribers must be sympatheti-
cally handled, but timed calls 
can mean field inefficiencies that 
result in lower overall service. 
We say we will "try" to get a 
technician out in the AM. (8AM 
TO 1PM), PM, (Noon-6PM), or 
evening, (5PM to lOPM). But we 
cannot guarantee the appoint-
ments. This must be explained 
carefully to the subscriber or the 
technician will spend most of his 
time "fixing" the subscribers. We 
overlap the times to give the 
technicians more leeway. The 
problems of running technicians 
back and forth across town to 
meet appointments remain, how-
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ever. Communication with the 
subsciber is the key. The inside 
group must be properly staffed 
to support the field staff: calling 
subscribers before traveling to a 
call, notifying subscribers when 
an installer or technician is 
running late. These are the keys 
to keeping a communication 
company communicating. 

Hiring and Training, (and 
Moral Support)  

Training should involve class-
room theory on the technology, 
programming, paperwork sys-
tems, and telephone techniques. 
Riding with the service and in-
stallation group for a couple of 
days will add "real world" to this 
theory. It will also expose the 
outside staff to the new inside 
people. This training should be 
repeated 3 to 6 months after a 
new employee comes on board. 
On the first trip, new hires may 
not yet know what questions to 
ask. 

Trahnical Calls (on :he telephone, 
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Physical Facilities 

A real moral problem can 
develop in Customer Service since 
the preponderance of telephone 
calls are rarely complementary. 
The design of the physical atmo-
sphere in which the employees 
work can adversely effect their 
performance. The noise of a ring-
ing telephone is effective in get-
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ting someone to answer it, but 
does little for hasseled nerves. 
Greenery, (je. plants), and an 
open airy office are in vogue and 
seem to do much toward a more 
relaxing atmosphere. The ability 
to walk around, look out windows, 
and interact with the other rep-
resentatives are also vital to 
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mutual support. Informal com-
munication between employees 
and departments is what makes 
the formal paperwork system 
work. It should not be disco 
aged. 

The key to good service is hiring 
good people, training them, and 
keeping them satisfied. It is 
important to take full advantage 
of the desire of most employees 
to deliver quality service. It 
doesn't pay to enhance short term 
profits by sacrificing the long 
term profits good service will 
deliver. Many dollars can be 

saved in recruiting and retraining 
expenses due to turnover with a 
good training program which 
appeals to and retains quali 
employees. 

Management Aides 

Management is organ' 
motivating (training), and con-
trol. In the control area, num-
erous telephone and service call': 
statistics are vital to the alloca4 
tion of scarce human resources. 
The number of calls per hour 
over a seven day period and over 
the billing cycle is an accurate 
way to determine the number of 

Employee Motivation 

MBA programs spend alot of 
time oversimplifying what 
makes people work. Without 
claiming to have discovered any 
great solutions, consider the 
following ideas: 

The "pure" engineer: Qual-
ity is the driving factor. The 
perfect machine, the solution 
to a complex technical pro-
blem, are their own rewards. 
The "pure" manager: A 

"win" is the driving factor. 
Set up a game plan, (the bud-
get), and keep score. Meeting 
the numbers is the reward. 

The "pure" service oriented 
person: A "smile" from a sub-
scriber, (customer), is the 

proper result from long hard 
work. A thank you is more 
important than meeting the 
numbers or fixing the 
machine. 
A successful cable television 

business will meld all three per-
sonalities to create a team which 
equates "quality" with a "smile" 
and within a winning budget. 

fe  

IGROUND HOUSE-DROPS 
EOR PHONE-CABLE TV YOUR BUSINESS ; 

THEN — 
"BIG IS NOT BETTER" 

• EXCLUSIVE TRACK SYSTEM 
CABLE 
LINE 
LAYER 

MEANS NO LAWN DAMAGE 

• ONLY 800 LBS. 24 1/2" WIDTH 

NO TRAILER NEEDED 
COMPACT! MANEUVERABLE! 

• FINE LAWN, OR ROUGH TERRAIN, 
IT WILL GO WHERE THE 

OTHERS WILL NOT — FAST! 
OUT CLASS-OUT PERFORM-OUT PRODUCE 

ALLOW US TO PROVE THIS. 

