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GBA And NAB
Lock Horns On
LPTV Must CGarry

—by Jacquelyn Biel

The National Association of Broadcast-
ers finally formally addressed the LPTV
must carry effort, in the form of instruc-
tions on June 29 to its Legislative Liaison
Committee to launch an all-out effort
against possible telco and LPTV must
carry amendments to cable bills now
pending in Congress. The Community
Broadcasters Association immediately re-
sponded with a position paper refuting
the NAB's arguments that LPTV must
carry would harm either full power sta-
tions or cable systems.

John Kompas, CBA president, ex-
pressed dismay that the NAB would pro-
claim the importance of local program-
ming and then “'do a complete about face
and oppose cable carriage of low power
community broadcasting stations, which
provide that very same local program-
ming to small communities, minorities,
and special interest groups that aren’t big
enough to support conventional sta-
tions."”

“Unless there is some anti-competitive
purpose not readily apparent, it just
doesn’t make sense,” he said.

Kompas said that there was nothing in
the proposed LPTV amendment that
could upset any “‘delicate balance’ in the
must carry and channel positioning

continued on page 10
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A North American Pro Tour racer, as seen on the Resort Sports Network.

Programming Networks For LPTV

What's New?

—by Jacquelyn Biel

Back in March last year, we did a fea-
ture on programming networks for LPTV
stations, reporting on ten networks that
specifically address the LPTV market.

The scene has changed somewhat in
the past eighteen months. Three services
are gone and several new ones have
started up. The RFD Television Network
tried hard but eventually was forced to cut
its losses despite evident popularity. Er-
ratic marketing and a misdirected bid for
full power outlets may have spelled the
end for a network that fed good program-
ming to agricultural America and received
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hundreds of letters of praise from viewers.
It's too bad.

Also—lamentably—gone is the Interna-
tional Television Network, a highbrow op-
eration that brought programming from
cultures around the world to US. tele-
vision screens. Not for everyone, but a
refreshing change from our usua! Ameri-
can fare.

And there was a quiet leavetaking from
the not really started Video Marketing
Network out of Sarasota, a home shop-
ping service on bicycle tape.

But balancing these losses was the
launch of two new services—the Resort
Sports Network and U®NET, the University
Network. And there were a number of
changes and improvements in the net-
works we reported on last year.

Here then is an introduction to fourteen
services that you might want to investi-
gatefor yourself. Complete contact infor-
mation is on page 18.

Channel America continues to grow—
as an owner and operator of LPTV sta-
tions and as a_producer of original pro-
gramming. As of April this year, it owned
and operated .17 LPTV stations and was
carried on 34 additional independent
LPTV affiliates.

From the start, Channel America's pres-
ident, David Post, built on the trend
toward interactive television and de-

continued on page 14



The THIRD ANNUAL
LPTVCONFERENCE &
EXPOSITION

November 17, 18, 19

THE RIVIERA HOTEL
& CONVENTION CENTER
LAS VEGAS, NV

CALL - 1-800-225-8183
FOR FURTHER INFORMATION
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"...local broadcasters serve their com-
munities in an exemplary fashion because
they can do well by doing good in their
communities,” (testimony before the Sen-
ate Communications Subcommittee,
Washington, DC, October 25, 1989).

“The most popular programming on
cable has always been local broadcast
programming,” (letter to Senator Daniel
Inouye, March 27, 1990).

''...our community service commit-
ment...gives broadcasting its unique
place in American society,” (NAB conven-
tion address, Atlanta, March 31, 1990).

“Localism and community service are
not just buzz words; they are thriving real-
ities,"" (Ibid.).

*..let us think clearly, be nimble...and
true to our heritage of localism and public
service,” (Ibid.).

These are just a few comments that |
culled in a quick search of recent letters
and speeches by NAB president Eddie
Fritts.

The NAB has preached the virtues of
local programming from every podium in
every forum on every possible occasion
during the past year. And rightly so. Local
service is the big difference between
broadcast television and cable. And as
Fritts has not missed an opportunity to
point out, local television stations are the
most popular channels on cable—far sur-
passing all the cable networks combined.

So one has to wonder why the NAB is

now openly opposing LPTV must carry,
especially when a) only LPTV stations that
air local programming (a minimum
amount to be determined by the FCC)
would fall under a must carry rule, and b)
conventional full power stations would
have carriage rights before any LPTV sta-
tion.

The NAB complains that an LPTV must
carry amendment would upset the “deli-
cate balance” of the agreement reached
with the NCTA. There is some justification
for this fear since it has taken cable and
broadcast nearly a year of contentious
and sometimes bitter wrangling to agree
on even this tenuous compromise. But the
problem isn't that we want to be included
in must carry; it's that we weren't in-
cluded in the first place in the industry
talks, even though we wanted to be and
even though certain Senate staffers told
the NAB and NCTA to invite us.

The NAB says that LPTV must carry
would be unconstitutional. Well, if full
power must carry is OK, it certainly
doesn't take a constitutional scholar to
see that must carry for LPTV—especially
community stations doing local
programming—is OK too.

Clearly, the NAB, the NCTA, and the rest
simply didn’t take us seriously, and sud-
denly they had to think up sometfing when
it became apparent that Congress did.

As CBA president John Kompas said in
response to the NAB's alert: NAB and the
CBA should be working together to find a
common ground with the cable industry,
to ensure that all Americans have access
to local programming from all sources. We
are broadcasters with a common goal of
service. We should be allies, not enemies.
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Supreme Court
Upholds Preferences
For Minorities, Women

The U.S. Supreme Court upheld last
month the Federal Communications Com-
mission’s policies awarding slight prefer-
ences in comparative hearings to minori-
ties and women. In fact, the ruling
expanded the scope of affirmative action
policies in general by stating that *'benign
race-conscious measures’’ are constitu-
tional not only to remedy past discrimina-
tion but also to further “important gov-
ernmental objectives within the power of
Congress.”’ Such objectives include diver-
sification of broadcast ownership. The 5-
4 vote also upheld the Commission’s dis-
tress sale policy, overturning an appeals
court ruling of last year.

Minorities, and women to a lesser ex-
tent, are awarded preferences in compar-
ative hearings for broadcast licenses. The
distress sale policy, which was found un-
constitutional in April 1989 by the U.S.
Court of Appeals for the District of Co-
lumbia, allows a broadcast licensee in
danger of losing its license to sell its sta-

tion to a minority buyer for no more than
75% of its fair market value.

Both the Reagan and Bush administra-
tions have opposed the policies, but Con-
gress specifically barred the FCC in its
1988 appropriation from using funds to
reconsider or change them.

Since the policies were adopted in
1978, minority ownership has increased
from 1% to 3.5%, according to the July 2
FCC Week. [n June, the FCC reported that
female broadcast employees increased
from 1988 to 1989 from 38.3% to 38.6%
and minority empioyees increased from
16.8% to 17%. Women in the upper four
job categories (management, profes-
sional, technical, and sales) increased
from 30.1% to 31.1% and minorities from
14.4% to 14.9%.

Minority LPTV applicants are granted a
2:1 preference in LPTV/TV translator lot-
teries. Women receive no preference in
lotteries. fxm)

Reynolds, Dooling
Join LPTV Report

Katie Reynolds Suzanne Dooling

The LPTV Report staff is growing.

Katie Reynolds, who started as admin-
istrative assistant at the end of January,
was recently promoted to office manager.
Katie's background includes several years
of office work as well as an entrepreneur-
ial stint as a tavern owner.

Suzanne Dooling recently graduated
with a B.A. in Mass Communications from
the University of Wisconsin-Milwaukee.
She will assist John Kompas in advertising
sales for the Report.

Suzanne will also work part-time in
membership services for the Community
Broadcasters Association. She replaces
Colette Carey who joined W43AV in
Waukesha, Wl as office manager. W43AV,
which is expected to sign on the air by
late summer, is owned by WCTV, Inc., a
subsidiary of Kompas/Biel & Associates.

PUT YOUR PC ON LINE
WITH THE NEW PC ACCESSIBLE

MRC 1620 REMOTE CONTROL SYSTEM

The MRC 1620

Operates as a stand alone dial-up
Remote Terminal or with standard
studio Control Terminal.

«Dual communication ports at Control
and Remote Terminal allow direct and
dial-up access at either terminal.

«Comes standard with 32 relay isolated
commands, 16 telemetry and 16 status
channels with filtered terminal blocks.

*Front panel LEDs provide visual
indicators of input channel and system
status. Digital meter displays telemetry,
channel value, calibration and limits.

Moseley

Moseley 111 Castiian Orive a
Associales Sana Barbara, CA Flow General
Incorporated 93117-3093 Company

Telex 658448

As a broadcast engineer, you want to utilize the newest PC technolo
Moseley MRC 1620 is the first intelligent, PC
stand alone Remote Terminal that allows an
facilities from dedicated and/or dial-up control points.

Phone B80S 968 9621

FAX 805 685 9638

Make the Intelligent Choice!

The MRC 1620 Remote Control System
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gy that will work intelligently and make your job as easy as possible. The
-accessible, integrated package that will do just that. This cost-effective system consists of a
optional Contro! Terminal or IBM PC with TaskMaster20 software to monitor and control remote

The TaskMaster20 Software

«The easy to use software auto-
matically adjusts out of parameter
conditions according to user defined
control strategy.

«Current alarm conditions are displayed
on an "alarm” page. Up to 20 of the
latest alarms and hourly log data from
the last 30 hours (stored in battery
backed RAM of the MRC 1620) can be
reviewed at your convenience.

*Monitors up to 63 sites.

*Remote set-up attributes and calibration
may be downloaded from the remote
terminal and stored to disk for editing
and future uploading.

«Three levels of password security.
For your kfree TaskMaster20 software

demo disk, contact Moseley
Marketing at 805-968-9621.
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You receive an important extra
with every quality TTC Transmitter...

TTC TOTAL SUPP

Quality people stand behind every TTC
transmitter. Our service begins the minute you buy
TTC—and it never ends. We still support products made
over twenty years ago. Our marketing, engineering, man-
ufacturing, and service personnel keep you on the air.

Advanced broadcasting technology
acknowledged worldwide. TTC advanced LPTV
transmitters and translators meet your most stringent
technical specifications. All our products are made with
strict attention to quality control and thorough testing. TTC
builds LPTV transmitters, translators, and boosters from 1
Watt to 10 Kilowatts, UHF STLs and intercity relays rec-
ognized worldwide for quality and performance.

‘

We're there with Total Support if you
need us. At TTC, we take pride in our rapid response
to customer needs. Our twenty-four hour Total Support
Hot Line lets you call for technical or engineering support
at any time—for questions and assistance, additional
parts, or maintenance.

Made in the USA. Get to know TTC and our full
line of transmitters, translators, and broadcasting equip-
ment. For more information or product literature, call or
write TTC:

Television Technology Corporation,

650 South Taylor Ave. « Louisville, Colorado 80027 « USA
Telephone: (303) 665-8000 « FAX: (303) 673-9900

The Qualityis TTC
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WE WILL PUT YOUR
LPTV STATION
IN THE BLACK!

