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“I’d Rather Be A Program Director” — An Interview With Joe Loughlin

Joe Loughiin

—by Jacquelyn Biel

He is genuinely nice.
And he knows the business of tele-

- vision inside out.

And his favorrt‘e"'?obs ar& prpgramming
and promotion.

The former vice president and general
marnager of ChicagQ’ S superstation WGN-
TV is the new. executlve director of the
Community Broadcasters Association
Programming Cooperative. And the CBA
couldn’t have found a better person for
the job.

Starting his career in 1954 as news di-
rector for stations in Tampa and Nash-

The SECOND ANNUAL _
DIRECTORY of LPTV Programming Suppliers

Looking for programming? With more
and more LPTV stations signing on the
-raiz, the hunt is accelerating for good pro-
gramming at affordable prices. -

Here are the compan|e> who re-
sponded to this year's survey. Some were

listed last year, some are new. But all
have ‘priced their product for LPTV, and
they are ready to do business with YOU.

27th Dimension, Inc.

PO. Box 1561

jupiter, FL 33468

Contact: Will Kirkland

President

(305) 746-2222

Type of payment: Cash

Type of programming: Production
Music

We invite you to see
our complete line of
LPTV equipment at
NAB Booth 1801

The quality isTTC.

TELEVISIONTECHNOLOGY CORPORATION
[See the TTC ad on page 19 for details.]

Acama Films

14724 Ventura Blvd., Suite 610
Sherman Qaks, CA 91403
Contact: Willam D. Morrison
Partner
(818) 981-4344
Eastern Sales Office: {203} 6554426
Type of payment: Cash
Type of programming: Action/
Adventure. Animal/Nature/Outdoors,
Animated. Cartoons, Comedy, Features/
Packages. Series/First-run, .Series,
Sports. Specials, Variety/Music, Con- -,
certs, Children's e
Sample titles: "Body Buddies”
(health), “King of Kensington' (sitcom).
‘Bill Burrud’'s ‘Wonderful World of Tra-
vel"" (first-run travel series}, "The Froo-
continued on page 7

"“I ville, 1qe Loughlin spent three years with
- WCBS3 in New York City, then joined Gay-

lord Brohdcasting's WVTV, Channel 18 in
Milwaukee as VP/GM, bringing the sta-
tion from a struggling new UHF to the
leading independent in the market. In
1981 he moved on to Denver to head
Tribune Broadcasting’s KWGN and then
in 1983 moved to Tribune's WGN.

But after four years in Chicago—years
of respectable profit increases despite
nearly tripled cable penetration and the
arrival of two new  Chicago
independents—Loughlin stepped down.
At 57, he wanted to start smelling the
roses. And most of all he wanted to de-
vote his time to the two areas he liked
best—programming and promotion.

That was when John Kompas. CBA
president, called him to talk about the
CBAs then embryonic plans for a pro-
gramming cooperative that would bring
high-quality product to LPTV stations
across the country at prices in line with
their budgets.

It was the opportunity Loughlin had
been waiting for.

We wanted to find out more about this
interesting man who, like many others,
has been captivated by the pioneer spirit
of LPTV: Here is what he said.

LPTV Report: When you took over at WGN,
you introduced a new promotional theme called
“Chicago’'s Very Own’ You also substantially
increased local programming. What effect did
these changes have?

Loughlin: When | joined the station, it
was already strong in the market. So be-

continued on page 3
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In Our View

The word is out. The programming mar-
ket is a buyer’'s market, and a lot of excel-
lent product is available—if you know
where to look. Overbuying in the pre-
syndication market and barter sales to
stations have left a lot of good stuff on
the sheives just waiting to be picked up.
Programming production, especially by
small companies, has grown in response
to the demand generated by the increas-
ing number of television outlets of the
past several years. And international pro-
gramming for the English-speaking audi-
ence is beginning to trickle into the
States, to the delight of the highbrow
crowd.

As in the past, LPTV stations are hunt-
ing for programming that appeals both to
the audience and to the pocketbook.
And this year, our Annual Programming
Directory includes 82 companies. That’s
eighteen more than last year, not count-
ing some who have dropped out.

Surprisingly, very few of them are net-
works. The costs of getting a network up
and running seem to have quelled most
attempts so far to start something new,
even though most LPTV stations would
like nothing better than to have a steady
source of good programming for their
viewers. What we need is a programming

Santa with bright shiny product and bot-
tomless pockets.

What we're getting is almost as good.
The Community Broadcasters Associa-
tion programming cooperative, under the
able direction of Joe Loughlin, is starting
slowly—"We're not going to over-
promise,”’ insists joe. But, judging from
the response of both stations and syndi-
cators. the CBA venture has every poten-
tial of exceeding the annual revenues of
the PBS program co-op by several times.
What it's going to take is the support of a
nuclear group of stations—how many is
uncertain yet at this point—and willing-
ness on the part of syndicators to try the
new mechanism.

If there is a time, it is time for this. It
sure would be nice to have an operable
programming distribution system in place
when all those new window stations sign
on! And that, folks, won’'t be too long
from now.

The LPTV Dilemma,

“Where do I get programming?” And how do I make money?” Hemingway Broadcast-
ing Company has some innovative answers to these two vital questions. We'll help you
fill the holes in your schedule with packages ranging from Top Ten College Sports to
revenue-producing catalog shopping shows. Most importantly, we’ll help your station do
what it is intended to do: earn money. If you're tired of talking about these questions,
call Mike Hemingway at (801) 237-1776. And start talking about answers_Suite 1000

Kennecott Building, Salt
Lake City, UT 84133,

Hemingway Broadcasting Company

OQur Readers’
Comments

Just received eight back issues of The
LPTV Report. I'm enjoying every page!

What else can | say other than "Sign
me up!”’

Gerry Hoeppner

BON MOT

It’s always good to be bigger than
something you don’t trust.

Tom Snyder, on dogs, WLS (AM), January
5, 1988.
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Interview: Loughlin

fore we launched a promotional cam-
paign, we did some intensive market re-
search; and the "Chicago's Very Own
theme and the way that we developed it
was the result of our research.

Very simply, the people of Chicago told
us what our market position was and
why—it was their “very own'' station. We
built that concept into the new promo-
tional theme and fed it right back to the
viewers.

WGN was also perceived to be the
most local of the Chicago television sta-
tions, so we fed that "local” image back
in our promotional campaign and tried to
support it by increasing the amount of
local programming we were doing—
which was already substantial.

When we rechecked a couple of years
later, we found that the recognition of the
station as Chicago's "'very own’ had just
about doubled. We asked why, and the
people said, "Because it's part of Chi-
cago,’ a phrase right out of the theme
song. We kept feeding stuff to them. they
kept feeding back it to us, and | warned
our general manager not to fool with that
process. Chicago’'s Very Own" was the
right theme for our station.

By contrast, when | went out to Denver,
the people said there was no energy. no
perception of the station. We had no con-
stituency to alienate. So we created a
theme for the station out of whole cloth.
No matter what we did. we figured we
weren't going to alienate anybody be-
cause nobody had any preconceived
ideas about what the station was. In Chi-
cago. the image was already there: we
just had to find it and feed it back to the

viewers. )
LPTV Report: Let me ask you, how impor-

tant do you think market research is for an LPTV
station?

Loughlin: | think it's critical for any sta-
tion, I really do. | think one of the first
things LPTV operators are going to have
to do is to get out there and gather com-
ments about their stations. When we
started thinking that way here in Milwau-
kee at Channel 18, that's when we
started to grow and take off.

You have to know your market. And |
don't care whether you get to know it by
going out and walking your coverage area
personally or by hiring a firm to do it for
you. You have to do market research, be-
cause otherwise you can waste a [ot of
money. I've seen stations that have spent
hundreds of thousands of dollars on pro-
motion that actually worked against
them.

LPTV Report: What did they do wrong?

Loughlin: In one of the markets | was
in, the NBC station did a heavy promo-
tion of its news hardware. But every time
they ran a spot promoting their boats.
planes, trains, choppers, and all that
stuff, the public would say something like,
"Oh, the ABC affiliate got a new helicop-

ter!

The ABC station was using the equip-
ment angle in their promotions; they al-
ready had that ground, they owned it. So
when their competitor started talking
about equipment, the public thought
they were looking at a spot for a compet-
ing station. The NBC station was actually
helping their ABC opposition.

LPTV Report: How do you promote program-
ming?

Loughlin: This sounds real basic. but
it's true. You have to figure out who the
audience is that you're going after, pick
the spots on your own air that will reach
that audience most effectively, and make
sure the spots are designed to appeal to
that audience.

If you're promoting a show that ap-
peals to both young women and children,
maybe you want to use two different lev-
els of spots, one for kids and one for the
young adult female. If you have the lux-
ury and the money, particularly with a
start-up station, try to find a promotional
medium in addition to your own station
where you can reach the audience that
you're after.

LPTV Report: Many of the new LPTV sla-
tions have very small promotion budgels. W here
should they put that promotion money—behind
local programming, syndicated product, or the
station?

Loughlin: Well, I'm a firm believer in
what is now a cliche—that people watch
programs, not stations. So. | would al-
ways put my money behind my strongest
programming, whether it be local or syn-
dicated.

You can't generalize about which to
promote more; it depends on your mar-
ket. If you've got a hot local show, by all
means promote that. If you don't, but
you've got a syndicated show that you
think everybody is going to like, then pro-
mote that. Promote your strength.

As far as outside promotion is con-
cerned, try to work out some kind of
barter deal. Maybe you can give away
some of your time and get access to taxi
cab tops. Maybe you could do something
with outdoor. | think with outdoor, you'll
want to hit with one of your best shows,
your call letters, and your channel
number—because you're new in town
and people don't know you're there until
you tell them,

Put cards in the drug store window.
Trade on something with the local Mc-
Donald’'s, so that your call letters and
your programs—especially your kids’
stuff—are on, say, their place mats. The
more you can get your call letters, chan-
nel number. and programming out in
front of the public, the better off you are.

LPTV Report: When radios sell time. they
somelimes use gimmicks and contests to create
store traffic. because the local merchant responds
to store traffic. Would that type of selling work for
LPTV?

Loughlin: | see no reason why it
wouldn't. In fact, in the last four or five

There’s

mote to
television
than

meets the

| e |
That’s why TV programmers rely
on Modern. Qur array of titles —
available in a variety of formats
and lengths — may be ordered on a
free-loan basis. The only cost is the
return postage.

See what you're missing. Send for
the new Modern TV catalog.

Modern TV

5000 Park Street North

St. Petersburg, Florida 33709
Toll Free (800) 237-8913

Zip

Station Call Letters
Phone Number

Address
City
State

Name

F88
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years, maybe longer, hundreds of mil-
lions of advertising dollars, television ad-
vertising dollars, have gone into promo-
tional stuff. It has sucked an awful lot of
money out of regular television.

There is every reason in the world that
LPTV stations should take advantage of
any kind of promotional device they can.
If | were operating an LPTV. I'd sponsor a
Little League softball team. I'd put T
shirts on anything that moved and maybe
a few that didn't move, just to get my
name associated with things the commu-
nity likes.

You have to keep in mind that some of
the established stations don't do that be-
cause they feel they don’t have to.
They've got the numbers, the automatic
news pies, the sports things that bring
tons of money. They don't bother with
community involvement. It's the new op-
erators who ought to do that kind of stuff.

| recall a show we did years ago in

Milwaukee. We made our first sale to a
brewery, not because breweries adver-
tised on TV back then but because this
brewery, which had a brand new product,
could give away 50 six-packs of the new
product to people who were on the show
every week. They stayed with us for eight
years after that, not for the advertising
but for the promotion we could give
them.

LPTV Report: Can you name half a dozen or
so promotional strategies that really work?

Loughlin: It's hard to generalize. There
certainly are classic forms of promotion,
but I'm accustomed to operating with the
specifics of a given situation. You find a
situation and you ask what you can do to
take advantage of it—and. lo and behold,
you come up with a promotional concept
that works.

That's not much of an answer, but when
you're operating a broadcast station.
those opportunities hit you on the head

Bogner-20 years,

over 1000 TV transmitting antennas
and still climbing!
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[n the twenty years since we
innovated a remarkable slot
array design we have suc-
ceeded {0 a leadership role
in TV broadcast antennas.
We had to be better than the
competition. We still are
Today there are over

1000 Bogner TV transmitting
antennas in use, more than

| from any other single man
ufacturer Antennas with a
long history of trouble-free
performance and unequal
led coverage

| Bogner antennas come
Inevery power range and
with the largest number
of standard patterns in

| the industry In addition,
Bogner offers hundreds of
custom patterns plus special
designs (¢ meet particular
requirements

Find out more. Call ot

write: Bogner Broadcast
Equipment Corp., 603

‘ Cantiague Rock Road,

| Westbury, New York 11590,
(516) 997-7800.

When you need us
we'll be there.

BOGNER

WE MAKE THEM SMARTER

eight times a day—if you'll leave your
mind open and be smart enough to rec-
ognize them.

And part of leaving your mind open is
letting the people at your station know
that if they've got an idea they should
surface with it. Even if you turn them
down nine out of ten, the tenth idea may
be the one that really puts you on the
map.

Everybody has to get involved. Nobody
has sole access to the right promotional
ideas—or any other ideas for that matter.

LPTV Report: That leads inlo my next ques-
tion, managing people. You have managed staffs
of hundreds. \n your experience. what is the key to
keeping people productive, motivated, and
happy?

Loughlin: Well, | think I've learned this
particularly over the past six to eight
years: People are all the same. The per-
son who sweeps out the front steps of the
station and the sales manager who's
making $70.000 a year are motivated by
precisely the same thing. There is not
one iota of difference between them.
What you have to do is clarify what
you're trying to do with your station and
then let everybody fit into the plan.

Let people set their own standards.
You tell them what the parameters of the
job are, and then once a year sit down
with them individually and negotiate. Tell
each one what you think he or she ought
to accomplish in the next year, and also
find out what they think they should ac-
complish. More often than not. their stan-
dards will be a lot higher than anything
you will set for them—almost without
question.

Then say. "OK, if you'll do that, I'll be
happy with you and you'll get a raise.
And tell them what the raise will be!

Or give a bonus. | prefer a bonus. |
prefer to give people minimal increases
but let them make a hell of a bonus at the
end of the year. not because I'm being
gracious. but because they've earned it
by doing what they said they would do.

And then leave them alone. Let them
make their mistakes. You have to be in
charge. there's no question about that.
But to the extent that you can, let them
be in control of their own destiny. The
whiners and complainers will leave be-
cause they don’'t want to be responsible
for themselves like most people do. And
with the people who stay, you'll have a
hell of a staff

LPTV Report: What is the most important
thing an LPTV general manager can do to in-
crease sales?

Loughlin: Well, you start with the pro-
gramming. So even if you're not showing
big numbers in the ratings book. you're
getting people to talk about you. If peo-
ple are watching you, the retailers in your
coverage area will know it. Believe me,
they'll know it!

You've got to develop a sales force that
will not take no for an answer That
doesn’t know all the answers. That
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The Closer You Look
The Better We Look

At ITS, we've been designing and
producing quality modulators and
full service transmitters for years.
Our products are widely known for
their superior engineering, quality
construction, and reasonable cost.

Our low power transmitters and
translators offer many features that
are either costly options or simply
not available on other brands —
without compromising perfor-
mance, quality, or price.

Along with these superior pro-
ducts, we offer top-notch field sup-
port. Over 100 full service cus-
tomers value this service — we
think you will, too.

If you'll look closely and com-
pare, you'll agree that ITS looks bet-

1TS-230
TkW UHF Transmitter

PERFORMANCE: standard
broadcast (not cable TV)
modulator/processor is FCC type
accepted under both part 74
(LPTV) and part 73 (full service).

FEATURES: many full service
features such as IF processing,
stereo aural, interactive control
circuits, and extensive remote
control are standard.

QUALITY: totally designed and
manufactured by ITS.

OPERATING COSTS: Low power
consumption and designed for
easy maintenance - final amplifier
uses RCA 9017 tetrode (approx-
imate replacement cost $1,900).

PRICE: very competitive.

ter and better.

I'TS CORPORATION e 375 VALLEY BROOK ROAD @ McMURRAY, PA 15317 @ (412) 941-1500

doesn’t know they can't do it. And you
have to have a bunch of people who will
go out and make the cold calls and not be
too proud to call on the drug store opera-
tor and the mom and pop grocery store.

You may have to start with nickels and
dimes and dollars. But local is where you
are going to make your money. You can’t
sit around waiting for General Motors to
discover you when you're just getting
started. Local is where it's at, whether
you're a full power station or an LPTV.
You need aggressive people who are go-
ing to go out and fight for every dollar.
And they're going to have to sell crea-
tively. because they're not going to have
numbers to talk about at first.

LPTV Report: What is the relative impor-
tance of Arbitron or Nielsen numbers versus a
station’s own surveys? How can an LPTV station
make its own surveys credible to adverlisers?

Loughlin: | believe in creativity, and |
think anybody who puts him or herself in
the advertiser’'s seat and then comes to
that advertiser with information that is
meaningful to him—that person will make
sales.

Look at radio. especially those that
aren’t the top stations in the market. How
do those stations survive? They survive
with sales people who go out and sell
more than a number in the book. They
sell a concept. They sell the station. They
sell themselves.

In the early days at Channel 18 we went

to radio stations to get our sales people.
because radio people were accustomed
to selling without numbers. We did that
even when we did have numbers, be-
cause there are certain retailers out there
who aren’t interested in ratings. They
don’'t want to fool around with it. They
don’t understand it. They don't want to
understand it. They think it's a lot of
hocus-pocus.

So, you're going to have to sell without
numbers for a long time. It can be done
because people in radio have been doing
it for years. A lot of people in indepen-
dent television have been doing it for
years, too.

LPTV Report: What are the elements of the
perfect local program?

Loughlin: This is tough to define. What
works in one market may not work in
another. One of the first rural area LPTV
stations did a veterinary show that
knocked ‘em off the charts. Now there's
somebody who knows how to reach his
audience and what they're interested in!

We put something together here in Mil-
waukee called the "Bowling Game.” A lot
of people laughed at it, but the thing was
one of the highest rated prime time
shows in American television for the bet-
ter part of ten years. And the reason was
real simple: In Milwaukee. the number
one winter recreation for 18-49 year old
adults is bowling. Number two is watch-
ing television. So you put those two to-

gether and how the hell can you miss?

Actually, the beauty of that show was
that it was a people-watching show. Peo-
ple tuned in to watch people like them-
selves have fun. Incidentally, that show,
when 1 left in 1981, cost only half of the
syndicated show that it had replaced.

LPTV Report: You have been in television
since 1954. What parallels do you see between
early independent full power TV and LPTV to-
day? What differences?

Loughlin: The things that people are
saying to LPTV operators now are pre-
cisely the things that people, including
friends of mine, said to me 20 years ago
when we were getting Channel 18
cranked up: "Nobody can get the sta-
tion.” "Nobody wants to watch a UHF
station.” "Nobody wants to watch all that
old programming.’ "Nobody wants to
buy it” "It'll never work." “It's a waste of
time!” And believe me. it was tough to
keep your spirits up back in those days.

Now 20 years ago is a long time, but it
isn't ancient history. Today Channel 18 is
very much a part of the Milwaukee mar-
ket, the market wouldn't be the same
without it. It was strong enough to attract
a second and then a third and then a
fourth and fifth independent competitor.
So, it just shows you.

The LPTV people have to think, "What
I've got here is a television station. | can
reach people. If I give them the kind of

continued on page 19
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—by Lee Shoblom

These words will be in the nature of a
CBA membership request. At the time of
this writing, | have just returned from the
CBA Board meeting in Chicago. This all-
day session gave me much to talk about,
and | will do so—in following columns.
Membership, however, is of paramount
importance right now, especially in light
of our upcoming convention in October.

The significant numbers of new stations
on the air, and the new construction per-
mits being granted daily, mean it's time to
get moving on CBA membership. CBA
relates so directly to our businesses, that
itis vital that we expand our membership
base. CBA has been and is doing many
things that benefit every LPTV station in
the country, be it protecting the interests
of LPTV in the regulatory and legislative
arenas. procuring programming, building
our image in the press, and so on. But we
need the money to grow and build as the
LPTV industry grows and builds.

Very frankly, there has not been a really
aggressive membership recruitment be-
cause CBA is so short-handed right now.
However, we have formed a committee
that will be restricted to just this one
activity—a vitally important one. Soon we
will be conducting a telephone "blitz”
similar to the highly successful “blitz"
sessions conducted by state associations
and the National Association of Broad-
casters. If you're not already a member

CBA Comment

of CBA, you will be getting a very persua-
sive phone call extolling the virtues of
CBA membership and telling you why the
time is ripe, right now, to join. The mon-
ies raised will help pay for the services of
our attorney, our public relations firm,
and for other activities vital to the contin-
ued success of LPTV.

We are being quoted regularly in major
trade publications. We're being cited in
FCC filings. We are very high profile,
thanks to the fine efforts of Bob Bern-
stein and his staff at March Five, and we
have to stay that way if our image is to
continue on the upswing. Our legal activi-
ties also must continue, not only for the
benefit of our stations but simply to keep
LPTV in the thoughts of those who make
communications policy.

Do you get my message?

We need you and we need your money.
We need your input and we need your
involvement. You and your station are
very important to us. With a large station
membership, we can truly say that we
represent the LPTV industry. And with
your membership money we can en-
hance your business, your industry, and
inevitably your bottom line.

Thanks to those who are already sta-
tion members. And thanks to those sup-
pliers who have become associate mem-
bers. Your support feels very, very good!

To the rest of you—we'll be looking for
your check! (wm)

LPTV Broadcasters Like CBA
Programming Co-op Plans,
Says Survey

The Community Broadcasters Associa-
tion’s plans for a programming coopera-
tive are meeting with approval from the
maijority of commercial LPTV operators,
according to the preliminary results of a
recent survey conducted for the CBA by
Kompas/Biel & Associates, Inc. Of the 63
initial respondents, 46 favor the forma-
tion of a co-op, and 43 would use a co-op
if it were up and running.

Movie packages were the most re-
quested programming, with 46 stations
saying they would buy them. Thirty-nine
stations want sports, 39 would buy mys-
teries, 35 would buy children’s programs,
and 34 want sit-coms and news. Also
popular were documentaries (32), sci-
ence fiction (30), action-adventure hours
(30), game shows (28), interview pro-
grams (24), old off-network programs
(22), police dramas (23). and old variety
shows {20).

Forty stations said they would air pro-
gramming and specials produced by
other LPTV stations if they were made
available to the co-op. Nineteen stations
have such programming available.

Currently, according to the survey,
more than 85% of the stations purchase
cash or barter syndicated programming,
most spending $2,000 or less a month.
One station reported spending $10,000
or more on programming monthly.

Thirty-six stations own or lease a per-
sonal computer, and 32 would use the PC
to purchase directly from a bulletin board
of program choices and to communicate
with other LPTV stations. [wB]

FLPTV

1\

UP1469

UH
Broadband

RFT Series Yagis
F VHF Hi and Lowband

Commercial Antennas

% Custom engineered toyour specifications

* Weather protected for any climate o 3. TS Series

% Vertical, horizontal or omni-directional mpCHECnone

% VHF/UHE single channel or broadband 6%# \T/ ﬁ?ﬁgﬁﬁm j
E LINDSAY SPECIALTY PRODUCTS LIMITED

50 Mary Street, Lindsay, Ontario, Canada, K9V 4S7 (705) 324-2196 rax 705 324 5474
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ALABAMA
ALASKA
ARIZONA
ARKANSAS

CALIFORNIA
COLORADO
CONNECTICUT
|DELAWARE

WASHINGTON, DC
FLORIDA
GEORGIA

HAWA|

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
VIRGIN{A
WASHINGTON

WEST VIRGINIA
WISCONSIN
WYOMING

GUAM
PUERTO RICO
VIRGIN ISLANDS

i

TOTALS: Licenses: 321
Construction Permits; 1045

*Construction Permits

LPTV Distribution
by State and Territory
February 1988
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Kompas/Biel & Associates, Inc.

Directory

continued from front page

zles” (children’s puppets, first-run},
"New Zoo Revue” (children's), "The
Houndcats and the Barkleys” (anima-
tion), "Hank Williams, Jr. Special.,” "Mar-
tial Arts Theater' (also available in
Spanish), film classics. horror films.
feature films.

ASN Television

101 Little Qak Lane

Altamonte Springs, FL 32714

Contact: Arlene Ross

Director, Affiliate Relations

(305) 774-8441

Type of payment: Barter, Cash & Barter
Type of programming: Action/
Adventure, Docu-drama, Documenta-
ries, Drama, Educational, Family, Fash-
ion, Features/Packages, Game Shows,
Magazine/Talk, Mini-Series, Series, Spe-
cials, Sports. Variety/Music.

Sample titles: 'Neat Stuff” (magazine/
talk), “The Annual North American Pro
Kick-off.

Associated Press Broadcast Services

1825 K Street, NW, Suite 615
Washington, DC 20006
Contact: Wendell Wood
Director of Station Services
{202) 955-7200

Type of payment: Cash

Type of programming: Features/
Packages, News/News Stories (available
in video or wire service).

Associated Production Music

888 Seventh Avenue, 12th Floor

New York., NY 10106

Contact: |erry Burnham

East Coast Sales Manager

(212) 977-5680

Type of payment: Cash & Lease
Type of programming: Production
Music Library.

Sample titles: 'Broadcast One CD
Music Library,” "Themes & Shepherds
Bush,” "Coombe Library of Re-recorded
Hit Songs.”