PHONE 157 SENECA CREEK RD. 
(716) 675-7373 BUFFALO, N.Y. 14224 
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Important Telephone 
Statistics 

(plotted by the hour each day) 

• Calls per hour. 
• Lost calls per hour. 
• All trunks busy. 
• Calls answered within 3 
seconds. 
• Calls put on hold. 
• Average holding period. 
• Maximum holding period. 
• Average length of time with 
representative. 
• Maximum time with repre-
sentative. 
• Telephone Representatives 
' per trunk. 

incoming telephone lines and th 
ratio of customer service repre-
sentatives per telephone trunk. 
Measures of holding time, lost 
calls, (when a subscriber hangs 
up before being answered), and 
busy signals to incoming sub-
scibérs are important figures of 
merit. 

The service call controls are 
equally usefull but not as easily 
mechanized. The breakdown of 
calls handled in the field versus 
on the telephone; the scheduling 
of all day calls versus timed 
appointments; the service level 
required on non-peak hours, 
holidays and weekends is vital 
to the "service" cable television 
delivers. 

Some on-line billing and custo-

Phone answering location 

mer information systems have 
been expanded to produce this 
kind of data. More needs to be 
done in this area. The methods 
we use to measure picture quality 
are extensive and well under-
stood. The methods for measur-
ing human productivity are not 
as clearly defined, but no less 
important in a service industry. 

Conclusion 

Cable Television's major pro-
duct is service delivered by people 
for their neighbors. When we 
treat the business as regulatory 
or technology driven, it is easy to 

ea. 

' f what we really have 
to sell. Better techniques for de-
livering the service begin with 
the Customer Service telephones 
and sometimes are completed in 
the field. 
The quality of our service and 

the cost of providing it depends 
on the coordination between the 
inside and outside service groups. 
Service oriented employees are 
usually not difficult to find, but 
it is the challenge of manage-
ment in the cable industry to 
take advantage of their talents 
and nurture them within the 
objectives of the organization.0 

No CATV specialist ought to miss this congress! 

First International 
CAT em zi Cable Television Congress 

with Exhibition for mug. 
gi. om i3 Cable TV Communication 

November 1-4, 1984, Kunst & Kongresshaus, Lucerne/Switzerland 

CATCOM 84 is the first European congress give lectures on the technical, media-political, satelite TV. Pay TV, etc. 
related exclusively to the questions of cable legal and economic fields. The CATCOM 
television and cable communication. Leading exhibition informs about the latest technical Organisers: 
experts from Europe, USA and Canada will developments, such as fibre optic cables, VSK, Union of Swiss Cable Television Services 

Inquiries and documentation through: Sekretariat CATCOM 84, Oberdattenberg 1. CH-6005 Lucerne, Telephone 041 - 41 85 33 • 35 
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Showcase 

Poleline Corporation, a wholly-
owned subsidiary of RMS Elec-
tronics, Inc. proudly announces a 
new superior hardware line... the 
PRESTIGE'm SERIES. The 

Prestige"' Series is manufactured 
to meet or exceed ASTM Specifi-
cations. Although it is a compre-

hensive and complete line as it 
stands, this line of products is 
continuously growing, and our 
catalogs will be updated with new 
products from time to time. 
The Prestige"' Series catalog is 

quite precise and easy to read; it 
contains a Product Index, informa-
tion regarding standard packaging 

and shipping weight, a common 
usage glossary, and illustrations 
for each product. For your con-
venience there is a Cross Ref-

erence listing other manufacturers' 

part numbers. Qualified Industry 
personnel may obtain a free copy 

of this catalog by writing to: 

POLELINE CORPORATION, 20 
Antin Place, Bronx, NY 10462 • 

CA-TEL OFFERS NEW 
MODULATOR FOR SMAT, 

MAIN/ AND CCTV 

CATEL Telecommunications 
has met the need for a TV Modu-
lator which can meet the needs of 
the market by introducing their 
TM-1400. A low user price has 

been achieved without a compro-
mise in quality or performance 
through innovative engineering 
and manufacturing. The TM-1400 
will help satisfy the requirements 
for SMATV, MATV, AND CCTV 

applications. 
The TM-1400 TV Modulator 

offers MATV, SMATV, and DBS 
operators the advantage of hetero-
dyne modulators at a price con-
sistent with their economic objec-
tives. Application includes TVRO, 
Camera, VTR modulator or any 

use where baseband video and 
audio is to be converted to stan-

dard or special TV channels. 
The single rack mounting frame 

(1 V4") of the TM-1400 includes 

video and audio input circuitry. 
CATEL has been supplying tele-

vision modulators for over 15 
years, and that experience has 
been utilized in providing a pro-
duct that is of the highest value 
consistent with that offered by 
CATEL's TM-2400, (RCA) CTM11, 
and CTM20 Modulators offered at 

different price/performance levels. 
The TM-1400 offers a low price 

with a quality and performance 
based on CATEL's many years of 
experience in manufacturing 
similar products. 