On-site
sales training
5 day week
or
weekends

Results
guaranteed

SABATKE

& COMPANY

1033 S.E. 19th Place
Cape Coral, FL 33990
813-772-399%4

Write for rates
and more information.
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Allison Joins TTC Sales Team

Gordon H. Allison has joined Television
Technology Corporation as a sales spe-
cialist in LPTV and TV translator sales. A
communications engineer, Allison has
previously sold radio transmitters for TTC
and has worked for RCA Broadcast and
ABC News.

TTC manufactures television and radio
transmitters for the domestic and foreign
markets. (wa

Strategies For Programming

UP YOURS For The 90°s

—by Hal Pontious

| saw a great T-shirt in Richmond not
too long ago. On the front it said, "l
UP'ED MY BILLINGS"’; on the back it said
"UP YOURS."”

Here's a way to "UP YOURS" for the
90's with original programs locally pro-
duced, hosted, and supported. Shows
that look in depth at major events affect-
ing your community. Programs designed
for the new family trying to make it in
today's competitive times. Programs for
the young, programs for the old but young
at heart, programs that inform, programs
that inspire.

Chat, rap, yammer, prattle, blab, blus-
ter, twaddle.... No matter what you call it,
talk has been a part of broadcast pro-
gramming from the very beginning.

Talk can increase your cash flow, de-
velop your audience base, and make the
cable system want to carry you. And it can
still be cost effective.

Talk programs transformed the image
and appeal of radio in the mid-70’'s when
Mutual Broadcasting took a smart insom-
niac ex-sports writer and put him in front
of a microphone with a dozen or so tele-
phones for six hours every night. Sud-
denly the national talk show was in-
vented.

In the 60's, television programmers
brought talk out of the box and onto the
daytime TV screen. In Chicago, nationally
syndicated columnist Irv Kupcinet began
a weekly, live two-hour interview program.
In New York, Alan Burke turned his nightly
audience into a clash of dissension, and
an impetuous pundit named Phil Dona-
hue took to the airwaves in Dayton, OH. It
was this program in 1967 that led to the
beginning of nationally syndicated talk
shows— shows that today feature the

EBS EQUIPMENT

Model CEB Encoder-Decoder
Model CE Encoder

Model CE Stereo Encoder
Model CD Decoder

Price
$540.00
375.00

Required for L.P.T.V. b

Encoder FCC Type Accepted decoder FCC Certified

Exceeds FCC Specifications

Receiver can be supplied to drive Decoder

$100

All interconnections to the EBS equipment are made through a barrier terminal block.
No special connectors necessary. In stock—available for immediate delivery.

GORMAN REDLICH MFG. CO.

257 W. UNION STREET e ATHENS, OHIO 45701 e (614) 593-3150
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likes of Oprah Winfrey, Geraldo Rivera,
Joan Rivers, Sally Jessy Raphael, Joan Lun-
den, and Regis and Kathy Lee.

What do you mean you can't afford it!

You don't need Donahue or Oprah. You
don't need a seven-figure studio. You
have your viewers.

Here is a brief plan of action to get that
first show on the air for next to nothing.

Step 1: Finding the Host

There are several ways to go here. You
could work out a trade with the local talk
radio station for one of their hosts. You
might have to pay this person a little...but
not as much as you'd expect because a
new show is going to broaden their mar-
ket as well as yours. In a pinch, you can
usually do a trade for clothes or food.

Or you could run a promotion for a
host. Almost everyone wants to be on TV.
The one thing to keep in mind here is that
the candidates should be from the area
and know it well.

A lot of people, of course, simply aren’t
cut out to be TV show hosts. But there are
many ways to identify the ones who are.
Work out a deal with the local mall or
department store, bring in a camera, and
have people come down and interview on
tape. If you can gather a crowd while
you're doing it, so much the better. You'll
be able to see how your candidate reacts
to an audience. Keep in mind the fact that
your host must be able to rattle on inter-
estingly even when there are no calls for
minutes on end.

If you have a lot of choices, let the
viewers decide. Have the finalists each
host for a day or two and ask the viewers
to vote for their favorite.

When you do make the decision, be
sure to have your new host sign a talent
contract.

Step 2: The Set, the Lights, the Phones

Now don’t go running out to spend a
fortune on a studio. If possible, use your
existing phones. Have an intern take the
callers’ names and numbers, and then let
your host call them back. This avoids the
pranks. Get a medium-priced speaker
phone and have your engineer wire it di-
rectly to your audio board. This is a sim-
ple process and your engineer will know
how to do it.

The set is the easiest part. A couple of
90floods—one on each side—and an in-
expensive home video flood in front, with
something draped over it to diffuse the
light, will do the job.

A plain desk from the office can be the
host’s throne. If the front of the desk is



unattractive, get some plywood and make
a false front and sides. A little spray
paint—matte finish—will complete the
job.

Step 3: The Format

Start out with a half hour or one hour at
the most. This is going to depend on the
time of the year, the part of the country
you are in, and what is going on locally.
The best rule of thumb is to let the callers
set the format.

Keep the subjects topical or broadly
based. In some areas you could stay with
one theme for a week. In others you may
find that three or four a day are necessary.
But time and time again you will find that
your callers concentrate on taxes, poli-
tics, and family.

This talk formula can be modified
slightly to accommodate many different
kinds of programs. Your host can conduct
a trivia contest during a movie or a two-
or three-hour entertainment block. This
way, he or she has to fill only a few min-
utes every half hour. You don’t have to
have a prize. Being talked to on TV is
enough for many viewers.

If you decide you want to have studio
guests, keep in mind that you will need a
microphone for each person and proba-
bly an audio engineer on hand to keep
things running smoothly. The best policy
is to keep it simple.

There are hundreds of good program
ideas out there that can make you money
and increase your audience. In the next
few months I'll be telling you about more.
And if you have had some successes in
this area and would care to share them,
please write me in care of this magazine.
I'd like to hear from you.

Hal Pontious is president of Harold J. Pon-
tius & Assoc., a Chicago consulting firm
specializing in program management. Hal
Gore contributed the radio background.

1990 Hundred Plus
Exchange Set

The Hundred Plus Exchange, a three-
day National Association of Broadcasters
program for small and medium market TV
broadcasters, will be held September 16-
I8 in Denver, CO.

On the conference agenda will be ses-
sions on beating the competition from
newspapers and cable, increasing reve-
nues through non-traditional profit cen-
ters, improving promotions, and manag-
ing sales. Other sessions will focus on
ethics and television news, and how to
use computers to improve station opera-
tions. A special computer fair will demon-
strate the latest in computer technology.

The program fee for NAB members is
$356. Other rates apply for non-members
and spouses. For details, contact the NAB
Television Department at (202) 429-5362.

Ready.
Get Uni-Set.
Go.

You've got a set-design problem.
We've got a quick and casy
answer: The Uni-Set® Modular
Studio Staging System.

Design your set using the Uni-
Sct® Planning Model, working
out your camera angles as you go.
Then your studio floor people

can casily assemble the full-sized
modules into a workable setting
in record time. The Uni-Set®
Graphic Design System
completes the transformation. In
only a few hours you've gone
from an idea to a finished,
camera-ready setting,

Call Uni-Set® Corporation today,
and let us show you how this low-
cost, reusable staging system can
solve your studio setting
problems.

0 HNR S | Z% 2N\ NIN®
WZI - =z\= |
CORPORATION
449 Avenue A

Rochester, New York 14621
(716) 544-3820
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FCC Rejects Lotteries For Full Power TV, Radio

The Federal Communications Commis-
sion has decided to try to improve the
current comparative hearing procedures
for new AM, FM, and full power TV sta-
tions, rather than use lotteries to choose
between competing applicants.

Last year, the Commission suggested
using lotteries to get around the problems
associated with the comparative hearing
process. These included lengthy proce-
dural delays, exorbitant expenses for
both the Commission and the applicants,
and situations in which applicants would
file against each other hoping that their
competitors would buy them out (see
LPTV Report, November 1988, page 13;
and “In Our View," LPTV Report, July
1989).

In its decision to retain comparative
hearings, the FCC said that although lot-
teries would be more efficient, they could
mean reductions in the quality of li-
censees and service to the public.

To remove the potential for at least one
area of abuse, the Commission also pro-
posed limiting the amount of settlement
payments between competing applicants
to the actual out-of-pocket expenses in-
curred in the application process, as it
does now with LPTV applications. It is

WorldRadioHistory

requesting comments by August 27 (reply
comments by September 26, NPR, Gen.
Doc. 90-264) on whether such a limitation
would be effective, as well as suggestions
for ways to encourage early settlements. It
also wants comments on the disclosure
and certification requirements it will need
to enforce the settlement limitations.
The Commission is also prohibiting
payments in excess of expenses in ex-
change for withdrawing or refraining from
filing petitions to deny. And it will review
any citizens' agreements reached be-
tween parties to ensure that no concealed
payoffs are taking place. However, be-
cause programming regulations have
been largely eliminated for full power TV
and radio, citizens' agreements regarding
programming will not be reviewed.
Finally, the FCC upheld its decision to
eliminate the Cameron doctrine (LPTV Re-
port, July 1989, page 3) which permitted
competing applicants to use the transmit-
ter site of the incumbent in their engi-
neering applications. Requiring compet-
ing applicants to locate their own
transmitter sites and submit their own en-
gineering proposals deters sham applica-
tions because of the time and expense
involved, the Commission believes. [ws]
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INTRODUCING THE
AMAZING MUSIC MACHINE.

INCREASE YOUR PROFITS [t's simply amazing. And amazingly simple.
Now your viewers can order their favorite
music video by phone, and see it minutes

FOR JUST A SONG. it 2

All it takes is our patented video Jukebox on your station. Hook
them together and you'll be singing all the way to the bank.

h W

The World's First All-Request TV Channel. There are two ways viewers can
use the fully-automated Jukebox. They can call it and order
their favorite video — the charge will appear on their next
phone bill. Or, they can watch it as they would any channel,
enjoying the other viewer requests for free. Either way, the
channel is completely programmed by viewers.

No wonder response is phenomenal.

A Great Money Maker For You. Every month, yau could be earning affiliate
fees instead of spending for programming. You don’t pay us a
penny. We install, maintain, update and monitor your Jukebox
24 hours a day through our toll-free customer service line. The
hardest thing you do is deposit your check.

Call Bill Stacy at 1-305-573-6122.
Find out why LPTV owners across the country are singing the
praises of our amazing music machine.

[——]
[ —)
XDWOS-AmZ

THE FIRST CHANNEL PROGRAMMED BY VIEWERS.

WorldRadioHistory
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—by Joe Tilton

One way to increase your station’s sales
is to organize your sales group for maxi-
mum results. This begins with your choice
of a sales manager.

How do you choose a sales manager?
Sometimes, it's the best-looking male
member of the group who is appointed
sales manager, or the woman who sold
the most in her last sales job, or the man
who sells the most in his first ninety days
with your station. Too often, very little, if
any, thought is given to a prospective
sales manager's leadership and organiza-
tional skills. But these skills are crucial to
successful sales management.

