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The Last Link

—by John H. Battison, PE.

From the very beginning, | have empha-
sized the importance of your transmitting
antenna. Everything that | have learned
since entering television in 1945 has
pointed to the vital importance of this
final link between the studio and the
viewer. No matter how expensive the stu-
dio and transmitter equipment, or the
home receiver and surroundings, if the
final link between the studio and home is
weak and noisy, the picture will have the
same flaws.

In the early 80’s, many of the estab-
lished and professional broadcast con-
sulting engineers were too busy — or per-
haps not interested enough — to accept a
large number of LPTV consulting projects.
Consequently, some less than profes-
sional people began to work in the field,

continued on page 4
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Slattery To Push LPTV Amendment
In Full Commerce Committee

—by Jacquelyn Biel

Congressman Ed Markey’'s cable
reregulation bill suffered a bumpy
and sometimes acrimonious journey
through the House telecommunica-
tions and finance subcommittee, fi-
nally reaching markup and a 17-7
approval vote on April 8. In the proc-
ess, Rep. Jim Slattery (D-KS) decided
not to introduce his LPTV must carry
amendment, opting instead to bring
it up when the full Energy and Com-
merce Committee considers the bill
in May after Congress’'s spring re-
cess.

By mid-afternoon on the 8th, the
LPTV amendment had won unquali-
fied support from only nine members
of the 27-member subcommittee.
Eleven Congressmen were against it,
three would not comment, and three
others were still undecided but lean-
ing toward favoring the amendment,
according to a Slattery aide.

If all six uncommitted Congress-
men had voted for the amendment, it
would have passed. But a defeat in
the subcommittee would have killed its
chances, and Slattery chose to hold out
for a full Commerce Committee vote, said
the aide.

The opposition to Slattery’s amend-
ment was somewhat surprising in light of
the Senate Commerce Committee’s unan-
imous support of an identical amendment
to S.12 offered by Sen. Wendell H. Ford
(D-KY) last May. However, the National
Association of Broadcasters had been
lobbying actively against it, alleging that it
predicated must carry for stations on the
content of their programming, a position,
it said, that was sure to be struck down by
the courts. The NAB was referring to the
fact that, to earn must carry, LPTV sta-
tions would have to air a certain amount
of locally produced programming.

"That argument is a red herring,” said
John Kompas, chairman of the Commu-
nity Broadcasters Association govern-
ment relations committee and leader of
the effort to support Slattery.

"We're not talking about the content of
the programming. We're talking about
where it's produced. It stands to reason
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U.S. Representative Jim Slattery

that locally produced programming will
reflect the needs and interests of a com-
munity audience better than nationally or
even regionally produced programming.
But there is no criterion about content
except for the fact that LPTV stations
would agree to accept the same regula-
tions that full power stations already
abide by."

The content argument has been the
pivot of the NAB’'s attempts to defeat
both the LPTV amendment and an
amendment offered by Don Ritter (R-PA)
that would exclude from must carry sta-
tions programmed exclusively with home
shopping. But the Ritter amendment
passed the subcommittee on a voice vote
of "probably an 18 or 20 majority,” said a
Ritter aide, a development that would
seem to eviscerate the content argument
against LPTV.

NAB officials, however, are still hopeful.
“The bill isn’t enacted yet. There’s still a
long way to go. The home shopping exclu-
sion is not in the Senate bill |S.12], and
we're hoping to get a bill enacted that

continued on page 15
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Traveling Wave
UHF Slot Antenna

for Performance and Reliability
Designed Specificaily for Low Power TV

Lightweight rugged aluminum

i
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« Radom-covered slots need no
pressurization

»  Select from seven standard
patterns

+  Custom patterns available

* Ice Shield optional

+  Beamtilt and null fill optional

*  VSWR 1.1:1 or better

»  Side mount brackets included

»  Delivery time 30 to 60 days

input power 1Kw 7/8" standard
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Comepetitive pricing

3dbm, a recognized leader in specialized
military ground and airborne systems for
over 25 years, introduces the Model 800,
Solid-State, Low Power Television Trans-
mitter. The Model 800 utilizes the latest in
state-of-the-art, solid state technology. It
accepts video and audio inputs from virtu-
ally any source, and transmits at any stan-
dard UHF or VHF channel.

* o o o o o o

.

STANDARD FEATURES
5 to 1000 Watts Transmit Power
2 Video Inputs  « 3 Audio Inputs
Automatic Station |dentification
Automatic VSWR Shutdown Protection
Integral Output isolator Protection
Modular Plug-In Design
Internal Monitoring of Power Supply and
Amplifier Performance
Local Control and Monitoring Facilities
Integral Redundant Forced Air Cooling
Redundant Power Supplies and Power
Amplifier Assemblies
Graceful Degradation in the event of
Power Amplifier Module failure
Internal monitoring and compensation of
Exciter, Amplifiers and Power Supplies to
ensure uninterrupted broadcasting

THE ULTIMATE PERFORMERS!'

3dbm

Solid State
Transmitter

For Complete Information Contact Jimmie Joynt at 800-279-3326 + Sales Office POB 25966, Colorado Springs, CO 80936
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In Qur View

One of this magazine's suppliers comes
out every so often with a nifty little newslet-
ter, in a recent issue of which 1 found a tidbit
about Faith Popcorn.

Now | remembered that name from a
panel discussion at last November's LPTV
Conference; Matt Tombers, formerly of FCB
Entertainment and now with the Discovery
Networks, mentioned her during his re-
marks.

Ms. Popcorn is a lady who identifies the
future — she refers to herself as a prognos-
ticator. She founded a company called
BrainReserve which does consumer market-
ing and trend analysis; and she's written a
book — The Popcorn Report — in which she
predicts ten trends that will dominate the
90's, or what she calls the "Decency Dec-
ade.”

Now listen up. There’s probably an idea
or two in here that you can use to focus your
business vision a tad more.

1: Cocooning

When things seem bad, people stay
home. More money is already being spent
on video rentals and take-home food.

2: Fantasy Adventure

People want safe adventures and are at-
tracted to amusement parks, fragrances
with names like “Escape” and “Spell-
bound,” and unusual foods.

3: Small Indulgences
People will sit home and indulge them-

selves in small and very expensive items
like chocolate, perfume, and gourmet ice
cream.

4: Egonomics

Marketing to the "me.” Anything that
looks and feels custom-made will do very
well.

5: Vigilante Consumers

Consumers are angry, bitter, and frus-
trated and will demand real products, bene-
fits, and accountability.

6: Staying Alive

The fitness movement will evolve into
staying alive. Consumers are afraid, and
they want to know more about the environ-
ment and the source of their food.

7: 99 Lives

We are becoming a time-poor nation
without patience, trying to do it all and do it
quickly.

8: Cashing Out

The quality of life is becoming a priority.
People are willing to take less money, leave
large corporations, get off the fast track,
and move to less heavily populated areas.

9: Down-Aging

People are getting older but feeling
young. They like things that remind them of
their youth (Jell-O, Campbell’s Kids, and
Oreos).

833 Applications
In Fehruary

Window

By 5 p.m. last Valentine's Day, 833
more LPTV applications had been filed
with the FCC, LPTV Branch chief Keith
Larson has announced.

Larson said that his staff has fin-
ished assigning file numbers to the ap-
plications and was “'well into the task’
of entering them into the FCC's data-
bases so they can be processed.

The most recent window was open
from February 10-14. Barring any un-
foreseen delays, a new window could
open before the end of the year, said
Larson.

10: Save Our Society
Ethics, education, and environment will
be the three E's in the 90's.

In case you want to know more, you can
pick up a copy of The Popcorn Report at any B.
Dalton’s bookstore. Happy marketing!

(//

RS. "LPTV and the Law" is not appearing
this month. Peter Tannenwald has been
on vacation — his column will return in
the May issue.

BON MOT

There is always one moment in child-
hood when the door opens and lets
the future in.

Graham Greene
e — —— — _ ——— ]
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* FREE
*PROGRAMS
for LPTV Stations

T.A.N. proudly presents
*¥> The Country Store

A unique shop-at-home show.
All handmade, handcrafted
items made in the USA. Plus
entertainment  music ¢ humor.

¥KThe National Country
Music Jamboree

1 hour format — invites people
from all over the USA to come and
perform. Comedy — Music —
REAL PEOPLE.

% All New —
Tapings Done Weekly

Uplink feed or tapes available.
N
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»

THE AUCTION NETWORK
For Information & Demos
Call 1-800-222-8937 or

Write T.A.N.*P.O. Box 193
Harrington, ME 04643

Circle (193) on ACTION CARD

“turnstile’” or “'super turnstile’’ because it
resembles the turnstiles found in public
entrances. When mounted, this antenna
resembles the pylon antenna because it is
contained within a fiberglass cylinder for
protection.

The turnstile antenna is very broad-
band and can be used as a single antenna
for several LPTV stations, saving the cost
of individual antennas. The pattern is
classified as circular; however, with its
four corners touching the inside of the
circle joining them, it actually more
closely resembles a square. On the sides
between these four points the radiation
drops off, but not enough to be signifi-
cant.

1 would like to include illustrations of
typical antenna patterns, but space just
doesn’t permit. There are too many differ-
ent and slightly different patterns. Talk to
your consulting engineer or ask the an-
tenna manufacturers for copies of their
patterns and choose the one that is best
suited to your needs.

There are small variations in gain be-
tween the various manufacturers, but it is
generally possible to find just what you
need. If you can’t, most companies can
modify a pattern to suit your individual
requirements.

John H. Battison, PE. is a consulting engi-
neer with offices in Loudonville, OH. |e®
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24-Hour Indecency Ban Violates
Constitution, Says Supreme Court

—by Jacquelyn Biel

The Supreme Court has refused to review
a 1990 appeals court ruling that Congress'’s
24-hour ban on “indecent” broadcast pro-
gramming violates the First Amendment.

The March 3 decision put an end to the
attempt by the Bush administration and
Congressional conservatives led by Sen.
Jesse Helms (R-NC) to do away with all inde-
cent broadcasts. The FCC has defined
broadcast indecency as language or mate-
rial that, in context, "depicts or describes,
in terms patently offensive as measured by
contemporary community standards for the
broadcast medium, sexual or excretory ac-
tivities or organs.”

Now the matter is back in the hands of
the FCC which must recommence its pro-
ceeding to establish a justifiable "'safe har-
bor” during which indecent programming
can be aired. A “safe harbor” is defined as
those times when children 17 or under are
not likely to be in the viewing audience. The
concept grew out of the Supreme Court's
1978 Pacifica decision, which defended inde-
cency as protected speech but ruled that it
could be channeled to times of the day
when children were least likely to be in the
audience.

The FCC subsequently defined those
times as midnight to 6 a.m., but in 1988 the
U.S. Court of Appeals found the hours to be
arbitrary and ordered the Commission to

that proceeding when Congress passed the
24-hour ban.

In July 1990, the FCC under Al Sikes
adopted a report upholding the 24-hour
ban, arguing unanimously that there was no
time that it could be proven that children
would not be in an audience, that a 24-hour

ban was thus “narrowly tailored” and there-
fore constitutional. It found that children
under 17 are in the audience at all times
and that alternatives such as time channel-
ing and technological restrictions are not
enough to prevent them from seeing inde-
cent broadcasts.