CATEL Telecommunications is 
a Division of United Scientific 

  Corporation — a Subsidiary of 
Data Design Laboratories, Cuca-
monga, California. CATEL manu-

factures a broad line of video, 
audio, data transmission, and 

multi-plexing equipment for co-
axial cable and fiber optics sys-
tems. CATEL recently acquired a 
complete line of headend products 
from RCA. 

For more information contact: 
Elizabeth D. Holthofer, Marketing 
Services Manager, CATEL Tele-
communications, 4800 Patrick 
Henry Drive, Santa Clara, CA 
95054, (408) 988-7722, Ext. 213 • 
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Associate Roster 
Alpha Technologies 
1305 Fraser St. D-G, 
Bellingham, WA 98225 
206-671-7703 
(M9, Standby Power 
Supplies) 

AMCOM, Inc., 
Bldg. E, Suite 200, 
5775 Peachtree-
Dunwoody Rd., N.E., 
Atlanta, GA 30342 
404-256-0228 
(S9, Brokering & 
Consulting) 

Anixter Communications, 
4711 Golf Road, 
Skokie, IL 60076 
312-677-2600 
(D1) 

Arts & Entertainment 
Network 
555 Fifth Avenue 
New York, NY 10017 
212-661-4500 
(S9) 

Durnell Engineering Inc., 
' C-Cor Electronics, Inc., Hwy 4 So. 

The Associated Press 60 Decibel Rd., Emmetsburg, IA 50536 Heller-Oak 
50 Rockfeller Plaza, State College, PA 16801 712-852-2611 Communications 
New York, NY 10020 814-238-2461 (M9) 105 W. Adams St., 
212-621-1513 (M1, 4, 5, Sl, 2, 8) Chicago. IL 60603 
(S9 Automated News 1-800-621-2139 • 7600 
SVC) (S3) 

Eagle Com-Tronics, Inc., 
4562 Waterhouse Rd., CWY Electronics 

405 N. Earl Ave., Clay, NY 13041 
Automation Techniques, 1-800-448-7474 Home Box Office, Inc., 
1550 N. 105th E. Ave. Lafayette, IN 74904 12750 Merit Dr. 

1-800-428-7596 (M9, Pay TV Delivery 
Tulsa, OK 74116 918-836-2584 Systems & Products) Dallas, TX 75251 

(M9, D1) 214-387-8557 

(M9) (S4) 

Budco, Inc., Electron Consulting Gardiner Communications 
4910 East Admiral Place, Associates, Corp., 
Tulsa, OK 74115 Box 2029, 3506 Security St., 
1-800-331-2246 Grove, OK 74344 Garland, TX 75042 
(D9, Security & 918-786-5349 214-348-4747 
Identification Devices) (M2, D1, Sl, 8) (M9, TVRO Packages, S1 

2, 8) 

CATEL, The Disney Channel 
4800 Patrick Henry Dr., 500 S. Buena Vista Gilbert Engineering Co., 
Santa Clara, CA 95054 Burbank, CA 91521 P.O. Box 23189, 
408-988-7722 213-840-5080 Phoenix, AZ 85063 

(S4) 1-800-528-5567 or 
602-245-1050 

Capscan, Inc. Ditch Witch, 
P.O. Box 36, P.O. Box 66, Group W Satellite 
Adelphia, NJ 07710 Perry, OK 73077 Communications 
1-800-CABLETV or 1-800-654-6481 41 Harbor Plaza Dr., 
222-5388 (M9) P.O. Box 10210, 
(M1, 3, 4, 5) Stamford, CT 06904 