A great salesperson and motivator, who
is also an organized leader, is extremely
rare. The most effective sales staffs are
led by just that type of person; but in all
my years of management, I've never been
able to teach organization to a person
who would rather be on the street in front
of clients—which is exactly where | want
him. The biggest complaint of my top pro-
ducers was, “Paperwork, 1 hate all this
paperwork!"

I solved the problem this way. Rather
than settle for an organized manager who
can't motivate sales people, 1 find the
MOTIVATOR and then hire a detail-
oriented assistant to help him or her—a
sales secretary.

The sales secretary’s primary responsi-
bility is to free the sales manager to
spend time with his or her staff ON THE
STREET, managing sales activities and en-
suring quality service. Writing sales or-
ders, gathering information for ad copy,
composing sales packages, and assisting
with appointments and scheduling are
some of the duties to give the sales secre-
tary.

Trust Your Manager

Once you have supplied the sales man-
ager with clerical support, get out of the
way and let him or her lead. Your sales
people should have ONE boss. If you start
directing them too, you will only confuse
the issue and threaten the effectiveness
of the whole group. Yes, you have author-
ity over the people on your payroll, but
wise managers know when to keep their
thoughts to themselves. The best thing
you can do for your sales people is to
solidify their respect for the sales man-
ager.

Of course, this formula means that you
have to place enormous trust in the sales
manager; that person can have a great

Good Selling!
Structuring The Successful Sales Staff

effect on the success of your LPTV station.
But owners who carefully hire, then LET
success happen, are the first with the
freedom for new investments and ven-
tures. Hiring those you don't trust is a
waste.

1 once told a new sales manager, *Come
to me when you need help. I trust you to
know when my involvement is required.
Until then, I'm out of your hair.”

The young man looked surprised, then
replied, "'That's a lot of responsibility. Do
you think | can handle it?"

"“You have all my confidence and sup-
port, and with that you can handle any-
thing this business requires,” | said. He
thanked me for the opportunity to be on
my staff, and set out with determination
to show me that my trust in him was de-
served.

You also have to trust your sales peo-
ple. A good sales staff cannot be success-
ful without freedom. A herd that roams

the range feeds themselves—and you. If
you corral 'em, you feed ‘em.

Be Friends With Your Staff

Encourage interaction. Great teams
aren’'t made by isolating individuals.
They're made by building good relation-
ships between the people who work to-
gether for a common cause. I've heard
managers proclaim, "If I catch my staff
socializing, they're fired on the spot.”
Such a philosophy is in direct conflict
with the very nature and personality of
most sales people. If they're to be friends
with your clients, they must be each oth-
er's friends as well.

My staff loved to play volleyball. The
city park was a favorite place to gather,
grill hamburgers, and play a few games.
And more than once, my sales manager
and | took time to snow ski. OQur families
knew each other and got together several
times a year. In short, we liked and cared

WorldRadioHistory

NEED AN ENGINEER?

We can get your station

ONTHEAIR

Our complete turnkey services include

* RF Design & Engineering

* Video Systems Design & Engineering
* Microwave Systems

* Equipment Specification & Purchase
» Construction & Installation

30 years in television engineering.

Call Bob Truscott — WCTV, Inc.
Main Office: (414) 781-0188
lllinois Office: (708) 972-9658
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30 Years
Experience

Simmons

Communications, Inc.

e TURNKEY INSTALLATION OF
STUDIO AND TRANSMITTER

e COMMERCIAL INSERTION
EQUIPMENT

e MICROWAVE SYSTEMS

e USED TRANSMITTERS FOR
SALE

¢ REPAIR AND MAINTENANCE
ALL BRANDS OF
TRANSMITTERS

¢ SERVICE ON ALL TYPES OF
INDUSTRIAL VIDEO EQUIP.

404-596-0265
Pager 205-291-7397

6100 HAMILTON ROAD
PLLAZA NORTH SHOPPING CENTER
COLUMBLUS, GA 31909
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for each other. We were friends. The team
spirit worked for us, and it can work for

your staff too.
And don’'t worry about getting too

friendly. I've heard that one too—"Make
friends with them and you can't fire
them.” If you clearly define and communi-
cate your sales goals, a sales person who
is not pulling his or her share of the
team’s load will be either eliminated or
brought to strength by the rest.
Management and sales is PEOPLE busi-
ness. When you meet people's needs—
the needs of your sales people and the
needs of your clients—you win. Dr. Earl C.
Kelley once wrote, “Without people we
would become like plants; in fact, there is
some evidence that even plants are quite
dependent on each other. We are built by
the people with whom we come in con-

tact, and we build them.”
Your sales staff is not built of loners but

of team players wanting to be coached to
win for the station. The challenge is for
you to be a great coach.

Joe Tilton has worked in broadcasting as
an announcer, promotion director, chief
engineer, news director, sports director,
sales manager, and general manager.
Presently he is a promotions writer and
consultant for radio and television stations
across the country. He can be reached at
(817) 540-2754 or Box 155144, Ft. Worth,
TX 76155. [m]
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LPTV Distribution by
State and Territory

June 25, 1990

Licenses CPs*

ALABAMA 9 18
ALASKA 220 11
ARIZONA 21 33
ARKANSAS 8 32
CALIFORNIA 39 76
COLORADO 18 25
CONNECTICUT 0 @
DELAWARE 1 0
WASHINGTON, DC 2 0
FLORIDA 36 116
GEORGIA 18 32
HAWAII 3 17
IDAHO 19 23
ILLINOIS 7 35
INDIANA 10 22
IOWA 12 31
KANSAS 10 26
KENTUCKY 1 23
LOUISIANA 12 41
MAINE 7 16
MARYLAND 2 7
MASSACHUSETTS 6 15
MICHIGAN 9 18
MINNESOTA 32 43
MISSISSIPPI 12 18
MISSOURI 13 28
MONTANA 23 34
NEBRASKA 4 8
NEVADA 18 16
NEW HAMPSHIRE 3 4
NEW JERSEY 2 10
NEW MEXICO 14 31
NEW YORK 23 42
NORTH CAROLINA 8 33
NORTH DAKOTA 4 12
OHIO 14 44
OKLAHOMA 17 29
OREGON 18 22
PENNSYLVANIA 11 44
RHODE ISLAND 0 2
SOUTH CAROLINA 2 16
SOUTH DAKOTA 6 18
TENNESSEE 25 36
TEXAS 47 88
UTAH 18 12
VERMONT 1 6
VIRGINIA 6 15
WASHINGTON 10 20
WEST VIRGINIA 1 5
WISCONSIN 10 18
WYOMING 23 16
GUAM 1 0
PUERTO RICO 3 6
VIRGIN ISLANDS 0 2

* Construction Permits: Expired permits
have been de-
leted as of June
25, 1990.

TOTALS: Licenses: 849

Construction Permits: 1,299

Copyright KOMPAS/BIEL &

ASSOCIATES, INC.
All rights reserved.
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Must Carry

continued from front page

agreement in principle reached previ-
ously between the NAB, the National Ca-
ble Television Association, the Associa-
tion of Independent Television Stations,
and the Community Antenna Television
Association, and included in the House
telecommunications subcommittee’s final
draft of HR-2437 in late June.

The NAB had characterized the amend-
ments as ‘“'a serious threat to both radio
and television broadcasters.”

The anticipated telco amendment
would allow independent telephone com-
panies to own cable systems and distrib-
ute cable programming. The NAB does
not believe that control mechanisms in
the amendment would be effective in lim-
iting potential monopolistic abuse by
telcos.

The LPTV must carry amendment,
which the NAB says could be offered by
Congressman Jim Cooper (D-TN), “would
do serious harm to our chances of keep-
ing the must carry language from being
successfully struck down in the courts.”

Says the NAB, "If the low-power’s {sic]
are added to the must carry rules, cable
operators will be able to claim infringe-
ment of their First Amendment rights to
decide which stations are carried. Includ-
ing the low-power’s also seriously erodes
the ability of cable systems to provide
carriage for full power commercial and
public stations. Low-power stations have
limited service areas and were designed
to provide service in those areas only. By
including them in the must carry lan-
guage, they will be reaching beyond the
purpose for which they were licensed.”

(Also coming out against LPTV must
carry was the Association of Independent
Television Stations which issued a "'Con-
gressional Alert” to members on July 3.
The INTV argues that LPTV, as a second-
ary service "‘not subject to the same pub-
lic interest responsibilities” as full power
stations, should not be given the same
carriage rights.

(INTV also says that LPTV stations use
spectrum that may be needed for HDTV,
and that giving LPTV statutory must carry
status could hurt the development of high
definition television because "it may be-
come impossible to reclaim the spectrum
for HDTV.” It also worries that LPTV sta-
tions will consume cable channel capac-
ity, making it harder for cable systems to
carry HDTV signals.)

The following is the complete text of
the CBA's position paper responding to
the NAB's alert.

POSITION OF THE

COMMUNITY BROADCASTERS ASSOCIATION

Re: NAB Legislative Alert on
LPTV Amendment to Cable Bill
July 5, 1990

The NAB consistently preaches that local broad-
cast programming is a critical element in the ex-
change of ideas and culture that keep our society



strong and free. The CBA completely agrees with
this philosophy. Our members provide local pro-
gramming to small communities and to minority and
specialized audiences that do not constitute large
enough markets to support conventional television
stations. Thus LPTV has significantly enhanced and
expanded the variety of programming available to
the American public and is an important contributor
to the strength of our free society.

It makes no sense for the NAB to talk out of both
sides of its mouth by glorifying the local program-
ming of its own members and insisting that they be
carried on cable, while saying that a "delicate bal-
ance” wili be upset if Congress decides that Ameri-
cans should also be assured of access to someone
else’s local programming. It is the responsibility of
Congress to protect the interests of all Americans,
not just the audiences of NAB's member conven-
tional TV stations. That is the purpose of a proposed
amendment to cable legisiation to provide for car-
riage of LPTV stations.

CBA's answers to the NAB's complaints are as
follows:

There is nothing in CBA's proposed amendment
to upset any 'delicate balance.” CBA's amendment
(a) would not hurt broadcasters because it would not
displace any conventional TV station that is entitled
to carriage under the NAB-NCTA compromise and
(b) would not hurt cable operators because it would
not increase the maximum number or percentage of
channels that cable systems would have to devote to
broadcast carriage.

CBA's proposal does not require carriage of sta-
tions that provide no public service, because only
stations that provide local programming are in-
cluded. Therefore, the fact that the FCC's rules may
not impose specific public service obligations on
LPTV stations is irrelevant. Moreover, it is not true
that LPTV stations have no public service obliga-
tions, because every broadcast station, including
LPTV, is subject to the general obligation to operate
in the public interest; and LPTV stations are subject

to equal time, political access, obscenity, lottery, and
other broadcast laws and rules relating to program
content. And after the intense de-regulation of the
past decade, it is not clear how many, if any, addi-
tional specific public interest obligations remain for
conventional stations.