The Commission did, however, allow
those broadcasters who wish to air indecent
programming to prove that children are not
in their audience during the time they air
such programming.

While it waited for the court decision, the
FCC has been enforcing an earlier 6 a.m. to
8 p.m. ban on indecent programming. It has
charged more than 20 full power television
and radio stations with airing indecent pro-
gramming and has fined fifteen of them so
far. And it is presently reviewing indecency
complaints against LPTV stations in Spo-
kane and San Jose that aired allegedly inde-
cent music videos by the rap group 2 Live
Crew.

In a January speech before the Morality in
Media annual rally Commissioner James
Quello expressed his concern about the
part television plays in “desensitizing soci-
ety to violence, rape, murder, and sexual
promiscuity.” Quello praised the efforts of
such groups as Terry Rakolta’s "Americans
for Responsible Television” who concen-
trate on pressuring TV advertisers into
refusing to support such programming. And
he said the FCC has an “obligation” to “'en-
courage constructive social values” in tele-
vision broadcasts.

The Supreme Court gave no explanation
for its refusal to review the appeals court
decision. Justices Byron R. White and San-
dra Day O’Connor voted for review. Four
votes are necessary to hear a case. fese

NCTA Studying Violence On Cahle

The National Cable Television Associa-
tion has commissioned Dr. George
Gerbner, a national expert on television
violence, to study violence in original ca-
ble programming. The study will be pub-
lished next fall.

The study is the NCTA's response to the
Television Program Improvement Act of

1990. Sponsored by Senator Paul Simon
(D-IL) and Representative Dan Glickman
(D-KS), the law exempts all TV networks,
distributors, and program producers from
anti-trust laws for three years, so that
they can work together to examine vio-
lence on television and then develop vol-
untary guidelines to regulate TV violence.

New Book Examines Goverage of Environment

Want to bone up on the environment
and learn how to present environmental
issues on your newscasts? Covering the En-
vironmental Beat: An Overview for Radio and
TV Journalists can help.

The new book, by Lou Prato, reviews
environmental coverage on the nation’s
radio and television stations. Included are
tips on how to make sense of risk assess-
ment information and environmental sci-
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ence, as well as an extensive bibliography.

Prato is a veteran journalist, broadcast
news director, and educator. Since 1983,
he has been the director of Washington
Graduate Programs for Northwestern Uni-
versity’s Medill School of Journalism.

To order, send $9.95 plus $1.50 for
postage and handling to the Media Insti-
tute, 1000 Potomac Street, NW, Suite 204,
Washington, DC 20007. |cse)
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One of this magazine's suppliers comes
out every so often with a nifty little newslet-
ter, in a recent issue of which | found a tidbit
about Faith Popcorn.

Now | remembered that name from a
panel discussion at last November's LPTV
Conference; Matt Tombers, formerly of FCB
Entertainment and now with the Discovery
Networks, mentioned her during his re-
marks.

Ms. Popcorn is a lady who identifies the
future — she refers to herself as a prognos-
ticator. She founded a company called
BrainReserve which does consumer market-
ing and trend analysis; and she’s written a
book — The Popcorn Report — in which she
predicts ten trends that will dominate the
90's, or what she calls the “"Decency Dec-
ade.”

Now listen up. There's probably an idea
or two in here that you can use to focus your
business vision a tad more.

1: Cocooning

When things seem bad, people stay
home. More money is already being spent
on video rentals and take-home food.

2: Fantasy Adventure

People want safe adventures and are at-
tracted to amusement parks, fragrances
with names like "Escape” and '"Spell-
bound,” and unusual foods.

3: Small Indulgences
People will sit home and indulge them-

selves in small and very expensive items
like chocolate, perfume, and gourmet ice
cream.

4: Egonomics

Marketing to the "me.” Anything that
looks and feels custom-made will do very
well.

5: Vigilante Consumers

Consumers are angry, bitter, and frus-
trated and will demand real products, bene-
fits, and accountability.

6: Staying Alive

The fitness movement will evolve into
staying alive. Consumers are afraid, and
they want to know more about the environ-
ment and the source of their food.

7: 99 Lives

We are becoming a time-poor nation
without patience, trying to do it all and do it
quickly.

8: Cashing Out

The quality of life is becoming a priority.
People are willing to take less money, leave
large corporations, get off the fast track,
and move to less heavily populated areas.

9: Down-Aging

People are getting older but feeling
young. They like things that remind them of
their youth (Jell-O, Campbell’s Kids, and
Oreos).

833 Applications
In February

Window

By 5 p.m. last Valentine's Day, 833
more LPTV applications had been filed
with the FCC, LPTV Branch chief Keith
Larson has announced.

Larson said that his staff has fin-
ished assigning file numbers to the ap-
plications and was “well into the task”
of entering them into the FCC's data-
bases so they can be processed.

The most recent window was open
from February 10-14. Barring any un-
foreseen delays, a new window could
open before the end of the year, said
Larson.

10: Save Our Society
Ethics, education, and environment will
be the three E's in the 90's.

In case you want to know more, you can
pick up a copy of The Popcorn Report at any B.
Dalton’s bookstore. Happy marketing!
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PS. “LPTV and the Law” is not appearing
this month. Peter Tannenwald has been
on vacation — his column will return in
the May issue.

BON MOT

There is always one moment in child-
hood when the door opens and lets
the future in.

Graham Greene
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Last Link

continued from front page

and some of these people processed hun-
dreds of LPTV applications in production
line operations.

A number of amateur engineers also
popped up and delivered construction
permits that were travesties of an opera-
tional system. | have come across CP’s in
the VHF band with 6 watts directional
effective radiated power (ERP), UHF non-
directionals with a couple of hundred
watts ERP and dozens of operations that
never should have been filed.

Because the operating parameters met
FCC Rules, the Commission had no option
but to grant these CP’s. But far too many
of these applications specified com-
pletely unsuitable antenna operation pa-
rameters. This included ERP antenna
height, antenna orientation (azimuth),
power gain, and pattern shape.

Some of these CP’s are still outstand-
ing. If you have such a CP with a low or
questionable ERP you should ask your
consulting engineer if it is possible to im-
prove the operation by changing the an-
tenna configuration to one designed to
meet your service area constraints.

When LPTV hit the broadcast world
about eleven years ago, there were very
few antennas designed specifically for
this service. Scala and Bogner were pro-
viding various types of yagi and pylon
antennas for translators, but that was
about all.

Since then, however, all the major an-
tenna manufacturers have designed prod-
ucts for LPTV, and several new ones have
emerged. Today there are at least nine
firms that make LPTV antennas, either as
a major product or in addition to their
regular lines. 1 had hoped to prepare a
comprehensive tabulation of various an-
tennas, but the amount of detail required
to show every kind of antenna and manu-
facturer makes this impossible. So the
presentation will be a little different.

Regardless of any other requirements,
the transmitting antenna’s function is to

couple the RF output of the transmitter
into the impedance of space in the most
efficient manner possible. Conversely, the
receiving antenna’s job is to pick up the
strongest and cleanest signal available.
Because antennas work the same way
backwards as forwards, certain antenna
designs can be used very effectively for
both purposes. The yagi (herringbone)
antenna is a very good example of a pop-
ular type of receiving antenna.

The Yagi

From almost the beginning, Scala spe-
cialized in yagis. They were used in large
numbers for TV translators, especially in
the early days of TV when station trans-
mitter power was lower, stations per area
were fewer, and translators were often
VHE

The radiation pattern from a yagi an-
tenna is always strongly directional. For
the most part, the "tightness” (or “'nar-
rowness”’) of the beam is controlled by
the number of elements forming the
“backbone” of the antenna. The more el-
ements used, the narrower the beam —
and the greater the power gain from the
antenna. Adding antennas above or be-
low the first antenna narrows the beam
and increases the gain even more.

However, as with everything else in life,
we can't get something for nothing. When
additional antenna sections are added to
increase horizontal gain, the vertical
beamwidth is narrowed. This is because
the power that was previously being
wasted radiating upwards and downwards
is now concentrated into the horizontal
beam. This is not a problem unless the
antenna is very high and the vertical
beam very narrow. In such cases, the
beam may pass over some viewers! This
will be taken into consideration by your
consulting engineer.

Within limits, two or more yagis can be
used to direct individual beams of the TV
signal in as many directions as is needed.
Also if a group of yagis is “‘fanned out,” a
specific sector can be covered, while at

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. by

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 deiivery.

GORMAN REDLICH MFG. CO.

257 W. UNION STREET e ATHENS, OHIO 45701 e (614) 593-3150
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the same time the “backside” is pro-
tected.

In general, the simple yagi antenna per
se is not used much for UHF TV transmis-
sion because its shape does not lend it-
self easily to ice protection. In many parts
of the U.S,, ice formation in winter can be
very heavy and can easily break or distort
an antenna. Additionally, ice formation on
an antenna usually detunes the antenna,
resulting in reduced transmission effi-
ciency. The transmitter may “dump” be-
cause too much power is being reflected
back down the transmission line from the
antenna.

Gain dnd ERP

Power gain, as | mentioned before, is a
very important feature of any antenna.
This power gain multiplied by the RF
power fed into the antenna determines
the ERP. For example:

If, after subtracting coaxial line loss, we
feed 0.9 kW into an antenna with a power
gain of 30, the resulting ERP will be 27 kW
in the direction of the main beam or lobe
(0.9 kW x 30 = 27 kw).

Sometimes the antenna power gain,
when in reference to a dipole or “'above a
dipole” antenna, is given in decibels. You
can’t multiply RF power by dB, but you
can very easily convert dB gain to power
gain. The method is easy — don't let loga-
rithms frighten you — but the easiest way
is to call the antenna manufacturer and
ask them.

To convert antenna gain in dB to power
gain, use this formula:

Power Gain = Antilog of Antenna dB Gain

10

Example: 8.5 dB divided by 10 = 0.85.
Antilog of 0.85 = 7.1 powér multiplication
in the antenna.l |

Polarization is not usually of great con-
cern to LPTV broadcasters. Although it
doubles the total power density in the ser-
vice area, it also almost doubles the cost.
You need either two transmitters, or an
antenna costing close to twice as much as
a regular antenna.

However, if your service area is very
mountainous or has lots of tall buildings,
polarization might be useful. Discuss it
thoroughly with your consulting engineer
before you rush into the additional costs
and uncertain benefits.

The Pylon

Today there are several antenna types
in general use for LPTV. Among these are
the pylon, the panel, the zig zag, and —
more recently for UHF LPTV — the turn-
stile or super turnstile antennas. Although
you will find other types, in principle all
are based, more or less, on one of these
types.

Pylon antennas are basically slot an-
tennas and consist of a cylinder ranging
from 8 to 50 feet in length, depending on
the channel number and the power gain.
Slots, or “'bays,” cut in the side of this
vertical cylinder produce the radiation,
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the ultimate pattern of which is controlled
by “director’” plates or wings that are
mounted close to these slots. The config-
uration of these directors determines the
radiation pattern.