Associated Television International

650 N. Bronson, Suite 100

Hollywood. CA 90004

Contact: John Campbell Collins

Vice President, Marketing

(800) 874-0025

Type of payment: Cash, Barter. Cash &

Barter

Type of programming: Children’s,

Educational, Family. Fashion. Features/

Packages, International, News/News

Stories. Program Inserts/Shorts, Reli-

gion, Series, Series/First Run, Series/Off

Network, Specials. Sports, Variety/

Music.

Sample titles: "Boredom Busters’ (low

budget action features), "Serendipity

Singers, " "Jackpot Bingo' (interactive),
Paul Ryan Show" (celebrity one on

one).

Plug into the
Right Source

Low Price

& Barter Programs
First Run Specials
Toll Free Access

Phonc 800-874-0025
ASSOCIATED

TELEVISION
INTERNATIONAL

O HOLLYWOOD QO
California Call (213)871-1340

BizNet

U.S. Chamber of Commerce

1615 H Street, NW

Washington, DC 20062

Contact: Frank Alien Philpot
Syndication Manager

(202) 463-5834

Type of payment: Barter

Type of programming: Magazine, talk.
public affairs, live call-in

Sample titles: "It's Your Business’
(weekly public affairs on business and
economics), "Ask Washington' {live call-
in).

Blair Entertainment

1290 Avenue of the Americas

New York, NY 10104

Contact: Len Giarraputo

Sr. Vice President/General Sales Mgr.
(212) 603-5990

Type of payment: Cash, Barter, Cash &
Barter

Type of programming: Action/
Adventure, Animated. Comedy. Drama.
Family, Features/Packages, Game
Shows, international, Magazine/Talk,
Program Inserts/Shorts, Series, Series/
First-run, Sports.

Centaur Distribution Corporation
342 Madison Avenue, Suite 714
New York, NY 10173

Contact: Jjoanne Melton

Sales Representative

(212) 867-1700

continued
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Type of payment: Cash
Type of programming: Animated,
Program Inserts/Shorts, Series. Sample
titles: "Strange Paradise” (gothic soap
opera with occult theme), "Rocket Ro-
binhood" (animated space adventure),
Max, the 2000-Year-Old Mouse”
(educational/entertainment inserts).

Center One Video Productions, Inc.
1706-D Capital Circle, NE

Tallahassee, FL 32308

Contact: David W. Murray

President

{904) 656-7000

Type of payment: Cash, Barter, Cash &
Barter

Type of programming: Documentaries,
Educational, Specials, Sports.

Sample titles: "'Deep South Sports
Review' (pregame shows), "SE.C. &
Metro Conference Sports,” "Dinner
Music With Marvin Goldstein" (music—
pop. modern, classical).

Channel America

24 W. 57th Street

New York, NY 10019

Contact: David Post

Chairman

(212) 262-5353

Type of payment: Barter, Cash & Bar-
ter. Free

Type of programming: Fashion,
Features/Packages, Game Shows,
Magazine/Talk, Program Inserts/Shorts,
Series/First run, Stage Plays.

Sample titles: "'Runaway Club’ (new
trends/on location), "Vista' (general
interest), "Star Club” (films).

Note: Certain first-run shows are exclu-
sively for LPTV.

Charisma Productions

32 East 57th Street, 20th floor
New York, NY 10022

Contact: James W. Grau
President

{212) 832-3020

The Missing Piece
to the TV Ad Puzzle

Major and Original
Mid-Sized Programming
Markets

Tie-Ins
with
Merchants

VHF and
UHF Channels

Sell-inand

Sponsor Sell-Through

Biliboard

B,

16 Owned
and Operated _
Stations
=more than
10 Million Viewers

CHARNREL z”émmcn,

America’s Largest LPTV Network

Viewer
Participation
Game Shows

Low
Cost

Fashion and

New Product
Shows

Television

PN
Find out just how cost effective it is to x / [t L // 1
reach millions of Americans in major { {1
and mid-sized markets. Channel America’s ( rt) g e
nationwide network of LPTYV stations offers “(1(“ Ul
advertisers the exposure power of TV along with the (
sell-through power of couponing. Call or write: )\ ( o
Channel America, 24 West 57th Street. \
New York, NY 10019, (212) 262-5353 e \
A N
i1 Led il
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Type of payment: Cash

Type of programming: Animated,
Docu-drama, Documentaries, Series,
Series/First-run, Series/Off-network,
Specials. Sports, Computer-generated
special effects

Sample titles: "Down-Home USA”
{country folk and bluegrass music se-
ries), “Sky's the Limit" (comedy/
variety). "America Sings’ (music series),
“The Melting Pot” (cooking). "The Sa-
cred Space’ (world religions), "Upstairs
at Xenon'' (interviews}.

Children’s Television International
8000 Forbes Place, Suite 20!
Springfield, VA 22151

Contact: Ray V. Gladfelter

President

{(703) 321-8455

Type of payment: Cash

Type of programming: Action/
Adventure, Animal/Nature/Qutdoors,
Animated, Documentaries, Drama,
Educational, Family, Features/Packages.
International, Program Inserts/Shorts,
Series. Series/Off-network, Instructional
Series for primary, middle and second-
ary school levels. Free catalog available.

CJM Productions

43 Music Square East

Nashville, TN 37203

Contact: jeff Mosely

President

{615) 242-8960

Type of payment: Barter

Type of programming: Religion,
Variety/Music.

Sample titles: "Music Row Profile’
"Southern Gospel on the Row.

Classic Films International

5241 Cleveland Street, Suite 113
Virginia Beach, VA 23462

Contact: Joseph Clement

President

{804) 499-9263

Type of payment: Barter, Cash & Barter
Type of programming: Action/
Adventure, Animated, Cartoons, Com-
edy, Documentaries, Drama. Family,
Features/Packages, International,
Magazine/Talk, News/News Stories,
Religion, Series, Specials, TV Classics.

Country Music Television

c/o Direct Distribution

2096 Edgcumbe Road

St. Paul, MN 55116

Contact: Patrick F. Dolan

President

(612) 642-4558

Type of payment: Cash, Cash & Barter
Type of programming: Variety/Music.

The Creative Department
148 Sumac Street, Suite 300
Philadelphia, PA 19128

Contact: Carl Daikeler

President

{215) 487-3825




Type of payment: Barter

Type of programming: Magazine/Talk,
Sports, Stage Plays. Variety/Music
Sample Titles: Bally’s Atlantic Pro
Racquetball Series. "The Adventures of
the Bandwagon’ (weekly half-hour
highlighting rock bands in affiliate
towns). “Not Just Another Weekend!”
(weekly dating and entertainment ad-
vice show), "Tee-time" (pro golf host
shoots a different course each week
with celebrity guests).

Darino Films

222 Park Avenue South

New York, NY 10003

Contact: Ed Darino

(212) 228-4024

Type of payment: Cash (discounts for
LPTV)

Type of programming: Animated,
Family, Shorts, Special Effects
Sample titles: "Fillers Show" (anima-
tion), "Guri, the Young Gaucho” {family
film), high-tech effects, backgrounds,
and other image enhancement tapes.

Fishing the West

PO. Box 46

Oregon City. OR 97045

Contact: Lana Coon

National Syndication

(800) 523-0927

Type of payment: Barter

Type of programming: Action/
Adventure, Animal/Nature/Qutdoors,
Family, Series, Series/First-run, Sports.
Sample titles: "Admiralty Island” (shot
in Alaska), "Chicago Trout and Salmon.”
“Chandeleur Redfish & Specs’ (shot in
Louisana), "Rodman Reservoir Bass”
{shot in Florida).

Fishing Texas

8918 Tesoro Drive, Suite 200

San Antonio, TX 78217

Contact: Alan Warren

(512) 822-5642

Type of payment: Barter

Type of programming: Sports
Sample title: "Fishing Texas" (26 week
half-hour barter series. Award winning
outdoor program).

FNN/Teleshop

2525 Qcean Park Blvd.

Santa Monica. Ca 90405

Contact: Christopher Taylor

1213) 450-2412

Type of payment: Free

Type of programming: Home Shop-
ping.

Four Star International, Inc.
2813 West Alameda Avenue
Burbank, CA 91505-4455
Contact: Robert F. Neece

Vice President, Domestic Sales
(818) 842-9016

Type of payment: Cash

Type of programming: Action/

Adventure, Animal/Nature/Outdoors,
Animated. Cartoons, Comedy, Docu-
drama, Documentaries, Drama,
Features/Packages, International, Series,
Series/Off-network, Specials, Variety/
Music.

Sample titles: "Wanted: Dead or
Alive” (Steve McQueen series), "The Big
Valley.” "The Achievers” (famous lives),
400 + feature films.

Fox/Lorber Associates, Inc.

432 Park Avenue South

New York, NY 11229

Contact: Robert Miller

Sales Manager, Eastern Region

(212) 686-6777

Type of payment: Cash. Barter

Type of programming: Comedy. Docu-
Drama, Drama. Features'Packages,
Series/First-Run, Specials, Sports,
Variety/Music.

Sampile titles: "The Elivis Collection,
"U.S. Pro Ski Tour,” "Fox/Lorber’s
Greatest Hits” (suspense dramas), "'Trail-
blazers” (45 Westerns from the 40's),
“"Romance Theatre” (romance dramas),
“Great Performers’ (variety), "Young
Duke’ (John Wayne westerns), "'Legacy
of a Dream’’ (Martin Luther King docu-
mentary), "Classic All-Stars” (movies
from the 1940’s), "Country” (four music
specials).

G. Marie Productions

97 South Greenmount Avenue
Springfield, OH 45505

Contact: Gina Holland

Executive Producer

(513) 322-6349

Type of payment: Barter

Type of programming: Series (30-
minute weekly cooking series), Specials
(minority focus).

Sample title: "AIDS: The Color-Blind
Disease.”

GPN

P.O. Box 80669

Lincoln, NE 68501

Contact: Stephen C. Lenzen
Associate Director

{800) 228-4630

Type of payment: Cash

Type of programming: Family.

Grass Roots Television Network
4200 Bluff Lane

Sugar Loaf Village

Cedar, Ml 4962 |

Contact: Jay S. Gierkey
Producer/President

(616) 228-5015

Type of payment: Cash

Type of programming: Educational.
Family, Magazine/Talk, Series/First-run.
Sample titles: "People Power.”

Heart of the Nation
2525 North Naomi Street
Burbank. CA 91504

LPTV__ PROGRAMMING!

That Sells Advertising!

REGIONAL SPORTS
FOOTBALL
BAKETBALL
BASEBALL

PLus ComPuTER GENERATED
(GRAPHICS ON VIDEOTAPE
$75.00 (WS)  $100 (3/4")

BUY SPORTS PROGRAM AND
GET VIDEOTAPE FOR 3 PRICE

(904) 656-7000
CENTER ONE VIDEO
1706-D Capital Circ. N.E.
Tallahassee, FL. 32308

Contact: Mary Jane Hopkins

National Marketing Director

(818) 848-5800

Type of payment: Free

Type of programming: Family,
Magazine/Talk, Religion, Specials.
Sampile titles: "FORUM," "Search.” "A
New Beginning,” "Innervision.

Hemingway Broadcasting Company
Suite 1000, Kennecott Building

Salt Lake City, UT 84133

Contact: Mike Hemingway

President

(801) 237-1776

Type of payment: Barter, Cash & Barter
Type of programming: Animal/Nature/
Qutdoors. Family, Home Shopping,
News/News Stories, Series, Sports.

Hit Video USA

1000 Louisana, Suite 3500

Houston, TX 77002

Michael Opelka

VP of Network Operations

713) 650-0055

Type of payment: Cash & Barter

Type of programming: Contemporary
Music Videos.

Sample titles: "Countdown USA”
(weekly}. "Women In Rock,” "Hit Video
USA Dance Jam,” " The New Music
Review.”
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BRING YOUR STATION THE BEST

IN CLASSIC FILM & TV ENTERTAINMENT

INCREASE Not only VIEWERS, but Adverstising REVENUE as well!
Over 500 FILMS AND TV CLASSICS to choose from on a BARTER Basis!
Earn $ on Unsold PROGRAM and SPOT TIME

» FILM CATEGORIES: Color Classics, Mystery, TV CLASSICS: SERIES' include Robin Hood,
Drama/Romance, Westerns, Musicals, Foreign, Cartoons,
Horror/Science Fiction and many more categories!

Sherlock Holmes; Episodes of Lucy, Mr. Ed, Dragnet
Candid Camera, Jack Benny, Jackie Gleason & more!

CLASSIC FILMS INTERNATIONAL, Inc.

5241 Cleveland St., Suite 113
Virginia Beach, VA 23462

(804) 499-9263

IFEX Films

201 West 52nd Street

New York, NY 10019

Contact: Christopher Wood

Executive Vice President

(212) 582-4318

Type of payment: Cash & Barter
Type of programming: Animated,
Educational, Family, International (for-
eign language films with English subti-
tles).

INN—The Independent News
220 East 42nd Street, 10th Floor
New York, NY 10017

Contact: Barbara Mortimer
Director/Affiliate Relations
Dennis Gillespie, Ir.
Director/Station Sales

(212) 210-2400

Type of payment: Cash, Barter
Type of programming: Features/

Packages, Magazine/Talk, News/News
Stories, Program Inserts/Shorts
Sample titles: "The Christian Science
Monitor Reports,” "Nighttime Edition”
{primetime news), "USA Tonight Pri-
metime Newsbriefs,” "Election 88 Con-
vention News Service.”

International Film Exchange, Ltd.
201 West 52nd Street

New York, NY 10019

Contact: M. R. Rappoport
President

(212} 582-4318

Type of payment: Cash & Barter
Type of programming: Animated,
Cartoons, Documentaries, Features/
Packages, International, Program
Inserts/Shorts. Variety/Music.

lvy Entertainment
165 West 46th Street, Suite 414
New York. NY 10036
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Contact: |osh Tager

Vice President

(212) 382-0111

Type of payment: Cash

Type of programming: Action/
Adventure, Animated, Cartoons, Com-
edy. Documentaries, Drama, Educa-
tional, Family, Features/Packages,
International, Program Inserts/Shorts.
Series, Series/First-run, Series/Off-
network, Specials, Variety/Music.

Jim Owens & Associates, Inc.

1525 McGanock Street

Nashville, TN 37203

Contact: Jim Owens

President

{615) 256-7700

Type of payment: Cash & Barter
Type of programming: Magazine/Talk
(entertainment).

Sample titles: "Crook & Chase”
{magazine/talk about entertainment
industry). “"Weekend Crook & Chase"
{entertainment industry review).

Jimmy Houston Outdoors

P.O. Box 26

Lake Tenkiller, Hwy. 82

Cookson, OK 74427

Contact: john Storjohann

Associate Producer

(918) 457-4112

Type of payment: Barter

Type of programming: Animal/Nature/
Outdoors, Series (fishing experiences
from North, Central, and South Amer-
ical.

Joseph Green Pictures Company
200 West 58th Street

New York, NY 10019

Contact: Joseph Green

President & Sales Manager

(212) 246-9343

Type of payment: Cash, Barter, Cash &
Barter

Type of programming: Action/
Adventure, Comedy, Drama. Features/
Packages, Series.

The Kay Arnold Group

34 Kramer Drive

Paramus, NJ 07652

Contact: Kay Arnold

President

(201) 652-6037

Type of payment: Cash

Type of programming: Animal/Nature/
Qutdoors, Comedy.

Sample titles: 'The World Outdoors”
(series), “Kay's Krazy Komics.

King Features Entertainment

235 East 45th Street

New York, NY 10017

Contact: Maureen Smith

Promotion Manager

(212) 682-5600

Type of payment: Cash

Type of programming: Cartoons,
Features/Packages, Magazine/Talk, Pro-
gram Inserts/Shorts, Series.

K-Twin Communications, Inc.

1069 Tenth Avenue, SE

Minneapolis, MN 55414

Contact: Jack 1. Moore

President & General Manager

(612) 338-1912

Type of payment:

Type of programming: Documentaries,
Educational, Features/Packages, Music
Sample titles: Light jazz Concert
Series—jazz, new age, and pop jazz
concerts.

Larry Harmon Pictures Corporation

650 North Bronson Avenue, Suite 303
Los Angeles, CA 90004



Contact: Jerry Digney, Dan Harris
(213) 463-2331

Type of payment: Cash, Cash & Barter
Type of programming: Cartoons, Vari-
ety, Live-action Bozo the Clown wrap-
arounds in which Bozo hosts local inde-
pendent stations” animated program
blocks.

Sample titles: "Bozo Cartoon Library.’
“Bozo's 3-Ring Schoolhouse” (with live
audience), 'Bozo’s Big Top' (with live
audience), “Laurel & Hardy Cartoon
Library.”

The Latham Foundation

Latham Plaza, Clement & Schiller
Alameda, CA 94501

Contact: Dick Burns

Marketing & Development

{415) 521-0920

Type of payment: Free

Type of programming: Animal, Nature,
Outdoors, Educational, Family, Series.
Sample titles: "Withit" (animals).

The Learning Channel

1414 22nd Street. NW, Suite 200
Washington, DC 20037

Contact: John McLaurin

Director of Marketing

(202) 331-8100

Type of payment: Cash

Type of programming: Animal/Nature/
Outdoors, Docu-drama, Documentaries,
Educational. Family, Fashion. Interna-
tional, Magazine/Talk, Mini-Series, News/
News Stories. Series/First-run, Series/
Off-network, Specials, Variety/Music,
Hi-tech informational tele-conferences
and tele-courses in computers, math,
physics. history, GED courses, and SAT/
ACT review.

M & M Syndications, Inc.

1000 Laurel Oak Corporate Center,
Suite 108

Voorhees, N| 08043

Contact: Joan Martin

Station Sales

(609) 784-1177

Type of payment: Barter, Cash & Barter
Type of programming: Family.
Magazine/Talk, Series/First Run, Spe-
cials, Variety/Music.

Sampile titles: "The All New Record
Guide,” "The Country Record Guide,
“"Night Moods With Melba Moore,
“Hollywood Talks With Paul Ryan.

M. K. Thomas & Co.

155 North Michigan, Suites 511 and
512

Chicago, IL 60601

Pamela Hargrave

Vice President/Director of Sales

(312) 819-1100

Type of payment: Barter

Type of programming: Variety/Music,
Comedy. Family

Sample titles: 'New Hot Tracks” (music
videos and special segments), "Colors
of Success” (comedy).

u &

£
=

“Hard Winter” from GPN.

Maijestic Entertainment

217 W. Alameda Avenue
Burbank, CA 91502

Contact: Scott A. Hancock
VP/Program Sales

(818) 848-1368
Type of payment: Barter, Cash & Barter

Type of programming: Animated.
Cartoons, Comedy. Documentaries.
Family, Features/Packages, Specials,
Sports, Variety/Music

Maryland Public Television

1 167 Bonita Avenue

Owings Mills, MD 21117

Contact: Kathy Lawson

Program Marketing Director

(301) 356-5600

Type of payment: Cash

Type of programming: Docu-drama.
Documentaries, Features/Packages.
Performing Arts.

Sample titles: "Hodge-Podge Lodge’
(children’s nature show), "The Messiah”
(Christmas special).
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*Family programming

*Magnificent scenery, adventure, hard facts & good fishing

*Your viewers travel along as Host, Larry Schoenborn, learns
tips and techniques from expert Guides, Biologists, Fish and
Wildlife experts, plus local knowledgeable enthusiasts.

*Over 130 2 —hours available

*Rich barter—3 12 minutes of local avails

For more information, contact:
Fishing the West, Inc.
P.O. Box 46
Oregon City, OR 97045
Lana Coon: 1-800-523-0927
Charles Goodioe: 1-800-223-4662

MBS Program Syndication

1161 York Avenue

New York, NY 10021

Contact: Peter Bovis

President

(212) 688-3887

Type of payment: Cash, Barter, Cash &
Barter

Type of programming: Cartoons, Com-
edy, Documentaries, Family, Series,
Sports.

Mediacast Television

1645 Des Plaines Road

Des Plaines, IL 60018

Contact: Tom Edinger

President

(312) 298-1300

Type of payment: Cash & Barter

Type of programming: Sports (motor-
sports).

Sample titles: "Great American Mys-
tery Cars,” “War of the Monster Trucks.

Mighty Minute Programs

840 Battery Street

San Francisco. CA 94111

Contact: Andrew Meblin

Director of Operations

(415) 788-1211

Type of payment: Cash. Cash & Barter
Type of programming: News/News
Stories, Program Inserts/Shorts.
Sample titles: "Joe Carcione—The
Greengrocer” (75-second news reports
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about selection, storing, and prepara-
tion of fresh fruits and vegetables).

Modern TV

5000 Park Street, North

St. Petersburg, FL 33709

Contact: Pat Swonger

Director of Marketing

(800) 237-8913

Type of payment: Free

Type of programming: Action/
Adventure, Animal/Nature/Outdoors.
Animated, Comedy, Docu-drama, Docu-
mentaries, Drama, Educational, Family,
Fashion, Features/Packages, Interna-
tional, Program I[nserts/Shorts, Religion,
Series, Specials, Sports.

Monitor Television International
342 Madison Avenue, Suite 832

New York, NY (0173

Contact: Deborah Rivel

General Manager

(212) 953-2044

Type of payment: Barter

Type of programming: News/News
Stories.

Sample title: "The Christian Science
Monitor Reports'” (international news
program).

Mother Basilea Films
9849 North 40th Street
Phoenix, AZ 85028

Contact: Sister Adaiah

Mother Basilea Films Representative
(602) 996-4040

Type of payment: Free

Type of programming: Program
Inserts/Shorts, Religion, Series, Specials,
:30 and :60 PSA's, Holiday PSA's for
Thanksgiving, Christmas, Easter.
Sample titles: "Fill All the World with
Songs of Praise,” "Daily Discoveries,
"God Lives and Works Today," "“When
God's Heart Breaks with Love,” "God
Lives and Works Today.” "Life's Deepest
Meaning’

New Visions

P.O. Box 599

Aspen, CO 81612

Contact: Allison S. Cooley
Distribution Director

(303} 925-2640

Type of payment: Barter

Type of programming: Specials,
Sports.

Sample titles: "Cowboy Up’” (rodeo).
“All the King's Horses” (the Budweiser
Clydesdales}, "Bag the Limit” (Texas
deer). 7 different Colorado ski shows.

NSC-TV

4613 Parkway Commerce Blvd.
Orlando, FL 32808 Contact: Don
Youngs

(305) 291-6706

Type of payment: Free

Type of programming: Action/
Adventure, Cartoons, Comedy, Home
Shopping. Series/Off Network, Sports.
Sample titles: "Amos 'n Andy, “"Racket
Squad,” "The Avengers.

Olympic Entertainment Group, Inc.
17030 Ventura Blvd.

Encino, CA 91316

Contact: Dominic Orsatti

CEO

(818) 501-8399

Type of payment: Cash, Cash & Barter
Type of programming: Animated,
Comedy, Docu-Drama, Educational.
Sample title: "American Black History”
(series).

Olympus Television, Inc.

14724 Ventura Blvd.

Sherman Oaks, CA 91403

Contact: George Mitchell

President

(818) 788-7877

Type of payment: Cash

Type of programming: Features/
Packages, Series/First Run, Series/Off
Network, Sports.

Orbis Communications

432 Park Avenue South

New York, NY 10016

Contact: Leslie Learner, Listings
David Spiegelman

VP, Station Sales

(212) 685-6699




Type of payment: Cash, Barter, Cash &
Barter

Type of programming: Cartoons, Com-
edy. Documentaries, Family, Features/
Packages, Game Shows, Magazine/Talk,
Series, Series/First Run, Specials.
Sample titles: "Love Court,” "Public
People/Private Lives,” “Kidsongs, "Spi-
ral Zone," “"Headlines On Trial.”

Outdoor Encounters

518 Dawson Street

Thunder Bay, Ontario P7A 3W2
Contact: Kevin Geary

Marketing Director

(807) 345-5510

Type of payment: Barter, Cash & Barter
Type of programming: Animai/Nature/
Outdoors, Documentaries, Program
inserts/Shorts, Series, Sports.

Pearson International

13455 Ventura Blvd., Suite 227
Sherman Oaks, CA 91423

Contact: Arnie Frank

President

(818) 907-5769

Type of payment: Cash

Type of programming: Action/
Adventure, Animal/Nature/Outdoors,
Animated, Comedy, Documentaries,
Drama, Educational, Family, Features/
Packages, Religion, Series/Off-network,
Variety/Music.

Sample titles: "Success in the Eight-
jes’” (interviews), "Bubblies” (animated
pre-school series), "'Trial of Sir Walter
Raleigh" (drama), "Contact” [UFO sight-
ings), "Spike jones Series” (Black and
white music classics).

Peregrine Film Distribution, Inc. (for-
merly American National Enterprises,
Inc)

9229 Sunset Blvd., Penthouse Suite
Los Angeles, CA 90069

Contact: jack Swindell, Southeastern
Sales

Milt Strasser, Eastern Sales

Lindsay Dudevoir, Western Sales

Scott Lanker, Midwestern Sales

(213} 859-8250

Type of payment: Cash & Barter

Type of programming: Action/
Adventure, Animated, Documentaries,
Drama, Family, Features/Packages,
Series/First-run, Specials

Sample titles: "Improv Tonite" (stand-
up comics from Hollywood's improv
Club), "Footlight Follies” (traditional
vaudeville first-run strip), "Double
Takes: The Spectacular World of Guin-
ness Records” (26 first-run half hours
hosted by David Frost), "Dynamagic’
(10 first-run animated features), "Reels
of Fortune" (15 first-run feature films},
“"Warriors” (12 first-run martial arts/
action films), “Alice’'s Adventures in
Wonderland.” NOTE: “Warriors" and
‘Reels of Fortune’ available through
Robert Muller of Muller Media, inc.