Including LPTV stations in must carry legislation
will not increase the chances of the courts' overturn-
ing the law. If it is constitutional to require cable
systems to devote a certain number or percentage of
channels to broadcast carriage, then it does not
matter which stations must be carried on those
channels. Furthermore, it is not true that the CBA is
seeking to extend the service areas of LPTV stations
beyond their broadcast reach to any greater extent
than the legislation does for conventional stations.
LPTV stations would be subject to the same require-
ment that they place a -45 or -49 dBm signal over the
cable headend to qualify for carriage. The mileage
radius from the headend for LPTV carriage is smaller
than for conventional television (20 or 35 miles, de-
pending on market size). Indeed, the 50-mile radius
for conventional stations is not dependent on the
actual service areas of those stations and may ex-
tend their reach beyond their over-the-air contours
as well. If the NAB can demonstrate that CBA's pro-
posed language would result in a significant number
of LPTV stations being carried on cable beyond their
broadcast service area, to a degree that substantially
differs from how conventional stations are treated,
the CBA would not object to corrective language in
the legislation that would limit this circumstance.

The fact that LPTV stations were not included in
the FCC's former cable carriage rules is no reason to
exclude LPTV's now. The world has changed a great
deal since both cable rules and LPTV rules were first
crafted. When Congress and the FCC established
the low power television service, they hoped that
these stations would provide local service to audi-
ences that did not receive such service and new
opportunities for small business people and minority
groups to own and operate television facilities. Cable

television existed, but its penetration was relatively
slight. Television broadcasting was essentially an
over-the-air enterprise, and LPTV stations were ex-
pected to compete in that environment.

Since then, both LPTV and cable have changed.
LPTV has grown and established a track record that
is well on its way to fulfilling the long range hopes
and expectations of Congress and the FCC for that
service. Cable penetration has become overwhelm-
ing, and with the dismantling by the cable industry of
subscribers’ over-the-air antennas, the survival of
nearly every broadcast station now depends on ac-
cess to cable systems.

The phenomenal growth of the cable industry has
been extremely profitable for its owners. In contrast
to broadcasting, which is dependent solely on ad-
vertisers for revenue, cable has developed multiple
revenue streams. Subscribers pay to receive the
service, and many program suppliers pay for deliv-
ery. Now cable is looking toward local advertising as
a third revenue source. Since service to local adver-
tisers is where low power community broadcasting
stations excel, the cable industry has an obvious
incentive to stifle this source of competition. Be-
cause it makes no sense for the NAB to be opposing
cable carriage of local broadcast programming from
any source, it is apparent that the cable industry,
which has the most to gain from the suppression of
LPTV, has told the NAB that opposing must carry for
LPTV must be part of the “deal” to maintain the
NAB's so-called “delicate balance.”

The responsibility of Congress is the overall wei-
fare of the American people, not the generation of
more revenue for the cable monopoly and the bless-
ing of a deal between two huge trade associations
that would serve the private interests of their mem-
bers but would deprive the American public of local
programming service. The LPTV industry should
succeed or fail on the merits of its service and to that
end must be given access to local audiences. It
should not be stilled in its youth so that cable sys-
tems can increase their profits. [wm]
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Simply by carrying a block of
FamilyNet programming, your
station can then take as much or
as little as you wish from the rest
of our terrific lineup.

Sports ¢ Children’s Shows
* Movies ¢ Inspirational
General Interest
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FREE, on FamilyNet.

Call 1-800-8-FAMNET for
more information.
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l HI=~~TECH, INC. ‘
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ANDREW
MICRODYNE
BOGNER
SCALA
MARK
SCIENTIFIC-
ATLANTIC

‘\ WE WILL GET ’
YO

CATEL
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HI=~~TECH, INC.
404 E. Mill St.
Plymouth, WI 53073

(414) 892-6210
J p Fax: (414) 892-4385
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It's election year, and planning for the
fall campaigns is already well under way.
If you haven't already been contacted by
a political candidate seeking to advertise
on your station, you probably will be
soon, and you need to know just what
your obligations and responsibilities as a
broadcaster are.

Last month, we discussed the rules
governing equal time and equal access for
political candidates. In this column, we’ll
talk about the content of political mes-
sages, the rates you may charge, and the
need to notify candidates of their rights
under the equal time laws.

Content

When a political candidate, federal or
otherwise, appears on the air, a broad-
caster may not in any way censor or alter
the content of the spot or program, even
if the content is defamatory, obscene, or
otherwise undesirable. However, in re-
turn, the broadcaster cannot be held lia-
ble for the content of such a program that
is broadcast over its objection.

A broadcaster does have the right to
censor or refuse to carry political material
where no candidate appears. You should
review such material, because there is no
protection from liability in this situation.

The sponsor of all paid political mate-
rial must be clearly identified on the air at
the end of the spot or program by the
words "paid for” or “'sponsored by” fol-
lowed by the correct name of the entity
that bought the time. This principle is the
same one that applies to identifying the
sponsor of commercial advertising, but
the required language is more specific.
Also, if the entity is a political committee
or some otherwise unknown organization,
you should get a list of its officers or
governing board and keep it on file at the
station.

Federal election law not related to the
FCC further requires an on-air statement
of whether the broadcast was or was not
authorized by the candidate, so that the
public will know whether or not a political
broadcast by an independent group was
aired with a candidate’s consent.

Rates

All political candidates are entitled to
buy time at what is known as a station'’s
"lowest unit charge” for the length and
class of time being purchased, without
regard to quantity. The lowest unit charge
is the lower of a station’'s lowest pub-
lished rate or the lowest rate actually be-
ing charged to any advertiser or other
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LPIV and the LAW

G LPTV And The Election Broatcast Laws
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purchaser of time.

For example, if you charge $20 for a
single spot but only $10 per spot to an
advertiser who buys 100 spots, a candi-
date can buy one spot at the $10 rate. If
your rate card has rates ranging from $20
down to $10, but you have a major adver-
tiser on the air under a special deal at $8,
a candidate can buy one spot for $8. The
same principle applies to charges for
blocks of time sold for entire programs.

The lowest unit charge rule disregards
quantity but does recognize different
classes of time. You may have more than
one lowest unit chasge if you sell time in
different classes. For example, you may
have one rate for daytime spots and a
higher rate for prime time evening spots.
You may also have one rate for pre-
emptible spots and another for guaran-
teed fixed position. If your usual rates are
different for each program, then you may
have a different lowest unit charge for
each program. However, local and na-
tional are not considered different
classes, so a national candidate can buy
time at your lower local rate, if you have
one.

The lowest unit charge rule applies only
within 45 days of a primary or 60 days of a
general election. It is important that you
review your list of advertisers during this
period to determine whether any special
rates are being offered that are below rate
card and thus become the benchmark for
your lowest unit chasge.

Outside the 45- and 60-day periods,
when the lowest unit charge rule does not
apply, you may not charge political candi-
dates any more than you normally charge
other buyers of the same amount and
class of time. In other words, you may
charge according to your published rate
card, including your normal premium if a
candidate insists on guaranteed fixed po-
sition; but you may not have a special
political rate that is higher than regular
commercial rates just because the adver-
tiser is a candidate. Further, you must
charge all candidates the same rate;
never charge one candidate more than
another.

If one candidate buys pre-emptible
time and his or her opponent exercises
equal time rights, you must sell the time
at the same pre-emptible rate. However,
you must make sure that the second can-
didate’'s spots actually get on the air.
Since they are pre-emptible, you may
shift them around some, but you may not
allow them to be pre-empted altogether
or dumped into a clearly inferior time per-



iod without violating the equal time law.

When a political candidate buys di-
rectly and provides material in a form
ready to broadcast, the candidate is enti-
tled to deduct from your rate the commis-
sion you would normally pay an advertis-
ing agency.

Notifications

You are not obligated to notify oppo-
nents when a candidate appears on the
air either free or paid, unless the appear-
ance is within 72 hours of election day.
Normally, it is up to each candidate to
monitor your station and know when he
or she has equal time rights. However,
when a candidate appears within 72
hours of the election, you must make an
effort to notify all opponents.

To enable candidates to determine
when they are entitled to equal time
rights, you must keep written records of
all appearances by candidates and all re-
quests for political time and the disposi-
tion thereof, including requests that were
turned down and requests that resulted in
free appearances. In addition to showing

how much time you sold or donated, you
must show the price at which you sold the
time; and if a political request was re-
jected, that must be stated.

These records must be retained for two
years and made available to any member
of the public who wants to see them. This
record-keeping rule applies to LPTV sta-
tions as well as others, even though LPTV
is not subject to the so-called "local pub-
lic records file” rule that requires conven-
tional TV broadcasters to make applica-
tions and several other kinds of records
available to the public.

If you editorialize for or against a candi-
date, you must notify the candidate's op-
ponents, or the candidate you opposed,
within 24 hours, stating the time and date
of the broadcasts, enclosing a tape or
transcript, and offering a reasonable op-
portunity to respond. An editorial is an
expression of the views of station man-
agement, regardless of who delivers the
message. The expression of personal
viewpoints by commentators, guests, and
station employees other than manage-
ment is not deemed editorializing and
does not create a right to reply.

NAB Opposes UHF STLs,
Cites Potential Ahuses

The National Association of Broadcast-
ers has asked the Federal Communica-
tions Commission to reexamine its rules
allowing stations to use vacant UHF-TV
channels as studio-to-transmitter links
(STLs).

The FCC currently permits STLs on va-
cant UHF channels as long as there is no
interference to other television signals.
The NAB alleges, however, that some
LPTV stations are applying for STLs in
order to broadcast directly to viewers, in
effect increasing their coverage area with-
out making a major change application in
a filing window.

The NAB petition alleges that such sta-
tions propose using relatively high power
and broad-beamed antennas, “far in ex-
cess of that necessary for conventional
point-to-point auxiliary operation.’’ Since
the FCC does not require proof that inter-
ference to other signals does not exist,
such broadcasts occur without the Com-
mission’s knowledge, says the NAB.

Attached as an exhibit to the NAB peti-
tion is a “'presumably typical” application
filed by Carol Schatz for an STL on chan-
nel 25 for WO6BE in Tampa, FL. Coverage
maps filed with the application show that
the coverage pattern of the STL would fall
outside the 62 dBu contour of the station,
thus adding, according to NAB estimates,
nearly 39,000 viewers to the 96,000
reached by the channel 6 signal. NAB en-
gineers believe that the STL would inter-

fere with signals from two Florida full
power TV stations.

The NAB wants the FCC to freeze appli-
cations for STLs on UHF channels and to
initiate a rulemaking requiring that 1) ap-
plicants comply with LPTV technical pro-
tection criteria, 2) applicants be required
to prove that no interference will result if
the application is granted, and 3) the STL
signals be scrambled and therefore not
receivable by home TV sets. The NAB
urges further that LPTV stations be specif-
ically precluded from “intentionally or
otherwise expanding their coverage ar-
eas'' outside of filing windows.

Tightening interference rules could be
burdensome for the FCC’s LPTV Branch
staff, which designed the LPTV filing rules
specifically to minimize the engineering
analysis required to process the applica-
tions.