However, some models of pylons or
travelling wave antennas have the deter-
mining features for their radiation pattern
set inside the metal pylon that forms the

antenna.
A fiberglass panel or "radome’ will

prevent the formation of ice over and
around the slot areas on the pylon type of
antenna. Ice build-up causes the
standing-wave ratio of reflected power to
increase rapidly, which in turn can cause
drastic antenna or transmission line fail-
ure. Because of the fiberglass radome
protection covering the slots and direc-
tors, many pylon antennas look alike.

The Panel

The panel type of antenna sometimes is
made up of yagi antennas enclosed within
a fiberglass radome. Because the fre-
quency of UHF TV is high, the physical
size of a yagi for UHF is quite small.
Therefore, several of them can be
mounted in a given space to provide the
gain needed.

Directivity from a single panel antenna
is basically the same as that from a yagi
antenna. To obtain a circular radiation
pattern with panel antennas, it is neces-
sary to mount four panels 90 degrees
apart on the four sides of the antenna
tower. Each panel will cover approxi-
mately one-fourth of the circular pattern.

Some panel antenna designs employ a
number of simple dipole antennas within
the fiberglass radome. Their operation is
much the same as that of antennas em-

ploying yagis.
The Zigzag

Another style of panel antenna is made
by Lindsay. This is known as the "‘zigzag.”
Inside the fiberglass panel casing is a ver-
tical zigzag radiator which, in effect, is a
vertical series of dipoles and reflectors.
Each panel behaves as an individual radi-
ator with a beamwidth that depends on
the number of elements inside the ra-
dome. Again, a circular pattern requires
four panels.

Gain with the zigzag can be quite high.
However, regardless of antenna type, gain
can be increased by mounting more pan-
els, one above the other, with the proper
spacing between them.

Mounting

Panel antennas are normally mounted
on the tower faces because the panels are
flat against the tower face, and there is
nothing in front of or behind the panel to
affect its radiation pattern. Pylon anten-
nas, however, require more care in mount-
ing.

In my opinion, it is best to mount pylon
antennas on the very top of the tower. In
fact, most of the heavier and larger pylons

ongoing assistance, easily accessed.

Its a fact Today’s broadcast environment hasn’t room for “near misses.”
Survival hinges on: (1) getting a powerful signal right on target, (2) minimizing
costs, and (3) using reliable equipment — backed by in-depth support.

That's exactly why more and more broadcasters rely on Antenna Concepts
for the technologies and commitment that mean clearer images, economical
pattern-to-market matching, responsiveness to special design needs, and

Call or write for details. And begin building a secure future in the air.

ANTENNA CONCEPTS INC.

3234 Saddlehili Court a Placerville, CA 95667
Phone: 916-621-2015 or FAX: 916-622-3274
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are designed to be top mounted. It is also
possible to mount these antennas on
brackets so that the pylon stands out
from the tower face or leg. Unfortunately,
when this is done, there is a pronounced
directional effect, because some signal
from the antenna radiates toward the
tower face or leg and then bounces back
to mix with the main radiation from the
antenna. Such reflections normally re-
duce coverage and degrade the signal.

It is sometimes possible to take advan-
tage of these reflections and turn a non-
directional antenna in a directional radia-
tor in a desired direction. Although this is
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not strictly in accordance with the Com-
mission’s Rules, such selective antenna
placement has been used to enhance re-
ception in a given direction. In fact, the
antenna is still classified as non-
directional, but it becomes somewhat di-
rectional by virtue of the manner in which
it is mounted.

The Batwing or ' Turnstile’’

Recently, Micro Communications, Inc.
has introduced a modern version of a very
early and popular antenna that was used
mainly for VHF TV — the batwing an-
tenna. This type of antenna is called the
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“turnstile” or “'super turnstile’” because it
resembles the turnstiles found in public
entrances. When mounted, this antenna
resembles the pylon antenna because it is
contained within a fiberglass cylinder for
protection.

The turnstile antenna is very broad-
band and can be used as a single antenna
for several LPTV stations, saving the cost
of individual antennas. The pattern is
classified as circular; however, with its
four corners touching the inside of the
circle joining them, it actually more
closely resembles a square. On the sides
between these four points the radiation
drops off, but not enough to be signifi-
cant.

1 would like to include illustrations of
typical antenna patterns, but space just
doesn't permit. There are too many differ-
ent and slightly different patterns. Talk to
your consulting engineer or ask the an-
tenna manufacturers for copies of their
patterns and choose the one that is best
suited to your needs.

There are small variations in gain be-
tween the various manufacturers, but it is
generally possible to find just what you
need. If you can’t, most companies can
modify a pattern to suit your individual
requirements.

John H. Battison, PE. is a consulting engi-
neer with offices in Loudonville, OH. (co#|
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24-Hour Indecency Ban Violates
Constitution, Says Supreme Court

—byJacquelyn Biel

The Supreme Court has refused to review
a 1990 appeals court ruling that Congress'’s
24-hour ban on “indecent” broadcast pro-
gramming violates the First Amendment.

The March 3 decision put an end to the
attempt by the Bush administration and
Congressional conservatives led by Sen.
Jesse Helms (R-NC) to do away with all inde-
cent broadcasts. The FCC has defined
broadcast indecency as language or mate-
rial that, in context, “depicts or describes,
in terms patently offensive as measured by
contemporary community standards for the
broadcast medium, sexual or excretory ac-
tivities or organs.”

Now the matter is back in the hands of
the FCC which must recommence its pro-
ceeding to establish a justifiable “'safe har-
bor” during which indecent programming
can be aired. A “safe harbor” is defined as
those times when children 17 or under are
not likely to be in the viewing audience. The
concept grew out of the Supreme Court’s
1978 Pacifica decision, which defended inde-
cency as protected speech but ruled that it
could be channeled to times of the day
when children were least likely to be in the
audience.

The FCC subsequently defined those
times as midnight to 6 a.m., but in 1988 the
U.S. Court of Appeals found the hours to be
arbitrary and ordered the Commission to
justify them. The FCC was in the middle of
that proceeding when Congress passed the
24-hour ban.

In July 1990, the FCC under Al Sikes
adopted a report upholding the 24-hour
ban, arguing unanimously that there was no
time that it could be proven that children
would not be in an audience, that a 24-hour

ban was thus “narrowly tailored”” and there-
fore constitutional. It found that children
under 17 are in the audience at all times
and that alternatives such as time channel-
ing and technological restrictions are not
enough to prevent them from seeing inde-
cent broadcasts.

The Commission did, however, allow
those broadcasters who wish to air indecent
programming to prove that children are not
in their audience during the time they air
such programming.

While it waited for the court decision, the
FCC has been enforcing an earlier 6 a.m. to
8 p.m. ban on indecent programming. It has
charged more than 20 full power television
and radio stations with airing indecent pro-
gramming and has fined fifteen of them so
far. And it is presently reviewing indecency
complaints against LPTV stations in Spo-
kane and San Jose that aired allegedly inde-
cent music videos by the rap group 2 Live
Crew.

In a January speech before the Morality in
Media annual rally Commissioner James
Quello expressed his concern about the
part television plays in “desensitizing soci-
ety to violence, rape, murder, and sexual
promiscuity.” Quello praised the efforts of
such groups as Terry Rakolta's “"Americans
for Responsible Television” who concen-
trate on pressuring TV advertisers into
refusing to support such programming. And
he said the FCC has an “obligation” to “'en-
courage constructive social values” in tele-
vision broadcasts.

The Supreme Court gave no explanation
for its refusal to review the appeals court
decision. Justices Byron R. White and San-
dra Day O'Connor voted for review. Four
votes are necessary to hear a case. [cae]

NCTA Studying Violence On Cable

The National Cable Television Associa-
tion has commissioned Dr. George
Gerbner, a national expert on television
violence, to study violence in original ca-
ble programming. The study will be pub-
lished next fall.

The study is the NCTA's response to the
Television Program Improvement Act of

1990. Sponsored by Senator Paul Simon
(D-IL) and Representative Dan Glickman
(D-KS), the law exempts all TV networks,
distributors, and program producers from
anti-trust laws for three years, so that
they can work together to examine vio-
lence on television and then develop vol-
untary guidelines to regulate TV violence.

New Book Examines Coverage of Environment

Want to bone up on the environment
and learn how to present environmental
issues on your newscasts? Covering the En-
vironmental Beat: An Overview for Radio and
TV Journalists can help.

The new book, by Lou Prato, reviews
environmental coverage on the nation’s
radio and television stations. Included are
tips on how to make sense of risk assess-
ment information and environmental sci-
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ence, as well as an extensive bibliography.

Prato is a veteran journalist, broadcast
news director, and educator. Since 1983,
he has been the director of Washington
Graduate Programs for Northwestern Uni-
versity's Medill School of Journalism.

To order, send $9.95 plus $1.50 for
postage and handling to the Media Insti-
tute, 1000 Potomac Street, NW, Suite 204,
Washington, DC 20007. i



Reaching Your Viewers

Design Your Transmitting Antenna For Best Possihle Coverage

—by Kerry W. Cozad and John Tomczak

Before you ever go on the air, there are
several things that you can control — or
at least determine — about the transmis-
sion process. The transmit location, the
transmitter type, programming, tower
height, and antenna type can, typically, be
specified and purchased.

However, two things that cannot be
controlled easily are the environment and
terrain through which you will be trans-
mitting and equipment that the viewer
will be using to receive and view your
signal.

The following will show how your trans-
mitting antenna can be used as a tool to
compensate for the degrading effects of
your environment. This will increase the
probability that a good quality picture
can be received at your viewers’ locations.

Antenna Patterns

The coverage that a transmitting an-
tenna will provide is determined by its
azimuth and elevation patterns. The azi-
muth pattern (see Figure 1) describes the
direction of the signal in relationship to
the tower. This is the pattern that your
consultant provides to the FCC for deter-
mining the population you will serve as
well as the possibility of interference to
other stations. Once filed, it is usually
very difficult to make a change to this
pattern without risking the loss of your
construction permit.

[

The elevation pattern (Figure 2) de-
scribes what the signal level will be as you
travel away from the tower in any direc-
tion. The shape of this pattern is not as
critical to the FCC; however, if the tower is
located near heavily populated areas, se-
rious reception problems can occur if cer-
tain precautions are not taken. To avoid
these problems, you must carefully con-
sider your null fill, beam tilt, and gain.

Null Fill

For an antenna mounted 500 feet
above the terrain, all nulls fall within three
miles. If you don’t have an audience
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there, you don’t have a problem. How-
ever, if you have significant numbers of
viewers within that three-mile radius, it is
important to ensure consistent signal lev-
els. Rapid variations in signal level can
result in picture flutter, fading, and ghost-
ing. Regularly, no less than 10% relative
field null fill should be used when a pri-
mary viewing area falls in a minima of the
pattern. You should make a point of spec-
ifying this to be sure that you get it as it is
not always standard (see Figure 3).
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Beam Tilt

The FCC uses the "radio horizon” as a
criterion for determining coverage areas.
To account for the electromagnetic line-
of-sight properties of radio waves, the
earth’s radius is assumed to be 1/3 again
as large as it really is (i.e., the earth is
flatter) when the distance/angle to the ra-
dio horizon is calculated. As long as a
minimum of 0.9 relative field (1 dB down
from the peak) is maintained on the radio
horizon, the calculated coverage area
does not change. This can be used advan-
tageously to increase signal levels close
to the tower by electrically tilting the an-

tenna beam downward into the coverage
area (see Figure 4).