Producers Marketing Group, Ltd.

36 West 44th Street

New York, NY 10036

Contact: Terry Lynch

Vice President/Sales Manager

(212) 302-6300

Type of payment: Cash, Barter

Type of programming: Features/
Packages. Program Inserts/Shorts, Spe-
cials.

Sample titles: Kung-fu features, "Holi-
day Hints" (Christmas inserts), "Road to
the White House" (inserts), “Sounds
From the 60's” {music specials), "Sweet
Land of Liberty" (salute to the Statue of
Liberty).

Raycom Entertainment

7546 DeVista Avenue

Los Angeles, CA 90048

Peter Lenz

{213) 851-7667

Type of payment: Cash

Type of programming: Specials,

Sports.

Sample titles: “Elvis' Graceland,’
Killers at the Box Office,” "Night Crea-

tures, " "The Lords of Hollywood .’
‘The Innocent of Hollywood.

Robert Rosenheim Associates
P.O. Box 366, White Hollow Road
Sharon, CT 06069

Contact: Robert Rosenheim
President

(203) 364-0050

Type of payment: Cash

Type of programming: Family,
Features/Packages.

Sandra Carter Productions, Inc.

44 West 63rd Street

New York, NY 10023

Contact: Sandra Carter Collyer
President

(212) 246-0600

Type of payment: Cash, Barter

Type of programming: Documentaries,
Educational, Fashion, Program Inserts/
Shorts, Series/First-run.

Sample titles: "Women of the world”
(documentary, 7 1-hour programs), "Tax
Tips" (inserts), "Chapter in Black Ameri-
can History” (inserts), "Eight Days of
Chanukah” (inserts}, "20th Century
Women" (inserts), "R/X for your Health"
(inserts).

Seeburg Music Satellite Network
5706 New Chapel Hill Road

Raleigh, NC 27607

Contact: Bonnie Sullivan

National Sales Coordinator

(800) 334-1561

Type of payment: Cash

Type of programming: Lifestyle con-
temporary instrumental music, Lifestyle
adult contemporary music. conlinued
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The ever-popular B‘ozo, from Larry Harmon Pictures
Corporation.

Sherry Grant Enterprises

17915 Ventura Blvd., Suite 208
Encino, CA 91316

Contact: Sherry Grant

President

(818) 705-2535

Type of payment: Cash

Type of programming: Program
Inserts/Shorts.

Sample titles: "Something You Auto
Know.” "The Quality of Life,” "Holiday
Sales Boosters,” 21 Days of America,’
"We The People.’

Teacher Productions

251 N. El Molino
Pasadena, CA 91101
Contact: Gregory Schmidt
Producer/Director

(818) 796-6413

Type of payment: Cash, Cash & Barter

Type of programming: Documentaries,

Family, Specials, Stage Plays.

Sample titles: “Easter Is Special,
"Michael, My Brother” (award winning
documentary).

TelAmerica Broadcast Network

11811 W. Olympic Blvd.

Los Angeles, CA 90064

Contact: Ken Joyce

VP of Affiliate Relations

(213) 473-4556

Type of payment: Affiliate Flat Rate
Type of programming: Action/
Adventure, Animal/Nature/Outdoors,
Animated, Cartoons, Comedy, Docu-
Drama, Documentaries, Drama, Educa-
tional, Family, Fashion, Features/
Packages, Game Shows, Home
Shopping, Magazine/Talk, Mini-Series,
News/News Stories, Program Inserts/
Shorts, Series, Series/First Run, Series/
Off Network, Specials, Sports, Stage
Plays, Variety/Music. Interactive.

Telecast, Inc.

PO. Box 1607

Aiken, SC 29802

Contact: Randy Davidson
Syndication Director

(803) 648-9537

Type of payment: Barter

Type of programming: Series (home
gardening, landscaping).

Sample titles: "The Weekend Gar-
dener”’

The Television Distribution Company,
Inc.

41 Rampasture Road

Hampton Bays, NY 11946

Contact: L. P. O'Daly

President

(516) 728-4741

Type of payment: Barter

Type of programming: Comedy, Docu-
mentaries, Game Shows, Sports.
Sample titles: "Grand Prix All-star
Show" (teen sports stunts), "Champi-
ons: World's Greatest Athletes!

Television Syndications

230 West Alabama, North, #410
Houston, TX 77006

Contact: Tom Thuman

President

(713) 526-6176

Type of payment: Cash

Type of programming: Cartoons, Docu-
mentaries, Features/Packages

Sample titles: Vintage music from the
60’s and 70’s, "New Accelerator”
(present and future of transportation).
Tempo Television

P.O. Box 702160

Tulsa, OK 74170

Affiliate Sales Department

(918) 496-3200

Type of payment: Free

24 HOURS A DAY VIA SATELLITE
THE SHOP AT HOME NETWORK

WE OFFER OUR LPTV AFFILIATES THE FOLLOWING

*Free TV set antennas.
*Local company representatives.

*Local advertising and promotions.

*Increased station profits.

Become a part of the multibillion dollar TV shopping boom.

>’r

FOR MORE INFORMATION CONTACT: AFFILIATE RELATIONS DEPARTMENT
" SHOP AT HOME, INC.

NEWPORT, TENNESSEE

37821

PHONE 615-623-8000
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Flat Monthly Fee

16 Hours A Day

7 Davs A Week

Non Repeat Programming

For details, call:
Kenneth Joycee,
Vice President
Affiliate Relations

TelAmerica Broadcast Network

the leader in high quality, low cost family programming

ALSO INCLUDES
2 Minutes Out Of Every 30 Minutes
For Your Local Avails
P.I. Participation

Broadcast Network

11811 West Olympic Blvd. ¢ Los Angeles, CA 90064 o (213) 473-3556

TelAmerica

Type of programming: Animal/Nature/
Outdoors, Classic Movies, Educational,
Family. International. Magazine/Talk,
Religion, Specials, Sports, Variety/Music.

Tomwill Entertainment

462 | Cahuenga Blvd.

Toluca Lake, CA 91602

Contact: Jim Rokos or Tom Keller
(818) 769-0883

Type of payment: Cash

Type of programming: Sports.
Sample title: "Super Sports America.”

Tootlevision Satellite Network
P.O. Box 1600

Tahlequah, OK 74465

Contact: Harry Tootle

(918) 458-0676

Type of programming: Variety.

Trinity Broadcasting Network
P.O. Box A

Santa Ana, CA 92711

Contact: Jane Duff

Vice President

{714) 832-2950

Type of payment: Free

Type of programming: Religion.

The Video House, Inc.

201 North Hollywood Way, Suite 202
Burbank., CA 91505

Contact; Walter Segalo

President

{818) 954-9559

Type of payment: Cash & Barter
Type of programming: Magazine/Talk
{women).

Sample titles: "Women's Journal”

Video Jukebox Network

3550 Biscayne Blvd., Suite 711
Miami, FL 33137

Contact: Steve Peters
President

(305) 573-6122

Type of payment: Viewer interactive
(viewer pays)
Type of programming: Music Videos.

VTS Music

White Oak Manor

PO. Box 1168

Arden, NC 28704

Contact: Steve, Kim, Tony, or John
(704) 684-9680

Type of payment: Cash

Type of programming: Production
music—images, backgrounds, themes,
custom packages.

William Winckler Productions

4383 Winnetka Avenue
woodland Hills, CA 91364
Contact: Robert Winckler
Sales Manager

(818) 700-1530

Type of payment: Cash

“Japan: The Changing Tradition,” from GPN.

Type of programming: Animated.
Cartoons, Features/Packages. Children's.
Sample titles: 'The King Who Had No
Heart,” "'I've Got a Tiger,” "Honesty is
the Best Policy,” "Tekkaman the Space
Knight.”

World Wide Bingo, Inc.

P.O. Box 2311

Littieton, CO 80161

Contact: Rich Ludvigsen

Executive Vice President

(303) 795-3288

Type of payment: Cash. Cash & Barter
Type of programming: Game Shows
(TV bingo).

Sample title: "$10.000 BINGO" (can
be locally originating).

WW Entertainment

205 East 42nd Street

New York., NY 10017

Contact: Bruce Casino
Director/Eastern Sales

(212) 661-3350

Type of payment: Cash

Type of programming: Action/
Adventure, Comedy, Drama, Features/
Packages, Game Shows, International,
Series/First-run.

Sampile titles: "Black Belt Theater”
{martial arts features), "The Best of
Groucho” (130 30-minute episodes of
Groucho Marx).

Zoli Teleproductions

PO. Box 485

Palmer Lake, CO 80133

Contact: Janice Lloyd

Vice President, Marketing

(303) 481-4980

Type of payment: Barter

Type of programming: Animal/Nature/
Outdoors, Family. Features/Packages,
Series, Series/First-run, Specials, Rodeo.
Sampile titles: "Rodeo Sports Page.’[ka]
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Atlanta, GA — channel 4

Ocala, FL' — channel 7
Orlando, FL — channel 4

* Construction Permit Only

t Second fastest growing metro area in the U.S.

Evansville, IN — channel 69*
Milwaukee, WI — channel 8

Naples/Fort Meyers, FL — channel 18*
Newberry/Gainesville, FL — channel 33"

MARK ‘
-rum'nig

Low Power
TV Stations

available in

these markets

For Prospectus or
Additional Information:
Rick Lipps

Woods Communications Group, Inc.
3040 E. Cherry St.

Springfield, MO 65802
Phone 417/862-2727

i

PRy

First Volume Of
CBA White Papers
To Be Published In April

The Community Broadcasters Asso-
ciation has announced that Volume |
in the White Paper Series will be dis-
tributed to members in April.

The CBA White Paper Series is an
on-going publication of informative
and explanatory papers and articles
by suppliers to the LPTV industry.
Geared to the new broadcaster, the
Papers are designed to provide in-
depth but easily understood explana-
tions of key concepts in engineering,
operations, programming, and other
areas of LPTV broadcasting.

Volume | comprises papers by
Eastman-Kodak, Prime Image, Bogner
Broadcast Equipment, the Broadcast
Promotion and Marketing Executives,
EMCEE. and the law firm of Arent,
Fox. Kintner, Plotkin & Kahn.

Each volume of the White Papers
will be distributed free of charge to
CBA members. Non-members may
purchase copies by calling the CBA
offices at (414) 781-0188.
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“Saks Fifth Avenue”
Of Home Shopping

Buying LPTV Outlets

Robert |. Murley, president of Video
Marketing Network, Inc., a Sarasota, FL
firm, is buying LPTV construction permits
in hopes of building a network of outlets
for his new home shopping service,
which he calls the "Saks Fifth Avenue” of
home shopping. With fourteen stations in
hand and options on another 121, Mur-
ley recently tested his concept over
W59BI in Inverness, FL. "We're going to
have a network of as many stations as we
can get” he said.

Murley’s other thirteen LPTV stations
are located in Galtstown, AL; Portland,
OR; Olean, NY. Dubuque, [A; Kankakee,
IL; Columbus, IN; Milan, TN; George-
town, SC; Columbus, MS; Galveston, TX;
Hobbs, NM; Pinehurst, NC; and Sheboy-
gan, WI. He is negotiating to buy two high
power stations but describes high power
TV as "not really our target.”

Video Marketing Network's niche, ac-
cording to Murley, is premium quality,

top-of-the-line merchandise. Each VMN
product category is featured in a sepa-
rate segment of the show—for example,
"Toys 'n Things'' (toys and games},
"Video Collector’'s Club” (video tapes),
"The Gift Shoppe” (unique gifts from
around the world), and "Flair” (fashion
clothing and furs).

After the network is profitable for two
consecutive quarters, 5% of the pre-tax
profit will be donated to a VMN Founda-
tion, the proceeds from which will be
used to support charities involved with
cures for blindness, heart disease, can-
cer, and AIDS, education for the under-
privileged, and prevention of hunger.

Murley is the former partner of Lowell
“Bud" Paxson, founder of the highly suc-
cessful Home Shopping Network. The
two operated Full Circle Marketing, a re-
ciprocal trade agency serving the tele-
vision industry, before Paxson left to start

HSN.



—by Peter Tannenwald

Cable carriage often means life or
death for LPTV stations. That's why a
December 1987 court decision invalidat-
ing the FCC's latest carriage rules brings
my column back to cable once again,
even though it may seem that | have al-
ready written more than enough about
the subject.

You may recall that the original rules
generally required a cable TV system to
carry all available high power TV stations.
This was true even for small systems with
as few as 12 channels; the cable ended
up having to devote all of its channels to
broadcast signals and had no room left
for cable-oriented services such as HBO,
CNN and the like. The courts held those
rules to be an unconstitutional infringe-
ment of cable operators’ right to “speak’
by choosing the material they distributed
to their customers.

So the FCC went back to the drawing
board and came up with new rules that
continued to require the carriage of local
broadcast signals, but under limits that
generally left 75% or more of the chan-
nels on every cable system free from
mandatory broadcast carriage. These
rules were to expire in five years. Mean-
while, cable operators were required to
offer their subscribers "A/B"" switches so
that they could switch easily between ca-
ble and outdoor antennas. Operators
also had to tell subscribers how to use
the switches, and cable installers were
forbidden to dismantle outdoor antennas
or recommend that they be removed.

Few Rules Mean Flexibility

As important as LPTV programming is
to the local community. and despite the
uniqueness of the programming of many
LPTV stations, the FCC's rules have never
required the carriage of any LPTV sta-
tion, and they have required carriage of
pure translators only under very limited
circumstances. Nevertheless, the status
of the cable carriage rules has always
been important to LPTV operators, be-
cause the more channel capacity that is
free from required carriage of high power
stations. the more flexibility the cable op-
erator has to negotiate a voluntary car-
riage arrangement with the LPTV opera-
tor. In other words, mandatory carriage
of LPTV would be best, but without it,
minimum carriage requirements usually
benefit LPTV the most.

The new rules have now been struck

& LPV and the LAW

Whatever Happened To MUST-CARRY?

down by the Court, and here is why. The
FCC justified the original cable rules as a
way to preserve over-the-air broadcast-
ing from destruction by cable. That ap-
proach was abandoned under the new
rules on the theory that over-the-air
broadcasting could survive without cable
carriage if viewers kept their own anten-
nas in service after subscribing to cable.
The reason for continuing cable carriage
requirements for five years was to allow a
transition period so that the public.
which had become accustomed to cable
carriage of all local broadcast signals.
could learn how to use antennas all over
again the way they did before cable came
along.

Court Says FCC Lacked Proof

The Court held that the FCC did not
have adequate evidence either that con-
sumers ever really expected cable sys-
tems to carry all local signals or that ca-
ble systems would in fact drop local
signals if the mandatory carriage require-
ment were eliminated. The Court was not
impressed with a study by the National
Association of Broadcasters showing that
few cable subscribers in fact maintain
conventional antennas. It also noted that
very few cable systems had abandoned
broadcast carriage since the new rules
were adopted. Therefore, the Court said,
the FCC had not established a sufficiently
important governmental interest to jus-
tify restricting the discretion of cable op-
erators.

Moreover, the Court continued, even if
the FCC had established a valid govern-
mental interest, the rules went too far.
The idea of a mandatory carriage re-
quirement was acceptable, but the Court
held that a five-year period was not nec-
essary, because consumers could learn to
use A/B switches in less time if they really
cared about receiving additional signals.

So where do we stand now? As of this
writing. the Court has not yet issued its
formal mandate, so the FCC's rules are
technically still in effect. We do not yet
know what motions will be filed for re-
consideration or stay of the decision or
whether broadcasters will appeal to the
Supreme Court. Activity in Congress is
also possible.

When the Court's mandate is issued, no
cable system will any longer be required
to carry any broadcast signal. The status
of the A/B switch rule, however, is not as
clear. The FCC has asked the Court of

Appeals to clarify whether it intended to
strike down only the carriage aspect of
the rules or the A/B switch aspect as well.

What's Next?

Assuming that all aspects of the rules
are ruled invalid, what will happen next?
The Court has not ruled that no must-
carry rule could ever be constitutional. so
the FCC can try again. However, the Com-
mission has not been enthusiastic about
mandatory carriage rules during the past
few years, so they may not want to take
on yet a third legal battle in this area.
Their decision may depend in part on
whether or not Congress modifies the
mandatory license that cable now has to
carry broadcast signals. If cable systems
continue to be able to carry broadcast
stations under a compulsory license
scheme, the FCC may once again try its
hand at a mandatory carriage rule.

Meanwhile, my advice to LPTV opera-
tors is to put on your best face and per-
suade your local cable operator of the
value and benefit of carrying your sta-
tion, rule or no rule. The best time to
make this effort is while the cable system
has maximum discretion and the fewest
restrictions—which may be right now.

Peter Tannenwald is a partner in the
Washington, DC law firm of Arent, Fox,
Kintner, Plotkin & Kahn. He is general
counsel to the Community Broadcasters
Association. Kk/B
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Complete “Ready to Air” Package g

$1995 tv

¢ Oidest Promotion in the Industry
Over 33 years. ... 1400 plus
stations.

o Gets Double Rate Card Rate
A complete promotional
package providing sponsors
the “extras” that command
exira doflars.

o [ncrease Ratings
A proven leader in all markets.

« Tremendous Sponsor Foot Traffic !
Proves the effectiveness of your station with
tangible sponsor resulls.

¢ Continuous Renewals
Sponsors and listeners demand it.

OUR BUSINESS IS IMPROVING YOURS
©Copyright 1986, World Wide Bingo, Inc. [
B> —<H WORLD WIDE
e Y BINGO. INC.
IK .- J PO Box 2311

Littl , CO
[ [N=p¥] | (3'o:f)tc;gs-azs?sm61

e
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That's all it takes to get your LPTV appli-
cation kicked back without consideration.

Applications must be letter perfect upon
submittal; corrections and re-submittals will not
be allowed.

Guaranteed Right.

More and more LPTV broadcasters are
calling on Kompas/Biel & Associates for profes-
sional application preparation.

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

Grand Opening.
Soon the FCC will announce a new filing

One Misteak.

window for LPTV applications. Join the hundreds
of entrepreneurs already staking their claims in
television’s newest frontier.

Call the leading consultants to the LPTV
industry.

Call Kompas/Biel & Associates and avoid
the chance of a costly ... mistake.

LPTV market analysis, engineering
and business planning also available.

For more information call;

Kompas/Biel & Associates, Inc.
1-414-781-0188

PO. Box 25510
Milwaukee, Wl 53225-0510

.. 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.

K29AX Winston, OR. Cascade Pacific Television
Associates, 12/28/87.

K50AX Aberdeen, SD. Classic Video Systems,
12/28/87.

W68BN Fort Wayne, IN. Zonation Broadcasting,
12/28/87.

ASSIGNMENTS AND TRANSFERS

W67BA Dennis, MA. Assignment of license
granted from Donald P. Moore d/b/a Cape Video
Network to Cape Cod Television, Inc. on 12/3/87.

W24Al Michigan City, IN. Voluntary assignment of
permit granted from BTV Associates to Trinity Broad-
casting Network, Inc. on 12/15/87.

K55EK Little Rock, AR. Transfer of control granted
from Frontier Southwest Broadcasting, Inc. to Fron-
tier Broadcasting, Inc. on 12/24/87.

W35AJ St. Petersburg, FL. Transfer of control
granted from Frontier Southwest Broadcasting, Inc.
to Frontier Broadcasting, Inc. on 12/24/87.

W63BB Atlanta, GA. Transfer of control granted
from Frontier Southwest Broadcasting, Inc. to Fron-
tier Broadcasting, Inc. on 12/24/87.

W20AF New Orleans, LA. Transfer of control
granted from Frontier Southwest Broadcasting, Inc.
to Frontier Broadcasting, Inc. on 12/24/87.

W39AT Baton Rouge, LA. Transfer of control
granted from Frontier Southwest Broadcasting, Inc.
to Frontier Broadcasting, Inc. on 12/24/87.

K55EN Austin, TX. Transfer of control granted
from Frontier Southwest Broadcasting, Inc. to Fron-
tier Broadcasting, Inc. on 12/24/87.

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

W13BP Waycross, GA. Mary L. Rivers, 12/2/87.

WO7BY Morehead, KY. McKinley Walker,
12/4/87.

W36AL Carbondale, IL. Robert W. Sudbrink,
12/8/87.

W38AQ Lenoir City, TN. Knoxville Community
Broadcasting, Inc., 12/8/87.

W68BW Lenoir City, TN. Knoxville Community
Broadcasting, Inc., 12/8/87.

K23BK Nashville, AR. Samue! A. and Etheline
W. Westbrook, 12/8/87.

KO4NO Paul, ID. James D. Nordby, Jr., 12/8/87.

W2BAJ West Haven, CT. Paging Associates,
Inc., 12/8/87.

W36AO Palatine, IL. Edwin B. Johnson, 12/8/87.

W13BQ Portage, IN. Studio 5, Inc., c/o Thomas
W. Tittle, 12/8/87.

K28CB Colstrip, MT. Rural Television System,
Inc., 12/8/87.

K27CC Muskogee, OK. American Indian TV &
Radio Network, 12/8/87.

K22BY Blythe, CA. Palo Verde Valley TV Club,
Inc., 12/9/87.

K51CF Grand Junction, CO. Penny Drucker,
12/9/87.

K45CA Cape Girardeau, MO. Calvary Temple
Church, Inc., 12/9/87.

-35— Carlin, NV. Carlin Television District,
12/9/87.

W14AQ Harrogate, TN. Lincoln Memorial Uni-
versity, 12/9/87.

W1BAN Harrogate, TN. Lincoln Memorial Uni-
versity, 12/9/87.

K14HD Winslow, AZ. Katherine Estes Wilkerson,
12/15/87.

K26BF Goleta, CA. Guy S. Erway, Jr.,, 12/15/87.

K47CP Eureka, CA. Janet Roberts, 12/15/87.

K48CO Luana, IA. Mountain TV Network, Inc.,
12/15/87.

K45CB Cedar Rapids, |A. Elbyvision, 12/15/87.

K36BW Thompson Falls, MT. Thompson Falls
TV District, 12/15/87.

K47CQ Denison, IA. Mountain TV Network, Inc.
12/18/87.

W12BU Heiskell, TN. H. Earl Marlar, 12/18/87.

LPTV LOTTERY WINNERS

The foliowing are tentative selectees of the
LPTVitranslator lottery held on December 11, 1987.
If no petitions to deny the selectees are filed, and if
they are otherwise qualified, they will be granted
construction permits.

Ch. 67, Mason City, |A. Midwest
Radio-Television, Inc.

Ch. 48, Whitefish, MT. Lawrence O'S-
haughnessy.

Ch. 61, Tallahassee, FL. Millard V. Oakley.

Ch. 40, Logan, UT. Spectrum Press, Inc.

Ch. 36, Charleston, SC. Media Properties.

Ch. 30, Jasper, TX. Mountain TV Network, Inc.

Ch. 38, Fairfield, TX. George E. Gunter.

Ch. 47, Nacogdoches, TX. Blacks Desiring
Media, Inc.

Ch. 61, San Luis Obispo, CA. Alegria Broad-
casting Corporation.

Ch. 23, Gadsden, AL. Impact Television Group,
Inc.

Ch. 23, Morganton, NC. James Brown.

Ch. 32, Dayton, OH. Gaylord Broadcasting
Company of Ohio.

Ch. 27, Fort Lauderdale, FL. J. Rodger Skinner,

Ch. 38, Jackson, WY. Mountain TV Network,

Ch. 63, Las Vegas, NV. The Hunter Partnership.

Ch. 47, Fort Walton, FL. Jose Armando Tamez.

Ch. 7, Orlando, FL. Michael Charles Dimick.

Ch. 8, Stuart, FL. New Florida Broadcasting
Company, Inc.

Ch. 27, Indianapolis, IN. VideOhio, Inc.

Ch. 56, Rome, GA. TV Local, Inc.

Ch. 52, Stockton, CA. National Innovative
Program Network.

Ch. 39, Castle Gardens, CA. Community Tele-
vision.

Ch. 60, Rochester, MN. George Fritzinger.

Ch. 53, Huntsville, TX. Janet Roberts.

Ch. 58, Jackson, MS. Residential Entertainment
Inc.

Ch. 58, Storm Lake, IA. Mountain TV Network,
Inc.

Ch. 59, Topeka, KS. Jeffco Broadcasting.

Ch. 43, Denison, {A. Millard V. Oakley. (wn|



Call For Entries: 1988 Banff Festival

The Banff Television Festival has an-
nounced its 1988 television programming
competition. The international competi-
tion is open to all films and programs
made for television and shown for the
first time between April 4, 1987 and April
|. 1988. Entries will be accepted in the
following categories: Television Features,
Limited (Mini} Series, Continuing Series,
Drama Specials, Television Comedies, So-
cial and Political Documentaries, Popular

Science Programs, Arts Documentaries,
Performance Specials. and Children’s
Programs.

The Ninth Banff Television Festival will
be held at Banff. in Canada. June 5-11
1988. Competition rules and entry forms,
as well as Festival registration materials,
are available from the Banff Television
Festival. Box 1020, Banff, Alberta, Can-
ada, TOL 0CO. (403) 762-3060.

e

Newhouse Broadcasting Joins VJN Partners

Newhouse Broadcasting Corporation
has acquired a one-third interest in VIN
Partners. VJN Partners owns an option to
purchase 3,500,000 shares of the
4,000,000 shares of stock in Video Juke-
box Network, Inc. owned by Video Juke-
box Network president Steve Peters. The
purchase option expires May 29, 1988.