The NAB petition did not indicate how
many LPTV stations it believed were abus-
ing the STL rules, though it did say that
the Schatz station was a ‘presumably
typical” situation. Neither did it allege
specifically that the Schatz application
was an intentional attempt to subvert the
rules. But it did worry that, “[i|f un-
checked, a cascade of |such| applications
is likely to lead to increased interference,
significant abuse of the Commission’'s
processes and subsequent inefficient use
of spectrum resources."’

Neither Schatz nor her engineer, Jeremy
Lansman, could be reached for comment.
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If a reply is given by a candidate per-
sonally, that appearance will give the can-
didate's opponent the right to equal time.
To avoid this problem, you may specify
that the reply be delivered by a spokes-
person and not the candidate.

Questions?

As you can see, the laws of political
broadcasting are not simple and can only
be broadly summarized in an article like
this one. As | mentioned last month, the
NAB has published a complete book on

the subject.
If you run into trouble, Mr. Milton Gross

at the FCC will be happy to answer your
questions. His telephone number is {202)
632-7586. You will find him a very willing
and helpful referee if you get into a dis-
pute with a candidate or if you have a
question about how to do it right the first
time.

Peter Tannenwald is a partner in the
Washington, DC law firm of Arent, Fox,
Kintner, Plotkin & Kahn. He is general
counsel to the Community Broadcasters
Association. (wm]
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We must preserve the planet so our
children can discover for themselves
the wildness that the ages have made
perfect.

David Brower, environmentalist
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CONCEPTS

LPTV BROADCAST ANTENNAS

(Formerly Antex)

State of the art test range.

Rugged, Reliable, Full Broadcast Quality antennas.
Over 50 years combined antenna industry experience.

Custom radiation patterns available.

We can match patterns originally filed with in cases
of difficulty due to recent industry changes.

* Fast delivery with lowest pricing.

Excellent Customer Support and service.

System planning and technical assistance.

CALL OR WRITE FOR MORE INFORMATION OR CATALOG

Antenna Concepts, Inc.
3234 Saddle Hill Court

Placerville, California 95667
Phone: (916)621-2015 Fax: (916)622-3274
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LPTV Networks

continued from front page

signed what he called "viewer involve-
ment” programs where viewers watching
ordinary broadcast television can interact
with the programs by telephone or mail —
playing games, betting on races, voting
for products. "Name Game’' viewers
match videos on their TV screens with
names on game cards that they have
picked up at a local store. If a viewer
completes the card, he or she wins prizes.
The station always wins because the local
store owner advertises the cards.

There's also “'Kennel Club,” featuring
national and local greyhound races, “Jai
Alai,” with world-class athletes, and "'To-
tal Recall,” which viewers play by watch-
ing a numbered video gameboard, finding
the matching clips, and correctly totalling
the numbers.

At Home With Delores” is produced by
TV 40, an LPTV station in Carlisle, PA. And
the popular “'Runway Club,” a fashion
and women'’s lifestyle show, is produced
at exotic locations around the world.

The network’s original programming is
supplemented by prime time syndicated
comedies, dramas, mysteries, and soaps.
Titles include "The Hit Squad,” “Bridget
Loves Bernie,”” “'The Flying Nun,”
“Gidget,” “‘Fantastic Journey,” and “Matt

14 / LPTV Report / July 1990

Helm.” And rounding out the schedule
are movies and series from the “Golden
Age of Television” —programs like 'Drag-
net,” "My Hero,” "Topper,” “Sherlock
Holmes,” and popular older game shows
like "'Beat the Clock” and “I've Got A
Secret.”

New since last year are a variety of
sports—from pro wrestling to tennis high-
lights to polo, yacht racing, indoor la-
crosse, and pro volleyball.

Stations agree to air 10 hours daily of
the 24-hour feed for a fee of $250 a
month for the first year. After 12 months,
the fee goes to $500 per month. Affiliates
receive four minutes per hour for local
sales. Channel America is delivered on
Spacenet 2, transponder 2.

Capitol Television Network, which ran
into financial delays after announcing a
launch last year, is still planning to enter
the LPTV arena, according to president
and CEO Jon F. Elliott. The satellite-
delivered service will provide first-run,
original programming and motion pic-
tures, for 18 hours daily, to start. Elliott
promises that Capitol’s programming will
be very high quality: "When we go up,
we're going to look like we've been
around for awhile.”

The initial schedule will include films,
talk shows, instructional programs,
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sports, documentaries, children’s pro-
grams, outdoor programs, and a lifestyle
series stressing health and fitness. Origi-
nal programming will include a daily live
financial advice program with viewer call-
ins and a medical talk show. Saturday
mornings will be devoted to programming
for seniors.

And then there is FamilyNet, a 24-hour
service with a variety of family entertain-
ment and inspirational programming on
Satcom 4, transponder 5.

An improvement over last year, there
are fewer repeats and more sports, in-
cluding live NCAA Division 1 football and
basketball, rodeos, off-road racing, fish-
ing, and hunting shows. Movies—this year
during prime time—are the “'great oldies”
with such stars as John Wayne, Jimmy Ste-
wart, and Claudette Colbert.

Inspirational programs include "Glo-
ria,” a weekly half hour of popular reli-
gious music; the “Christian Lifestyle Mag-
azine,” focusing on the physical and
emotional trends in today's lifestyles; and
“The Old Time Gaspel Hour,” a weekly
live church service from Dr. Jerry Falwell’s
Thomas Road Baptist Church.

For the seniors, there is the "'Over-the-
Hill Gang” and—new this year—"Action
60's,” a morning talk show. For children,
there is “Joy Junction,” awarded the Silver
Angel for excellence in children’s pro-
gramming by Religion in Media. And ""Act
It Out,” an issues-oriented program for
teens, re-enacts teen problems such as
date rape, teen suicide, and AIDS on a
large screen and then tackles questions
from a live studio audience.

The network offers its programming on
barter. Affiliates must air Falwell's "Old
Time Gospel Hour,” but may cover other
programs as they wish. Stations get two
minutes per hour to sell locally, an
amount that will increase in the fall. “Sta-
tions need that time, and we're trying to
be sensitive to their needs,” said David
Lewis, affiliate relations director.

The network offers full promotional
assistance—everything from ad slicks to
logo sheets to free marketing advice.

In contrast to FamilyNet's more general
fare is the strictly religious and inspira-
tional, donation-supported programming
of Trinity Broadcasting Network. TBN is
a non-profit network of 38 LPTV and sev-
eral full power stations and independent
affiliates. The network also owns and op-
erates 72 LPTV stations and holds con-
struction permits for another 37.

Some 23 Christian denominations are
represented in the programming, as is Ju-
daism, said Jane Duff, assistant to the
president. There are magazine and talk
shows, a children’s program called "Tod-
dlers’ Friends,” variety and music, a mu-
sic video program for teens called "'Real
Videos,” an exercise show, movies, a
health and nutrition program, and—of
course—a variety of pulpit services by



such speakers as Dr. Robert Schuller,
Jimmy Swaggart, Dr. Reginald Cherry, and
Josh McDowell.

Affiliation is free, said Duff, and the
network returns 80% of the donations col-
lected from the station's service area to
the station. But affiliates are required to
carry six hours of TBN programs daily,
including "'Praise the Lord,” a three-hour
call-in show aired nightly at 7 p.m. PST.
Stations who forego the revenue may
cherry-pick from the network at any time.

TBN transmits over Satcom 3R, tran-
sponder 3.

Audiences looking for intellectual chal-
lenge will welcome The Learning Chan-
nel's alternative programming. Programs
range from college credit courses in al-
most any subject to documentaries, cook-
ing shows, movie reviews, and news.

This summer introduces "Kid Safe—
The Video,” a special program that
teaches latchkey kids how to handle
emergencies like burns, nose bleeds, and
strangers at the door. The program will be
aired periodically throughout the summer.
Also new is a personal portrait of the
Soviet Union's Mikhail Gorbachev. For the
first time, Gorbachev has allowed Soviet
film crews to shoot scenes of his private
life. The result is an intimate look at the
man and his successes and failures.

The Learning Channel feeds 8 to 10
hours of programming daily from Satcom
3R, transponder 2. The educational ser-
vice offers no cue tones, although it is
possible to insert commercials manually
in some programs, according to John
McLaurin, vice president of marketing.
The cost is 6¢ per household per month,
based on the number of cable subscribers
in the coverage area of the LPTV station.

The promotional support is lavish—
including targeted packages promoting
specific series or programs. The packets
contain ad slicks, posters, art work, and
press releases. "Our cable affiliates say
we offer some of the best promotional
help available from any programmer,”
said McLaurin,

Launched last October is U®NET, or
University Network, a non-profit satellite
TV and radio network linking colleges
across the country via cable access chan-
nels. Supported by grants from—among
others—Time Warner, HBO, and CBS,
U®NET features five hours a week of stu-
dent produced programming, “‘the best of
college broadcasting," says Jeff Southard,
the network's director. Programs are se-
lected from among submissions by stu-
dents across the country and include
comedy, film, travel, documentary, a soap
called "Sob Story,” and a guest lecture
series.

Presently transmitting on Galaxy 2,
U®NET will be moving to a new, and as yet
undisclosed, satellite by September 7, the
first day of the network’s new season.

Would-be affiliates must become mem-
bers of the National Association of Col-
lege Broadcasters. For a $50 annual fee,
they receive the association’s monthly
publication, College Broadcaster, and unlim-
ited plays of the five-hour—soon to be
ten-hour—weekly feed.

In a special move to attract LPTV affili-
ates, the network is waiving the fee for
those who sign up before September 1.

In contrast to USNET's educational ori-
entation, NCTV, or National College Tele-
vision, offers a commercial entertainment
format geared to the student audience.
Art cartoons, sitcoms, game shows,
soaps, and music video and magazine
shows are some of the attractions offered
from 12 to 6 a.m. EST daily on Westar 5,
transponder 2X (NCTV will also be moving
soon to another satellite). The program-
ming is all original; half is produced by
the network in New York City; the other
half is done by college students around
the country.

Affiliates may tape and rebroadcast the
programs during the day; but, says Pete
Church, NCTV's affiliate relations director,
the wee hours are the hours that college
students typically watch TV.

NCTV is free to affiliates, who also get
two minutes every hour for local sales.

Music videos especially for the teen
and young college crowd are offered by
Hit Video USA, which delivers sixteen
hours of videos weekly via Telstar 301,
transponder 5V from its LPTV “‘supersta-
tion”” KOSHU in Houston, TX. Billing itself
as a "responsibly programmed” music
video service, the network produces origi-
nal weekly programs hosted by its own
well-scrubbed V]'s.

“Countdown USA" highlights the top 30
videos of the week based on the Hit Video
USA national playlist. “Women in Rock”
features interviews with popular female
artists. "New Music Review" introduces
the newest music videos of the week, and
“Hit Video Weekly'' features top 40 hits
and interviews with special guest per-
formers. A toll-free response line allows
viewers to call in requests or to comment
on the programs.

The music network is free and offers
affiliates 5 1/2 minutes of local sales time
per hour. According to Laura G. Dodge,
vice president, affiliate relations, Hit
Video USA will assist affiliates with pro-
motion, including producing free 30- and
15-second promo spots incorporating the
affiliate’s own station logo.