As shown in Figure 5, by increasing the
beam tilt to 1.5° from the standard 0.5°,
you will lose approximately one mile on
the 74 dBu signal level. You don't have to
note this on your FCC application, and it
should not be noticeable to the viewer.
But at the 2-mile distance, the signal level
has been increased more than 8 dB. This
can be very significant if an important
viewing population is in this area.

Gain
The gain of the antenna is usually lim-
ited by two factors: the maximum cover-
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The Difference
is Performance

Why are more and more

LPTV Operators choosing
Andrew ALP-Series™ transmit-
ting antennas and HELIAX®
transmission lines?

They value the Andrew
Advantage:

» ALP-Series™ antennas simplify leasing
tower space because they are smaller
and lighter than other LPTV antennas,
minimizing tower and wind loading.

> OQutstanding quality and reliability maxi-
mize your market coverage . . . and keep
you on the air.

» Andrew is the LPTV leader: the Number
One name in performance, with products
and service available nationwide.

Call for your free LPTV Antenna System Planner

P

ANDREW

Andrew Corporation
10500 W. 153rd St.

Orland Park, IL 60462
1-800-255-1479

Available from leading OEM'’s and System Integrators nationwide.
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age allowed (Effective Radiated Power, or
ERP) and a practical limit to the antenna’s
height. As a rule of thumb, an antenna
that is half as long as another with the
same azimuth pattern will have half the
gain. This results in a loss of about three
miles in the distance to the 74 dBu con-
tour (see Figure 6).

In most locations, the 74 dBu contour
is important to maintain because of the
present and/or future population that is
located there. This situation requires a
minimum antenna gain to transmit the
required ERP with a maximum 1 kW trans-
mitter.

Recently, however, there has been a
great deal of discussion about eliminating
the 1 kW transmitter restriction for *Com-
munity Broadcasters” while retaining the
present 74 dBu contour. If this change is
made, improved reception can be ob-
tained if lower gain antennas are speci-
fied. Doubling the transmitter power
means that only half the antenna gain is
required to maintain the 74 dBu contour.
This results in increased signal levels at
significant locations inside the 74 dBu
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How To Build Your Bottom Line With
Co-op Dollars

—by Tom Calvin

Suppose 1 told you that you could in-
crease your billing from existing clients
without taking extra cash out of their
pockets.

While I'm at it, suppose I told you that
you could build additional revenue during
these poor economic times and continue
to build on that revenue each and every
month of the year.

Have | got your attention yet?

Well, this isn't a scam or a get rich
scheme. It's a systematic approach to un-
covering advertising dollars available to
retailers. I'm talking about co-operative
advertising dollars made available by
manufacturers of brand name products to
local retailers or wholesalers. This money
is used to promote the manufacturer's
product as well as the local retailer who
carries the product. The manufacturer de-
termines how much money a retailer will
receive based — in most cases — on the
retailer’s net purchases of the product.

What's Your Balance?

The easiest analogy | can make is to a
checking account. Imagine that the man-
ufacturer holds an advertising checking

account for a retailer. As the retailer buys
product, the manufacturer takes a per-
centage of the net purchase (the average
is 3%) and puts it in the retailer’'s check-
ing account. This continues as long as the
retailer buys the manufacturer’s product.

More than 5,000 manufacturers offer
some sort of co-op assistance. Therefore,
the average retailer may have co-op
checking accounts with dozens or even
hundreds of manufacturers, holding size-
able amounts of money with each one.

Remember, co-op means cooperation.
Actually, it means the sharing of the cost
of advertising. So in order to get the
money from the checkbook, the retailer
must buy advertising for his or her store
featuring the manufacturer's product. In
most cases, the manufacturer requires
that the retailer match the dollars in the
checkbook (50/50). This means that a
schedule with your station costing $1,000
is actually paid half by the retailer and
half by the manufacturer, with the manu-
facturer's half coming from the advertis-
ing checkbook. The manufacturer simply
debits the retailer's checkbook $500 and
reimburses the retailer for half of the ad-
vertising.

Benefits

What's the benefit of co-op advertis-
ing? It's simple. The manufacturer gets his
or her product advertised on the local
level at local rates. The retailer advertises
name brands that generate store traffic,
and stretches his/her ad budget at the
same time. (That's especially important in
bad economic times when many retailers
are looking for ways to cut their ad budg-
ets). Your station benefits by helping the
retailer stretch the ad budget, which may
make it possible to buy more ads on your
station.

If you work it correctly, you can show
retailers where to find untapped manu-
facturer dollars, and help them place
those dollars. The result is increased rev-
enue at three levels: the manufacturer’s,
the retailer’s, and yours.

Tom Calvin is sales manager for the Re-
CAS Division of Multi-Ad Services, a co-op
ad database service listing more than
4,500 manufacturers who participate in
co-op advertising. Mr. Calvin was a fea-
tured speaker on co-op advertising at the
Community Broadcasters Association's
November 1991 LPTV Conference in Las
Vegas. In future articles, he will explain
more about co-op dollars and how to get
them. cae

contour (see Figure 7). It also means lower
antenna costs and lower windloads on
the tower.

In summary, if you make appropriate
choices regarding null fill, beam tilt, and
gain, you can use your antenna to im-
prove reception to all the viewing audi-
ence as well as avoid degradation in the
close-in signal.

Kerry W. Cozad is antenna design man-
ager for Andrew Corporation in Orland
Park, IL. John Tomczak is an applications
engineer for Andrew. Andrew Corporation
designs and manufactures broadcast an-
tennas and other communications equip-
ment for the world market. cap

L L, O ROT PO MY E BT AT B2

Consumer ACT Video Out On Kid TV Law

A [5-minute videotape produced by
Action for Children’s Television (ACT) can
help citizens use the Children’s Television
Act of 1990 to improve local television
service to children, according to ACT
president Peggy Charren.

“We hope this video will get people
who care about children to think about
what local stations are doing for local
kids — and what they're not doing,” said
Charren.

The video — entitled "It's the Law! How
the Children’s Television Act Can Make a
Difference’” — summarizes children's TV
issues and provides outlines for discus-

sion between community residents and
broadcasters about programming for
young audiences. Among the celebrities
featured in the video are Fred Friendly,
former president of CBS Nightly News,
and Edward J. Markey, chairman of the
House telecommunications subcommit-
tee.

The Children's Television Act limits the
amount of advertising aired during chil-
dren’s shows and requires TV stations to
air programming that serves the educa-
tional and informational needs of young
viewers. Under current rules, LPTV sta-
tions are not bound by the Act. fcae]
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How Good Is
Your Station's
Programming?

. HALPONTIOUS & ASSOCIATES
1962 N. Bissell ¢ Chicago, IL 60614
(312) 472-8828 FAX 929-1108
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LEADER
IS AL IT

State-of-the-art technology
and JAMPRO continue to
grow together . . .

We were on the cutting edge
when we developed the first
circular polarized television
antenna ... and that tradition
continues today in our Low
Power series TV systems.

JAMPRO offers the LPTV
broadcaster a wide variety of
competitively priced anten-
nas, all of which contain the
technology and experience of
a company that has been the
leader in the industry for over
35 years.

FOR THE MOST
COMPETITIVELY
PRICED QUALITY
LPTV ANTENNAS CALL

(916) 383-1177
Fax (916) 383-1182

6340 Sky Creek
Sacramento, CA 95828
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—by Joe Tilton

Good Selling!

Are We Having Fun Yet?

The phone rang. The clock showed 6:55
a.m. "Joe speaking,” I answered.

"I called everywhere to find you,” a
woman'’s voice said. She continued, *'Did
you know the station up here is off the air
this morning?”

It took a moment to figure out what the
call was about. Then I remembered. This
lady was a long-time fan of my station
where | used to live. Eight years later, she
was letting me know that something was
wrong.

"l don't have anything to do with that
operation now. Have you called the man-
ager?” | asked.

“"No, they won't do anything,” she
fumed, “We thought you could get things
going here again. You know, Joe, we ha-
ven't had any fun around here since you
left.”

I laughed, then realized that for all the
years | had lived in that small community,
1didn’t know I was the source of their fun!

After receiving a few more calls that
day, I discovered that there had been no
fun-type promotions there since I'd left.
The new staff was “all business,” and, in
some cases, rude to the public. All em-
phasis was on money, yet the station went
dark.

Humor Sells

One morning over coffee, my sales
manager approached me with an idea. "I
have a fresh approach for [client],” he
said. ""Humor is bound to get his atten-
tion.”

We agreed that if given the chance, we
could use our media to bring a major
sales increase to this large, local com-
pany.

“What do you have in mind?" | quizzed.

"Listen to this,”” he answered. He
pushed "play” on the portable cassette
machine. A commercial began with fan-
fare, and then one of our big-voiced an-
nouncers said with deep tones and echo,
"The Obit, Pick Hit of the Week.” He gave
sponsorship credit to the targeted busi-
ness. My sales manager had created a
spoof ad to break the ice, based on the
newspaper's obituary column.

The plan worked. The business owner
laughed so hard he cried, then said, "I like
your style. Have something I can air?’ The
sale was made. Having fun in your busi-
ness does not mean it's all a joke.

WorldRadioHistory

Happy Attitudes

One of my merchant-clients related a
story last week about a supplier who is
going through a nasty divorce. When my
client called to do business, the man
could only discuss his personal problems.
"I sympathize with him,” he said, "'but I'm
so depressed when I hang up, the only
way to keep my sanity is to find another
supplier.” Problems at home or the office
can kill enthusiasm and sales.

On a real estate sales-office wall, a sign
reads, “Attitude is Everything.” Strange,
why isn’t the phrase, “Money is Every-
thing'’? If the sign is correct, then how do
I, the manager, create a winning sales atti-
tude? What is the source of good attitude
and fun? Me!

Does this mean you as sales leader are,
in part, a counselor? Yes! Are you charged
with keeping the balance between fun and
seriousness? Yes! Does keeping a sales
staff productive mean you keep relation-
ships between staff members healthy?
Yes!!

Have you ever heard of a 'Serious (not
fun) Park” where people go to be serious?
What do you prefer — being around peo-
ple demanding that you be serious, or
those who can balance business and
laughter?

Avoid the Negative

How many businesses (not just broad-
cast) have positions for ''Personnel Direc-
tors”’? This may be a surprise, but these
people don’t direct anything. Every staff
member has the right to react in any way,
to anything handed them, including direc-
tion. You are respected most when you
lead by example instead of directing.

Use negative motivation {threats) and
negative results will surely follow. No, it's
not negative to set goals and challenges
— coupled with rewards. Put a threat with
a goal — "You're fired if you don’t make
it" — and that person might as well quit
now. You'd save time by getting out on the
street and making the goal yourself.