203-965-6219 
The Drop Shop Ltd., Inc., (S4) 
Box 284, 

CBN Cable Network, Roselle, NJ 07203 
CBN Center 1-800-526-4100 or Harmon & Company 
Virginia Beach, VA 23463 1-800- 227-0700 (West) 5660 S. Syracuse Circle 
804-424-7777 (D3, 4, 5, 6, 7, 8, 9, Greenwood Plaza, 
(S9) M5, 6, 7, 8, 9 Plastics) Englewood, CO 80111 

303-773-3821 
(S3) 

Av-Tek, Inc., Inc., 
Box 188, 
Aurora, NE 68818 
402-694-5201 
(M8) 

Blonder-Tongue Labs, Inc., 
1 Jake Brown Rd., 
Old Bridge, NJ 08857 
201-697-4000 
(M1, 2;4, 5) 

Cable Graphic Sciences 
7095 N. Clovis Ave. 
Clovis, CA 93612 
209-297-0508 
(M9 Character 
Generators) 

Communications Equity 
Associates, 
851 Lincoln Center, 
5401 W. Kennedy Blvd., 
Tampa, FL 33609 
813-877-8844 
(S3) 

Eastern Microwave, Inc., 
3 Northern Concourse. 
P.O. Box 4872, 
Syracuse, NY 13221 
315-455-5955 
(S4) 

Electroline TV 
Equipment, Inc., 
8750-8th Ave., 
St. Michel, 
Montreal, Canada 
H1Z 2W4 
514-725-2471 
(M4, 5, 7, 9, D7, 9) 

Broadband Engineering, 
Inc. ComSonics, Inc., ESPN, 
P.O. Box 1247, P.O. Box 1106, ESPN Plaza, 
Jupiter, FL 33458 Harrisonburg, VA 22801 Bristol, CT 06010 
1-800-327-6690 1-800-336-9681 203-584-8477 
(D9, M4, S9) (M8, 9, S8, 9) (S9) 

Ind. Co. Cable TV, Inc., 
P.O. Box 3799 
Hwy. 167 N, 
Batesville, AR 72501 
501-793-4174 
(D1) 

* Jerry Conn Associates, 
Inc., 
P.O. Box 444, 
Chambersburg, PA 17201 
1-800-233-7600 
1-800-692-7370 (PA) 
(D3, 4, 5, 6, 7, 8) 

KMP Computer 
Services, Inc., 
135 Longview Dr., 
Los Alamos, NM 87544 
505-662-5545 
(S4, 5) 
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Note: Associates listed 
with • are Charter Members. 

Distributors 

DI -Full CATV equipment line 

D2-CATV antennas 

D3-CATV cable 

D4-CATV amplifiers 

D5-CATV passives 

06-CATV hardware 

07-CATV connectors 

D8-CATV test equipment 

D9-Other 

Manufacturers 

MI -Full CATV equipment line 

M2-CATV antennas 

M3-CATV cable 

M4-CATV amplifiers 

M5-CATV passives 

M6-CATV hardware 

M7-CATV connectors 

M8-CATV test equipment 

Mg-Other 

Service Firms 

Si -CATV contracting 

S2-CATV construction 

S3-CATV financing 

S4-CATV software 

S5-CATV biling services 

S6-CATV publishing 
S7-CATV drop installation 

S8-CATV engineering 

S9-0t her 

Katek, Inc., 
215 Wood Ave., 
Middlesex, NJ 08846 
201-356-8940 

Klungness Electronic 
Supply, 
P.O. Box 547, 
107 Kent Street, 
Iron Mountain, MI 49801 
1-800--338-9292 
1-800-682-7140 (Mich) 
(D1, 8, S2, 8) 

LAC Electronics, Inc., 
901 South Ave., 
Horseheads, NY 14845 
607-739-3844 
(M7) 

Larson Electronics, Inc., 
311 S. Locust St., 
Denton, TX 76201 
817-387-0002 
(M9 Standby Power) 

Lifetime 
1211 Avenue of the 
Americas 
4th Floor 
New York, NY 10036 
212-719-7230 
(S9, Programming) 

Lindsay America, Inc. 
P.O. Box 15775 
1202 B West 19th St. 
Panama City, FL 32405 
904-769-2321 

MA/COM Cable Home 
Group 
P.O. Box 1729 
Hickory, NC 28603 
1-800-438-3331 
(M2, 3, 7, S2) 