Newhouse Broadcasting, together with
affiliates NewChannels Corporation, Me-
trovision, Inc.. and Vision Cable Commu-
nications, operates cable television sys-
tems across the country.

Video Jukebox Network. Inc. offers a
music video program service that en-

ables viewers to select the videos they
want to watch by using the local tele-
phone company’'s 976-Dial It service. It
currently operates on four Florida cable
systems and one LPTV—WI0AX in Jack-
sonville, FL. [wa)

BON MOT R

Positioning is key. Every market has
an unexploited niche.

George Gillett, chairman, the Gillett
Group. In Channels, September 1987

Interview: Loughlin

continued from page 5

programming they want to watch, they'll
watch it. And over a period of time, I'll be
successful.”

LPTV Report: Your experience has becn with
full power TV in large markets—Denver. Milwau
kee. New York City. Nashville, and Chicago. The
maijority of LPTV stations operating today are in
small to medium markets. How will your expert-
ence help you in your work with the CBA co-op
arid with LPTV slations?

Loughlin: | learned a long time ago—
and | really learned it here in Wisconsin
as a member of the Wisconsin Broadcast-
ers Association—that there is no essential
difference betweena mom and pop radio
station with a staff of three or four people
and a Milwaukee radio-TV AM/FM combi-
nation with 200 people. The essential
rules of operating are the same.

I go back to what | said before: LPTV
people have to think of themselves as
people who are operating television sta-
tions. Forget about low power, UHF, VHE.
I think some of the early successes will be
radio operators who have branched out
into LPTV: they will know how to operate
a broadcast station lean and mean until
they have the revenue coming in.

| really don't think there is essentially
much difference between stations. A guy
at the CBS television network told me

XL 1000U 1000 Watt
XL 100U 100 Watt

UHF, or modulator input.

When you go into low power television...
go in strong with TTC transmitters.

TTC offers a full line of outstanding television transmitter/translators:

« XL 100U—For 100 Watt UHF TV, the XL 100U is 100% solid state
designed for unattended operation in remote and hostile environments.

« XL 1000U—Long term reliability, performance, and advanced capabilities
make the XL 1000U the best selling 1000 Watt UHF transmitter in the world.
It can be used as a translator with VHF or UHF input, or as a transmitter for
use with satellite, microwave or audioivideo input.

« XL 10U and XL 20U—These '‘power
flexible' 10 Watt and 20 Watt units are
TTC's most affordable, featuring VHF,

- Compact design
« Full VSWR protection
- Low power consumption

-

gz &
sappasninssy C W8

XL 20U 20 Watt

The quality is TTC.
TELEVISION TECHNOLOGY CORPORATION

For free product literature or additional information, call or write:
P.O. Box 1385 « Broomfield, CO 80020 « (303) 465-4141
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NEW!!

SATELLITE
' EQUIPMENT

The PSA-35A Portable Spectrum Analyzer accurately measures wideband signals
commonly used in the United States and European satellite communications industry.
The PSA-35A frequency coverage is from less than 10 to over 1750 MHz, and from 3.7 to
4.2 GHz. The PSA-35A features switch selectable sensitivity of either 2 dB/div or 10
dB/div. The portable, battery or line operated PSA-35A Spectrum Analyzer is the perfect
instrument for the critical dish alignment and tracking requirements necessary for
maximum signal reception. $1965

AVCOM's Single Channel Per Carrier Receiver, model SCPC-2000E, has been
developed for the reception of FM SCPC signals from satellites operating in the 3.7t0 4.2
GHz band. The SCPC-2000E is a complete receiver that can tune up to 4 specific crystal
controlled audio or datachannels from agiven transponder and is available in either wide
or narrow band modeis. Optional circuitry is available to allow up to 8 crystals for channe!
selection. The SCPC-2000E may be used with the S$S-1000 Stave for simultaneous
reception of additional channels. $1875

The AVCOM COM-96 Professional Receiver is compatible with all C and Ku band
LNB's and BDC's that operate in the 950 to 1450 MHz range. The COM-96T provides
complete 4 and 12 GHz performance in one system.

The COM-96T is a high performance, fully agile, dual conversion satellite receiving
system for demanding commercial appiications. Modular circuit packaging results in a
compact and highly reliable Ku and C band receiver in a standard 19" rack mount
configuration. Highly stable oscillators eliminate frequency drift and aflow operation
over wide temperature ranges. Special threshold extension circuitry offers superior
video quality. The COM-96T may be ordered with optional threshold peaking and dual IF

filters for receiving international type transponders. $939

AmOM!° 500 SOUTHLAKE BOULEVARD
RICHMOND, VIRGINIA 23236
TELEPHONE 804-794-2500 TELEX 701-545 FAX 804-794-8284

that when I first went into news work out
there. He said, "'Joe. the main difference
between WCBS-TV here in New York and
WTBT-TV in Tampa is there are more of
us and we've got more tape to shoot.
That's the essential difference’” And he
was right.

When we started at WVTV in Milwau-
kee. I think we had a staff of about eight
people and it never got bigger than 50 at
the time that | was there.

LPTV Report: Lel's lalk about the CBA pro-
gram co-op. How will it work?

Loughlin: I think at first it's going to be
a kind of clearing house. We'll try to de-
termine what the syndicators have to of-
fer, and we'll transmit that information to
the stations. As we get that information
out to the stations and the stations start
coming back and saying they're inter-
ested, at that point the syndicator would
have to deal one on one with the individ-
ual stations. We would help the process
to the extent that we could, but until we
get to the point where we have. immedi-
ate communication to the stations,
through TWX or whatever, it's going to be
difficult for us to be more than a clearing
house.

I would hope that as the number of
stations grows, and as we find out what
their needs are—and assuming the sta-
tions can find a common ground as to the
kind of programming they like—at that
point perhaps we can act as a true co-op
and actually start doing deals on behalf
of 40 or 50 stations at a time. Now, how
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long it will take to get there—I don't
know. And 1 don’t think we should be
predicting how long it will take to get
there because we don’t want to over-
promise and then come up with less than
what we said we would do.

LPTV Report: Is there a minimum number of
stations that you need in order to make the co-op
work?

Loughlin: | think there is, but | don't
know what that minimum is. When you
say to a program syndicator, I have 45
stations interested,” their eyes light up.
But the price per station they'd get would
be much less than the price that a full
power station would give them.

If the program unit price for an LPTV
station is x, and the unit price for WVTV
in Milwaukee is ten times that. then obvi-
ously we have to have ten times as many
stations to equal WVTV. As we get
deeper into it and more stations come on
line, we'll begin to get an idea of just
what we can do.

LPTV Report: How will you handle exclusiv-
ity clearances?

Loughlin: They'll have to be handled
on an ad hoc basis. Some stations are in
a wide area where there is no competi-
tion and exclusivity will not be a problem.

In other markets it could be a problem.
But a station might be able to do a deal
where they have programming on a non-
exclusive basis—where in effect two sta-
tions have equal rights or partial rights to
the same program. It has been done in
the past, usually because of a price con-

sideration.

Some syndicators have already told me
that they would be willing to do a low
price deal with any station that could
deal on a non-exclusive basis, whereby, if
a better offer came along after six
months or a year, some other station

could come in and buy the program away

from them. In certain circumstances, an
LPTV operator might be willing to do
this.

LPTYV Report: What is your larget for clear-
ance of a program? How long will you keep the
syndicator hanging on the wire?

Loughlin: One of the things we want to
do is come back with quick answers for
the syndicators, a quick yes or no. Since
we'll have to rely on a mail and telephone
process at first, | don't know how quick
that will be, but | would hope we could
give people an answer within a week,
perhaps two—faster after we get some
sort of electronic inter-connect going be-
tween the co-op member stations.

LPTV Report: How will the programming be
distributed?

Loughlin: | think satellite distribution is
the only way to go. It's a question of who
will do it. If the syndicator is set up to do
it, as a lot of the barter houses are, fine. If
not, then the co-op will do its own satel-
lite distribution.

Of course, we'd have to bicycle to sta-
tions that didn’t have satellite receivers.
But bicycling is really a lot of trouble.

LPTYV Report: Will there be a time when first-
run syndicated programming is offered to LPTV
on a first-shol basis?

Loughlin: Yes. In fact, there are a
couple of syndicators who say they'll be
ready to do that within the next year—
with a means of distributing.

LPTV Report: Are there any big deals in the
making right now?

Loughlin: | don't think | should com-
ment on that right now.

LPTV Report: What is the future of the co-
op, assuming continued LPTV station growth?

Loughlin: | think eventually we could
be set up very much like the PBS pro-
gram co-op. Where we have, instead of
an annual program selection process, an
on-going program selection process.
Where perhaps on a monthly basis, per-
haps even on a weekly basis, we can poll
the membership to determine interest
and do deals with syndicators rather
quickly.

LPTV Report: What aspects of your experi-
ence in the television industry do you think will be
of most help as you tackle your new job as director
of the CBA programming co-op?

Loughlin: I think dealing with program-
ming. Considering the cost of program-
ming and its importance, particularly to
an independent. that's the first thing you
have to devote yourself to as a station
manager. And that's always been the
most enjoyable part of the business for
me, the part I've been happiest doing—
not only buying it, but scheduling it and
promoting it. \we|



Classifieds

WANTED TO BUY

LPTV construction permits or licenses. If you
have an LPTV license or CP for sale, we have inter-
ested buyers. Confidentiality assured. John Kom-
pas, Kompas/Biel & Associates, Inc., (414) 781-
0188.

LPTV Construction Permits! We will buy your exist-
ing LPTV permit for cash! California and Nevada
permits especially wanted. Other areas considered.
Call today! KIDD COMMUNICATIONS, (916) 961-
6411.

USED TRANSMITTERS AND ANTENNAS. We will
buy your used Bogner/Scala antennas, UHF & VHF
transmitters and transmission line. Video/audio mi-
crowave transmitters and studio equipment also
wanted. Call us first, before you buy new equipment,
for maximum trade-in value! KIDD COMMUNICA-
TIONS, (916) 961-6411.

FOR SALE

100-watt LPTV UHF-15 EMCEE transmitter with
RCA-TV modulator. Excellent condition. Will sell for
$10,000, FOB Rice Lake, WI 54868. Call Chrono-
type Publications, (715) 234-2121.

COMPLETE RF TRANSMITTING SYSTEMS, Bogner
antennas, Television Technology transmitters,
Cablewave low loss transmission line. We welcome
your trade-ins. Buy from the knowledgeable com-
pany that has the ability to deliver promptly! KIDD
COMMUNICATIONS, (916) 961-5433.

USED EQUIPMENT FOR SALE: JVC CR4400UL 3/
4" portable VTR, good condition, $1,250 «JVC BR-
1600U video cassette recorder, $400 ePanasonic
WV3150 portable camera, $500 e¢Panasonic
WV3250 portable camera with all AC and DC extras,
$1,100 3 Sony DXC-1200 TRINICON studio cam-
eras with viewfinders, $650 each ¢2 Sony DXC-1200
junction boxes, $100 each *Sony VO-2600 3/4" U-
Matic video cassette recorder, good condition, $400
¢Raytheon KTR-100 video & audio microwave sys-
tem, $2,500 ¢LPB Signature 1l STEREO audio board
with 8 pots, 24 inputs, $3,000 *Sony black & white
camera with case and zoom lens, $250 *Shintron
373-DX Chromatic production switcher, new condi-

tion, $3,500 *Sony DXC-1610 TRINICON color cam-
era with 17-102mm 1:2.1 lens and battery pack,
$500 «MARCOM MTS television STEREO genera-
tor, model 710, new demo, $1,450 eassortment of 3/
4" cassettes—10“, 20", 30", used, $5 each «JVC
CR-6060U 3/4” VCR, like new, $850 ¢Turner TC20L
cardioid dynamic mike, $100 eFairchild audio Re-
verbertron I, model 659, $400 2 Davis & Sanford
studio tripods, Mark Il with cradle head model “M”
and caster bottom, $475 each sSymetrix CL-100
compressor/limiter, $300 eTapecaster digital timer,
$50. Call Jack Kennedy, R.D. 1, Box 460, Cogan
Station, PA 17728, (717) 998-9999.

BUSINESS OPPORTUNITIES

FREE Listing Service! We will list your CP for sale at
no charge. Send copy of permit with phone number
and asking price to KIDD COMMUNICATIONS,
4096 Bridge Street, Suite 4, Fair Oaks, CA 95628, or
CALL (916) 961-6411.

SERVICES OFFERED

TURNKEY LPTV CONSTRUCTION: Broadcasting
Systems, Inc. can take you from CP to air with just
one phone call. We specialize in LPTV construction
using either new or used equipment. 30 years’ expe-
rience makes the difference. We also purchase
quality used equipment. Call us today at (602) 443-
1410.

CLASSIFIED RATES: All classified ads are payable in

. advance. When placing an ad, indicate the exact cate-
. gory you desire: Help Wanted, Situations Wanted, Ser-

vices Offered, Business Opportunities, 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 50¢/word
There is a $15.00 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.O.D., PO, 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 $35.00 per insertion
For Classified Display rates, call John Kompas at (414)
781-0188

TO PLACE YOUR AD CALL CATHY BERSE
(414) 781-0188

Y Battson & Aisociates

CONSULTING RADIO ENGINEERS

|

JOHN H. BATTISON P.E. 890 CLUBVIEW BOULEVARD NORTH

COLUMBUS: ORIO 614/888-3364

FCC ON-LINE DATABASE

dataworld

Allocation/Terrain Studies
AM e FM @ TV @ LPTV @ ITFS
4827 Rugby Ave Suite 200
Bethesda MD 20814

{301) 652°8822 1-800--368-5754

] _LPIV
| BROADCAST
ACQUISITION ¢ DIVESTITURE
FINANCING ¢ APPRAISAL
James Martin
Suite 1000, 65 E. State St. |

Columbus, Ohio 43215

" AMES MARTIN
(614) 889-9747

& ASSOCIATES

DIVERSIFIED COMMUNICATION ENGINEERING

CONSULTING ENGINEERS
AM-FM-TV
Microwave and Satellite
Transmission Systems

1621 West Sixth Street
Saleem Tawil, PE. Austin, Texas 78703 Members

President (81%) 478-3400 AFCCE

COVER YOUR MARKET

WITH THE BEST POSSIBLE SIGNAL!

Utilizing Bogner Slot Array Antennas with over 15 standard
patterns to choose from . . . Install a 1000 watt
transmitter, select our 8, 16 or 24 bay model
antenna and you can broadcast 20KW,

30KW, 60KW and even 100KW ERP!

TALK TO US! ... We have the
knowledge and experience to

COMMUNICATIONS
916-961-5433

provide you with a complete

transmitting system
best suited to
your needs!

FREE CATALOG!
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Supplier Side

Video Accessory Corporation’s latest
VS-2PC video squelch is an automatic
two-input, one-output, audio follow video
switch. In its automatic mode, if the qual-
ity of the main video input falls below a
level previously defined by the user, the
output is switched from the main input to
the alternate input, an overrideable
power relay trips, and a defeatable audio
alarm sounds. Thus, the unit can auto-
matically switch to a second program
source if the main program fails.

Video Accessory Corporation’s Video Squeich.

Video connectors are rear panel BNC's,
audio connectors are rear panel insulated
RCAs, and switched power is available
through a rear panel grounded AC
socket. Stereo audio, a remote control

port, and XLR audio connectors are op-
tional.

All VAC products are rack mountable
and include a full five-year warranty.

Contact: Video Accessory Corporation
2450 Central Avenue

Boulder, CO 80301

1-800-821-0426

In CO: (303) 443-4950

CMX Corporation has introduced a
new, mid-range, multi-featured video ed-
iting system—the CMX 330A.

The 330A offers five ports as well as a
general purpose interface port, and per-
mits the connection of up to eight de-
vices. The EDL list also provides for 500
events and 500 lines for notes, dedicated
video-audio keys. and short cut wipe/
dissolve. In addition, the CMX 330A of-
fers match-cut calculation, autoclean,
frame bump, learn keys, and motion
memory—all features normally found on
more expensive CMX systems.

The CMX 330A.

Prices start at $17.500 for the 330A,
including serial interfaces for an effects
switcher and three VTR's. The system
may be upgraded whenever the user de-
sires, all the way to the high-performance
CMX 3600. Current owners of the CMX
330XL systems may upgrade to the 330A
on site for $1,995.

Contact: CMX Corporation
2230 Martin Avenue
Santa Clara, CA 95050
(408) 988-2000

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

Design your set using the Uni-
Set® Planning Model, working
out your camera angles as vou go.
Then your studio tloor people
can casily assemble the full-sized
modules into a workable setting
in record time. The Uni-Set®
Graphic Design System
completes the transformation. In
only a few hours you've gone
trom an idea to a finished,
camera-ready setting.

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

1NIRS | %= IR
WZ0 M =Z\%= 1l
CORPORATION
449 Avenue A

Rochester, New York 14621
(716) 544 3820

Leitch Video's new digital STILL FILE is
a powerful storage and fast retrieval sys-
tem for up to 10,000 still images. The
STILL FILE features an advanced digital
video processing system that insures op-
timum picture quality, and it is capable of
storing a full 4-field color frame. Single
and dual channel models have a status
display terminal and a compact control
panel.

The Still File from Leitch Video.

Standard features include a descriptive
database. a sequence editor, and on-line
help, making operation simple even for
beginners or infrequent users. Engineers
will like the ease with which STILL FILE
integrates into existing, timed systems.

Contact: Paul Jenkins

Leitch Video of America. Inc.
825K Greenbrier Circle
Chesapeake, VA 23320
1-800-231-9673



Enhance your on-air image and promo-
tion with graphic backgrounds from
MassComm, featuring embossed moving
video wallpaper, authentic Vermont mar-
ble. and multi-level designs—with your
choice of a dimensional insert screen or
an art deco movie screen.

Station logos, typesets, or illustrations
can be transformed into spectacular
three-dimensional perspectives—with
vertical. horizontal, or angular rotations—
via the Quadriform 3-D technique. Em-
bellishments such as flair, sparkle, lumi-
nescence, and glints are generated by
the Optical/Digital system.

Custom logo packages and a library of
full screen and half screen titles are avail-
able.

Contact: Neal P. Cortell

MassComm

Image Concepts. Inc. 9 Meriam Street,
Suite 9

Lexington, MA 02173

in Boston: (617) 861-8787

Prime Image is currently shipping its
new S Series class of time base correc-
tors (the S TBC+) and synchronizers (S
TBC.SYNC +). both compatible with the
new S VHS tape and editing systems as
well as older 3/4" VTR's.

Digital Eftects Option o g L- I

sasren wos:

o9 -

The S Series from Prime Image.

Both the S TBC+ and the S TBC-
.SYNC+ are available with or without
digital effects. Both feature Y/C and com-
posite in and out, as well as transcoding
between formats. They feed the Y/C (S
video) input directly to S VHS video tape
recorders and the new 4-pin S input mon-
itors.

Also teatured are advance comb filter
design, 8-bit chroma and 8-bit luma sam-
pling. and 3 dB noise reduction.

Prices range from $3.990 to $8,888.

Contact: Prime Image Inc.

19943 Via Escuela

Saratoga. CA 95070

{408) 867-6519 we

MEDIA BROKERS ¢ APPRAISERS A’g’%]
3

RADIO e TV e LPTV

A Confidential & Personal Service

BURT “
SHERWOOD .
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3125 Maple Leaf Dr e Glenview. IL 60025

312.272.4970 /‘-u/‘

FCC Issues Fact Sheet
On Indecency Standards

The Federal Communications Commis-
sion intends to take firm action against
broadcasters who illegally air indecent or
obscene material, according to a Fact
Sheet issued in January.

The Fact Sheet reiterates that the
broadcast of obscene material as defined
by the Supreme Court is a criminal of-
fense, and summarizes the history of re-
cent proceedings dealing with indecent
or obscene programming. The Commis-
sion will be focusing its enforcement ef-
forts on indecent broadcasts that occur
before midnight, when children are Ilkely
to be in the audience. [wa]

Study Reports
Teen TV Ratings

Half-hour sitcoms dominate the list of
teenagers’ ten favorite prime-time TV
shows, according to a study released in
November by Teenage Research Unlim-
ited, a Lake Forest, IL marketing research
firm.

The ten most popular prime-time series
among teenagers, according to TRU, and
the percentage of teens tuning in the
show during an average week are as fol-
lows: "The Cosby Show' (68%); "Family
Ties" (64%), "Growing Pains” (59%):
‘Moonlighting” (53%); “"Who's the
Boss?" t52%); "Cheers” (44%). "The
Facts of Life” (44%). "The Golden Girls”
(40%); “"Night Court’” (39%); and “Alf"
137%).

Crime-action series are not favorites.
NBC's "Miami Vice' ranked 16th, the top
rating for an action series in the teen poll.
Nighttime soaps fared even worse. The
highest rated soap—"Knot's Landing” —
ranked 52nd.

Teens do enjoy daytime soaps, how-
ever. NBC's "Days of Our Lives” led the
daytime ratings with 18% of all teenagers
tuning in an average show. [wB]

NAB, MST Butt ATSC
Re: HDTV

By a vote of 26 to |1, with 8 absten-
tions, the Advanced Television Systems
Committee of the NAB has approved an
1125/60 production standard for high
definition television programs.

The National Association of Broadcast-
ers and the Association of Maximum Ser-
vice Telecasters voted against the January
proposal, however, citing their opinion
that American broadcasters did not sup-
port the recommended standard.

Also in January, the National Cable
Television Association filed reply com:
ments to the FCC’s lnquiry stating that it is
too early for the government to select a
specific system or to adopt new television
standards. [we!

Pepsi Promo
Excels On Univision

A Pepsi-Cola USA promotional contest
airing on the Spanish-language program
network, Univision, received an unprece-
dented viewer response, according to the
network.

‘Studies show that Hispanics respond
very well to contests of this nature,” com-
mented Univision vice president/research
director Bob Hitchens.

The eleven-week Pepsi promo invited
viewers to send in their names for a draw-
ing featuring a $150,000 "dream house.”
Ten semi-finalists, chosen at random from
more than 250,000 entries, were flown tc
Los Angeles to participate in the fina
phase of the contest, an on-air event in
which the grand prize winner was se-
lected by chance. ('

Hit Video Adds TV-43

W43AG in Hopkinsville, KY began car-
rying Hit Video USA soon after the begin-
ning of the year, according to a news
release from the company. TV-43 is Hit
Video's 23rd broadcast affiliate. (el
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You're on the air!

And your dream’s come true.

Your LPTV station is sending out a signal,
loud and clear. Every hour of planning
and every piece of equipment is backing
EMCEE is backing
them: site selection, satellite earth station,
transmitter, transmitting antennas and line,
‘even a complete
studio pockoge of cameras, lighting, video

that signal, because

towers, translators. .

switcher, audio console and more.

EMCEE’s 27 reors of experience in
low power television guarantee the
best equipment, installation, service,

maintenance, training and parts.
You wouldn’t entrust your dream to
just anybody. EMCEE is on the air
with you.

EMCEE BROADCAST PRODUCTS,
Div. of Electronics, Missiles &
Communications, Inc.
White Haven, Pa. 18661

FAX (717) 443-9257

Call Toll-free: 1-800-233-6193

In PA: 717-443-9575)

WX: 510-655-7088

Ans: EMCEE WHHY

E€EMCEE

advanced fech;ology
systems excellence
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3 LPTV Industry Growing
30%-40% Annually
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LPTV Broadcast Licenses
250 as a Function of Time
_’j Prepared by Kompas/Biel &
Associates, Inc., 8/15/88
2
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—by S. E. Bradt Having determined what to measure,

It's no news that the LPTV industry is
growing—and growing rapidly, especially
in the past year. It's time, however, to
look a bit more closely at what "growing
rapidly” really means—time to put a
number on it.

Our analysis shows that the industry’s
growth trend since mid-1986 is between
30% and 40% per year. The figure is based
on the number of LPTY broadcast licenses
awarded each menth because we felt that
these would be most representative of in-
dustry size and growth.

we then had to decide the time period
over which to measure; and that question
is tougher than it sounds. After consider-
ing monthly, quarterly, annual, twelve-
month moving average, and other peri-
cas, we concluded that the variation in
the growin figures is such that one growth
percentage'is really not very meaningful.
There were large increases at the begin-
ning of 1987 and the becirnirg of 1988.
The summer of 1987 & ..t very active,
but July 1988 showed 2 nice increase. The

continued on page 27
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TTC, the leader in '.PTV
transmitters, invites
youto see usinlLasVegas
at the CBA Conference.

Booth #209, Caesars Palacve
Las Vegas, Nevada, Oct. 25-28

The quality isTTC.

TELEVISION TECHNOLOGY CORPORATION
See the TTC ad on page 19 for details.

September 1988

On-Line With

Channel America
An Interview With David Post
—by Jacquelyn Biel

On August 11, a new public stock
closed over the counter. Nearly 500,000
units were sold, netting $2.7 million for
the construction and operation of a new
national television network. .

The network is David Post's Channel
America, which, according to the compa-
ny’'s prospectus, plans to become one of
the largest owners and programmers of
maijor market LPTV stations in the United
States. The concept is different from that
of other networks— "'viewer involvement
programming,”’ according to Post. And in
targeting LPTV for its O & O and affiliate
base, Channel America is casting its lot
with what many still view as an untried
industry.