Too often, business owners feel the
pinch between the bank and poor sales,
and take their pain out on employees with
blame and slave-driving. Sure, there are
times when a goal has to be made for
survival, yet killing the runner because he



came in third eliminates his chances of
winning the next race...and you taking the
trophy.

Positive Work Place

Beauty attracts — so does fun. One of
my first goals, after taking over a station
with a losing history, was to build a new
building for our operation. After I dis-
closed my plan, one of my partners said,
“A new facility will double your billing.”
He was right. With the beautiful new of-
fices, the community respected us more,
and clients wanted to be a part of a win-
ning situation. The staff was so proud that
they showed photos of their workplace to
clients and brought them in for tours.

It’s important to bring your operation
into the center of activity. Placing your
studios with your tower may be the least
expensive way to get started but the most
expensive in the long term. Being away
from the commercial hub of your commu-
nity is like sleeping in the next county —
away from your family.

Another advantage of creating a posi-
tive work environment is that it attracts
highly qualified persons to your opera-
tion. A local college asked me to make a
presentation to the graduating class of
their business school. I concentrated on
the fun we have, and the excellent service
we give our clients. Following the presen-
tation, the dean of the school took me
into her office, closed the door and said,
“May | apply for a position with your sta-
tion?"'

Are You Having Fun?

One business owner with whom |
worked arrived daily at 6:00 a.m. and
worked through to 9:00 p.m. Employees
felt bound to follow his example. It didn’t
take long for him to realize that the staff
was very unhappy with him — families
were furious. To cause a dramatic turn, he
took every employee to a comedy club
after work one Thursday. The following
day was the most productive in their his-
tory. Talk around the office changed from
problems with the boss, to jokes heard
the night before.

It's not necessary to hire a stand-up
comedian; just balance business and fun.
Design an atmosphere so positive that
the staff can’t wait to get there. Make
Monday mornings something to look for-
ward to. This no-expense move can bring
fabulous returns.

How can you keep fun in business?
Condition your staff to expect leadership
and praise. The dreaded "I need to talk to
you,” followed by critical remarks,
teaches your staff to expect the worst
from communication with you. Have you
ever called an employee in to tell a joke,
give good news, or praise him/her for a
good job? If not, try this just once and
watch the reaction.

Positive family support is another ben-
efit of creating a fun place to work. You
know the difference when you come home
after a 'bad” day, compared with a posi-
tive day, or selling a major account. When
a family shares a staff-member's joy
about his or her job, the whole family
supports your business.

If your business is so serious to you that
you're not having fun, make some
changes!

Are We Making Money Yet?

When | arrive at a station and find the
manager believing that the more serious
you are, the' more money you make, [ de-
liberately show him or her a good time.
Serious does not equal success. The se-
cret is in the balance.

After explaining what we are going to
do, | tell the sales staff, “Come on, let’s
hit the street and have some fun.” Some
think we’re going to lunch early. Usually,
sales managers send the staff out in the
business world with the cry, "'Sell! Sell!
Sell!”

Public speakers know that the way to
endear an audience to them and to
“break the ice” is to open with comedy.
How much ice needs breaking around
your place? Is your cash flow frozen by
below-zero attitudes?

A Russian visiting the U.S. recently
asked some children at a popular fast-
food outlet, “Were you paid to smile?"”
The Soviets have been very serious about
their economy for 74 years. See where
they are now?

Do your own in-house survey. Ask each
person which is more important — a
pleasant place to work, or money. If
they're in the majority, money comes in
second.

Zig Ziggler of Dallas says it this way:
"Your attitude determines your altitude.”
And I add, your business altitude, too!

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.

Joe is willing to show the LPTV industry
that financial success is possible in any
market. He is searching for an LPTV station
with a sales staff that is struggling for suc-
cess. For reduced rates plus expenses,
Joe will work with that facility in person and
by phone, then document the successes
and increases to report in this column. We
will all learn from the experience and profit
from the information.

If you are willing to be our test station,
please call Joe at (817) 577-2754.  le=®

Connect wit

Discover how Microwave
Radio Corporation offers
you practical, quality
wireless interconnections.
Connect with us loday:
TEL: (508) 250-1110
FAX: (508) 256-5215
Microwave Radio Corporation

20 Alpha Road
Chelmsford, MA 01824-4168

or High-Quality Video,

Microwave Radio Corporation.

Achieve Practical Solutions
to STL Requirements

High-Reliability and Low-Cost:
Links Starting at $6200

Fixed and Portable Microwave
Systems from 1.7 to 40 GHz

The Leading Supplier for TV
and Video Applications

N\

MICROWAVE
ﬂ ﬂ D I O corporation

The Microwave Connection
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FCC Revises
Spouse Attribution Policy

The FCC has abolished its automatic
“spousal attribution policy” which has
caused problems recently for married
couples who each own interests in broad-
cast properties. Under the policy, the me-
dia interests of one spouse were pre-
sumed to be the other’s as well. The result
was that some newly married couples
have found that they were violating the
FCC's multiple ownership and cross-
ownership rules as a result of their mar-
riage. The rules do not apply to LPTV as
yet.

As more women enter the broadcast
industry, such a policy makes it harder for
them to gain ownership and managerial
positions and is therefore at odds with
equal opportunity policies, said the Com-
mission. Under the new policy, the rela-
tionship between spouses and their re-
spective media interests will be reviewed
individually to determine whether owner-
ship rules have been violated. cap

BON MOT

You have to see the invisible if you
want to do the impossible.

Anonymous

Pre-Owned

Visual Communications
Equipment

With the best prices and greatest value
for your dollar, our equipment is
backed by a vast network of
professional dealers. Toreinforce this,
we offer warranties and provide
authorized service centers across the
country for your convenience.

Whether your need to sell equipment
or purchase pre-owned equipment,
VCR can help you by working within
your budget . . . on your terms.

Our inventory changes daily, so
don'tdelay... the equipment that is
perfect for youmay be gone tomorrow.

2368 Schuetz Road  visuaL commumcamons
St. Louis, MO 63146 REPLAY CORPORATION
1-800-745-8272

FAX 1-800-488-8779
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Supplier Side

Global Communications, Inc. has an-
nounced the GS-1000 portable spectrum
analyzer for the alignment of satellite an-
tennas. Operating in the 950-1450 MHz
range, the unit may be used to align any
C- or Ku-band antenna or L-band system
setup and maintenance. No ancillary
equipment is needed as the GS-1000
powers the LNB from its own self-
contained, rechargeable batteries.

Three display models are available. The
bar graph mode displays 24 vertical bars
corresponding to the frequencies for each
C-band transponder, making this the
ideal mode of operation when making ad-
justments to a C-band antenna. The spec-
trum mode displays the entire L-band
spectrum in 5 MHz steps for Ku-band or
VSAT antenna alignment as well as for
measuring the presence of terrestrial in-
terference. The oversample mode is simi-
lar to the bar graph display with the ex-
ception that level fluctuation due to
vertical sync modulation is removed to
give a more stable amplitude reading.

The GS-1000 portable spectrum analyzer from
Global Communications.

The unit weighs only 4.6 pounds and is
contained in a high-impact ABS enclosure
surrounded by a double vinyl carrying
case with foam padding throughout.

Circle (120) on ACTION CARD

TECH Electronics, Inc. has recently
announced the new PVC Model 6 pro-
grammable video controller that auto-
mates programming for VCR's, satellite
feeds, live audio/video, and character
generators.

The unit can control up to eight VCR's.
Satellite and live feeds can be used in
conjunction with the VCR's for pro-
grammed playback; and character gener-
ators or title cameras with audio follow
can be switched between programmed
playback.

One of the best features of the PVC
Model 6 is that it's easy to use. On-screen
prompts lead the operator step-by-step

WorldRadioHistory

through the programming procedure. The
Model 6 can accommodate up to 16
VCR'’s by means of the EXPANDER, soft-
ware that increases the events per day
from 100 to 500 with seven days of pro-
gramming for each event.

Circle (114) on ACTION CARD

The Fluxiite lighting system from TEKNO, Inc.

The Fluxlite, a new high-performance
lighting system from TEKNO, Inc. fea-
tures low amperage draw and no head
emission; long bulb life (up to 10,000
hours) and low bulb replacement costs
($25 per bulb); full color spectrum with a
color rendition coefficient of up to 98
(100 is daylight), providing better color
saturation and eliminating all color bal-
ance problems.

The Fluxlite also offers a choice of color
temperatures from 3000K to 6,300K; high
efficiency optical design; numerous light
shaping accessories that sharply reduce
setup time; elimination of cross shadows,
glare, and unpleasant highlights, espe-
cially with eyeglasses; and dimming from
full to 10% without shift in color tempera-
ture or flickering.

Circle (121) on ACTION CARO

Acoustic Sciences Corporation has
introduced a new acoustic wall panel
based on sequenced absorption and dif-
fusion in one-inch thick panels.

By eliminating the boominess and
mush associated with existing treatments,
ASC panels create an accurate, lively
sounding room for broadcasting, record-
ing, and playback.

Panels can be used individually or as
part of ASC’s new nearfield acoustic sys-
tem series. Standard panel dimensions
are 28 inches wide by 48 inches high.
Custom lengths can be ordered, and sixty
color options are available.

Circle (117) on ACTION CARD  [c=¢]



Quality.
From top to bottom.

At Cablewave Systems, quality is more than a
promise. It's an uncompromising commitment.

It always has been, it always will be. And because
BOGNER" antennas are now manufactured by
Cablewave Systems, you can expect the same
rigorous attention to quality.

We offer the full range of Bogner slot array design
antennas. With their patented design, Bogner antennas
continuously transmit a redundant signal, which results
in a brighter, sharper picture.

In addition, Bogner antennas are cost-efficient.
Their unique design eliminates the need for pressur-
ization equipment.

What's more, Bogner antennas are now part of
Cablewave System’s complete RF subsystems, which
include Flexwell transmission lines, connectors and
accessories.

To find out more about Bogner antennas and our
RF subsystems, contact Cablewave Systems.

Em Cablewave Systems

DIVISION OF RADIO FREOUENCY SYSTEMS. INC.
Z=~—— 60 Dodge Avenue, North Haven, CT 06473
@ (203) 239-3311 FAX234-7718

NER

antennas
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Commercial Antennas

UP1469 RET Series Yagis ¥ e
UHF VHF Hi and Lowband
Broadband
% FREE-FCC acceptable Antenna Pattern layout. ;
TS Series

* Weather protected for any climate. Omni-directional
% Vertical, Horizontal or Omni-directional.
* VHF/UHF, Single channel or Broadband. TZU

LINDSAY SPECIALTY PRODUCTS

TXGR’ Series
UHF VHF Highband

U.S.A. 1-800-465-7046
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Fax:705 324 5474

Supplier Shorts

The Moscow (Russia) Metro subway
system and Andrew Corporation have
signed a joint venture agreement to de-
velop a fiber optic network that will cover
the entire metropolitan Moscow area via
the 162-mile subway system.