For a different kind of music, tune to
Galaxy 1, transponder 13, and pick up
Country Music Television. CMT targets

LPTV Sideband Suppression Notch Filters
& Video Aural Combiners

Reduce sideband radiated
power & meet FCC
transmitter standards.

T

Full Details In Bulletin #15

Ask For Our FREE Catalogs!

Request BTV/87 which describes
TV/FM/MMDS Broadcast Filters and
Combiners for service radio bands

Catalog BTV/87

Need A Special Filter? Call Us Today!
“We Make Filters In A Hurry For Customers In Trouble!”

Microwave Filter Co., Inc.*6743 Kinne St.*E. Syracuse, NY 13057
Toll Free(US/Can.): 1-800-448-1666+Collect( NY/AK/H1): 315-437-3953
FAX: 315-463-1467 e Telex: 249-613
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Blue Feather Company
N8494 Poplar Grove Road
New Giarus, WI 53574
608-527-5077

Make Your Teleprompting System
The Most Portable It Can Be...

Join the people who have purchased the most cost-effective, easy-
to-use teleprompting products in the industry.

The Prompt Box, Blue Feather's newest innovation, eliminates the
need for an external monitor. Just hook our Prompt Box up to any
IBM compatible with a parallel printer port. Edit while your computer
and camera mounted display scroll simultaneously.* It's small,
powerful and the perfect connection between your IBM-compatible
and our easy-to-use Portaprompt products.

Prompt Box and Software: $2250.00

Camera Mounted Display: $1400.00

Or try our complete system: prompt box, software, laptop computer
and our sophisticated redesigned camera mounted display. A
completely battery-operated teleprompting system weighing under

25 Ibs. for only $4595.00.

*Available with 286 version
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adults, 25-54, with 24 hours daily of coun-
try music videos, transmitted in stereo.

According to the company's literature,
country music leads all other types of mu-
sic in its appeal. More than 27% of Ameri-
cans say it is their favorite music. One in
every four radio stations plays country,
and one in six Americans listens to it
daily.

Presently, CMT is distributed to some
fifteen LPTV stations by Direct Distribu-
tion, Inc. out of St. Paul, MN. A typical
broadcast hour might feature such artists
as Reba McEntire, Carl Perkins, Dwight
Yoakum, Kenny Rogers, and Dolly Parton.

Affiliate tees start at $6,600 per year for
those who air CMT from one to six hours
every day. LPTV affiliates get five minutes
every hour for local spot sales.

The affiliate fee includes a variety of
marketing and promotional aids—
contests in which viewers can win all-
expense-paid trips to exotic vacation
spots, launch packages custom-designed
for the local community, ad slicks and
logos, direct mail pieces, a 30-second
spot promoting CMT, a training tape to
aid salespeople, and ad sales kits.

“We're willing to work with stations and
help them in any way they need help,”
said Patrick Dolan, head of Direct Distri-
bution which markets the network.

Video Jukebox Network offers a music
video service of another sort. It features a
patented, computerized robot V] that
takes callers’ requests and churns out
music videos on the air—all without any
people.

The service works like this: viewers se-
lect the music videos they want to watch
by making a local toll call using either a
976 or a 900 number. The local telephone
company bills the viewer $2 or $3 per call
(the price varies depending on the area),
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keeps a portion of the fee for its services,
and remits the balance to VIN. VIN then
issues a revenue sharing check to the lo-
cal affiliate.

The cost of the Jukebox unit itself, as
well as phone lines and round-the-clock
monitoring, are all borne by VJN. About all
the local owner has to commit is an hour
each week to load the unit with music
video tapes. VIN compiles these tapes af-
ter analyzing the types of music being
requested in each market, and then sends
them via overnight mail, along with
freshly edited promotional spots high-
lighting the newest videos.

VIN's videos are a little bit of
everything—rock, adult contemporary,
jazz, soul, rap, country, Hispanic. "We
typically offer a large selection to start,
and then as the market develops we offer
the audience more of what they prefer,”
said John Robson from the company's
public relations office. "'We also have an
800 line that they can use to request vid-
eos that they would like to see added to
the line-up."”

Executive vice president Bill Stacy is in
charge of the company's affiliate stations.
Stacy said that LPTV stations in any mar-
ket are eligible for affiliation, as long as
the local telephone company offers the
976 or 900 service.

The Jukebox unit takes all requests,
schedules all plays, and keeps an air log
of all transactions. The operation of the
local channel is monitored 24 hours a day
from the Video Jukebox Network Opera-
tions Center in Miami. All local customer
service inquiries are also routed to Miami,
through a nationwide "hot’" line—1 800-
ASK-JUKE.

In addition, the Jukebox unit can be
programmed to start a downstream com-
mercial insertion device. This permits the
local station operator to sell local ads or

WorldRadioHistory

produce local news minutes and program
them as a supplement to the Jukebox pro-
gramming.

A new satellite program network, intro-
duced last year, is the Resort Sports Net-
work, service geared to the upscale lei-
sure viewer. Based in Portland, ME, RSN
offers skiing, bobsledding, and other
sporting events, ski and windsurfing mov-
ies, and magazine style and how-to pro-
grams on rock climbing, sailing, golf, and
tennis to 45 resort area cable and LPTV
stations. Recently, says network president
]. Rory Strunk, he has been targeting up-
scale neighborhood markets as well as
resorts.

All of RSN's programming is targeted to
people who spend significant amounts of
money on travel, recreational activities,
and leisure equipment, according to
Strunk. As a service to advertisers, RSN
conducts periodic surveys of viewers to
determine their spending patterns, vaca-
tion patterns, and other leisure interests.
The surveys have helped RSN sign such
major national advertisers as Chase Man-
hattan Visa, Audi of North America, and
Vuarnet France.

The barter network offers ten to twenty
hours of programming each week, de-
pending on which sporting events are be-
ing held. It is free to affiliates, who also
receive a minimum of two minutes per
half hour for local ad sales. Promotional
aids include a 20 page program guide into
which stations may insert their own pro-
gram schedules, network sponsored and
printed ad and coupon specials, and sur-
vival and gift kits containing sample com-
plimentary products and the network af-
filiate's name and logo.

continued on page | 8



/

/

Lo .
///

. 1
AW, aw,
AVAYS e
/7
Y, /

" 3&'&. __iNVZ
. Vavava

X\\\ S
o~

= =
///////////////f /

EMCEE gets your LPTV system [/
// / /LN N

off the ground with the newest

in high technology.
From Studio Design to turnkey /// / / \ \ \

systems, EMCEE provides the / \

products and services you

need for your LPTV station. #
From one to 5000, we fill every / / [ X \
watt with power-and transmit

your signal through the most
reliable and technically
advanced broadcast equipment
. all provided by EMCEE.

Our 29 years of tower
installation experience and our
turnkey capabilities mean that
your station comes in loud and
clear . . . with EMCEE Broadcast

Products.

Reach the high point in high tech:

Call us today at 1.8002336193 for ~ @dvanced fechnolo%y
free systems design assistance. systems excellence

EMCEE BROADCAéT PRODUCTS, Div. of Electronics, Missiles & Communications, Inc.
White Haven, Pa. 18661 FAX (717) 443-9257
Call Toll-free: 1-800-233-6193  (In PA: 717:443:9575) + TWX: 510-655-7088 + Ans: EMCEE WHHV \
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Your LPTV Application Deserves

When you submit your LPTV application, you want
it 100% right.

NO engineering errors.
NO missing parts.

NO legal problems.

NO returns or kickbacks.

Letter Perfect Standard

Preparing an LPTV application the right way is hard.
Your applications must be letter perfect upon submittal
or they’ll be returned without consideration.

And when just one little mistake can invalidate your
filing (and lose you your chance at the station you
want), it makes sense to consult the experts.

That's where Kompas/Biel & Associates can help.

100%

We Do Everything

Kompas/Biel will turnkey your entire LPTV applica-
tion. We find the channel and the tower site. We do alll
the calculations and draw all the maps. We fill out all
the forms and get all the certifications. Then we run a
complete check to make sure that everything is per-
fect.

You don'’t have to worry about a thing.

Guaranteed Right

And Kompas/Biel has the experience and expertise
to do it right the first time. We guarantee that your
LPTV application, and all the paperwork that goes with
it, will be letter perfect.

Soon the FCC will announce a new LPTV filing win-
dow. Call John Kompas today, at Kompas/Biel & Asso-
ciates. We'll give you 100%.

Call Now. New Pricing.
Kompas/Biel & Associates, Inc.

5235 North 124th Street P.O. Box 25510 Milwaukee, WI 53225-0510

(414) 781-0188

Serving the LPTV industry since 1981. LPTV applications, market analysis, and station planning.
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Where To
Gall

Capitol Television Network
Jon Elliott

President/CEQ

23801 Calabasas Road
Calabasas, CA 91302

(818) 992-8807

Channel America

Veronica Albrecht

Vice President of

Affiliate Relations

24 West 57th Street, Suite 804
New york, NY 10019

(212) 262-5353

Country Music Television
Patrick Dolan

Direct Distribution

1389 Goodrich Avenue
St. Paul, MN 55105

(612) 699- 0879

FamilyNet

David Lewis

Affiliate Representative
PO. Box 196

Forest, VA 24551-0196
1-800-8FAMNET

(804) 582-7513
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Hit Video USA

Laura G. Dodge

Vice President,

Affiliate Relations

1000 Louisiana, Suite 3500
Houston, TX 77002

(713) 650-0055

Home Shopping Network
Jim Bocock

Todd Cralley

PO. Box 9090

Clearwater, FL 34618-9090
(813) 572-8585

The Learning Channel
John McLaurin
Vice President, Marketing

1525 Wilson Blvd., Suite 550

Rosslyn, VA 22209
(703) 276-0881

NCTV

Pete Church

One Madison Avenue

New York, NY 10010-3690
(212) 689-0088

Resort Sports Network
J. Rory Strunk
President

Box 5383, Station A
Portland, ME 04101
(207) 772-5000

The Silent Network
Scoit Senter
Director of Operations
1777 N.E. Loop 410, Suite 1401
San Antonio, TX 78217
512) 824-7446
DD (for hearing impaired):
(512) 824-1666

Trinity Broadcasting Network
Deanna J. Sebastian

LPTV Affiliations Director

PO. Box A

Santa Ana, CA 92711

(714) 665-2122

UeNET (University Network)
Jeff Southard

Director

Box 1955, Brown University
Providence, Rl 02912

(401) 863-2225

Univision

Mario Rodriguez
605 Third Avenue
New York, NY 10158
(212) 455-5200

Video Jukebox Network
Bill Stacy

Vice President, Operations
3550 Biscayne Blvd.
Miami, FL 33137

(305) 899-9000
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New in the LPTV market this past year
was Home Shopping Network, the first
and probably most successful of the cable
home shopping services. "Our thrust is
acquisition |of LPTV stations| because of
the economies of scale we can achieve,”
said Jim Bocock, one of the founders of
the service. However, HSN does have
some independent affiliates who are paid
a percentage of the sales they generate.