Already twenty months old, Channel
America has the foundation in place—it
owns two licensed and operating LPTV
stations and seven construction permits.
It also has options on or purchase agree-
ments with four more licensed stations
and eleven CP’s, and it has signed up four
future affiliates. After all the stations are
built and operating, Post estimates that
he will be reaching 25 million people—a
boon for the advertisers, both local and
national, who he hopes will be lured by
Channel America’s ‘‘competitively
priced' advertising packages.

The network has already produced sev-
eral episodes each of two original
series—"'Runway Club” and "Trade Show

continued on page 17
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AN IMPORTANT MESSAGE TO EVERYONE
WHO SEES
THE POTENTIAL OF LPTV!

On October 25th at Caesars Palace in Las Vegas, the opening session
will be held at the first conference ever devoted strictly to LPTV. That
same day the exhibit hall will open with an array of products and services
directed to the LPTV marketplace.

Throughout the Conference, seminars will be held on topics vital to the
station owner and personnel, as well as those who are considering
entering the exciting world of LPTV. Manufacturers and programmers who
see the potential of this emerging market will show their wares in the
exhibit hall.

Under the auspices of CBA, the Community Broadcasters Association,
the Conference promises to be the launching pad for an awakening
industry.

For details on CBA membership and conference information or
information on exhibiting, call this toll-free number:

1 80¢-225-83143
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It's The LPTV Report’s Second Anniver-
sary!

Yep, folks, this issue marks our second
full year of publishing...and what a year it
was!

We outgrew our quarters last November
and moved into larger offices. Our staff of
four has grown to seven—you'll meet
them in the next issue.

And we welcomed 25 new advertisers:
Acama Films, Adams-Russell, Associated
Television International, AVCOM, Center
One Video, Children’s Television Interna-
tional, Christian TV Consultants, Cinema
Shares, Classic Films International, CRL
Systems, EC Productions, Family Net,
Hemingway Broadcast, Jimmy Houston
Qutdoors, Panasonic, Receivable Fund-
ing, Shop At Home Network, Sony Corpo-
ration, TelAmerica, Telemundo, Telepak,
The Learning Channel, Trylon Towers,
Video Marketing Network, and Woods
Communications.

The LPTV industry has also grown—by
111 licensed stations and 871 construc-
tion permits since last September. And a
second application window this past june
added nearly 1,000 applications to the
FCC’s database.

The Community Broadcasters Associa-
tion has claimed a place for itself among
trade groups. (Did anyone notice that
Television/Radio Age lists our upcoming
convention as a 'major event’'? Hee,
hee!) Lori Wucherer took the reins as ad-
ministrative director and, with her leader-

In Qur View

ship and under the capable guidance of
Eddie Barker Associates, CBA grew its
membership to nearly 100 LPTV broad-
casters. The first volume of CBA White
Papers was, finally, published and sent.
And we are looking forward to the cele-
bration of our first Convention and Exhi-
bition next month.

But most important—to our growth, to
the industry's growth, to the success of
the CBA—has been the grit and commit-
ment of each one of you—the LPTV
broadcasters who, day by day, are build-
ing your businesses and carving your
unique places among the media of your
communities and in the understanding of
your viewers.

Some of you have let your stories be
told in these pages. Many more of you are
yet to be featured. But it is your labor that
has borne the industry. And it is your
success that will feed it and make it
grow—until you are truly a force to be
reckoned with in the communications of
this country.

| can't tell you how exhilarating it is to
watch you. Thank you for your inspiration!
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BON MOT I

| believe television is going to be the
test of the modern world, and that [in
television] we shall discover either a
new and unbearable disturbance of
the general peace or a saving radi-
ance in the sky. We shall stand or fall

by television. £ B White. 1938
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ELLFEN CANTOR OR DELANIE ABNEY
CINTMA SHARES INTERNATIONAL TELEVISICN L.P.
450 PARK AVENUE, NEW YCRK, NEW YORK 16022
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Get a sharper

image...

he SVHS format behind the
Panasonic® Pro Series will change
the way you look at half-inch recording
systems. Because it delivers over 400 lines of

horizontal resolution. At an affordable cost. So you can
get a sharper image even as you sharpen your pencil.

In the field, the Panasonic Pro Series offers you a host
of benefits existing farmais 14ll short on. Like two hours
of recording time on a single cassette with Hi-Fi audio
capability. In a highly portable package. To capture
more action and sound on fewer tapes. Which means
you'll have less to carry in the field and on your budget
And the Pro Series easily interfaces with a variety of ex-
isting component or composite cameras and VCRs. So
you can easily integrate the Pro Series in your present
field operations

for editing and post-production applications, the Pro
Series iakes full advantage of the SVHS format as well.
Witk easy to use features and high performance ca-
pabilities. Such-as digital framing servo circuitry to
provide highly stable edits. And time code input/output
facilities for frame accurate editing. The Pro Series edit-

t Production

ing VCH also features 7-pin dub capabiiity to maintain
component signal integrity throughout the system.

For studio production, Pro Series components-are de-
signed with flexible operations in mind. With VCRs and
monitors outfitted for total systems application. And
cameras designed for use both in the field and in the
studio. To help minimize your investment without limit-
ing your capabilities.

For duplication, Pro Series monitors and VCRs
provide you with the convenience and versatility of half-
inch cassettes. And the performance of SVHS. When
duplicating, you can maintain excellent picture ¢
thru component or composite signal transfer. An
Hi-Fi audio simultaneously with the video signs’

There's even a Pro Series cassette changer
increase the efficiency of your duplicating sys



even as you sharpen your pencil.

Studio
Production

Networking

Whether it be a 'small or large operation. recording. post-product|on, studio, duplication or
For video network applications, the Pro Series pro- networking systems. The Panasonic Pro Series can
duces high gquality images on both large projection sharpen your image while you-sharpen your pencil
systems and small screen monitors. With features like For more information, call Panasorie Industrial
auto repeat.playback for unsupervised presentations. Company at 1-800-553-7222. Or contact your local
And the system is upwardly compatible with standard Panasonic Professional/Industrial Video dealer.

VHS. So you can continue to use your existing library of
recordings without any type of conversion.

Pro Series VCRs also incorporate a number of fea- A=
tures designed for network automation. Such as video E VI—IS

sensor recording. So you can transmit video programs
to your network locations during off-peak hours. And [.&]

save on both transmission and personnel cost. You can

even interface Pro Series VCRs with computers for l
interactive training programs.

So whether you're looking for high performance field Professional/Industrial Video



An LPTV application window has
closed, the last minute filing crunch is
over, and everyone is settling back to wait
for the results. If you filed an application
(or maybe a few of them), you are proba-
bly hoping that yours is not mutually ex-
clusive with anyone else’s, so that you will
get a grant in a few months.

Well, it's not quite that simple. There
are several pitfalls you could run into that
may result in your application being dis-
missed or a grant being deferred indefi-
nitely.

The Letter Perfect Standard

The first thing the FCC does when it re-
ceives an LPTV application is to go over it
with a fine-toothed comb to make sure
that every question is answered fully, the
engineering information is complete and
consistent throughout, and the proposal
would not cause interference to any exist-
ing full or low power station or any previ-
ously cut-off application. If you make a
mistake, the FCC is completely unforgiv-
ing. Your application will come back to
you shortly in the mail with a notice that
you may not amend it or refile it until the
next filing window.

Many an applicant, including those
with reputable consultants, have made an
innocent, tiny mistake of one sort or an-
other and have suffered the fate of being
"bounced.” The FCC says that it has to be
tough because of its limited application
processing resources. If the staff advises
applicants of errors and has to wait for
and process amendments, the applica-
tion backlog will grow, and applicants
who did it right the first time will suffer
unfairly.

My own view is that the standard is too
tough, and that it adds a substantial
amount to the fees attorneys and engi-
neers must charge to complete applica-
tions. In my office, for example, we often
spend as much or more time carefully
reviewing a finished apphcation and as-
sembling the necessary copies in the cor-
rect form for filing as we do preparing the
application in tae first place

Displaced Stations

Let me digress for just a moment to talk
about efforts to help displaced stations.

We all know that LPTV is a secondary
service, which means that an operating
LPTV station can be displaced by a new
high power station or, in large markets, by
a land- mobile system authorized to use
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LPIV and the LAW

LPTV APPLICATION PERILS
AND PITFALLS

—by Peter Tannenwald

the UHF television spectrum. Attempts to
obtain relief from this risk have been
made continuously since the advent of
LPTV.

A number of petitions have been re-
jected by the FCC; but last year, the Com-
mission granted limited relief by allowing
displaced LPTV stations to file for new
channels without waiting for a general fil-
ing window. Thus, if a displaced station
can find a vacant channel not blocked by
any previously filed application, it can ap-
ply to move to that channel without com-
petition from future applicants for new
stations.

Not many LPTV stations have faced dis-
placement so far, but some have, and
they have tried to take advantage of the
opportunity to file before a window
opens. In fact, some filed this year just
prior to the opening of the June window.

This creates a problem for new appli-
cants. Engineering consultants preparing
new station applications for the window
would not likely know about applications
by displaced stations filed within the last
few weeks before the window opened, be-
cause those applications would not yet
have been entered into the databases
used for channel searches. So if your ap-
plication for a new station conflicts with
an application by a displaced LPTV sta-
tion filed before the window opened, the
displaced station will get the grant, and
your application will be dismissed.

While dismissal on this basis is disap-
pointing, to put it mildly, most _PTY aper-
ators and applicants alike recognize the
value of special treatment for displared
stations to reduce the risk that every op-
erator faces of losing his or her zhannel
after investing in building a station.

[ also want to say just a word about the
FCC’'s denial of reconsideration of the
current rules.

In late July of this year, the Commission
ruled on two petitions for reconsideration
of the displaced station rule. The first pe-
tition contained two proposals. One
would have allowed displaced stations to
apply for a channel witnout regard to any
pending application for a new station
(even one filed in a prior year's window).
The second proposal would have by
passed the lottery when a displaced sta-
tion was involved and would have ordered
a hearing among competing applications
with a very strong, if not decisive, prefer-
ence given to the displaced station appli-
cant.

Another petitioner asked for special
treatment for TV translators displaced
from Channels 70-83, which have been
turned over to cellular telephones and
other land mobile services and are no
longer available for new TV or LPTV sta-
tions.

Although the FCC turned down these
petitions, efforts to help displaced sta-
tions are likely to continue. The Commu-
nity Broadcasters Association is giving
this issue high priority, with the help of
director Dick Bogner, who has developed
some creative proposals for favoring ex-
isting LPTV stations based on longevity.

Petitions to Deny

Back to LPTV application processing.
Assuming that your application does not
conflict with one filed by a displaced sta-
tion, you can expect a grant after several
months—if, that is, your application does
not conflict with anyone else's. If it does
conflict with one or more others, the FCC
will hold a lottery to determine which ap-
plication will be granted.

If you win the lottery, the losing appli-
cants have an opportunity to file a peti-
tion to deny your application. What are
the bases for petitions to deny? Not
many, because the LPTV application form
does not request very much information,
so there are relatively few grounds for
denial. Two areas, however, that have
been raised a number of times in peti-
tions involve site availability and real
party in interest.

Every LPTV application must include a
certification that the applicant’s transmit-
ter site is available; and the application
must give the name and telephone num-
ber of the person controlling the site who
said it is available. It is not necessary for
the LPTV appiicant tc own the site or have
an signed option or iease, but negotia-
tions mu<t have proceeded to the point
where the general terms and conditions
have been agreed upon.

Losers in LP{V lotteries may check the
availability of a site by caliing the person
whose name is given in the winning appli-
cation. [ have rur. into situations ir whici
we found no tower where one was claimed
to exist, or in which tne ewner of the land
saic he or she got a call some time ago
but never really understood what it was
about.

Another issue raised in peiitions is reai
rarty in interest, which means that the
appiicant is accused of being a “front" for
someone else. That “someone else’” is
usually a perscaineligible to file ‘because
he or she filed five other applications dur-
ing the same window or someone who
would have fewer preferences for diversity
of cvmership and minority group mem-
bérship in a lottery than the “front’” ap-
plicant does.

So even if you win the lottery, your ap-
plication may not be granted if it was not
properly prepared or contairs misrepre-

continued on page 27
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I.ow Power'Television
Transmission Systems

TRANSMITTERS - TRANSPOSERS
ANTENNAS - ACCESSORIES

Solid state to the highest power feve,/
consistent with availability of solid state
devices. ,

Broadband. design solid stale stages
require No tuning.

Exciters providing LF. modulation with

SAW filters.

Compact, but not to-the extent of
making ventilaiton of the equipment
marginal, or of hampering serviceability

Readily available components of
standard manufacture.

Complete metering.

A single tetrode to be employed
exclusively for UHF transmitters of 1000
watts and over. The tetrode used has
proven itself to be the means of
accomplishing fine performance at
lowest possible cost.

*Systems D, I, K, K', L, M, and N are also available.

> ) e
L

STUDIO & TURNKEY SYSTEMS: 8222 JAMESTOWN DRIVE, AUSTIN, TEXAS 78758 e (800) 252-9792

TOWNSEND

M The Television Transmission Specialists
RF SYSTEMS: 79 MAINLINE DRIVE, WESTFIELD, MASSACHUSETTS 01085 e (413) 558-9581 @ TWX#710-356-1521



There’s
more to
television
than
meets the

eye.

Thats why TV programmers rely
on Modern. Our array of titles —
available in a variety of formats
and lengths — may be ordered on a
free-loan basis. The only cost is the
return postage.

See what you're missing. Send for
the new Modern TV catalog.

Modem TV

5000 Park Street North

St. Petersburg, Florida 33709
Toll Free (800) 237-8913
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Camera Shopping Understood

Sony DXC-M7

—by Michael ]. Havice, Ed.D.

The camera is one of the single most
important pieces of equipment a station
can have because of the extent to which
its technical quality affects the station’s
image with viewers and advertisers. This
article is designed to help non-technical
people understand some of the important
considerations involved in camera selec-
tion. It will provide a basic overview of
camera characteristics and electronics.

A camera—which consists of a lens, a
pick-up device, and electronics—changes
the light reflecting from a physical object
(physical energy) into electronic signals
{electronic energy), either for storage on a
recording medium (video tape or laser
disc) or for “live” transmission. In es-
sence, the pick-up device changes physi-
cal energy into electrical energy. The cam-
era lens, pick-up device, and camera
electronics are responsible for the quality
of the picture that will be transmitted or
recorded.

A decision as important as camera se-
lection should be made by the general
marnager, production manager, and sta-
tion engineer. The general manager may
make or approve the final decision based
upon budget considerations; however,
production and engineering input will
dramatically affect how weil the camera
contributes to the production effort.

Consider Operating Environments

Proper camera selection is based upon
production, recording, and transmission
needs; and the station manager, pro-
ducer, and engineer must decide which
camera characteristics fulfill these needs
most efficiently and economically. There
are three basic operating environments to
consider: studio, field, and reporting.
Cameras are frequently used in one or

more of these environments, even though
they may perform best in only one of the
three. The operating environment of a
camera is important because it may affect
the quality of the video and/or audio re-
ceived by the audience. And quality is
important, of course, because the techni-
cal quality of sound and picture and the
viewer's perception of "quality” television
are very closely linked.

When you define your needs, begin by
identifying where production will actually
take place. Each production area has ad-
vantages and disadvantages that affect
the quality of the image that the viewer
sees.

For example, the best picture quality
can be achieved in the controlled envi-
ronment of a television studio, because in
a studio. lighting and sets can be manipu-
lated to meet specific camera needs and
production values. In addition, an engi-
neer is usually available to ensure that the
best possible production environment is
maintained. The camera can perform at
its best technical standard.

The field is the second most desirable
area for television production. Location
shooting, or electronic field production
(EFP), requires lots of planning so that
lighting and set requirements can be met.
And frequently, the location makes com-
promises necessary that affect the techni-
cal quality of the electronic signals cre-
ated by a camera.

Field cameras must be more durable
than studio cameras, yet smaller; and, at
the same time, they must compensate for
out-of-studio electronic control. For ex-
ample, a studio camera’s electronic per-
formance is controlled by a camera con-
trol unit (CCU) located in the engineering
area of the studio. During a field “shoot,”
there may be a CCU located in a ‘remote”
engineering truck or van. In most cases,
however, any electronic adjustments to



the camera are made to the camera itself.
A field camera, therefore, must be easy to
adjust in the field.

ENG Cameras In The Studio?

in contrast, an electronic news gather-

ing (ENG) camera must be very compact
and capable of reproducing news quality
pictures under the worst imaginable con-
ditions. ENG production presents the
greatest difficulties in meeting technical
needs and production values because an
ENG crew—usually only one reporter and
one camera operator—does not have the
luxury of a studio or field producer and
director. The two people have to be cam-
era operators, directors, producers, writ-
ers, tape operators, and audio/video engi-
neers. Frequently, the camera operator is
just that; engineering support is minimal.
Consequently, technical picture quality
may suffer in spite of overall camera qual-
ity.
ENG camera technology is truly a mod-
ern day achievement. The high overall
quality and performance range of
ENG/EFP cameras might lead one to be-
lieve that they are all-purpose units. But
that just isn't the case! There is no
all-purpose video camera, just as there is
no all-purpose microphone. The ability of
an ENG camera to shoot under low light
conditions was developed because a re-
porter can't stop action in order to light
for a particular camera. The "look" of
ENG video, because of low light and poor
camera positioning, may add to news
credibility. But what adds to news credi-
bility usually subtracts from studio or EFP
production values.

What about using an ENG camera in a
TV studio? Advances in camera technol-
ogy have made the differences between
studio, EFP, and ENG cameras.seem less
important than they were a few years ago.
Today, many production facilities pur-
chase ENG cameras for both-studio and
news use. But those purchases are made
with the knowledge that ENG perform-
ance is enhanced at the expense of studio
performance. Studic cameras still provide
the best picture quality because of the
controlled environment and engineering
support in a-studio. But considerations
such as bydget and actual in-studio pro-
duction time may- influence the decision
to purchase ENG technology for studio

use.

Sharp's XC-B20P Mixed Field Plumbicon Broadcast
Color Camera.

Your decision to purchase a particular
camera should be based upon a clearly
defined set of needs. These needs will be
different for different production facili-
ties. Some facilities— those doing medi-
cal productions, for example—will need
better picture resolution and a higher
signal-to-noise (S/N) ratio because pic-
tures will have to be sharp. Other facili-
ties, however, will require less stringent
resolution and lower S/N ratios because
fine detail and sharpness are not as im-
portant.

Broadcasters usually strive for very
good resolution and signal-to-noise ra-
tios because of the variety of clients seek-
ing production. Defining the operating
needs of the camera is a complicated but
necessary step in the camera selection
process.

Physical Characteristics

Camera selection is based upon three
elements: the lens, the pick-up device,
and the electronics. The lens gathers re-
flected light and focuses it on the pick-up
device. The pick-up device transforms the
physical image on its surface into elec-
tronic energy. The camera electronics
manage the electronic energy so that the
original image can be either preserved on
a recording device, transmitted, or
changed back to physical energy.

The quality of a television camera lens
will determine the quality of the image
focused upon the surface of the pick-up
device. The pick-up device and electron-
ics cannot be expected to improve a poor
image from a low-quality lens.

Two types of pick-up devices are avail-
able for transferring physical energy into
electronic energy—the pick-up tube and
the charge-coupled device (CCD). The
pick-up tube has been the standard de-
vice. The CCD is a new one. The pick-up
tube meets the broadcast standards of
the National Television Systems Commit-
tee (NTSC). The CCD, however, is an em-
erging technology, and while it meets or
exceeds, NTSC standards, the fact that it
is-a chip makes comparison to pick-up
tubes a bit tricky.

Pick-up tubes and.CCD'’s are arranged
in-two types of color camera configura-
tions for transferring physical-energy into
electronic energy: one or three. A
one-tube or.-chip camera uses one tube
or chip to manage the transfer of energy.
That is, one tube or chip handles the ba-
sic image transfer and the color separa-
tion. On the other hand, a three-tube or
-chip camera uses mirror-relay optics or a
prism to send three simultaneous beams
of light to the three pick-up devices—red,
blue, or green. Each pick-up device han-
dles its respective color. In both devices
the signals are combined to form a com-
plete color frame of the original image.

In general, the three-tube or -chip tech-
nology is superior to one-tube or -chip

NC Model BR-S200U

technology because no compromises are
made in the management of the
three-color separation process. When one
tube or chip has to manage three colors
and the video image, sacrifices in picture
quality can result. In ENG production, the
discrepancies may not be noticeable be-
cause of the news value of the images
sent to the station. Where content is im-
portant, however, visual sharpness and
clarity become important to the viewer.
Three pick-up tubes will usually give bet-
ter sharpness and clarity than a single
pick-up tube will.

Judging Resolution

The pick-up device is responsible for
resolution, smear, lag, and burn-in. It also
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LPTV Distribution by
State and Territory

August 15, 1988
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contributes to the size of the camera be-
cause of the space it occupies: Three
pick-up devices and a light-splitter re-
quire more space than one pick-up de-
vice.

Resolution is picture sharpness. We
read resolution as horizontal and vertical
lines—called scan lines. In a pick-up
tube, an image is cast upon the pick-up
tube surface, or “target.” An electronic
beam systematically scans the target area
of the tube, electronically copying the
picture and erasing it as it goes.

The number of horizontal lines in an
American broadcast system is 525. Forty
of these lines are reserved for vertical
blanking, leaving 485 lines for picture in-
formation. An NTSC television image is
capable of resolving only about 340 lines.

Vertical resolution is the number of al-
ternating black and white lines that can
be seen clearly on a test pattern. It is a
function of horizontal resolution. Thus, a
picture having a resolution of 340 hori-
zontal lines will have a vertical resolution
of 452 lines (340 x 1.33) since the tele-
vision aspect ratio is 4 by 3.

The difference in resolution between a
pick-up tube and a CCD is the difference
between scan lines made up of an elec-
tronic beam that changes current as it
encounters lighter and darker areas and
pixels or picture elements that are read
one at a time. If an electronic beam is like
a flashlight beam scanning a picture sur-
face, pixels are like pellets shot from a
shotgun. Pixels allow the CCD to take in
the whole picture at once instead of line
by line.

Smear, lag, and burn-in result when the
pick-up device is overcharged because of
too little or too much electronic sensitiv-
ity. That is, the image remains on the
target area for more than one scanning
pass, or is imprinted on the target area.
Pickup-tubes are susceptible to lag and
burn-in, while CCD's are susceptible to
smear.

Regardless of the technology, however,
smear, lag, and burn-in can be mediated
by appropriate production technique. In
most cases, the problem is caused by too
much or too little light. Smear in CCD's
can be corrected by using "optical
low-pass filters'* or CCD lenses like those
made by Nikon.

Signal-to-noise ratio is also an impor-
tant consideration in camera selection. '
general, the higher the ratio, the mare
distirguishable the signal is from the
‘noise’” generated by the system. Thus, a
nigh signal-to-noise ratia makes the teie-
vision picture less ‘'grainy.

To summarize, when selecting a camera
for your television facility, first.determine
vour needs and then make your decision
based upon the camera’s lens, pick-up
device, and electronics. These criteria,
rather than price, will result in a wiser
purchase decision.

o e
lkegami's Model CCD 770

TYPES OF PICKUP DEVICES
Tubes:

Plumbicon tubes are used in many
three-tube color cameras. They provide
good tracking between the three primary
colors. The tube has particularly good
characteristics in the areas of sensitivity,
lag shading, dark current, and linear sig-
nal output to lighting level.

Saticon tubes have good sensitivity, a low
signal-to-noise ratio, and very little lag
characteristic.

Trinicon tubes are similar to saticon
tubes. However, they are much more sen-
sitive and have better resolution and very
good color separation characteristics.
The trinicon tube is a very good one-tube
color pick-up device.

All three tubes are excellent choices for
one- or three-tube cameras.

CCD’s:

Interline transfer chips transfer pixel infor-
mation from each active pixel through an
adjacent storage element

Frame transfer chips transfer a full field of
video into a separate chip storage area.

Hybrid chips transfer information using
both interline and frame transfer tech-
niques.

Comparing CCD and Tube Cameras:

The CCD camera is lighter and more
durable because of the size of the chips
compared to the size of tubes and be-
cause the chips are bonded in place on
the beam-splitting prisms. Because they
are bonded to the prisms, CCD's don't
need to be registered. Right now, how-
ever, resolution is still better for tube
cameras.

In some production situations, CCD'’s
are a better choice because of the possi-
ble interference to tubes from magnetic
fields. Chips have no electron beam, and
thereforc ‘there is nothing to distort. The
disadvantages of the CCD's include pixels
that ““die”’ and' sensitivity. In general,
however, either the' CCD or the tube cam-
era will provide satisfactory service.

MAKING THE DECISION

So far, choosifig a camera has been a
matter of deciding between the lens,
pick-up, and electronics characteristics
of individual cameras. That's fine for an
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independent decision; but the camera
must function within a system. So before
you go and purchase a camera, consider
the following:

1. All of the major camera manufactur-
ers are selling cameras with pick-up tubes
and CCD’s. While pick-up tubes provide
the better picture right now, CCD technol-
ogy is rapidly catching up. It is likely that
the future of camera technology will be
influenced strongly by CCD develop-
ments, and your decision as to which type
of camera to purchase must be made with
that consideration in mind.

2. Purchase a camera with your system
in mind. Make sure your system does not
diminish the quality of the image sent to
it.