The network will transmit multi-band
radio signals for cellular telephone, AM/
FM radio, cable and broadcast television,
traffic control, and for emergency ser-
vices, as well as for Metro operations
themselves. Moscow Metro will own 69%
of the venture, Andrew 31%.

Andrew will design the network, serve
as general manager of the installation,
and handle the sales of communications
circuits to U.S. and European customers.

Yevgeny G. Dubchenko (l), director general of the
Moscow Metro, and Dr. Floyd L. English, president
and CEO of Andrew Corporation, after signing a joint
venture to build a fiber optic telecommunications
network for Moscow, Russia.
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Lindsay Specialty Products is offering
a new — free — antenna design service
that custom tailors an antenna’s signal to
account for terrain, population areas, and
other factors — thus maximizing signal
efficiency. The company can plot any
number of antennas in any direction with
all relative transmitter outputs and line
losses included to give the system gain,
efficiency, and multiplier. Call Lindsay at
1-800-456-7046 and ask for their site sur-
vey literature package.

® o 0

Television Technology Corporation
has been awarded a half-million dollar
contract to build and install a 20 kW UHF
TV transmitter for Malaysian TV in Sri
Lanka. The transmitter, consisting of two
10 kW tetrode transmitters, is the second
unit that TTC is installing in Sri Lanka; the
first was ordered in December 1991,

And at NAB '92, TTC teamed up with
General Instrument’'s VideoCipher Divi-
sion to give the first public demonstration
of an HDTV signal transmitted over the
air. The signal was transmitted via micro-
wave from the HDTV World Exhibition at
the Las Vegas Hilton to the Las Vegas
Convention Center where TTC's XL-20U
transmitter broadcast the signal on chan-
nel 15 to a standard receiving antenna
back at the Hilton.

® o o

Microwave Filter Company, Inc. in
East Syracuse, NY, has purchased Ches-
terfield Products, Inc. of ElImwood Park,
NJ. Chesterfield designs and manufac-
tures miniature filters covering the fre-
quency range of 1.0 Hz to 1000 MHz. Mi-
crowave Filter’'s present product lines are
generally add-on filters installed to work
in conjunction with communications sys-
tems. This acquisition opens Microwave
Filter to the new market of sub-miniature
filters which are built directly into sys-
tems. [car!
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Station Shorts

Telmundo Group, Inc., a NYC-based
Spanish-language TV network, has an-
nounced that their owned-and-operated
LPTV station, KDQ/Channel 47 in Sacra-
mento, CA, signed on the air February 9
using the first-ever operative “'flagpole”
LPTV antenna by Dielectric. This antenna
features a beam and pattern similar to
that of the Dielectric TLP8-B.

KDQ joins Stockton's KCK/Channel 52
and Modesto’s KFl/Channel 61 in provid-
ing competitive coverage of the Sacra-
mento ADI, the 14th largest Hispanic
market. With KDQ ds the lead station, the
three interconnected stations function as
one station with three transmitters and
reach 400,000 households.

David Newman of Sacramento Cable TV
says his cable system has been receiving
Telemundo via satellite feed but will begin
carrying the Sacramento community sta-
tions by the end of March. According to
Paul Niedermeyer from the Telemundo of-
fice in San Francisco, other major cable
systems in the market are also scheduled
to add the local stations.

WI13BF/Channel 13 in Hartford, CT
programs primarily to the area’s ethnic
groups, according to station president
Lucio Ruzzier. Weekday programming
comprises Spanish-language fare from
Telemundo and ltalian programming from
RAl. Portuguese, Greek, and Polish pro-
gramming is aired on weekends.

The station, which is listed in this year’s
“Who's Who in Cdnhecticut,” also fea-
tures local programming for the area’s
ethnic audiences. T‘

Channel 13’s Gaetano Leone was re-
cently promoted to general manager. Wil-



The Slattery Amendment

Here is a summary of the provisions
of the LPTV must carry amendment to
the House cable reregulation bill. The
amendment is being offered by Rep.
Jim Slattery (D-KS) and is identical to
an amendment to cable reregulation
bill S.12 which passed the Senate 73-
18 in January.

An LPTV station would have must
carry status if:

It broadcasts the minimum number
of hours per day that full power sta-
tions are required to broadcast.

A “'significant”” amount of the sta-
tion's programming is locally pro-
duced. The amount is to be set by the
FCC.

The station meets the same re-
quirements and obligations as full
power stations do with respect to non-
entertainment programming; pro-
gramming and rates involving political
candidates, election issues, controver-
sial issues of public importance, edito-
rials, and personal attacks; children’s
programming; and equal employment
opportunity.

The station is located no more
than 35 miles from the cable system's
headend, or no more than 20 miles
from the headend in the top 50 mar-
kets.

The station delivers a signal to the
headend that is at least as strong as
the signal level required of full power
stations.

Carriage of the LPTV station would
not cause the cable system to exceed
the number of broadcast stations it
would normally be required to carry.

The proposal would not require or
allow a cable system to displace a
qualified full power station in order to
carry an LPTV station, and it would not
change the secondary status of LPTV
stations in regard to signal interfer-
ence with full powers.

L

liam Newton is the new vice president of
sales.

When CNN first received their much
publicized video tape of then-hostage
Terry Anderson last October, they asked
TV 43 an LPTV affiliate in Hopkinsvilie,
KY, to interview Anderson's sister, Peggy
Say, in Cadiz, KY. The network was so im-
pressed with the footage TV 43 provided
that the interview with Say led CNN's 10
p.m. newscast and was featured on "CNN
Headline News” as well.

TV 43 has also been honored by both
the Kentucky Broadcaster's Association
and the Associated Press for its news cov-
erage. During ceremonies at the annual
KBA Fall Convention in Lexington, the sta-
tion received a Meritorious Service Award

for its local news of the troops deployed
from Fort Campbell, KY during the Persian
Gulf war.

The station also captured three AP
Awards — one in the "Breaking Spot
News Story” category for coverage of a
toll booth accident in which four Fort
Campbell soldiers were killed, and two in
the “Feature/Human Interest” category
for coverage of the Fifth Special Forces
Homecoming and an Everly Brothers con-
cert.
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W43AT, known as NGTV (North Georgia
Television), in Dalton, GA airs family en-
tertainment 24 hours daily. The station
has been recognized by the Dalton Public
Schools, the Georgia National Guard, the
Special Olympics, and others for its many
contributions to the community.

NGTV'’s local features have included a
forum for mayoral candidates, a TV news
program starring gifted students from a
local school, and a telethon/auction to
benefit the Troubled Children Council. Re-
cently, through the efforts of executive di-
rector Doug Jensen, NGTV expanded its
audience after being picked up by C-4
Media Cable in neighboring Murray
County. At this time NGTV is putting to-
gether a survey to determine how many
viewers it reaches. cae

neered a similar effort last year when the
Senate Commerce Committee was con-
sidering S.12. At press time, plans were to
mount a petition and telephone cam-
paign among LPTV station viewers while
the subcommittee members were back in
their districts for the spring recess.

When Slattery made the decision to
pull back, support for the amendment
was assured from Representatives Ralph
Hall (D-TX), Jim Cooper (D-TN), Claude
Harris (D-AL), Rick Boucher (D-VA), Billy
Tauzin (D-LA), Ron Wyden (D-OR), Mat-
thew Rinaldo (R-NJ), and Mike Oxley (R-
OH).

Against the amendment were subcom-
mittee chairman Ed Markey (D-MA), Bill
Richardson (D-NM), John Bryant (D-TX),
Joe Barton (R-TX), Don Ritter (R-PA), Dan
Schaefer (R-CO), James Scheuer (D-NY),
Mike Synar (D-OK), Tom Bliley (R-VA), En-
ergy and Commerce Committee chairman
John Dingell (D-MI), and Thomas Manton
(D-NY).

Mike Bilirakis (R-FL) had been called
away a day earlier because of a death in
the family and had withdrawn his vote.
Norman Lent (R-NY), Richard Lehman (D-
CA), and Tom McMillen (D-MD) would not
comment. And Carlos Moorhead (R-CA),
Jack Fields (R-TX), and Dennis Eckert (D-
OH) were undecided but leaning in favor.

Kmend—mem

continued from front page
[both Houses| can agree on,” said an NAB
spokesperson about the Ritter amend-

ment.
In a letter April 6 to subcommittee

members, NAB president Eddie Fritts also
expressed concern that cable operators’
First Amendment rights would be violated
by LPTV must carry. Referring to the re-
quirement in the bill that one-third of a
cable system’s channel capacity be re-
served for broadcast carriage, Fritts wrote
— somewhat ambiguously — "Adding
hundreds of LPTV'’s to the pool of eligible
must carry stations has the effect of the 1/
3 capacity becoming a floor and not a
ceiling of channel capacity.”

An NAB spokesperson later explained
that Fritts feared that cable systems
would lose their programming "flexibil-
ity’” if LPTV stations filled up all the chan-
nels set aside for broadcast. If only full
power stations had must carry, she said,
systems might be able to get by with fifl-
ing fewer than one-third of their channels,
leaving more channels for other program-
ming.

However, when questioned, she con-
ceded that the NAB had not ascertained
the number of LPTV stations that would
be eligible for must carry under the
amendment, their locations, or which ca-
ble systems, if any, would be filled to ca-
pacity if they carried local LPTV stations.

“The next step,” said Kompas, "is to
take the fight back to the grass roots, like
we did with the Senate.” Kompas engi-
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Quality Solutions for
the Video Professional

The BBG-2 Black Burst Generator fram VAC
functions as @ MASTER SYNC GENERATOR and
features nine crystal controlled, temperature
compensated identical RS-170A Black Burst
outputs. Priced at an affordable $495, the BBG-2
includes internal fimming adjustments for
Subcarrier, Sync Tip, Zero, Setup and Burst.

In addidtion, VAC provides a full ine of video
products to reliably distribute and synchronize your
video signals. For your copy of the latest full line
VAC catalog, or the name of your dealer, CALL 1-
800-821-0426 or FAX 1-303-440-8878.

Video Accessory Corporation
2450 Central Avenue Suite H
Boulder, C0 80301
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...at the FCC

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.

K38CU Colorado Springs, CO. Zenon Reynaro-
wych, 2/20/92.

W20AU Atlanta, GA. Valuevision International,
Inc., 2/20/92.

W53AX Cleveland, OH. Breckenridge Broadcast-
ing Company, Inc., 2/20/92.

W47BD Findlay, OH. Findlay LPTV Partnership,
2/20/92.

K55FV Houston, TX. Breckenridge Broadcasting
Company, Inc., 2/20/92.

W17BH Huntington, WV. Francis R. Santangelo,
2/26/92.

LPTV LICENSE RENEWALS

The following LPTV stations received license re-
newals on the dates shown. Station call sign, loca-
tion, and the name of the licensee are also given.

K11SE Bend, OR. Central Oregon Broadcasting,
Inc., 2/20/92.

K11KI Disston, OR. Row River Community TV,
Inc., 2/20/92.

KO4GR Dorena, OR. Row River Community TV,
Inc., 2/20/92.

K02GL Dorena/Culp Creek, OR. Row River
Community TV, Inc., 2/20/92.