Magnavox CATV Systems, 
Inc. 
100 Fairgrounds Dr., 
Manlius, NY 13104 
315-682-9105 
(M2, 3, 7, S2) 

McCullough Satellite 
Equipment, 
Route 5, Box 97, 
Salem, AR 72576 
501-895-3167 
(M2, 9, D3, 4, 6, 7) 

Microdyne Corporation, 
471 Oak Road, 
Ocala, FL 32672 
904-687-4633 
(M9 Satellite TV Receivers) 

• Microwave Filter Co., 
6743 Kinne St., Box 103, 
E. Syracuse, NY 10357 
1-800-448-1666 
(M9 Bandpass Filter) 

Panasonic Industrial, Co., 
One Panasonic Way 
Secaucus, NJ 07094 
201-392-4109 

Power and Telephone 
Supply Company, Inc. 
530 Interchange Drive 
N.W., 
Atlanta, GA 30336 
1-800-241-9996 
(D1) 

Quality RF Services, Inc. 
825 Park Way, Suite 3, 
Jupiter, FL 33458 
305-747-4998 
1-800-327-9767 
1-800-433-0107 (In 
Florida) 
(M4, S9) 

RMS Electronics 
50 Antin Place 
Bronx, NY 10462 
1-800-223-8312 
1-800-221-8857 (Poleline) 
(M4, 5, 6, 7, 9) 

Sadelco, Inc., 
75 West Forest Ave., 
Englewood, NJ 07631 
201-569-3323 
(M8) 

Showtime/The Movie 
Channel, Inc. 
1633 Broadway, 
New York, NY 10019 
212-708-1600 
(S4) 

Satellite Syndicated 
Systems, Inc., 
P.O. Box 470684 
Tulsa, OK 74147 
918-481-0881 
(S9) 

Telstar Marketing & 
Consulting 
C.T.H."F" 2930 
Blue Mounds, WI 53517 
608-437-5460 
(S9) 

Tele-Wire Supply Corp., 
7 Michael Ave., 
East Farmingdale, 
NY 11735 
516-293-7788 
(D1, 2, 3, 5, 6, 7, 8, 9) 

* Texscan Corp., 
3102 N. 29th Ave., 
Phoenix, AZ 85017 
602-252-5021 
(M9 Bandpass Filters) 

• Times Fiber 
Communications, 
358 Hall Avenue. 
Wallingford, CT 06492 
1-800-243-6904 
(M3) 

Tocom, Inc., 
P.O. Box 47066, 
Dallas, TX 75247 
214-438-7691 
(M1, 4, 9 Converters) 

' Toner Cable 
Equipment, Inc., 
969 Horsham Rd., 
Horsham, PA 19044 
1-800-523-5947 
In PA 1-800-523-492-2512 
also 1-800-523-5947 (PA) 
(D2, 3, 4, 5, 6, 7) 

Triple Crown 
Electronics, Inc., 
4560 Fieldgate Dr., 
Mississauga, Ontario, 
Canada L4W 3W6 
416-629-1111 
Telex 06-960-456 
(M4, 8) 

Turner 13roadcasting 
System, 
1050 Techwood Dr, 
Atlanta, GA 30318 
404-898-8500 

TV Watch, Inc., 
1819 Peachtree Rd. N.E. 
Atlanta, GA 30309 
1-800-554-1155 
(S9) 

United Press International 
220 East 42nd St., 
New York, NY 10017 
212-682-0400 
(S9 Automated News 
SVC) 

United Video, Inc., 
3801 South Sheridan Rd., 
Tulsa, OK 74145 
1-800-331-4806 
(S9) 

Viewstar, Inc., 
705 Progress Ave., 
Unit 53, 
Scarborough, Ontario, 
Canada M1H 2X1 
416-439-3170 
(M9 Cable Converter) 

Vitek Electronics 
710 Narragansett Park Dr. 
Pawtucket, RI 02861 
401-724-4400 

Walsh, Walsh, Sweeney 
& Whitney, S.C. 
P.O. Box 1269, 
Madison, WI 53701 
608-257-1491 
(S9) 

Warner Amex Satellite 
Entertainment Corporation 
1211 Avenue of the 
Americas, 
New York, NY 10036 
212-944-4250 
(S4) 