3. Before you make a purchase deci-
sion, narrow your choices to the three
best cameras you've looked at. Invite a
sales representative to demonstrate the
cameras in your studio or with your field
gear. No matter how good the cameras
may look on paper, they must perform
well with your system. So test them where
they will be used! Distribute the signal
through your system, record the signal
generated by each camera, and record
the final signal. Evaluate the cameras us-
ing your monitors. Those are the monitors
you use all the time. If you are integrating
a new camera with older cameras, check
to make sure that one camera does not
make another look bad. Walk through an
actual camera set-up procedure so that

you can see how complicated or simple
the procedure is. Make sure your people
can operate the cameras. Compare the
output of the cameras against one an-
other and against your existing cameras.

When you make your final decision
choose the camera that will fit in with
your existing system, contribute to the
technical quality of your productions, and

fit your budget. o

Michael J. Havice, Ed.D. is assistant pro-
fessor of broadcast communication at
Marquette University. He is a specialist in
video production and interactive video
technologies.

IMAGING**
MANUFACTURER  MODEL  LIST PRICE DEVICE
Sharp XC-B10 8995 38
Shamp XC-B20 $15,495 3P
Sharp XC-AlU § 7790 3
lkegami CCD-770  $ 5,500 3CCD
lkegami [TC-735 IS
Sony DXC-MV  $14,900 3/CCD
M KY-10U 1/CCD
JVC KY-20U 3/cco
JVC KY-15U $ 6,995 3/CCD
NC BY-110U $ 3590 35
JVC BY-210BU  $ 6,695 38
Hitachi FP-Z31A $ 8,240 IS
Hitachi FP-C2 3Ccb
Hitachi FP-C1 $ 5,800 3/CCD

The dB’s Have It
A Short Chart for Camera Shoppers
HORIZONTAL SIGNAL TO
RESOLUTION MINIMUM GAIN NOISE
AT CENTER ILLUMINATION + MINIMUM SWITCH RATIO WHITE RS-170A COLOR
LENS + (TV LINES) (Lux) SENSITIVITY (dB) (dB)  BALANCE SYNC BARS
Bayonet 600 30 Lux at f1.4 2fCatfl4 +9, +18 57 Yes Yes Yes
NA 660 24 Lux atf1.4 2FCatf14 +9, +18 57 Yes Yes Yes
NA 750 NA N/A +9, +18 57 Yes Yes Yes
Bayonet 480 40 Lux at f1.6.w/+18dB 2000 Luxatf4.0 = 909  +9, +18 53 Yes - E*
NA 750 40 Lux at f1.5.w/ +18d8 2000 Lux at 4.0 +9, +18 58 Yes Yes Yes
570 26 Lux at 1.6 w/+18dB 2000 Lux at 5.6 -9, +13 60 Yes — Yes
11X, or 16X 450 10 Lix at f1.6 w/+18dB 2000 Lux »* 8.0 + ~18 50 Yes No Yes
N/A £30 23 Lux at f1.7 w/+ 18dB 2000 Lux at 4.0 +9, +18 58 Yes Yes Yes
NA 500 32 Lux at f1.4 w/+18dB 2000 Lux at f4.0 +9, +18 58 Yes Yss Yes
Special 600 Green 65 Lux at f1.4 w/+12dB 2000 Lux at 2.8 +6, +12 54 Yes — Yes
Bayonet 750 32 Lux at f1.4 w/+ 18dB 2000 Lux at f4.0 +9, +18 58 Yes Yes (3]
Bayonet 800 40 Lux at f1.6 w/+ 18dB 2000 Lux atf4.0 = 90% +9, ~18 60 Yes es E*
NA 620 16 Lux at f1.4 w/+18dB 2000 Litx 4t 5.6 o~ g 57 Yes Yes Yes
Bayonet 580 20 Lux at 1.7 w/+18dB 2000 Luxat 7 =50% +9, +18 56 Yes ves Yes

**S=Saticon P=Plumbiccn CCD=Charge-Coupled Device (Chip)
*ElIA “Split-field” color bars
+NA = Not Avalable
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—by John H. Battison, P.E.

Recently I talked about coverage—the
many ways of describing it and the even
more numerous ways of showing it. I said
that many of the LPTV applications filed
in the early 80's showed vast areas alleg-
edly within the “'service contour” of the
LPTV station, but they did not identify the
value of the so-called "service contour.”
Let's look at a typical early '80's LPTV
"coverage’' map (Figure 1).

The circular pattern shown by the
dashed line represents the original ser-
vice area. It was labeled "service con-
tour'" in the original application and was
based on an ERP of 941 watts. | doubt
that 74 dBu would have been reached at
most of the points along that contour
line. However, it did serve to obtain a
construction permit and to provide a ba-
sis for fuller use of the channel in the
future.

After the CP was sold, the new owner
decided to increase the power and
change the antenna. Figure 1 shows the
result. The solid line represents the antic-
ipated 74 dBu contour, and the area
within which one may reasonably expect
to obtain reception with a bow-tie an-
tenna.

You might note here that I am using th®
term "'bow-tie"” to indicate an indoor, ta-
ble top antenna, rather than the custom-
ary ‘'rabbit ears.” | am doing this be  ause
1 have encountered cases in which viewers
have tried using rabbii ears for UHF re-
ception, and have had little succass. Of
course, almost anything will work after a
fashion, but large VHF rabbit ears are not
normally much use for UHF-TV one
thing, they do not have the directivity
necessary to reduce ghosts and to obtain
the best reception.

Most indoor bow-tie antennas consist
of a stacked pair of bow-ties, one above
the other, mounted in a quite attractive

Technical Talks

stand with a brassy reflector behind.
When 1 was director of engineering of the
WOSU stations, [ used to recommend the
Radio Shack version, which was about
$12 in those days.

Back to the pattern. The increased cov-
erage was obtained by raising the trans-
mitter output power to | kW and changing
the antenna to one with a higher gain. The
height above average terrain remained
the same, thereby avoiding excessive line
losses. (There comes a point where the
ERP gained is counterbalanced by the
losses caused by the longer transmission
line necessary when height is increased —
unless it is possible to avoid long lines by
placing the transmitter up on the tower
with the antenna.)

Figure 2 is another radiation pattern.
Again, the existing coverage is shown
dashed, and the proposed 74 dBu con-
tour is shown solid. Apart from the in-
creased coverage area, which is, of
course, important, the main purpose for
the power and antenna change was to
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improve the coverage to the west.

It will be noted that the original pattern
showed a decrease of signal due west to
almost zero at 74 dBu (the pattern pulls
right into the site). After the CP was is-
sued, however, it became apparent that
the protection provided to stations to the
west was less than needed, and as a result
the new pattern allowed much more sig-
nal in that direction. This was particularly
important because the area to the west is
lower (along a river), as well as an affluent
area.

John H. Battison, P.E. is president of John

H. Battison & Associates, Consulting Engi-
neers, in Columbus, OH. [wa]
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each show.

to a:d everyone.

John Storjohann

Hosted By America’s
- Favorite Television Fisherman,

This outstanding half-hour fishing series brings America the best in
freshwater fishing from areas all over North America, South America,
and Mexico. Jimmy’s downhome personality provides excitement, and
instruction to bring enjoyment to persons of all ages.

Jimmy Houston Qutdoors is availabie in a 20 week show series with a
barte agreement giving each station three minutes of local avails within

Each show offers your viewers the best fishing
entertainment, plus Jimmy’s personal fishing tips

For more information, contact:

JIMMY HOUSTON OUTDOORS

P.O. Box 26, Cookson, OK 74427
(918) 457-4112 (918)457-5436

Dower Combs

“JIMMY HOUSTON”
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Introducing
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our BVU-950:

=

- ———
|
L]

Ll Tﬂ‘;
] "'-!

® '-.'-“
[ ®

by [
i ] L
VW ASTO FOM L (

tal [
1

When we designed the
BVU-900, we didn't just
create a new feeder/player,
we opened the door on an
entirely new editing system
with an impressive added
feature...value!

Now, you can put
together a quality editing
system.that fits into your
budget as well as it does
your studio.

The bottom line. The

© 1988 Sony Communications Products Company, adivision of Sony Corporation of America, 1600 Queen Anne Rood, Teaneck, NJ 07666.
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‘BVU-900 lets you expand

your editing capability
without expanding your
costs. It can easily be con-
figured into a 2-inachine
or even an A/B roll editing
system,offering maximum
flexibility in or out of

the studio.

Plus, we packed ail the
same great features cf our
BVU-950 editing recorder
into the BVU-900.

So you can count on SP
technology. That means
superior performance,
hetter sound, and better
nictures, generation after
generation.

Our Dial Cperation
control enables you to pre-
set machine parameters
from the front panel
quickly and easily. The
BVU-900 has a built-in
time code reader and, like



the BVU-900.

VRIEOCASAETTS 1, ATER BVU-G08 RS

VIDEOCASSETTE RECORDER 8v11-9350 (1)
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the BVU-950, offers plug-
in digital noise reducer
and time base corrector
options for even greater
editing capability.
Sound good sofar?
So wiit everything conung
through the Dolby® C
noise reduction system.
Troubleshooting is 7
trouble =+ —
snper

BVU-900 is totally:compati-
ble with your-conventional
Urmatic equipment, too.

If this seems too good
to be true, then see for
yourself. Write: Sony Infor-
mation Center, Dept. XXX,
PO. Box 6185, Union, New
Jersey, 07083.

Because Sony's newest
feature, the BVU-900,

1ds up to a lot more. And
v, for less.

R

SONY.

Professional Video



William Allonas Richard D. Bogner

Robert Raff

Lee Shobiom

CBA Elects New
Board of Directors

The Community Broadcasters Associa-
tion has elected a board of directors fol-
lowing its recent membership drive. The
new directors are William Allonas (W54AF
and W22AE, Bucyrus, OH); Richard
Bogner (W44Al, Long Island, NY); D. |.
Everett, 11l (W43AG, Hopkinsville, KY);
John Kompas (WO08BX, Oshkosh, WI);
Mark Osmundson (K39AS, Marshalltown,
IA); Robert Raff (KO6KZ, Junction City,
KS); and Lee Shoblom (K45A], Lake
Havasu City, AZ).

The new board takes office immedi-

ately. It will elect its executive committee:

and plan strategy for 1989 at the CBA's
First Annual Convention in Las Vegas in
October. Associate directors have not
been announced. :

Current CBA president John K@Mmpas
commented, "The new board is & strong
group with valuable experience in LPTV
station management and a good grasp of

the issues facing the industry. Each“one.

has also demonstrated his commitment
to serving his fellow broadcasters:’| am
confident that, with their leadéership, the
LPTV industry will successfully meet the
challenges »f the year ahead.” fim)
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CBA Announces
Convention Speakers

Panelists and speakers for the First An-
nual Convention of the Community
Broadcasters Association will include
both LPTV broadcasters and industry
suppliers, announced CBA administrative
director Lori Wucherer. The convention
will be held at Caesar’s Palace in Las Ve-
gas from Tuesday, October 25 through
Friday, October 28.

"“The Cable Connection” will be the
subject of discussion for Michael Wright,
vice president-affiliate relations for the
ACTS Network; Roy Sheppard of Cable
Services, Inc., a cable and LPTV operator;
and Brenton Deschler, general manager
of Choice Olean TV (W20AB) in Olean, NY.
The panel, scheduled for Wednesday,
2:45-3:45 p.m., will be moderated by Bob
Lyons, general manager of WO8BV in Co-
lumbus and a former Warner Cable execu-
tive.

Richard D. Bogner of Bogner Broadcast
Equipment and LPTV Report columnist
John H. Battison, P.E. will discuss the best
way to buy equipment for a new station
on "How to Equip Your LPTV Station”
(Wednesday, 9:30-10:30 a.m.). Also on
the panel will be a representative from
Panasonic.

Bob Horner, of the Atlanta-based news
consulting firm, Video Relations, will lead
a panel entitled, "How to Develop a News
Department’” (Wednesday, 2:45-3:45
p.m.). He will share the podium with news
consultant Jack Hubbard, Dr. Arthur
Stamler of Ruarch Associates, Ltd.
(WI0AZ, Woodstock, VA), and Mark Os-
mundson, president of MTN Broadcasting
(K39AS, Marshalltown, [A).

A Special Session, “The Power of Pro-
motion” (Wednesday, 4:00-5:00 p.m.),
will be presented by executive director
Lance Webster and other representatives
from the Broadcast Promotion and Mar-
keting Executives.

The National Association of Television
Program Executives will present a work-
shop entitl‘ed "Programming: ‘From Pur-
chase to Placement’” on Wednesday,
9:30-10:3Q a.m. NATPE consultant Dick

Block and four program suppliers will dis-

cuss_dealing with. distributors, ;program
budgeting, and audience forecasting.

On Thursday, from 9:30 t» 10:30 am,,
Richard Wiederhold and_john Kompas of
Kompas/Biel £ Associates, and i ' Ever-
ett, [II'of WaFAG, Hopkinsvitle Ky .21 a0k

about effective station.n e Umpt c.
panel entitjed”"Fhe-Busine j e
Business

W. hington commun’. s at

Gertie Rorsari a
‘Peter TannenWalu wis

speakers examining 'e5al
LPTV static »s duriig the
Clinic' (Thursday, 2:45-3:4.
Ron Kniffin, president of Uni-o.
poration, a Rochester, NY-based ma.
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facturer of modular studio sets, and Bill
Coleman, owner and general manager of
K45AX in Park City, UT, will discuss low-
cost approaches to studio design on "'Lo-
cal Production: Making the Best Use of
Your Studio’ (Thursday, 9:30-10:30 a.m.).

David Post, CEO of the LPTV network,
Channel America, will be among the pan-
elists discussing network programming
on "LPTV Networks: Strength in Num-
bers?"” (Thursday, 4:00-5:00 p.m.).

Roger Strawbridge from Adams-Russell
and representatives from Channelmatic
will conduct a workshop entitled "Auto-
mation Systemns'’ at 2:45-3:45 p.m. Thurs-
day.

Friday at 10:15, three pioneer LPTV
broadcasters—james Pry, 11 of Allonas
Communications (W54AF and W22AE, Bu-
cyrus, OH), John Wesley Hembree of Good
News Television (W61AR and WIOBI,
Nashville, TN), and John Mielke of Metro-
com of Oregon (K25AS, Eugene, OR) —will
share their experiences in LPTV station
start-up. The panel, entitled "The Real
LPTV Success Stories,”” will be moderated
by San Francisco communications attor-
ney and former FCC staffer Michael
Couzens. (we]

Commiission Clarifies
Election Advertising Rules

In a public notice issued August 4, the
Federal Communications Commission re-
minded broadcasters and cable operators
of their obligation under Section 73.1940
of the Rules to charge electoral candidates
the “lowest unit charge" for commercial
spots, and to maintain a ‘“political file”
containing a complete record of all re-
quests for political air time, and a sched-
ule of the time used and the charges
made.

Section 315(b)(1) of the Communica-
tions Act says that stations must charge
legally qualified candidates for public of-
fice “"the lowest unit charge of the sta-
tion" for the same class and amount of time
for the same period, during the 45 days
preceding a primary election and the 60
days preceding a general or special elec-
tion. Because many stations change their
rates from week to week, the "lowest unit
rate” n:ay be determined on a week-to-
week tasi. Outside of the 45- and 60-day
ceriods 2 L. nn may charge candidates
the am. " it charges others for

) ‘ the station.
ify the term, '‘class

ssion drew two

‘me and pre-
‘v laired that
vt be



—by Lori Wucherer

I spent the first week in August sorting,
stuffing, stamping, and sending over
1,500 LPTV Conference & Exhibition
packets to LPTV operators, permit hold-
ers, and recent applicants. As | sealed the
envelopes, | couldn't help but wonder
what return we'd realize for our first con-
vention effort.

A little research into the early annual
gatherings of other trade associations
provided encouragement, however. The
first conference of the National Associa-
tion of Television Program Executives in
1964 drew 71 registrants; their 1988 con-
ference attendance was over 8,300! At-
tendance at the Broadcast Promotion and
Marketing Executives' first seminar in
1956 wasn't documented, but they esti-
mate that approximately 175 people were
there; this past june they had 1,804 paid
registrants. The first INTV convention in
1976 had approximately 100 attendees,
while the 1988 convention hosted 1,400!

Our planning committee has set a goal
of 200 registrants, which would represent
just over 13% of our mailing list. We're
confident that, like the other organiza-
tions | mentioned, we’ll have a quality
conference that will start small but grow
bigger each year.

Because before there was CBA, there
was a need—a need for representation, a

CBA Comment

need for information, a need for LPTV
broadcasters supporting each other. In its
brief existence, CBA has tried to meet
those needs; and this first conference is a
fine example of that support.

CBA members have volunteered their
services as panelists and moderators.
Industry-related associations and busi-
nesses will be participating in sessions.
The trade press will be coming out in
force to cover the event. This kind of en-
thusiasm signifies the credibility of our
industry; and when quality people and
organizations lend their support, quality
sessions are a result.

Eddie Barker Associates is busy solicit-
ing conference exhibitors. They're finding
that many manufacturers and suppliers
are also eager to take a chance with a
first-time effort—because they, too, real-
ize the potential of the fastest growing
segment of the television industry.

The planning committee is gratified at
the response of industry suppliers. But
the most important part of the event is
YOU. We certainly can't guarantee num-
bers, but we can guarantee that the First
Annual LPTV Conference & Exhibition will
be a first class presentation. If you ha-
ven't registered yet, there’s still time to be
part of the action. Call me at (414) 783-
5977 if you didn't receive a convention
packet...and I'll be happy to sort, stuff,
stamp, and send you one. sl

Channel America

continued from front page

Television’'—and there are detailed plans
for a dozen more programs. At least some
of the strategy is to attract both viewers
and advertisers with participatory pro-
gramming such as game shows that fea-
ture merchant- or advertiser-sponsored
game cards and pieces.

Still on the drawing boards are a viewer
participation game show based on jai
alai, a small business phone-in advice
program, betting and racing programs, a
music series showcasing major artists,
video news releases, and magazine
shows. The company has also acquired
some 400 classic films to help fill up its
24-hour, seven-day program grid.

And to deliver all of that, Channel
America has signed a five-year agreement
to lease space on transponder 3, channel
5 of GTE Corporation’s Spacenet If satel-
lite. It is presently running test programs
for its owned and operated stations
around the country and soliciting inde-
pendent affiliates in preparation for the
official launch in the fall.

It has indeed been a long road for the
industry, and not a few would-be LPTV
networks have fallen by the way. Will
Channel America be the one to make it?

We decided to ask Post.

LPTV Report: David, what is the idea, the
concept behind your network?

Post: The concept for Channel America
goes back probably six years. While the
company is only eighteen months old,
and only one week a public company, our
ideas began six years ago.

Many of our ideas are based on what
happened in early television, on the tele-
vision of the 50’s. We are an originator of
programming. We network our program-
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ming. We are essentially a live network in
that all of our stations are carrying the
same programming at the same time. We
are a satellite delivery system. And most
importantly we are an owner and operator
of LPTV stations.

Many of the companies who were look-
ing at the LPTV business in the past were
programmers only; they looked at the in-
dustry from the top down rather than the
bottom up. We are both sides of the equa-
tion. As an owner-operator we have to
make money from what we put on the air,
and what goes on the air has to be attrac-
tive for people to watch.

Our approach is really based on how
we can get people to watch. If we get
people to watch, we get advertisers. If we
get people to watch, the station operators
get all the things that they want. The affili-
ates will look to us to provide them with
programming that can allow them to sell
advertising locally.

And we want to bring investment into
the industry. We're beginning to do that
now. Some investors will build and oper-
ate stations if there is an umbrella pro-
gramming services company like Channel
America. That's a very important role to
us. We see this as an opportunity like
McDonald’s was in the fast food industry.

LPTV Report: | take it that, when you speak
of bringing investment into the LPTV commu-
nity, you are talking about national investors?

Post: No, we are talking about investors
who will build a station—either local in-
vestors or investors from another city—

David Post

who will build the station because they
can get everything from one company.
They can get services, they can get pro-
gramming, and they can get marketing.
And they can operate this thing without
having to learn the entire television in-
dustry.

We are now looking toward our launch
which we think is the next thing that the
company has to accomplish. The first
thing was to go on the air, to go on to
satellite; and we did that on June 6. The
second thing was to go public, and we did
that—we closed the initial public offering
on August 11. And now the third is our
launch, and we're looking at that on Octo-
ber 1.

We want the affiliates to participate
with us. Our relationship with the affili-
ates will probably be ironed out in the
next week or so but what we're looking at
probably is some minimal monthly fee
which I think will come out to be less than
$2 per hour for programming.

We are going to be feeding 24 hours a
day of programming. Although only a
couple of hours will be original program-
ming, we will be feeding 24 hours a day;
so if someone wanted to do nothing more
than to take our feed and put it on the air
and go out and make local sales, they can

do it. We won't be feeding only two or
three hours a day; we'll be feeding 24
hours a day.

We are most likely looking at an exclu-
sivity situation for the LPTV within its A
grade. We want to help our affiliates with
their relationship with the cable opera-
tors. We know the cable industry because
our last company was funded by cable
people. We've been talking to cable oper-
ators, and we want to try and protect the
LPTV stations and help them get on cable
rather than promote a competitive situa-
tion. And I think a lot of that is going to
depend upon building our relationship
with the operators, creating a unique pro-
gramming that the cable operators can't
get otherwise.

And the other part that is important is
that, like a television network, we will be
allowing the LPTV stations to participate
in the revenue from programming that
they carry. Therefore, any fee that they
pay, which will be minimal anyway, should
be more than offset by the money they'll
be making just from the stuff that we sell
for them. So if we have a sponsored, pre-
paid show, where people pay us to get
that show on the air, and the LPTV sta-
tions carry it, they get paid for carrying it.

So our relationships with affiliates, we
hope, will be mutually beneficial ones. But
even more, we want our affiliates to make
money doing business with us—which is
the most important thing.

We also feel that if they're totally pas-
sive, that's not the way the industry is
ever going to grow. We want people to

One Misteak.

That's all it takes to get your LPTV appli-
cation kicked back without consideration.

Applications must be letter perfect.upon
submittal; corrections and re-submittals will not
be allowed.

Guaranteed Right.

More and more LPTV broadcasters are
calling on Kompas/Biel & Associates for profes-
sional application preparation.

Because Kompdas/Biel has the experience
and expertise to do it right the first time, we
guarantee that your LPTV application, and alf
the paperwork that goes with it, will be letter
perfect.

Grand Opening.

Soon the FCC will announce a new filing

window for LPTV applications. Join the hundreds
of entrepreneurs already staking their claims in
television’s newest frontier.

Call the.leading consultants to the LPTV
industry.

Call Kompas/Biel & Associates dnd avoid
the chiance of a costly ... mistake.

LPTV market analysis, engineering
and business planning also avaiiable.

$400 discount hefore October &8,

Kompas/Biel & Associates, Inc.
1-414-781-0188

PO. Box 28510
Milwaukee, WI 53225-0510
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say, ''Here's what we like to do, and
here's the kind of show we'd like to see.”

We look at Channel America as an en-
tertainment network, and the most im-
portant objective of an entertainment
network is to get people to watch. When
people watch, everything else will fall into
place, including the national advertisers.
In the last couple of weeks, we have vis-
ited all the major advertising agencies,
talking to them about LPTV. They only
know a little bit about us, but we are
trying to educate them about the industry
and about us and, most importantly.
about how this is a ground floor opportu-
nity for them as advertisers.

LPTV Report: What has been their response
to your visits, and who are their clients?

Post: Because we are a national net
work, we are looking at national ciients.
The most obvious.ones will probably be of
two types: the franchises; like the Midas
Mufflers, where there is a national um-
brella, and co-op. With co-op ads, there's
money tnat can be tied in with the sta-
tion's clients—the gasoiine stations or 7
Elevens, the soft drink combanies and so
forth. With them, the station can sell local
as well.

If any of us look for miracles overnight,
we're going to be very disappointed. But
the agencies saw how fast everything hap-
pened with cable. The direct response

people are banging on our doors right
now, and that has happened because ca-
ble has dried up for them.

We've gotten some interest from the
major advertisers, because this is the op-
portunity for them to buy inexpensively—
to maybe get their name on a show, to be
involved in some of the creative aspects
of the show as well. We have two shows

now that will be on before the end of this

year that will be billboarded by a nationai
company.

LPTV Report: What do you mean by
‘billboarded’'?

Post: "Billboarded” means their name
will be on the show; that concept goes
back to the early days of television as
well.

But what we try to do is sit down with a
sponsor and talk about either program-
ming we have or programming-they have
that we could air—how we can make it
work for borh them and us but still make
it work for television. Again we come back
to the most important thing: the viewers
have to like it. And if the viewers like it,
and the next day at work they're talking
about a show they saw on an LPTV sta-
tion, this industry is going to happen.
That's our approach.

We haven't focused on the regional ad-
vertisers because to us that doesn't work.
My feeling is that before a Harry's Clean-

ers or a Bob's Luncheonette would buy
time on a local LPTV station, they want to
see a national company on the station.
it's going to be a lot easier to sell with
that national backing.

We, as LPTV operators, also see it from
that standpoint. You get some big guys in
there—and we are talking to some now in
pretty serious terms—you tell them LPTV
is a building process, as we tell the opera-
tors it's a building process. You work to-
gether. That's what really happened in the
early days of television, and it hasn't hap-
pened since. If we all work together
toward the same objective, it's going to
work.