NEW LPTV CONSTRUCTION PERMITS

The following parties received LPTV construction
permits on the dates shown. Station call sign and
location are also given.

K67FQ Little Rock, AR. James D. Morgan,
2/13/92.

K240K Bullhead City, AZ. MW TV, Inc., 2/25/92.

K69GK Phoenix, AZ. Harold L. Trumbly, 2/21/92.

K11TE Fresno, CA. Harlan Jacobsen, 2/12/92.

K13WF Fresno, CA. Harlan Jacobsen, 2/12/92,

K150M Fresno, CA. Park Broadcasting Com-
pany, 2/19/92.

K240DJ Pueblo, CO. David M. Drucker, 2/25/92.

W26BC Fort Walton Beach, FL. Channel 44,
Ltd., 2/24/92.

K27EB Des Moines, IA. Joseph Alfred Smith,
2/25/92.

K460D Salmon, ID. Ambassador Media Corpora-
tion, 2/20/92.

W58CB Champaign, IL. Professional Impres-
sions Media Group, 2/12/92.

W67CQ Champaign, IL. Professional Impres-
sions Media Group, 2/12/92.

W10CF Normal, IL. HSN Broadcasting — LPTV,
Inc., 2/25/92.

K52EB Shreveport, LA, Act of Faith Communica-
tions, Inc., 2/25/92.

W17BJ Danforth, ME. Craig Ministries, Inc.,
2/12/92.

KO40E Columbia, MO. Corinne R. Koenig,
2/12/92,

K510Z St. Robert, MO. Barbara Dilley, 2/24/92.

KO9VU Albuquerque, NM. Robert F. Porter,
2/25/92.

K250B Las Vegas, NV. Terry Zick, 2/21/92.

K59ER Las Vegas, NV. Adam Laird Marko,
2/20/92.

K65F! Laughlin, NV. Richard D. Tatham, 2/20/92.

W68CL Rotterdam, NY. Eric M. Zachs, 2/12/92.

K38DJ Oklahoma City, OK. In Sook Lee, 2/12/92.

K41DF Eugene, OR. A. B. Herman, 2/21/92.

K48DZ Hermiston, OR. Melvin L. Kimmel,
2/12/92.

K18DW Redmond/Prineville, OR. A. B. Herman,
2/21/92.

W18BC Middieburg, PA. Heirloom Ministries,

Inc., 2/5/92.

KA40DN Huron, SD. Crossroads Communications
Company, 2/21/92.

K53EG Sioux Falls, SD. Siouxland Christian
Broadcasting, 2/21/92.

W56CT Kingsport, TN. Holston Valley Broadcast-
ing Corporation, 2/21/92.

K13WD Corpus Christi, TX. Aracelis Ortiz,
2/26/92.

K41DG Corpus Christi, TX. Jeffrey L. Hamiiton,
2/21/92.

K63EU Corpus Christi, TX. Corali Ortiz, 2/26/92.

K460C Dallas, TX. HSN Communications, Inc.,
2/20/92.

K19DC San Antonio, TX. Vivian Okita, 2/12/92.

W45BA Richmond, VA. Charles W. Williams,
2/25/92.

W19BM Virginia Beach, VA. Laura M. Beverage,
2/12/92.

ASSIGNMENTS AND TRANSFERS

K22AG Anchorage, AK. Voluntary assignment of
license granted from Echonet Corporation to Green
TV Corporation on 1/31/91.

KO7UU Fairbanks, AK. Voluntary assignment of
permit granted from St. Pierre & Company to Tanana
Valley Television Company on 2/25/92.

K13VU Fairbanks, AK. Voluntary assignment of
permit granted from St. Pierre & Company to Tanana
Valley Television Company on 2/25/92.

K26AQ Bullhead City, AZ. Voluntary assignment of
license granted from Colorado River Broadcasting,
Inc. to Tri-State Broadcasting, Inc. on 2/13/92.

K21CX Tucson, AZ. Voluntary assignment of li-
cense granted from Jana Tucker to West LPTV, Inc.
on 2/27/92.

K39AB Bakersfield, CA. Transfer of control of Un-
ivision Station Group, Inc. from Hallmark Cards, Inc.
to Hallmark Cards, Inc. on 2/20/92.

W39BJ Waycross, GA. Voluntary assignment of

continued
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“We needed a professional, satellite receiving system with

the flexibility to access all available programming.”

Brad Dobbs, Vice President of Operations.
TV 43. Waukesha. Wisconsin

“So we chose VistaLink.™ An automated satellite
receiving system from Microdyne.

VistaLink is preprogrammable, letting me access
any satellite and any transponder. Any time.

Plus, I have the option of operating VistaLink
remotely. That way I can set the receiver and
antenna without even leaving the station.”

VistaLink is a proven system backed by
Microdyne. A pioneer in satellite technology with
thousands of satellite receiving installations
around the world.

For complete information on VistaLink and e A B,
how Microdyne can help vour LPTV business, call At TV 43. primary programming is received on a fixed

toll-free (800) 441-9084. Or write Microdyne Microdyne antenna. The VistaLink antenna rotates to
Corporation, 491 Oak Road, Ocala, FL 32672. receive programming from other satellites.
NN
The VistaLink system ||| - ! ﬁ a I I 1 d
lets you receive any M|Cro yne
satellite—any program, iR e Myl -4 Y Excellence in Communications Tecrnology
transponder format, .
or frequency—as easily |l .- % | mooEgo
as you operate a VCR. |y - . -;J
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LPTV Distribution by

State and Territory

March 6,

ALABAMA
ALASKA
ARIZONA
ARKANSAS

CALIFORNIA
COLORADO
CONNECTICUT
DELAWARE

WASHINGTON, DC
FLORIDA
GEORGIA

HAWAII

IDAHO
ILLINOIS
INDIANA
IOWA

KANSAS
KENTUCKY
LOUISIANA
MAINE

MARYLAND
MASSACHUSETTS
MICHIGAN
MINNESOTA

MISSISSIPPI
MISSOURI
MONTANA
NEBRASKA

NEVADA

NEW HAMPSHIRE
NEW JERSEY
NEW MEXICO

NEW YORK
NORTH CAROLINA
NORTH DAKOTA
OHIO

OKLAHOMA
OREGON
PENNSYLVANIA
RHODE ISLAND

SOUTH CAROLINA
SOUTH DAKOTA
TENNESSEE
TEXAS

UTAH
VERMONT
VIRGINIA
WASHINGTON

WEST VIRGINIA
WISCONSIN
WYOMING

GUAM
PUERTO RICO
VIRGIN ISLANDS

TOTALS: Licenses: 1,104

1992

Licenses

1
222
32
10

54
22

68
22

19

17
26

1
7
1

Construction Permits: 1,498

CPs

30
10
33
26

98
33
5
1

0
126
34
32

31
38
28
30

26
30
38
22

6
12
22
42

21
32
48

111

15
28
26

17
16

0
6
3
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permit granted from Women's LPTV Network to Trin-
ity Broadcasting Network on 2/18/92.

KO2NQ Columbia, MO. Voluntary assignment of
license granted from Raymond A. Karpowicz to
Karp-Comm, inc. on 2/11/92.

W68BK Raleigh, NC. Voluntary assignment of [i-
cense granted from Saint Augustine’'s College to
Trustee and Communications Committee of Saint
Augustine's College on 2/21/92.

K48AM Albuquerque, NM. Transfer of control of
Univision Station Group, Inc. from Hallmark Cards,
Inc. to Hallmark Cards, Inc. on 2/21/92.

K18CT Raton, NM. Voluntary assignment of permit
granted from Grace Television Ministries, Inc. to Trin-
ity Broadcasting Network on 2/10/92.

K42BR Terrebonne/Bend, OR. Voluntary assign-
ment of license granted from Rodney S. Johnson to
Xentor Corporation on 2/25/92.

K48BL Terrebonne/Bend, OR. Voluntary assign-
ment of license granted from Rodney S. Johnson to
Xentor Corporation on 2/25/92.

W10BI Nashville, TN. Voluntary assignment of Ii-
cense granted from Jim Owens Broadcasting, inc. to
James W. Owens on 2/7/92.

W61AR Nashville, TN. Voluntary assignment of li-
cense granted from Jim Owens Broadcasting, Inc. to
James W. Owens on 2/7/92.

W23AD Christiansted, VI. Voluntary assignment of
license granted from Kelly Guglielmi to Blackrock
Broadcasting Corporation on 2/3/92.

K57FJ Spokane, WA. Voluntary assignment of per-
mit granted from Localvision to Trinity Broadcasting
Network on 2/18/92.

CANCELLATIONS

The following construction permits were cancelled
and their call signs deleted on the dates shown.

KO8LH Appleton, AR. Arkansas Rural TV Co-op
Company, 3/6/92.

K23BK Nashville, AR. Beech Street Communica-
tions Corporation, 3/6/92.

K48CU Pueblo, CO. Full Gospel Outreach, Inc.,
2/18/92.

W14BE Gainesville, FL. Robert John O’'Donnell,
1/31/92.

W20AW Mexico Beach, FL. Scott Brehany,
3/6/92.

W39BG Ocala, FL. Press Broadcasting Com-
pany, 3/6/92.

W38BI St. Augustine, FL. Donald L. Jones,
3/6/92.

W21AY Tallahassee, FL. Jeff Jacobsen, 3/6/92.

K36CT Kailua/Kona, HI. Le Sea Broadcasting
Corporation, 3/6/92.

K46CX Burlington, IA. Mountain TV Network,
Inc., 3/6/92.

K51CR Dubuque, IA. Thomas H. Valley, 3/6/92.

K16CN Waterloo, 1A, William D. Siverson, Il
3/6/92.

W29AS Highland Park, IL. Albert Morrison, Jr.,
2/10/92.

WO7CS Shelbyville, IL. The Cromwell Group, inc.

of lllinois, 3/6/92.

K61FH Topeka, KS. Norma Torres, 3/6/92.

WA43AZ Radcliff, KY. Jimmie C. Lee, 3/6/92.

W21AZ Richmond, KY. Robert J. Spradlin,
3/6/92.

K15CQ Shreveport, LA, K. Sandoval Burke,
1/31/91.

WA44AP Leonardtown, MD. Satellite Video Broad-
casting, 2/28/92.

WA17AV Petoskey, MI. Heritage Broadcasting
Company of Michigan, 3/6/92.

WA46BN Jackson, MS. American Christian Tele-
vision System, 3/6/92.

K34DE Eureka, MT. Rural Television System,
3/6/92.

W15BA Cazenovia, NY. Kevin O'Kane, 3/6/92.

W19BG Champlain/Chazy, NY. Champlain Radio,
Inc., 3/6/92.

W65CI Darlington, SC. James W. Owens, 3/6/92.

W16AS Sumter, SC. James W. Owens, 3/6/92.

K60EI Rapid City, SD. Rey F. Franco Perez,
3/6/92.

WGE0AX Knoxville, TN. Knox County Broadcast-
ing, Inc., 2/18/92.

W66BG Union City, TN. The New York Times
Broadcasting Service, 2/12/92.
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K62EB Marshall, TX. Rey F. Franco Perez,
3/6/92.