The clothes, jewels, collectibles and
other merchandise are offered 24 hours a
day and delivered over Satcom F2R, tran-
sponder 1 1. Up to seven minutes per hour
are available for local ad sales.

The Silent Network, recently featured
in "Supplier Solo” in this magazine (Feb-
ruary 1990, pages 14-15) has changed
hands and is attempting to solve earlier
financial troubles. Its new San Antonio
headquarters houses a new investor
group, and a new marketing strategy is in
the making.

Airing over Satcom 4, transponder 15,
the network targets the 30 million deaf or
hearing-impaired people in the country
with programming produced in three
forms: 1) Full sound, voice and music, so
the hearing audience can enjoy the pro-
grams along with their deaf family mem-
bers or friends; 2) Sign language— per-
formed by on-screen actors or



participants, not in a corner inset; and 3)
“Open captions’ (no special decoder is
required) so that spoken words can be
read in sub-titles at the bottom of the
screen,

The present ownership is working on a
new direction for the network, so specific
programming plans were not available.
Scott Senter, director of operations, did
say that the 1< per subscriber cable fee
will give way to a flat fee for LPTV stations,
and that the present two days a week of
programming will increase to seven days
in September.

Univision and Telemundo are two
Spanish-language U.S. program networks.
Univision, founded in 1961, is by far the
older of the two. Telemundo is a much
younger network, having started up in
1987.

Telemundo transmits from 9 a.m. to
2:30 a.m. EST daily to 37 U.S. markets,
including fourteen LPTV affiliates. Unfor-
tunately, our several calls to the New York
City offices (1 212-492-5500) failed to
reach anyone who could answer further
questions.

Univision transmits 24 hours a day,
seven days a week on Satcom F3R, tran-
sponder 7. The broad-based, all Spanish
programming includes novellas, chil-
dren’s programs, sports, soaps, movies,
talk shows, magazine and variety pro-
grams, public affairs, and news. More
than one-third is produced in the U.S,,
according to Mario Rodriguez, affiliate re-
lations director, a fact that enhances its
appeal to American Hispanics.

Most of the balance of the program-
ming is produced in Mexico and Central
and South America, which enhances its
appeal to immigrants from south of our
borders. Rodriguez was quick to point out
that the network holds a solid lead in the
ratings and produces fifteen of the top 20
Spanish-language programs aired in the
United States.

"We produce our own up-to-the-minute
news programs,” says Rodriguez, adding
that the network has news bureaus all
over the world. They also produce their
own music videos. Doing productions in-
house, rather than contracting them out
to Anglo-held companies, Rodriguez
feels, ensures that the Hispanic point of
view is represented.

Some of the network’s twelve LPTV af-
filiates also produce their own local news
and public affairs programming. Right
now, Univision has 12 independent affili-
ates, five owned and operated LPTV sta-
tions, and two affiliates scheduled to sign
on the air this year.

Affiliation agreements are negotiated
with the individual stations, depending on
market size and whether or not the mar-
ket is covered with a Univision cable feed.
Susan Catapano of the network's public
relations office said that the program-
ming was fed on a barter basis with six

LPTV STATIONS WANTED!

We are immediate buyers for LPTV operating stations
and construction permits. Top 100 markets only.

Call or send particulars

Bill Kitchen « Sunbelt Media Group
3800 Arapahoe Ave. ¢ Boulder, Colorado 80303
Phone 303 786 8111 « FAX 303 786 8880
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minutes per hour given to the local sta-
tion to sell. She also said that Univision
supplies stations with an abundance of
promotional material —from weekly news
releases to sales aids and program guides
to advertising art and copy.

There you have it. Fifteen networks with

a variety of programming ready to serve
your viewers. Most are flexible in their
affiliation requirements, and most also
offer support in the critical area of
promotion.

If you know of somebody we've missed,
please let us know so we can feature them
the next time around.

... at the FOC

NEW LPTV LICENSES

The following LPTV stations received licenses on
the dates shown, Station call sign, location, and the
name of the licensee are also given.

WA49AY Birmingham, AL. Glen lris Baptist
School, 5/29/90.

K65EK Pine Bluff, AR. immanuel Broadcasting
Corporation, 5/29/90.

W65BI Augusta, GA. Trinity Broadcasting
Network, 5/29/90.

W40AK Muskegon, MI. Kelley Enterprises, Inc.,
5/29/90

KSSCgCameron, MO. Communications
Systems Associates, Inc., 5/29/90.

WO08CQ Cleveland, MS. David Ellington, 5/29/90.

NEW LPTV CONSTRUCTION PERMITS
The following parties received LPTV construction

permits on the dates shown. Station call sign and
location are also given.

W15AZ Alabaster, AL. Doris Nell Legrand,
5/31/90.

K14ID Arkadelphia, AR. David Jones {general
partnership), 5/15/90.

K10NO Batesville, AR. Arkansas Rural TV Co-op
Company, 5/31/90.

K05JI El Dorado, AR. Arkansas Rural TV Co-op
Company, 5/31/90.

K19CR Salinas, CA. Peninsula Communications,
Inc., 5/31/90.

Ke8DQ Tahoe City, CA. Adam Laird Marko,
6/7/90.
K24CH Mancos/Cortez, CO. Montezuma-Dolores
County Metropolitan Recreational District, 5/31/90.
K48DQ Sterling, CO. Board of Logan County
Commissioners, 5/31/90.

W14BL Fort Walton Beach, FL. Scott Brehany,
6/1/90.

WA43AY Naples, FL. Russell R. Weddell, 6/4/90.

W16AR Stuart, FL. Stuart Tower Corporation,
6/4/90.

W16AP West Bay, FL. Scott Brehany, 6/4/90.

W41BG Summenville, GA. Victory Broadcasting
Corporation, 6/4/90.

K61FE Maui, HI. Susan Durch, 5/15/90.

K45DG Des Moines, IA. Janet Jacobsen,
5/31/90.
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WO7CS Shelbyville, IL. The Cromwell Group, tnc.
of lllinois, 6/7/90.

W28BE Springfield, IL. The Marian Center,
6/7/90.

W33AY Springdfield, IL. Richard D. Martin, 6/4/90.

K41DB Wichita, KS. Warren R. Wright, 6/7/90.

K51DN Wichita, KS. Channel 24, Ltd., 6/7/90.

K55FS Wichita, KS. Channel 24, Ltd., 6/7/90.

WO6BO Lexington, KY. Vearl Pennington,
5/31/90.

WA43AZ Radcliff, KY. Jimmie C. Lee, 5/31/90.

W63BR York Center, ME. Mt. Kathadin
Television, inc., 6/7'90.

K16CO Alexandria, MN. Selective TV, Inc.
5/31/90.

K18DG Alexandria, MN. Selective TV, Inc.,
5/31/90.

K15DC Appleton, MN. Rural Western UHF TV
Corporation, 6/7/90. [wa)

Supplier Side

Asahi Research Corporation (ARC), a
manufacturer and distributor of video
lights for the camcorder market, has en-
tered the professional arena with its new,
broadcast quality ARC PRO-200 video
light and ARC NC-424 battery power belt.
Both products were designed with and for
professional electronics news gathering
(ENG) users.

The compact ARC PRO-200 light head
is computer-designed for maximum, even
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Specify LPTV
Antenna Systems

Call Toll Free, or write
for your Free LPTV
Antenna System Planner
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from

The Leader

B Available from
leading OEMs and
integrators nationwide

B Andrew ALPine™

Transmitting Antennas

B Andrew HELIAX*®

Transmission Lines

Serving Broadcasters since 1937

e

ANDREW

Andrew Corporation
10500 W. 153rd Street
Orland Park, IL. U.S.A. 60462
1-800-255-1479
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The ARC NC-424 battery power belt.

lighting. It features 200-watt light output
with a 45° angle of illumination, a built-in
cooling fan, six-inch hand grip, Schott
“"TEMPAX" high temperature diffusing
glass, a safety on/off switch with a
10-amp fuse, a six-foot spiral cable with
HD connectors, an optional 5500 degree
K filter, and optional barndoors.

The new ARC NC-424 battery power
belt is constructed of heavy grain cowhide
and uses the latest electronic circuitry
and components. The HD Nicad batteries
can deliver 25 to 30 minutes of continu-
ous lighting in the 200 watt lighting mode.
A built-in overnight charger is user swit-
chable to operate from any 110-240VAC
50/60 Hz power mains.

Suggested list price for the PRO-200
video light is $799.95. The NC-424 battery
power belt lists at $629.95.
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Acama Films is offering a new chil-
dren’s series designed to stimulate kids’
imaginations and guide them into crea-
tive hobbies and positive recreation. "The
Froozles” is an award-winning series that
teaches youngsters to solve problems in
non-violent ways and makes them feel
good about themselves.

Set in the Land of Frooze, where people
become much happier when they are
kinder to others, the show features two
human cast members and an assortment
of marionettes and hand puppets. The
fantasy froozles include Black, Asian,
Chicano, and even handicapped
characters—all designed to broaden chil-
dren’s awareness of others.

~ : ~r—
Producer-writer Sally Baker with “Froozles.
Produced by Sally Baker, an Emmy win-
ning writer and producer, "The Froozles”
has been endorsed by the Southern Cali-
fornia Motion Picture Council and The
Committee on Children’s Programming. It
has received many awards including the
National PTA and the Fiilm Advisory
Board's Award of Excellence.
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ACRODYNE.

OUR NUMBERS
TELL THE

Ist

LPTYV transmitters in
the U.S.

20

years in the broadcast
industry

330

turnkey installations

4000

units in the field

24

hour, round-the-clock
support

1002

spare parts availability
It all adds up.

Acrodyne has the
products and
technical skill you
need to stay on the
air. Plus on-time
delivery and com-
petitive prices.

For full service,
just remember our
toll-free number
1-800-523-2596.
(Inside PA, call
215/542-7000.)

Acrodyne Industries, Inc.

516 Township Line Road
Blue Bell, PA 19422
215/542-7000 800-523-2596
FAX 215-540-5837
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NOW AVAILABLE TO LPTV’S
AT “BIG STATION” PRICES!

Brand new top quality Sony professional video tape
and cassettes — in all formats, at great prices!

Call (800) 955-5660
:\,\ Trident Productions, Inc. A
7Charleston, SC .7'“.,9"‘::“
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What's Going On

September 16-18, 1990. National Association of Broadcasters Hundred Plus Exchange, Denver, CO
Contact: NAB Television Department, (202) 429-5362.

September 16-18, 1990. Southern Cable Television Association 1990 Eastern Show, Washington
Convention Center, Washington, DC. Contact: (404) 252-2454.

September 21-25, 1990. Audio Engineering Society 89th Convention. Los Angeles Convention
Center, Los Angeles, CA. Contact: Ronald L. Bennett, (818) 986-4643.

September 24-27, 1990. Radio-Television News Directors Association 45th Annual International
Conference and Exhibition. San Jose Convention Center, San Jose, CA. Contact: RTNDA, (202)
659-6510 or Eddie Barker, (800) 225-8183.