LPTV Report: |n the prospectus for your
recent offering, you say that the rates for Chan-
nel America's ads are lower than the big net-
works™ dd rates are.

Post: Yes, there is a very, very big differ-
ence in the dollars. Our rate card is going
to be significantly less expensive than
even the cable networks'.

But, again, the head count is very im-
portant. As we get bigger and we begin to
get'into a reasonable size reach, and as
the industry as a whole gets bigger, and
the advertisers who look at numbers start
to pay attention to us, we'll get more ex-
pensive.

Some advertisers use a quantitative ap-
proach only, but some use a -qualitative
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approach as well. The ones who look at
advertising from the qualitative point of
view will say, "If | get myself involved in a
show that’s going to play to the right au-
dience, then I'm interested.” The others
say, "When you have 15 million homes,
talk to me.”

LPTV Report: How are you proving viewer-
ship? How are you handling the question of
reach?

Post: We have direct response people
now, and direct response is easy to mea-
sure. But we are looking to advertisers to
be a little bit more creative in their ap-
proach to us. A show that has a call-in
feature—for a simple example— we'll be
able to monitor it. We want to monitor
results ourselves until the audience mea-
surement companies get serious about
LPTV. Let's do coupon deals. Let’s do tie-
ins. Let's do a contest. Something that
has a measurement factor, so we can
show that people are watching.

| think it's going to be two years before

any of these national research companies.

start to pick up LPTV. They may do it for
one market or another here and there, but
even now they don't really do it on cable.

Our approach to the advertisers is not
like cable’'s /e are a broadcast television
network, and the stations that are carry-
ing our programming are LPTV stations—
the same as the stations you're getting
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now except that the radius is smaller. We
don’'t make excuses for LPTV. We say that
when 2,000 LPTV stations get on the air,
we're going to be a pretty strong industry.
And you'd better be looking at us now,
because this is not cable, this is free tele-
vision. And free television still has magic.
We aren't defensive out there now; we're
offensive.

If we're doing a game show, the viewer
has to go to the store and get a card.
Here, obviously, we have a measurement
mechanism that works. This network has
a viewer participation, or viewer involve-
ment, persgnality. Even "Runway Club”—
which _is #ot a viewer participation
show—is d.viewer involvement show, be-
cause many OFthe episodes planned for
the next twelve months have come from
fan mail that we’ve received, through sug-
gestions”from women about things that
they would fike to sce on "Runway.Club.”
It's not a_call-in show or anything like
that, but we'vé asked peoole to call us or
write and tell us what they w. ' like to
see on it. So even a show like that
an extent be responsive to the viewers.

LIV Report: Can you elaborate on your
prograwmiing philosophy?

Post: The philosophy is again, to a
great extent, seated in the golde:. age of
television. That doesn't mean we'rc just
going to show old television, because

that's not the case. But in the early days
of television, many things happened:
there was viewer involvement, game show
questions were sent in by the viewers,
there were call-ins, things like that. Even
though the technology did not exist to do
the things that we can do today, program-
ming was far more creative.

We also want to be an exciting, creative
opportunity for programmers and the tal-
ent. So when we go to the agencies, we
talk about ourselves as if we were off-
Broadway: If NBC is Broadway, then we're
off-Broadway. The most successful show
in the history of Broadway is Chorus Line,
and Chorus Line started off-Broadway.

Our philosophy is not to imitate the
networks. We can’t imitate them because
we would be unsuccessful. We don’t have
the budget. Nor do [ want to; if | could, |
still wouldn’t do it. | remember Bill Cosby
took years to get his show on the air, and
right after his show went on the air and
was successful, the other two networks
had copies of that show. We want to be
the place where people come with new
ideas.

Unfortunately, I can't tell you about
some of the shows we have in develop-
ment for next year, because | don't want
to give away any secrets. But you will see
more and more emphasis on originality,
on shows that people haven't really
thought of before, on shows that existed
in a different form years ago, but worked.

LPTV Report: How much network program-
ming will the affiliates be obligated to carry?

Post: There are two types of program-
ming they will have to carry: one is the
network's A grid, which is the original
programming and programming co-
produced with others; and the other is the
pre-paid programming where someone
has bought time on the network. But in
that situation the affiliate is sharing in
revenues, so they're getting paid for put-
ting that show on the air.

LPTV Report: You may be buying some
programming from Tempo. Can you comment
on that?

Post: | think we'll have to leave that
alone for a couple of weeks, only because
we're talking to them about several
things. We're also talking to others.

A lot of things are going on right now.
People have been waiting for someone to
step up and be a serious player. We raised
enough money to be a serious player, and
no people are coming to us with things
they would- like to do.

LPTV Report: Let's move to local program-
ming. First of all...

Post: We are not a player of local pro-
gramming. Our owned and operated sta-
tions for the time being will be mainly
transmitters. That doesn't mean we won't
change later. Some of the investor-built



stations will air local programming, but
we will have nothing to do with that.

LPTV Report: In other words, you won't
impose any regulations on what kind of local
programming your affiliates air?

Post: Absolutely not. We encourage the
stations to do local stuff. What we're look-
ing at next year will be maybe local pro-
gramming tied in with network, so that
people are doing things in conjunction
with what we're doing. That would be ter-
rific!

LPTV Report: What about pre-emption?
Can a local station pre-empt your programming
in order to offer something else?

Post: They will be able to do that, with
notification.

In some cases the network might have
to pre-empt local programming—if we
had, for example, a network show that
was a major event. If that were the case, it
would be very important to give the net-
work clearance, and we’'ll be talking to the
affiliates about that.

LPTV Report: What about airing program-
ming from other sources? Do you impose any
restrictions on your affiliates?

Post: No, not restrictions. We are trying
to serve them and ourselves in the same
way. We have some bartered shows, we
have bought some programming from

others, there’'ll be a mixture of original
and movies and shows that we've picked
up from other producers. The A grid and
the sponsored stuff that they know in ad-
vance about—these are the shows that
we are concerned with. If they don't want
to take old movies or other shows we
have to offer them, that's fine. We are
giving them the opportunity of 24-hour
programming.

LPTV Report: How will you handle exclu-
sivity? You had been thinking about exclusivity
in the A grade.

Post: We are getting lots of calls, and
we are trying to deal with that as best we
can for our purposes, and the advertisers’
purposes and the stations’ purposes—
which is not always so easy. So we figure
that we'll begin with an A grade exclusiv-
ity and then expand from there and see
what happens. Maybe we could have two
Channel America affiliates in the same
market, but they won't be overlapping.

The key is, if we get the viewership and
we get advertisers and we get better pro-
gramming and we are beginning to im-
prove, then everybody succeeds. You go
back to the McDonald’'s thing. There is
more than one McDonald's in the market.

LPTV Report: Are you looking for a specific
kind of affiliate? | believe your O & Q's are all
in major markets; is that correct?

Post: Yes, but the kind of affiliate I am

interested in is one who's serious about
the business. It doesn't matter what the
market is. There are a lot of people think-
ing about building, but the serious players
are the people we want.

LPTV Report: Will you be approaching high
power TV?

Post: No, we don't plan to do that for a
very important reason. While high power
stations would enhance the network, they
might also detract from what we are trying
to accomplish as an industry.

The network will be somewhat hybrid
though. If a cable operator stepped up
and wanted be an affiliate of ours, we'll
do that. If a high power station wanted to
and there was no LPTV station in the mar-
ket, we would do the same thing.

LPTV Report: The network representation
rule is under review. Does that rule affect Chan-
nel America?

Post: [ don't think it would apply to us.
[ don't think it's going to apply to this
industry. The FCC, from what | sense,
would love to see this industry succeed.
And theyre not going to put any re-
straints on us. We're not big enough to be
important.

LPTV Report: At this point, Channel Amer-

continued
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At ITS, we've been designing and
producing quality modulators and
full service transmitters for years.
Our products are widely known for
their superior engineering, quality
construction, and reasonable cost.

Our low power transmitters and
translators offer many features that
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not available on other brands —
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ter and better.
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1kW UHF Transmitter
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broadcast (not cable TV)
modulator/processor is FCC type
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* Field proven products to insure you of
maximum on-air reliability.

*Broadband, class A solid state amplification
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mance, especially in stereo.

*9017 tetrode output—saves 50% on tube
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*Complete RF equipment packages.
*Turnkey installation services.

*Plus we deliver in 30 days.

Our experienced field engineers will put you
on the air and our service organization will
help keep you there. Broadcasters have
depended upon Acrodyne for more than 20
years, and you can depend on us now. For
premium quality and unequaled value..it’s
Acrodyne.

Write or call today for details on our 1kW
UHF TV Transmitter/Translator, or on any of
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ica, | guess, doesi't fit the definition of a net-
work as far as the FCC is concerned...

Post: | hope so.

LPTV Report: But you soon will.

Post: Yes, but | think they look at us
more as a..., they don’t look at the indus-
try the same way as they look at high
power. They're looking at the big three,
and maybe Fox, maybe Home Shopping
Network because they own a lot of broad-
cast stations. | don’t think they're looking
at LPTV right now.

LPTV Report: Assuming it was OK with the
FCC, would you ever get into ad representation
for individual stations?

Post: We are now, because we have A
spots and B spots. If a station doesn't
want to sell its local avails, then they can
bundle them into ours. We are talking to a
couple of ad sales companies about the
industry, about really working in conjunc-
tion with the network.

LPTV Report: Which ones?

Post: I'd rather not say. They're worried
about their high power clients. It's not a
matter of who they are— they're large
companies.

We want the LPTV stations to make
money. If they don't make money, it's not
going to work for anybody. We need that
long-term approach.

LPTV Report: Can you elaborate a little bit
on revenue sharing?

Post: It all boils down to this: the affili-
ates will have a certain percentage of net-
work time for local avails, and if they
don’'t want to sell those, we'll sell the time
off and they'll get a certain percentage.
Then for sponsored shows or paid shows,
they can get a percentage of that also. |
can't say how much right now because we
want to finalize the affiliation agreement
first, and | don’t want to say something
that might change things. But it's a fair
distribution of revenues.

LPTV Report: How many O & O's and how
many affiliates do you eventually hope to have?

Post: We are trying to get over 100 sta-
tions on this network. They would be a
combination of affiliates, Channel
America-owned and -operated, and
investor-owned and -operated, that is,
peon.e who are under our umbrella—they
have gone into the business because
we've helped them get there. So you really
have three types of players.

What we really want to get to is that
magic number of 25 million households.
When we get 25 million households —the
whole industry, not just us—we really
have done something. Obviously we want
Lo get to the 70% number, but that's a
long way away.
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LPTV Report: Can you elaborate on the
investor-owned and -operated stations? ls this a
franchise concept?

Post: Well, | wouldn't call it a franchise.
It wouldn’t fall into that kind of structure,
those rules and regulations. There are
people that have come to us who wouid
like to own stations, who would like to
operate in an environment in which a lot
of things are provided for them. It's simi-
lar to a franchise, but it's really not. It's
more like the early days of television. You
wanted to build a station and there was a
network providing the programming, na-
tional ad sales, engineering, and services
and all the rest. We have been ap-
proached by people who would still like
to do that.

LPTV Report: How about cable? How im-
portant is it to you? How important is cable
carriage for your LPTV affiliates?

Post: We think cable carriage is very
important— but not so much that if you
don’t have it you go out of business. Then
you shouldn’t go into the business, be-
cause then you're putting yourself into a
situation where you're at the mercy of the
cable operator.

We have to build our company and our
stations and the affiliates the same way.
We should be worthy of getting on the
cable operation, because a lot of people
are trying to get on.

| can't wait for legis|ation. ! have *» do
it from another side—if we can build it the
way the cable opepators want it, then
:hat's the best way to get carriage. It
would be nice if there was legislatior, but
| can’t make that happen.

LPTV Report: Have you talked:to-any cable
systems about blanket carriage of your sta-
tions?

Post: We've had different kinds of
conversations—some where they were in-
terested in being the affiliate, others
where we have stations being built and
would like to get on the system. We've
had mixed response. Where the system is
large, we've had much more potential of
being carried. Where it's a small system,
it's a different situation.

LPTV Report: Bui you have not had any
conversations with people like Warner or TCI
or..?

Post: Not yet. We've chosen not to. We
feel credibility is very important. We have
to get the public offering done, the basis
of our staying power. You've got to think
in their terms—understand their prob-
lems, see through their eyes.

We've have not had a negative re-
sponse. But it's early. The credibility is
very important to these people. It's very,
very important that the operators under-
stand that. The stations, the local net-
works that started dying in the early days
are something that we have (o try to uver-
come. All together.

LPTV Report: You just went through a pub-
lic offering. Which exchange were you on?

Post: We were over the counter. And
you might be interested to know that our
symbol is LPTV.

LPTV Report: Whc.: was the offering price?

Pcst: Well, the stock came out at $6.25
a unit. A unit consists of four shares and
two warrants to buy shares, so the value is
somewhere around $1.50 a share. The
units were as high as 7 3/a for the first day
and dropped back down to 6 '/a when the
market went down.

LPTV Report: Was this what you had antic-
ipated, or were you disappointed?

Post: I'm really interested in what the
company is worth in the future. | don't
worry about the stock on a day-to-day
basis; | think it's a mistake. That’s the one
advantage of having had a company that
went public before; if you worry about the
stock you don’t worry about the company,
and if you worry about the company, the
stock will take care of itself.

LPTV Report: Could you briefly outline the
financing of your company up to this point?

Post: Well, we're starting out with $5 /2
million, of which $3 million is public and
$2 '/2 million is private investors who in-
vested in the company in January of ‘87,
March of ‘87, and May of '88. So we've
had three private financings.

We have some individuals and some
companies as investors, but no one major
investor. | like having market investors
rather than one company, where a change
in that company can change you.

LPTV Report: How many initial stockhold-
ers do you have?

Post: [ can't tell you that because [
don't know.

LPTV Report: You sold 100% of the stock
that was issued?

Post: The offering was oversubscribed,
yes.

LPTV Report: How nuch stock remains in
the control of the company?

Post: The public owns, 1 think, a third
of the company, and two-thirds are origi-
nal investors and founders and everybody
else. Actually, it's 61.5% existing share-
holders and 38.5% the public. continued
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Cantiague Rock Road,
Westbury, New York 11590,
(516) 997-7800.

When you need us
we'll be there.

BOGNER

WE MAKE THEM SMARTER

LPTV Report: Who were the underwriters
for your offering?

Post: There were three underwriters.
Hibbard, Brown & Co., which is a New
York firm; R. C. Stamm & Co., a NYSE firm;
and J. W. Gant & Associates, a Denver-
based firm. We got retail distribution,
which is important.

LPTV Report: Was this a guaranteed or best
efforts sale?

Post: Guaranteed. A firm commitment,
it's called.

LPTV Report: And did you say it was over-
subscribed?

Post: Yes, the stock is down from the
issue price now; it was up in the first day,
but it's down now. But there was a lot of
interest in the company, a lot of interest. [
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think a few affiliates bought some, I'm not
sure.

We really were surprised at how much
interest there was, because we did the
offering in the middle of the summer,
which is very rare—most companies go
public in October or November or Febru-
ary or March, when the markets very ac-
tive. In August, people are always away.
But we decided that because of the uncer-
tainties of the stock market we didn't
want to wait.

LPTV Report: What do you attribute that
interest to?

Post: A couple of things. One is that it's
a very exciting concept in television.
Someone starts a cable network and then
hopes cable operators will carry them.
We're talking about a television network
where we own the stations, and we will
have affiliates. The story is an exciting

story—about the building of a television
network.

Secondly, 1 was an early player in the
radio paging and cellular business and
had a public company, which I started. A
lot of people made a lot of money, so
there are people who know that, having
lived a young industry before, 1 am the
standard. [ think that is a pretty important
aspect, at least to my investors.

LPTV Report: Let me just ask you your
opinion about the whole process of going public.
You have done this twice now...

Post: ...and before that I was in Wall
Street. .

LPTV Report: Yes, you have experience from
the other end too. Were you pleased with the
process? What kinds of things happened that
you didn't expect? What advice would you give
to people who may be contemplating a public
offering?

Post: The advice | would give them is
that if the market is anxious for new com-
panies, then it's a good time. Right now,
it's much tougher because Channel Amer-
ica is a very selective stock.

One of the reasons we got our deal
done was that we're a national company. |
have built a national company before, so
it was a little bit easier for me. But when
you go through a process like this, you
have to just forget about practically
everything else you're doing because it's
so time-consuming and it takes so much
patience and creates so much anxiety.

But, in the end, | would rather have the
public as my shareholders than have one
big company or a bunch of banks where if
something changes hands, somebody
changes jobs, or the company sells out, or
something else goes on, you're affected.
When you have the public as a stock-
holder, if you do a good job your stock is
going to work out, and if you don't do a
good job your stock is not going to work
out and you may find yourself looking for
a job.

I believe that I understand the respon-
sibility of being a public company. It's a
very important responsibility. The com-
pany is no longer yours. If someone wants
to go public, they have to be prepared to
understand that they now have a job and
their job is to work for a boss and that
boss is the group of people who bought
their stock. Therefore, when you go on a
trip, you're not taking a limousine, you're
taking a taxicab, because you don't spend
the stockholders’ money like you spend
your own.

LPTV Report: What has been the resistance,
if any, that you've met because of the past
experience of the LPTV industry?

Post: The industry had a bad begin-
ning. [ try to blame it on its own success.
There was so much interest in the busi-
ness, but then the freeze came, the FCC



had the backlog to deal with, and things
couldn't happen fast. The early players
were building networks, and there were
no stations to carry a network.

I think now the time is right. This is
going to be the time. What we want to see
is enough real players out there to build
those stations. We're counting on it.

LPTV Report: David, what is your back-
ground? Why did you get involved in LPTV?

Post: | spent ten years in Wall Street—
1967-77. | was a specialist in emerging
industries—an investment banker and re-
search analyst. One of the industries |
worked on was cable. Then | fell in love
with the paging business, and in 1977 [
founded Page America, which was really a
paging company—a cellular radio com-
pany.

The great problem [ had at Page Amer-
ica when [ started that company was that |
couldn't get any licenses because the in-
dustry was closed up. You had to fight to
have the industry opened at the FCC.
Page America was known as the company
that created all the new innovations in the
mobile communications business.

Mostly the local radio common carriers
were making the money. [ learned some-
thing from that. When | started Channel
America, | said, "'['ve got to be an owner-
operator because, if 1 don't, everybody
else is going to make the money.” But
today, Page America is still one of the
largest radio paging companies in the
country.

This may sound strange, but the most
interesting thing happened to me. About
three months ago, | called Page America
and asked for Steve Sinn, who's the presi-
dent of the company, and the person who
answered the phone said, '‘May | tell him
who's calling?” and | said, "David Post,”
and she said, "Does he know you?"

Now there’'s a company that [ started
and somebody who works there doesn't
know me! | loved it! It made me so happy
because that kind of thing means you've
created something that's real—it goes on
after you. And that’s what | hope happens
with Channel America.

So | felt that ten years was more than
enough for the entrepreneurial part of
Page America, so [ stepped down in mid-
1986—1'm still a director of that
company—and started this company
which [ had really been working on for
years.

This was my ultimate dream. A tele-
vision network. Since childhood. | was
married at the Museum of Broadcasting.
Bill Paley was my idol all my life. When I
met him and told him about my vision for
this company, he really smiled. Much of
my incentive to do this was based on
things that [ saw him accomplish.

1 just can't believe that all the opportu-
nities in television are dead. And this is
something I've been waiting for a long,
long time to do. (wa

Classifieds

WANTED TO BUY

LPTV CONSTRUCTION PERMITS OR LICENSES. If
you have an LPTV license or CP for sale, we have
interested buyers. Confidentiality assured. John
Kompas, Kompas/Biel & Associates, Inc., (414) 781-
0188.

USED TRANSMITTERS AND ANTENNAS. We will
buy your used Bogner/Scala antennas, UHF & VHF
transmitters and transmission line. Video/audio mi-
crowave transmitters and studio equipment also
wanted. Call us first, before you buy new equipment,
for maximum trade-in value! KIDD COMMUNICA-
TIONS, (916) 961-6411.

FOR SALE

COMPLETE RF TRANSMITTING SYSTEMS, Bogner
antennas, Television Technology transmitters,
Cablewave low loss transmission line. We welcome
your trade-ins. Buy from the knowledgeable com-
pany that has the ability to deliver promptly! KIDD
COMMUNICATIONS, (916) 961-5433.

SERVICES OFFERED

TURNKEY LPTV CONSTRUCTION: Broadcasting
Systems, Inc. can take you from CP to a completely
operational LPTV station using either new or used
equipment (all or part). We can provide transmitters,
antennas, cabling, microwave links, studio and satel-
lite equipment. We also sell used TV station testing
equipment. We purchase used transmitters, anten-
nas, microwave links, and studio equipment. 30
years' experience. Post engineering assistance
available. Write Broadcasting Systems, Inc., 8341
East Evans Road, Suite 101, Scottsdale, AZ 85260,
or call (602) 951-0266.

FROM CONCEPTS TO AIR: Let us take you from CP
to air with a turnkey operation. We specialize in LPTV
and have available multiple sources of quality new,
used, and demo equipment. We will design and
install your system, train your personnel, and be
available after you go on the air. Our engineers are
NARTE certified, possess FCC General Radio/
Telephone Certificates, are members of the SBE,
and are college-degreed in the communications
field. Please contact Leon D. Zetekoff, B.A.S.,
N.C.E., 8372 Garden Gate Place, Boca Raton, FL
33433, or call {407) 487-8930.

HELP WANTED

SALES MANAGER for a group-owned central lowa
LPTV. Looking for experienced, aggressive, sales
professional to direct our local sales effort. Send
resume to Mark Osmundson, TV-39, Box 538,
Marshalltown, 1A 50158. EOE M/F.

CLASSIFIED RATES: Ali classified ads are payable in
advance. When placing an ad, indicate the exact cate-
gory you desire: Help Wanted, Situations Wanted, Ser-
vices Offered, Business Opportunities, 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 50¢/word
There is a $15.00 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., P.O,, 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 $35.00 per insertion. For
Classitied Display rates, call John Kompas at (414)
781-0188.

TO PLACE YOUR AD CALL (414) 781-0188

Y Batrson & Hhsocales
CONSULTING RADIO ENGINEERS
JOHN H. BATTISON, PE.

890 CLUBVIEW BOULEVARD NORTH
COLUMBUS, OHIO 43085
614/888-3364

Broadcasting Systems, Inc.

Turnkey LPTV Construction
8341 East Evans Road Suite 101

Scottsdale, AZ 85260
(602) 951-0266

Kenneth Casey
President

WAKE UP YOUR AUDIENCE!

THE LIBRARY OF SPECIAL VISUAL EFFECTS
ON TAPE READY TO USE

500 EFFECTS $500
DARINO FILMS (212) 228-4024

FCC ON-LINE DATABASE

dataworld

Allocation Terrain Studies
AM:+FM-TV - LPTV . ITFS
P.O. Box 30730
Bethesda. MD 20814
(301) 652-8822 (800) 368-5754

DM ~Corv

BROADCAST
%ames Martin s
te 1000, 65 E. State St.
J&’:,\Jssso}\g:?ﬁ'gglg C\:)ll\jmbus, Ohio 43;155

FINANCING ¢ APPRAISAL

ACQUISITION ¢ DIVESTITURE
(614) 889.9747

MEDIA BROKERS * APPRAISERS gl%]
_ﬂ{ |

RADIO e TV » { PTV

A Confidential & Personal Service

BURT
SHERWOOD .

3125 Maple Leaf Dr o Glenview. IL 60025

312 -272 -4970 '/“ N
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Supplier Side

PROSTAR, a Houston-based company,
specializes in encrypted program distri-
bution via satellite. Applications range
from sports backhauls and
video-conferencing to pay-per-view
events. The service may be rented for as
little as one day at a time.

Three encryption systems—Qak Orion,
Leitch Video, or Scientific Atlanta
B-MAC—may be rented on a one-time,
monthly, or yearly basis. PROSTAR offers
a range of services from encryption only
to complete turn-key transmission pack-
ages.

Some of the company’s pay-per-view
credits include the Grateful Dead concert
(December 1987), the Hagler/Leonard
fight {April 1987), and the Spinks/Cooney
fight (June 1987).

Uplink and downlink services are also
available.

Contact: Brian D. Haley
Director of Marketing
PROSTAR

12831 Royal Drive
Stafford, TX 77477
(713) 240-2800

Knox Video has announced a four-font
upgrade for the K-40 character generator,
doubling the K-40's present font capacity
by providing an alternate bank of fonts.

The new fonts available are:

Cooper: An attractive, styled, serif font,
similar to Cooper Black. The set includes
upper and lower case letters, symbols,
and numerals at 32 scan lines.

Pump: A modern sans-serif font with
smooth, uniform curves and balanced
weight. Upper and lower case letters,
symbols and numerals at 32 scan lines.

Roman: A classic traditional Roman
font with broad serifs and wide spacing.
Upper case letters at 32 scan lines.

Disclaimer: A small, dense, sans-serif
font for fine print applications. Upper
case letters at 22 scan lines.

The four-font upgrade is factory in-
stalled in the K-40 at a list price of $275.

Contact: Knox Video

8547 Grovemont Circle

Gaithersburg, MD 20877

(301) 840-5805 we

Knox Video's K-40 character generaror.
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Supplier Solo

Trylon’s Modular Tower
Has Many Applications

Lightweight tower sections that fit a
wide range of applications are available
from Trylon, manufacturers of the A.B.C.
self-supporting tower. The A.B.C. can be
extended to a height of 96 feet and is
engineered to suit all geographical wind
zones, even with exceptionally high an-
tenna loads.