K62EA Midland, TX. Gerald D. Kamp, 3/6/92.

K26DF Tyler, TX. Rey F. Franco Perez, 3/6/92.

WA42BE Fairfax, VA. Fairfax Low Power Company,
9/12/91.

WO04CM Richmond, VA. Krista Fordham, 2/18/92.

W11CH Burlington, VT. Susan A. Lawrenson,
3/6/92.

CHANGES OF COMMUNITY

W50BB Carmel, IN. Change of principal commu-
nity granted from Indianapolis to Carmel, IN on
2/21/92.

W23AS Woonsocket, Rl. Change of principal
community granted to add Providence, Rl to
principal community on 2/12/92.

K120K Temple, TX. Change of principal commu-
nity granted to add Roy, Westphalia,
Heidenheimer, Belton, and Moffatt, TX to principal
community on 2/12/92,

KO9VP Wichita Falls, TX. Change of principal
community granted to add Jolly, Dean, Holliday,
lowa Park, and Burkburnett, TX to principal com-
munity on 2/12/92.

K68DZ Longview, WA. Change of principal
community granted from original to Longview, WA
on 2/21/92.

PROPOSED CONSTRUCTION PERMITS

The following LPTV and TV translator applications
have been accepted for filing and are not mutually
exclusive with any other pending applications. If no
petitions to deny these applications are filed, they
will be granted. The proposed construction permits
were released March 6, 1992.

New Stations

Ch. 15 Gualala, CA. Gerhard J. Hanneman,
Ph.D.

Ch. 16 Hanford, CA. Eduardo & Rosa Maria
Caballero.

Ch. 35 Hopland, CA. Rural California Broadcast-
ing Corporation.

Ch. 38 Santa Barbara, CA. Costa De Oro Tele-
vision, Inc.

Ch. 22 Twentynine Palms, CA. Frances H. Gray.

Ch. 48 Marvine Creek, CO. Rio Blanco County
TV Association.

Ch. 62 Honolulu, HL. Jose Castelianos.

Ch. 41 Jefferson City, MO. Sonlight Broadcast-
ing Systems, Inc.

Ch. 69 Jackson, MS. HSN Broadcasting.

Ch. 23 East Orange, NJ. Craig L. Fox.

Ch. 56 Albuquerque, NM. Ray Moran.

Ch. 54 Carlin, NV. Carlin Television District.

Ch, 58 Lawton, OK. Lawton LFTV, Inc.

Ch. 32 Oklahoma City, OK. Video Jukebox
Network, Inc.

Ch. 62 Maupin, OR. Maupin Translator District.

Ch. 25 Newport OR. A. B. Herman.

Ch. 40 Sisseton, SD. Mountain TV Network, Inc.

Ch. 4 Knoxville, TN. Dwight R. Magnuson.

Ch. 67 Austin, TX. Nicolas Communications
Corporation, Inc.

Ch. 20 Kress, TX. KCIT Acquistion Company,
Inc.

Ch. 53 Lubbock, TX. Judy Ball.

Ch. 19 San Angelo, TX. Victory Communica-
tions, Inc.

Ch. 41 Victoria, TX. Perspective Communica-
tions.

Ch. 54 Delta/Oak City, UT. Millard County.

Ch. 40 Delta, UT. University of Jtah.

Ch. 50 Orangeville, UT. Emery County.

Ch. 35 Park City, UT. Fox Television Stations, Inc.

Ch. 51 Richmond, VA. James D. Morgan.

Ch. 39 Ellensburg, WA. Christian Broadcasting
of Yakima.

Modifications

K56BU Lake Havasu City, AZ. Mohave County
Board of Supervisors.

K19BJ Hollywood, CA. CBS, Inc.

K74DU Mt. Massive, CO. Pikes Peak Broadcast-
ing Company.



Classifieds

FOR SALE

HOT MUSIC: Buy-out library albums, station ID's
and jingles from MusiCrafters. Call (215) 368-TUNE
for a free demo and catalog.

High-powered CP for sale: W29AU Coral Bay, Vir-
gin Islands (60 kW ERP). Call (602) 582-6550,
Charlene.

Complete LPTV equipment for sale, reasonable,
channel 13. Includes transmitter, studio equipment,
recording machines, three cameras, satellite dish,
tripods, studio lights, and old movies. For informa-
tion, call evenings, (517) 321-1763.

WANTED TO BUY.

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.

Consulting. Manager highlighted in WSJ article on
LPTV available for consulting. More than 8 years
experience managing profitable LPTV's. For rates,
contact Ken Shapiro at (312) 951-0871 or at 1636 N.
Wells St., Chicago, IL 60614.

LPTV mailing labels. Reach all LPTV licensees, CP
holders, applicants. Accurate, up-to-date marketing
lists in your choice of format. Call Katie Reynolds at
(414) 781-0188.

CLASSIFIED RATES: Al classified ads are payable
in advance. When placing an ad, indicate the exact
category you desire: Help Wanted, Situations Wanted,
Business Opportunities, Services Offered, Wanted to
Buy, For Sale, Miscellaneous. The publisher reserves
the right to abbreviate, alter, or reject any copy.

Classified advertising is sold at the rate of 60¢/word.
There is a $20.00 minimum charge for each ad. Count
each abbreviation, initial, single figure, or group of
figures or letters as one word each. Symbols such as
mm, C.0.D., RO, etc. count as one word each. Tele-
phone numbers with area codes, and ZIP codes,
count as one word each

Business Card ad rates are $50.00 per insertion for
each column inch. Rate is discounted to $45.00 per
inch for three or more insertions. Classified Display
rates are $50.00 per column inch.

To place your order, call Jackie Biel
at (414) 781-0188.
We now accept VISA/MASTERCARD orders.

pr—
VISA wt

JOB-HUNTERS
EMPLOYERS

Looking for a job in television?
Need someone for that hard-to-fill po-
sition? Use The LPTV Report classi-
fieds.

Employers, list your openings for
only $10 a month, a savings of as
much as $20 off the regular classified
rates.

Job-seekers, advertise FREE.

Ads are limited to 50 words. Please
send payment with your order. Ads
will run once, unless renewed in writ-
ing.

Send your ad copy (and payment,
if appropriate) to Katie Reynolds, The
LPTV Report, PO. Box 25510, Milwau-
kee, WI 53225.

JOHN H. BATTISON, P.E.
& ASSOCIATES
Consulting Low Power TV Engineers
2684 State Route 60, RD #1
Loudonville, Ohio 44842
Applications, Licensing, Turnkey

(419) 994-3849

SMITH and POWSTENKO
Broadcasting and Telecommunications
Consuitants
1233 20th Street N.W., Suite 502
Washington, D.C. 20036
(202) 293-7742

fiiﬁ'l'l‘@]].@\vis fom

Complete turnkey LPTV
equipment packages in-
cluding studio, RF equip-
ment, and installation.
We sell new and used
equipment to fit any
budget
214-243-4772
FAX 214-243-4774

ROBERT E. WINN
Director, Product Management
Antenna Operations

DIELECTRIC

479 GIBBSBORO-MARLTON RD.  PHONE 609-435-3200 EXT. 108
VOORHEES, NJ 08043 FAX 609-435-3204

LPTV CONSULTANTS

SHAFFER COMMUNICATIONS GROUP
3050 Post Oak Boulevard
Suite 1700
Houston, Texas 77056-8526
Tel. (713) 621-4499 Fax (713) 621-5751

Broadcasting Systems, Inc.

Turnkey LPTV Construction
One West Lone Cactus Drive

Phoenix, AZ 85027
(602) 582-6550
FAX (602) 582-8229

INDEX TO ADVERTISERS

Use this handy chart to find the ad you're looking for. Then fill out the ACTION
CARD bound in this magazine for FAST answers to all your questions.

ACTION CARD  ADVERTISER

LPTV STATIONS COAST TO COAST
[ MEDIA BROKERS * APPRAISERS |
RADIO o TV e LPTV f .
A Confidential & Personal Service

" SHERWOOD .. >
w4

Hlinois Office:
4171 Dundee Road * Suite 269
Northbrook, IL 60062 -

708 . 272 . 4970

Washingtan D C Ottice
tllen Sherwood Lyle 9300 Arabian Ave. » Vienna, VA 22182
Tel 703-242-4276 « Fax 703-242-4277

COMPANY PAGE NUMBER FACT LINE Arent, Fox, Kintner, Plotkin & Kahn

o oo e e 2 75 (800) 279-3326 Washington Square 1050 Connecticut Avenue, N..

Acrodyne Industries, INC. .. ....................... 20 18 (800) 523-2596 Washington, D.C. 20036-5339

Andrew COrpOration ............................ 8 79 (800) 255-1479

Antenna CONCepIS ... ....................... 5 181 (916) 621-2015 o Ge."eg" Cg“"se' LU

Auction Network, The (TAN) . ..................... 6 193 (207) 483-6686 mmunity Broadcasters Association

ggi}}':wa.v-e 3 Syste S 1§ 132 gag; ;gsggﬁ Telephone (202) 857-6000 Telex WU 892672 Telecopier (202) 857-6395

Gorman-Redlich . ............................ 4 62 (614) 593-3150

Jampro Amegnas .............................. 10 154 (916) 383-1177 - -

LBHEOVHEDCO ... ..o 16 128 (800) 387-0233 NEW - REBULL v

Lindsay Specialty Products ....................... 14 140 (705) 324-2196 F TRANSMITTERS¥

Microdyne Corporation ................ccoooieaae. 17 100 (800) 441-9084 TV Ty e e LATORE

Microwave Radio Corporation ..................... 1 134 (508) 250-1110

SNOWCASE .........oooee oo 7 158 (800) 736-1976 S AL S

SHOWPIACE . .. ..o 9 180 (312) 472-8828

Video Accessory Corporation ..................... 15 3 (800) 821-0426 DARWIN HILLBERRY

Visual Communications Replay .................... 12 171 (800) 745-8272 . o 82501 307-866-3322
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_® Ultra high plant efficiency

Acrodyne...the best of all worlds.
UHF TV Transmitters |

Solid State Technology

The proof is in! Since 1989,
Acrodyne has been delivering
affordable solid state 1 kW UHF
TV transmitters—no tubes,
no tuning, no downtime.
¢ Redundant power supplies
¢ Built-in diagnostics
® Modular construction
* Frequency agile designs

Advanced Tetrode Technology
Our product line includes the
world’s only single tetrode 25 kW
UHF TV transmitter. Acrodyne’s . !
advanced systems are demon- .
strating exceptional field reliability—the only new UHF
" transmitter development which meets and routinely

exceeds expected tube life at full rated power

* Solid state drivers
¢ Inherent linearity minimizes precorrection
¢ Low cost tube replacement

2 Tomo 's digital TV transmitter compan;
e Parallel systems available e iy e ey

ACRODYNE

Acrodyne Industries, inc.
516 Township Line Road
Blue Bell, PA 19422
800-523-2596 ]

or (215) 542-7000

FAX: (215) 540-5837
©1991 Acrodyne Industries, inc. Al rights reserved.
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