October 4-7, 1990. Society of Broadcast Engineers 5th Annual National Convention. St. Louis, MO.
Contact: (317) 842-0836.

October 10-14, 1990. Women in Communications Annual Conference. Las Vegas, NV. Contact:
Susan Lowell Butler, (703) 528-4200.

October 13-17, 1990. Society of Motion Picture and Television Engineers Annual Conference. Jacob
J. Javits Convention Center, New York City. Contact: Ann Cocchia, (914) 761-1100.

October 16-17, 1990. Broadcast Credit Association 24th Credit and Collection Seminar. Harbour
Castle Westin Hotel, Toronto, Canada. Contact: Mark Matz, Vice President- Marketing, (708) 827-
9330.

November 17-19, 1990. Community Broadcasters Association Third Annual LPTV Conference &
Exposition. Riviera Hotel, Las Vegas, NV, Contact: Eddie Barker & Associates, 1-800-225-8183.

January 7-10, 1991. Association of Independent Television Stations Annual Convention. Century
Plaza, Los Angeles, CA. Contact: Angela Giroux, Membership Director, (202) 887-1970.

January 14-18, 1991. National Association of Television Program Executives 28th Annual Convention.
New Orleans Convention Center, New Orleans, LA. Contact: Nick Orfanopoulos, Conference
Director, (213) 282-8801.

February 1-2, 1991. Society of Motion Picture and Television Engineers 26th Annual Television
Conference. Westin Detroit. Detroit, MI. Contact: Ann Cocchia, (914) 761-1100.

February 11-13, 1991. Broadcast Credit Association 25th Credit and Collection Seminar. Loews
Summit Hotel. New York, NY. Contact: Mark Matz, Vice President-Marketing, (708) 827-9330.

March 24-27, 1991. National Cable Television Association Annual Convention. New Orleans, LA
Contact: (202) 775-3669.

April 13-15, 1991. Broadcast Education Association 36th Annual Convention. Las Vegas, NV. Con-
tact: Louisa Nielsen, (202) 429-5355.

April 15-18, 1991. National Association of Broadcasters Annual Convention. Las Vegas, NV. Contact:
(202) 429-5356.

June 13-19, 1991. 17th International Television Symposium and Technical Exhibition. Montreux,
Switzerland. Contact: PO. Box 97, Rue du Theatre 5, CH-1820 Montreux, Switzerland.

June 16-19, 1991. Broadcast Promation and Marketing Executives/Broadcast Designers Association
Conference & Exposition. Baltimore, MD. Contact:Gregg Balko, (213) 465-3777.

October 3-6, 1991. Society of Broadcast Engineers National Convention. Houston, TX. Contact: (317)
842- 0836.

October 26-30, 1991. Society of Motion Picture and Television Engineers Annual Conference. Los
Angeles. 1992 Conference: November 10-14, Toronto. Contact: Ann Cocchia, (914) 761-1100.
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Classifieds

FOR SALE

Unique translator/LPTV: KO6AO, KOBAT, K13FD,
Cabool, MO, are up for bids (one, two, or all). Li-
cense(s) only. On-site management service also
available. 0% financing, low down. Send or call for
complete information or to bid. Trent Condellone,
Statutory Trustee ACBCo., PO. Box 69, Houston,
MO, 65483, (417) 967-4740. Trustee reserves right
to reject bids.

14-meter Scientific dish plus 6650 receiver and 360
converter. Call Jefcom Mobile Radio, (608)
339-3221.

Complete Oak scrambling system. Includes 2,000
to 2,500 decoder boxes, 2 complete encoding sys-
tems and documentation. plus schematics. Call
(414) 231-6436. Ask for Don or Kevin.

WANTED TO BUY.

CP’s for LPTV and full power. Top 25 (ADI rating).
Will pay top dollar. Send engineering data to Ken-
neth Casey, 2128 West Tonopah Drive, Phoenix, AZ
85027. Or call (602) 582-6550.

LPTV station in south Florida area. Call or write M.
Greenberg, c/o Silvercup Studios, 42-25 21st St,,
Long island City, NY 11101, Dept. T, (212) 349-9600.

SERVICES OFFERED.

Turnkey site development services include site ac-
quisition, negotiation, and permitting; site con-
struction/installation, and maintenance; trans-
mitter/downlink optimization, and site management.
Our reputation is that of being responsible, fair, and
professional. We're Shaffer Communications Group,
Inc., 3050 Post Oak Blvd., Suite 1700, Houston, TX
77056, (713) 621-4499, FAX (713) 621-5751.

LPTV applications, channel searches, and amend-
ments. FCC filing window will open in Summer 1990.
Independent, registered, professional engineer with
6 years' FCC experience. Call Dwight Magnuson for
quotation, (615) 525-6358.

LPTV mailing labels. Reach all LPTV licensees, CP
holders, applicants. Accurate, up-to-date marketing
lists in your choice of format. Kompas/Biel & Associ-
ates, Inc., (414) 781-0188.

LPTV sales/programming consultant. Also want to
buy LPTV. Troubled or dark and CP's OK with owner
financing. Send details. Bill Turner, 1000 East Third,
Del Rio, TX 78840, (512) 775-5934.

Children’s Programing

Robin Hood

Starrmg Rlchard Greene

Classic Story//ne/
Timeless Format!

41 1/2-hour episodes, library totally
public domain but reproduced and
processed in monochromatic tones,
no royalties or fees ever, restrictions,
contract subscription/outright pur-
chase this total library for a lifetime
of use for only $2800. Available on 1"
or 3/4". Contact Michael Wiese - 317-
547-2773.




Arent, Fox, Kintner, Plotkin & Kahn
Washington Square 1050 Connecticut Avenue, N.W
Washington, D.C. 20036-5339

General Counsel to the
Community Broadcasters Association

dataworld

LPTV/TV Translator
Detailed interference Studies
Regional Directories
Maps — Terrain — Popcount

301-652-8822 800-368-5754

JOHN H. BATTISON, P.E.

& ASSOCIATES INDEX TO ADVERTISERS
Consulting Low Power TV Engineers Use this handy chart to find the ad you're looking for. Then fill out the
2684 State Route 60, RD #1 ACTION CARD bound in this magazine for FAST answers to all your questions.
Loudonville, Ohio 44842 ACTION CARD ADVERTISER
Applications, Licensing, Turnkey COMPANY PAGE NUMBER FACT LINE
(419) 994-3849 Acrodyne Industries, Inc.. .. ............. 21 18 215) 542-7000
Andrew Corporation ................... 20 79 708) 349-3300
g\ntenFna lgoncepts ..................... 1% 121 ggg g;;gg;g
I8 PRAINBE sy s et & -
USED TRANSMITTERS Community Broadcasters Association . . . . . . 2 131 800) 225-8183
AND ANTENNAS ¢ L S B R S e e S g e e 12% 3‘11 %8? ggggggg
WO s s s e A Tt S s s s e -
(save thousands) EMCEE Broadcast Products. . .. .......... 17 1 717) 443-9575
DEALERS FOR: EamilyNe& T i 1% 122 2(132 gg%g?gg
orman-Redlich . .......oooiviivainn -
ANC%RBELVé/WBAE’XET EBS((:;'?EER. Hi-Tech, InC..........coovieiinnnon.., 12 22 (414) 892-6210
LINDSAY. SCALA & TTC Harold J. Pontious & ASSOC.............. 19 180 312) 871-5246
y W Kompas/Biel & Associates, Inc............ 18 19 414) 781-0188
(one watt to 50 KW) k/ilndsay Sp(quritalty Products.............. 13 1 ; g 705 %3%& gg
z ICrOWave: FIer ../ oo st s -
Br?r?:n‘::? t._':Tgv ?:!::ﬁ::z,ml‘nc. Moseley & Associates ................. i 167 805 968-9621
21617 North Ninth Avenue PONRIMARE 5 . o o s byoca o 24 166 408) 867-6519
Suites 105 & 106 Sabatke & Company................... 6 168 813) 772-3994
Phoenix. AZ 85027 Simmons Communications . . ............ 10 87 404) 596-0265
602) 582-6550 Sunbelt Media. .. ..................... 19 169 303) 665-3767
(002) 562 Television Technology Corporation......... 5 7 303) 665-8000
FAX (602) 562-8229 Trident Productions, Inc. .. .............. 22 165 800) 955-5660
Kenneth Casey Uni-Set Corporation. . .................. 7 29 716) 554-3820
(30 YEARS EXPERIENCE) Video Jukebox Network, Inc.............. 8 145 305) 573-6122
WGV 0 et s sl e as e s 9 10 414) 781-0188

Trident, CBA Strike Rehate Deal

The Community Broadcasters Associa-
tion and Trident Productions, Inc., a
Charleston, SC distributor of Sony video-
tape, have agreed to work together to
provide videotape at discounts to CBA
members. CBA also will receive a quar-
terly rebate from Trident based on the
sales volume to its members.

“We're pretty excited about this,” said
Steve Cooney, Trident’s president. "We're
a relatively new dealer in the market, and
we want to build up our sales volume.
CBA members can help us by increasing

our sales. We can help them by providing
good tape at the discount prices that nor-
mally only high volume buyers would get."”

Trident sells Sony broadcast videotape
in all formats. CBA members will get a
price break based on estimated sales to
the group of $35,000 to $50,000 per year.
The association will get a Trident rebate of
2% of list price for sales up to $25,000
and 3% from $25,000 to $50,000.

To order tape, call Cooney at 1-800-
955-5660. L

* ENGINEERING / LICENSING
* CONSTRUCTION / INSTALLATION

NS
=+ SERVICE AND MAINTENANCE
COMMUNICATIONS RESOURCE ASSOC.

THE RIGHT CHOICE FOR YOUR SUCCESS
IN LPTV AND COMMUNITY BROADCASTING

COMMUNICATIONS RESOURCE ASSOCIATES
149 TARGET INDUSTRIAL CIRCLE  BANGOR, ME 04401
TEL. 207-947-4252 FAX 207-947-4432
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TBC/FREEZE
Model 50

The TBC/FREEZE has been designed to
provide reliable, easy-operation, high-
performance time base correction, freeze,
and synchronizer features at an extremely
cost-effective price. Operation is virtually
as simple as: video in/video out.

TBC/FREEZE is compatible with 3/4” and
: 1/2” VCRs, and operates with both free
Fastures: running and V-lock recorders. Other

- Priced under $3,000 features include: full frame (525-line)

« Time Base Correction memory, full 8-bit luma and chroma, full

« Freeze Function proc amp for restoring sync and reference
« Frame Synchronizer signals, and true component processing.

 1/2" and 3/4” VCRs Designed for composite video operation,
* Full-Frame Memory the TBC/FREEZE offers the same
+ 8-Bit Luma & Chroma standards of quality and reliability found
* Full Proc Amp Signal in all Prime Image TBCs and

Processing synchronizers.

Prime Image, Inc., 19943 Via Escuela, Saratoga, California 95070
(408) 867-6519, FAX: (408) 926-7294, Service: (408) 926-5177
East Coast: (301) 544-1754, Central: (24p)drB7isirppy
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