Wavetek Indiana 
5808 Churchman, 
Beech Grove, IN 46107 
1-800-428-4424 
TWIX 810-341-3226 
(M8) 

Weatherscan, 
Loop 132, 
Throckmorton Hwy., 
Olney, TX 76374 
817-564-5688 
(D9, Sony Equip. Dist., 
M9 Weather Channel 
Displays) 

Western Towers 
Box 347 
San Angelo, TX 76901 
915-655-6262/653-3363 
(M2, 9 Towers) 

Zenith Radio Corp., 
1000 N. Milwaukee Ave. 
Glenview, IL 60025 
312-391-8195 
(M1, 6) 
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Classified 
TECHNICAL 

Does your system do its own 
repair? 

If so, this will interest you. 
Quality RF Services is a quality 
source for replacement com-
ponents. 
• Extensive, quality-controlled ii 
spection procedures 
• Huge inventory — same day 
shipping 
• FREE Technical Assistance — 
35 years CATV experience 

• Our Own Repair Lab — keeps 
our parts and technicians honest 
• Friendly Staff — individualized 
service 
Looking to increase your channel 

capability? 
Ask about our Hybrid P.C. Boards 

Call: (800) 433-0107 
In FL (305) 747-4998 

All the Quality you will ever need! 
Quality RF Services, Inc. 
825 Park Way, Suite #3 
Jupiter, FL 33458 

OPPORTUNITIES 

WANTED CHIEF ENGINEER 

Small but growing sunbelt cable 
system is seeking experienced chief 
engineer knowledgeable in CARSBAND 
and trunk distribution including design. 
Salary and benefits negotiable. Send 
resume and references to: do CATJ, 4209 
NW 23 4106, OKC, OK 73107, Box 73084. 

CLASSI FI EDS 

OPPORTUNITIES 

AM CABLE TV INDUSTRIES, 
INC. is a recognized leader in the 

cable construction industry. We 
are currently expanding our field 
engineering staff and are seeking 
Field Technicians with CATV or 

related industry experience. The 
ideal candidates will have at least 

2 years of related work back-
ground and will be willing to 

travel/relocate. Past experience 
in activation and running proof of 
performance tests required. 

All qualified candidates interest-
ed in joining our unique team of 
professionals are invited to reply 
in confidence to: 

AM Cable TV 
Industries, Inc. 
P.O. Box 505 

Quakertown, PA 18951 
Attn: Human Resources 

Equal Opportunity Employer 

FOR SALE 

Eleven (11) channel Hughes 

high power microwave transmit-
ters complete with antennas and 
waveguide. 

For more information please 
contact Larry Wiersig at the ad-
dress below. 

Northwest TV, Inc. 
220 E. Flynn, Drawer G 

Alva, OK 73717 
405-327-2263 

ATTENTION! 
SYSTEM MANAGERS— 

TECHNICIANS 

NEEDED 
Excellent opportunity for sys-
tem managers and techni-
cians for our systems in Col-
orado, Texas, and Oklahoma. 
Need qualified personnel for 
these Southwestern loca-
tions, good working condi-
tions and opportunity for the 
right people who want to work 
and stay actively involved in 
the cable business. These 
systems have good equip-
ment to work with and offer 
excellent situations to grow 
in the cable business. If inter-
ested, send resume to the box 
number indicated below. 

Box 71080 
do CATJ 
4209 N.W. 23rd 
Suite 106 
Okla. City, OK 73107 

CATJ classified advertising is offered as a service by CATA for its 
membership. 
ANY member of CATA may advertise in the CATJ classified sec-
tion FREE of CHARGE (limit of 50 words per issue-3 issues per 
year.) 

CATA offers three types of memberships: 
1.) Systems—paying regular monthly dues based on 
number of system subscribers. 
2.) Associate Members—pay an annual fee. 
3.) Individual Members—pay an annual fee. 

40 CATJ OCTOBER, 1984 

NON MEMBERS may also use the Classified section at the 
rate of 50 cents per word with a minimum charge of $20.00. Add 
$2.00 for blind-box. Non-members should include full payment 
with the ad insertion. 
Deadlines for all Classified Advertising is the 1st of the month for 
the following month's issue. 
Address all Classified material to: CATJ, Suite 106, 4209 N.W. 
23rd, Oklahoma City, Okla. 73107. 
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