All members are made of pre-
galvanized sheet steel conforming to
ASTM Standard 526, with a minimum
specified yield strength of 35,000 pounds
per square inch. The tower cross-section
is triangular rather than square, eliminat-
ing the need for internal bracing and re-
sulting in a maximum "'strength-to-tower
weight'’ ratio that reduces costs. The 96-
foot model, for example, is less than
$1,200.

Trylon's A.B.C. tower.

Member cross-sections are angular
—both the legs and the diagonals-—and
are cut and formed from four different
thicknesses of sheet steel. Eighteen dif-
ferent cross-sectional shapes are used—
all chosen with the purpose of minimizing
costs through mass production.

The A.B.C. is a "kit-form” tower that
uses double-plated bolted connections
with special star nuts. This allows towers
to be shipped as 8-foot factory-
assembled sections or knocked down in
8-foot tubular cartons. Krniocked down,
the tower ships for less thap the sub-
assembled sections that nest together but
still take far more space. r

Bolt sizes are graded on thg basis of
strength to ensure that bolts are stronger
than the attached member. This maxi-
mizes structural safety. Sections can be
assembled foosely to full height on the.
ground and lifted into place by crane,
then tightened at the connections. Alter-
natively, the tower may be erected section
by section, using the gin pole method.

Each 8-foot section tapers three inches
from base to top. The A-100 tower, a
96-foot model, is 42 inches per face at its
base and six inches wide at the top. An-
other model, the C-200, handles an 18-
square-foot circular antenna load ina 100
mph wind with a maximum height of 56
feet. The C-200 is 42 inches at the base
and 21 inches at the top.

All configurations are achieved with
one basic tower. Reducing the height and
changing the top section increases wind
load capacity. The tower actually is
“built” from the top down in 8-foot multi-
ples.

There are six tower configurations:
A-100, A-200, B-100, B-200, C-100, and
C-200. An A-100 tower has a maximum
height of 96 feet and holds seven square
feet of antenna. The A-200 is the same
tower with the top section removed and a
“number 2 top" substituted for the sec-
ond section from the top. The A-200's
maximum height is 88 feet, but it carries
15 square feet of antenna (70 mph wind
survival).

The B-100 is the same tower as the
A-100 but with the top two sections re-
moved and the third section replaced
with the "number 3 top.” Its maximum
height is 80 feet, and it will carry 22
square feet of antenna. Similarly, the
B-200 has a maximum height of 72 feet
and carries 34 square feet of antenna,
and so on,

Intermediate-height towers are also
"built” from the top down. For instance,
in the A-100 series, a 56-foot tower would
use the first seven of twelve sections. The
top would be six inches wide and the base
the width of section seven—in this case,
27 inches. The "A" series withstands 70
mph winds, the "'B'" series, 85 mph winds,
and the "C" series, 100 mph winds.

A brochure is available to guide the
user in selecting the proper tower. Also
available is a computer program that
checks tower selections for suitability.
The analysis reveals expected safety fac-
tors for every eight feet of tower, as well
as foundation loads for specified wind
velocities. The program works on IBM or
IBM-compatible microcomputers.

Contact: Trylon Manufacturing Company,
Ltd.

P.O. Box 186

21 Howard Avenue

Elmira, Ontario N3B 2Z6, Canada

This article ‘first appeared in the April
1986 issue of Mobile Radio Techiology and
is reprinted- with permission. o

"Supplier Solo” is a new column in
which broadcast industry suppliers
can explain their products in more de-
tail than the usual news story or prod-
uct vignette allows. For information on
how to contribute, call Jackie Biel at
(414) 781-0188.




LPTV and the LAW

continued from page 6
sentations and a losing applicant calls
these matters to the FCC's attention.

Land Mobile Sharing

In 1985, the FCC began a rulemaking
proceeding with the object of allowing
more sharing of the UHF television spec-
trum by land mobile radio. Land mobile
radio includes everytking from police ra-
dio to taxicab dispatch systems to deliv-
ery truck radios. Land mobile operators
already share Channels 14-20 in the larg-
est markets, but they claim that they need
still more channels.

The FCC's proposal listed specific TV
channels in each of the top ten markets
that might be given to land mobile opera-
tors. Until the rulemaking is completed,
the FCC will not grant any high power TV
or LPTV application that would conflict
with the listed channels.

If your LPTV station would place a sig-
nal within 50 miles of any of these mar-
kets, it will not be granted if it conflicts
with the land mobile proposals. The lot-
tery will still be conducted, and if you win,
you will be protected against any future
LPTV application. However, your applica-
tion will be held in abeyance—it will just
sit at the FCC. If land mobile sharing is
ultimately allowed, your application will
then be dismissed. If sharing is not al-
lowed, your application will then be
granted.

Further consideration of the sharing
proposal has been suspended by the FCC
pending at least a preliminary determina-
tion as to what spectrum will be used for
high definition television in the future.
Thus, action in the land mobile proceed-
ing is not imminent, and some LPTV ap-
plications that are now being held in sus-
pension may stay that way for a long time.

Land Mobile Interference from Channels 14
and 69

Leaving land mobile sharing aside, TV
channels 14 and 69 are immediately adja-
cent in the spectrum to frequency bands
that are already devoted exclusively to
land mobile radio. Since TV stations oper-
ate at much higher power levels than land
mobile stations do, TV signals so close in
frequency often interfere with sensitive
land mobile receivers.

The FCC has a rulemaking in progress
to address this problem. CBA filed com-
ments in the rulemaking suggesting that
the two channels be reserved for LPTV,
because LPTV stations are much less
likely to interfere with land mobile than
high power stations are.

Pending resolution of the rulemaking,
the FCC will not grant any new high power
TV construction permits on channels 14
or 69. This "freeze” does not apply to
LPTV because of LPTV's secondary status.
Therefore, if you have applied for chan-
nels 14 or 69, your application will be
granted if it does not conflict with any

other LPTV application or if you win a
lottery. However, you will have to shut
down if you cause interference to land
mobile radio.

While LPTV stations operating at mod-
est power levels are not likely to cause
such interference, cellular telephone and
other land mobile operators just above
channel 69 have been very aggressive in
opposing LPTV applications for that
channel and have denied LPTV operators
access to transmitter sites where land
mobile equipment operates. So even if
your application is granted, getting on the
air may turn out to be very difficult.

And You Thought 1t Was Easy

The LPTV application process is sim-
ple, right? just fill out the form and win
the lottery. Well, it is that simple if you are
lucky. But for many applicants, the road
to getting on the air is much more diffi-
cult. Keep the perils and pitfalls in mind,
however, and your chances of succeeding
will be increased.

Growth is the key to the long range
success of our industry. We need you and
your station on the air, serving the public
and keeping the wheels of our economy

turning. Good Luck! el

Peter Tannenwald is a partner in the
Washington, DC law firm of Arent, Fox,
Kintner, Plotkin & Kahn. He is general
counsel to the Community Broadcasters
Association.

Industry Growing

continued from front page

timing of license awards, of course, can
be affected by many factors, not the least
of which is the workload at the FCC.

As a result, we plan simply to show the
actual number of licenses awarded
against a trend range of 30% to 40% per
year. As long as the actual numbers stay
within that range (see graph), we can say
that the industry is growing 30% to 40%
annually. Obviously, these are healthy
growth rates by any business standard.

Will this growth continue? Nobody
knows for sure, but we think that it will.
wWe would not be surprised to see 500
operating stations by the end of 1988.

Further, we can extrapolate the 30% to
40% trend range into future years. If that
trend remains valid, we will have 1,400 to
1,900 LPTV stations by the end of 1992.

Will it happen? Stay tuned!

S. E. Bradt is chairman of KEmpas/Bie/ &
Associates, Inc. [

Kompas/Biel & Associates plars to
publish updated industry figures in fu-
ture issues of The LPTV Report and will
provide commentary on trends or
changes affecting industry growth sta-
tistics.

We welcome your questions and
comments.

VJN To Buy LPTV-11 In Orlando

Video Jukebox Network announced re-
cently that it has taken an option to pur-
chase LPTV station W1 1BM in Orlando, FL
from the National Black Media Coalition.
The station is the third LPTV property to
be added to the company’s line-up. The
first station to sign on was W10AX in jack-
sonville, FL. Operations at KO4NL in Des

Moines began in August.

The Miami-based Video Jukebox Net-
work is a viewer interactive programming
service in which viewers may select a spe-
cific music video for airing by using the
local telephone company’'s 976 toll ser-

vice. -
|x/B|

EBS EQUIPMENT

Mcdei CEB Encoder-Decoder
NMogel CE Encoder
wndel CD Decoder

6 CURTIS STREET ¢

Required for L.P.T.V.
Encoder FCC Type Accepted Decoder FCC Certified

Excceds FCC Specifications

Receiver can be supplied to drive Decoder
All interconnections to the EBS equipment are made through a barrier terminal biock.
No special connectors necessary. In stock—available for immediate delivery.

GORMAN REDLICH MFG. CO.

ATHENS, OHIO 45701 o

Price
$475.00
330.00
280.00

$100.00

(614) 593-3150
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omething revolutionary

is happening in the

world of television.
People are turning off TV that's
predictable, and they're coming
over to something new and
creative. FamilyNet will soon
be airing new, original
programs especially for the
millions who are saying, ‘The
family is the most important
part-of our lives. We want
television that reflects our
values!”

REVOLUTIONARY PROGRAMS

Our 24-hour program schedule
offers a wide selection of excel-
lent family shows, including

music, women’s shows, sports,

the FaszyNet Revolutzon

’%

'."J'
£
#
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outdoor adventures, children’s
shows, health and fitness,
movie classics, inspirational
and issues-oriented programs.

A BIG REVOLUTION TO COME

In the coming months,

you'll see more original
programs on FamilyNet. It's
already happening, with
FamilyNet Sports ™, shows
for young adults, music programs,
TV shopping, family dramas,
and more. It's all part of the
growing FamilyNet Revolution.

COME ON OVER!

If you are an LPTV operator
who would like to affiliate with a
growing, family entertainment
network, call FamilyNet today.

'\-'IIJ
7
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yaves

Monthly Programming News
Release m Local spot avails
New and Original Shows = Live
NCAA Football & Basketball
Classic Movies m The Best
Inspirational Programs ® Avail-
able on Galaxy Ill Transponder 23.

FamilyNet programming is
now carried by LPTV's nation-
wide. To find out how your
station can become an affiliate,
call 1-800-8 FAMNET.

h
FamilyNet

The Family Television Network
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COMMUNITY BROADCASTERS

Participants Gall CBA Convention An Outstanding Success

—by Jacquelyn Biel

More than 300 LPTV operators, appli-
cants, construction permit holders, and
interested industry bystanders crowded
exhibitors' booths and listened eagerly to
presentations on everything from building
and operating an LPTV station to dealing
with government regulators at the first
annual Community Broadcasters Associa-
tion Conference and Exhibition October

25-29 at Caesar’s Palace in Las Vegas. For
many of the attendees, the event marked
the coming of age of an industry that has
been stubbornly developing into a viable
broadcast alternative despite the obsta-
cles that have frustrated its early years.
Comments on the floor indicated that
the convention was a brisk selling event
for the 25 exhibitors who offered a range
of equipment and services to eager buy-
ers. According to Eddie Barker of the

Dallas-based convention management
firm Eddie Barker Associates—who engi-
neered the show from the beginning—all
of the exhibitors will be returning for the
second annual event in 1990.

After an opening cocktail reception in
the exhibit hall Tuesday evening, during
which the first CBA “Best Local Produc-
tion'' Awards were presented (see related
story in this issue), the convention began

continued on page 8

Six Win CBA “Best Local Production” Awards

LPTV stations from across the country
proved that creativity and flair are not the
exclusive property of high power and big
money, as they turned out their best *or
the Community Broadcasters Associa-
tion's "Best Local Production’” Competi-
tion last month. Fre the more than thirty

=

|

T

T
]

‘-

entries, judges chose eleven winners in
four categories—rews, promotion, pro-
gram, and commercial. The presentations
were made during the cocktail reception
openinc the CBA Conve “ior and Exhibi-
ti Vegas

Campbell “

i

only news award for its evening newscast,
‘News-Line 4, as well as a commercial
award for "Mission impossible,” a spot
for Campbellsville’'s Gateway Foods.
WO08BV in Columbus, OH won two pro-
motion awards—for a program promo-
continued on page 6
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(LOW POWER TELEVISION)

10. UTAH
Visual Technology, Inc. 7.
2141 S. Main Street
Salt Lake City, UT 84115
(801) 466-7481

MINNESOTA, IOWA

7951 Computer Avenue South
Minneapolis, MN 55435
(612) 831-2248

9. COLORADO
CEAVCO Audio-Visual Co., Inc.
1650 Webster Street
Denver, CO 80215
(303) 238-6493

8. NEBRASKA
Audio Visual, incorporated
8025 Maple Street
Omaha, NE 68134
(402) 393-9911

14. CALIFORNIA
A-VIDD Electronics Co.
3920 Gilman Street
Long Beach, CA 90815
(213) 498-7776

15. CALIFORNIA
Televideo San Diego
4783 Ruffner
San Diego, CA 92111
(404) 455-7610
1800 554-5440

13. NEW MEXICO 1.

OKLAHOMA
KLR Fairview-AFX, Inc.

129 Madiera S.E.
Albuquerque, NM 87108
{505) 265-3562

4932 S. 83rd East Avenue
Tulsa, OK 74145
(918) 644-8020

3162 N. Portian”
Oklahoma ¢ /. OK
(405) 947-67 1]

PSNI

(PROFESS'ONAL
CETWORK E

DCN} .,

Vaughn Communications, Inc.

HIGH POWER SOURCES for

5. WISCONSIN, N. ILLINOIS
Video Images, Inc.
285 N. Janacek Road
Waukesha, W1 53186-1924

2. MICHIGAN, N.W. OHIO
(414) 785-8998

General Television Network
Communications Systems Group
13201 Capital Avenue

Oak Park, MI 48237

(313) 399-2000
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Our Readers’
Comments

Capitol’s management couldn’t be
more enthused about the reception af-
forded the company at the recently con-
cluded LPTV Conference in Las Vegas.
Our heartiest congratulations to John
Kompas, Jackie Biel, Lori Wucherer, Eddie
Barker, Suzi Oliver, and their respective
staffs for a well-orchestrated, informative,
and professional first convention.

The response to our satellite-delivered
national programming service by LPTV
station owners and CP holders was over-
whelming. Our goal to provide first-run
original programming combined with mo-
tion pictures at an affordable price was
met time after time with the response,
‘Capitol is exactly what the LPTV industry
needs.”

Capitol Television Network is a broad-
cast network founded specifically for the
independent broadcaster, not cable. Our
goal is to make an impact on the broad-
casting landscape by providing indepen-
dent and LPTV broadcast stations with
quality, alternative programming that will
make cable operators far more receptive
to giving the stations carriage. Cable
looks upon LPTV stations in particular as
competition. We hope to provide the kind
of programming that will make a cable
operator look at LPTV stations as valu-
able additions to the system.

Jon Elliott
President and CEO
Capitol Television Network
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When you go into

low power television...
go in sticng

with TTC transmitters.

Television Technology Corporation offers
a full line of outstanding low power television
transmitter/translators.

The quality Is TTC.
TELEVISION TECHNOLOGY CORPORATION

[See the TTC ad on page 13 for details]
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—by John Kompas

“Tremendous!'' "Fantastic!” ‘'Magnifi-
cent!”

We heard these words often, and others
like them, on the exhibit floor and in the
seminars at the First Annual CBA Confer-
ence and Exhibition at Caesar’s Palace in
Las Vegas last month. Considering that
this was our first effort at convention
planning, | was amazed at how smoothly
everything fell into place. We all can be
very, very proud of our success.

But it didn't happen by chance. Four
vital groups of people who care deeply
about our industry made it happen.

First are the professionals at Caesar's
Palace: Don Ross, Joanne Greinert, and all
of the convention facilities staff. Then
there is Eddie Barker, Suzi Oliver, and the
people at Eddie Barker Associates, who
conducted our membership drive, re-
cruited exhibitors, and made sure every-
thing ran smoothly during the four days.
Third, there are the exhibitors and spon-
sors who rolled the dice with us hoping
that our industry was ready. | am very
pleased to tell you that every one of them
plans to exhibit again at our 1989 con-
vention. Finally, there is Lori Wucherer,
CBA administrative director, who did an
outstanding job of coordinating the thou-
sands of details and promoting the event.

CBA Comment

Most importantly, [ want to thank all of
the LPTV station operators, applicants,
and CP holders who participated so en-
thusiastically in everything we'd planned.
You made the whole meeting real.

One person who was not able to attend,
but to whom the CBA owes deep grati-
tude, is Bob Bernstein. Bob, who heads
the New York City public relations firm,
March Five, Inc., has supported us since
our beginnings with his time, his enthusi-
asm, his considerable talent, and his rep-
utation. It is largely because of Bob's ef-
forts that the CBA and the LPTV industry
have received the attention from the
trade press that they have enjoyed over
the past few years. It is also because of
him that we have made some valuable
and loyal friends. Thank you, Bob. We
missed you.

We have begun a tradition. As we come
together to share experiences and learn
from each other’s trials and successes, we
create the energy that drives this industry.
Community broadcasting is the true frui-
tion of broadcast television. It is our ser-
vice to our communities that will make us
grow and our sharing together that will
make us strong. [wa|

John Kompas is the current president of
the Community Broadcasters Association.
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ow Goodis Our3rd Generation?

AG-7400 Portable VCR

AG-7500A Editing VCR

- ;
ny Trahan of WKG-TV, Baton Rouge accepts the

Best Local Production” Award for her station's
n announcing a channel change.

. .71 Columbus, A "Bes. Local Production” Award went to David Post
« Luvar . uduction” Award from for Channel America’s origina! program on the fashion
 for a retail store commercial. designe: Kenzo.



Take aLook at Our 5th!

—~
PERFORMANCE DATA
(AG-7500A)
' 1st it 3rd 5th
J Generation | Generation 8 Generation
| w/o TBC w/TBC-200 & w/TBC-200
—— e R e ':.'rf::' e e e e e e S
Horizontal 400 370 360 | 350
Resolution il
(Color Mode)
S/N Ratio (dB) i |
Luminance 57.2 i 517 52.0 49.0
(Color Mode) i
Chrominance 51.8 . 475 51.4 445
(AM) L I
Chrominance 443 . 404 43.8 35.2
(PM) 0 !
Data represents measurements by independent engineering evaluation. VCRs taken at random from inventory.
» Signal Source:  Shibasoku TG-7A * Noise Meter: Rohde & Schwarz UPSF2/UPSF2E2
Luminance: 50 IRE flat field w/burst Y-S/N: 200 kHz HPF, subcarrier trap on
Chroma: 50 |RE w/100 IRE p-p 4.2 MHz, LPF, weighted
Resolution: Monoscope Shibasoku 58A/1 C-S/N: 100 Hz HPF
500 kHz LPF, unweighted

rom? e rrection window, chroma plus/
th g rcement, chr@ “a noise
*onandno-  “ircuitry. To
wné multi-gene” ecord ngs
ven better.
e ranscods

.y toiranscode
Ji’y component sigral
othar component signal.
JU en extra generation.
\FP-A4 editing interface
.7 Series decks on hoth
and edit’side. T
selecte?

performance, you also get the
added economy of 2-hour
operation in the field and in
the studio.

The Panasonic SVHS Pro Series.

fn a word it's outstanding.

For more information on the
Panasonic Pro Series, call
Panasonic Industrial Company
at 1-800-553-7222, or your local
Panasonic Professional/Industrizi

“Video dealer.
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LPTV Stations

coast-to-coast.
Here are over 60
current listings for sale.

ALABAMA

ARIZONA

ARKANSAS
CALIFORNIA

FLORIDA

GEORGIA

HAWAII

IDAHD
ILLINDIS

INDIANA
LOUISIANA

MISSOURI
NEBRASKA

NEW MEXICO
NEW YORK
NORTH CARDLINA
OHID

OREGON
PENNSYLVAN 1
TENNESSEE

TEXAS

U lAr

Mobile
Tuscaloosa
Huntsville
Montgomery
Flagstaff
Parker
Phoenix
Prescott
Batesville-Paragould
Little Rock—2
Fresno—2
Chico
Kerrville
Eureka
Oroville

Vero Beach
Chipley-Graceville
Fort Myers
Jacksonville
Tallahassee
Naples
Lakeland
Orlando

Live Oak
Ingliss-Yankeetown
Perry

Fort Pierce
Albany
Savannah
Tifton

Hilo

Honolulu

Twin Falls
West Chicago
Pecria
Streator
Rensselaer
Baton Rouge
New Orleans
Haughton (Shreveport)
Lebanon
Lincoln
Malcelm
Farmington
New York
Winston-Salem
Cleveland
Corvalis
Pittsburgh
Nashville—2
Knoxville
Bryan

Pecos
Midland
Houston
Houston (P>
Kerrville

[

Convention attendees watch the award-winning entries of the CBA “Best Local Production’ Cempetition at the opernng

reception Tuesday evening.

CBA Awards

continued from front page

tion and a general station image spot—
and a commercial award for a spot for a
local florist. KLSR-TV (K25AS) in Eugene,
OR, was honored in the commercial cate-
gory. And three awards went to WKG-TV
(WI9KG) in Baton Rouge, LA—one for its
promo spot announcing a channel
change, as well as one each in the com-
mercial and program categories.
Channel America and Video Jukebox
Network, both program networks with
several owned and operated LPTV sta-

’?ﬁ’ln—
fim Jackson, general manager of WO4BP, Campbells-
wwe, KY, and producer/director Janet Graharr@cc’ept
the-CBA "‘Best Local Production’ Award for ¥
soot, "Mission impossible. v

tions, also won in the program category.
Channel America entered a half-hour
behind-the-scenes look at the world of
fashion designer Kenzo. An entertaining
explanation of the video jukebox concept
won for the Video Jukebox Network.
Judging was based on creativity, pro-
duction quality, and achievement of ob-
jectives. The judges were Betty Hertz, pro-
gram director for Fox affiliate WCGY,
Milwaukee; Neil jaehnert, vice president,
Midland Video Productions, a Milwaukee
production company: and Lori Wucherer,
former director ¢f programming and pro-
motion, WVTV, Milwaukee, and currently
administrative director of the CBA.  [wam|




FCC Upholds LPTV Processing Procedures
Against Bahia Honda, WPIX Petitions

The Federal Communications Commis-
sion has denied two petitions for recon-
sideration of its recently adopted LPTV
application processing procedures. The
new procedures were designed to limit
the number of applications filed in LPTV
filing windows and to provide relief to
stations displaced by conflicting primary
services, either high power TV or land
mobile radio (LPTV Report, March 1987).

In a petition filed in early 1987 (LPTV
Report, May 1987), Bahia Honda, Inc. had
argued that a displaced station seeking a
new channel should be awarded that
channel over all other applicants for the
same channel and should not be subject
to a lottery. It said that because displaced
licensees are experienced providers of
service to the public, they deserve priority
over applicants who can be presumed to
have had no experience in operating a
broadcast station. It also said that using a
lottery to decide between an existing li-
censee and a new applicant creates an
uncertainty that discourages investment
in LPTV.  If a new channel could not be
awarded without subjecting the displaced
licensee to a lottery, then, Bahia Honda
argued, the Commission should conduct
comparative hearings in which the dis-
placed station is awarded a preference
akin to the renewal expectancy of an op-
erating high power licensee.

The Community Broadcasters Associa-
tion filed comments in partial support of
Bahia Honda's petition (LPTV Report, june
1987).

In a separate petition, WPIX and the
Association of Independent: Television
Stations, Inc. offered a solution to the
problem faced by.displaced stations in a
populous area where all vacant channels
are already appiied for. Where there are
two vacant channels for which applica-
tions are pending, WPIX suggested that
one be allotted to the displaced licensee
wi.ue the other applicants compete by
lottery for the second vacant channel.

Wkhere ther& are several displaced {i-
censees competing for one or few avail-
able channel—="7IX suggeste” that t*

tim reo

licenses. It also stated that granting proc-
essing priorities to displaced licensees
would disturb existing procedures, would
be “manifestly unfair’ to existing appli-
cants, and would not necessarily result in
more LPTV service to the public.

In amplification, the Commission
pointed out that WPIX's proposal would
not only be unfair to existing applicants
by requiring them to re-engineer their ap-
plications, but would also create new
daisy chains and subject them to further
competition when, in fact, a cut-off date

may have passed. Similarly, applying the
comparative hearing process to LPTV
would create a "myriad difficulties” and
“considerable confusion,”” resulting in de-
lay in implementing the LPTV service. %
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Problems are only opportunities in
work clothes.

Henry J. Kaiser

Bogner-20 years,
over 1000 TV transmitting antennas
and still climbing!

In the twenty years since we
Innovated a remarkable slot
array destgn we have suc
ceeded to a leadership role
in TV broadcast antennas.
We had to be better than the
competition. We still are
Today there are over
1000 Bogner TV transmitting
antennas in use, more than
from any other single man-
ufacturer Antennas with a
| long history of trouble-free
| performance and unequal-
led coverage
‘ Bogner antennas come
In every power range and
with the largest number
of standard patterns in
the industry In addition,
Bogner offers hundreds of
custom patterns plus special
designs to meet particular
requirements.

Find out more. Call or
write: Bogner Broadcast
Equipment Corp.. 603
Cantiague Rock Road,
Westbury, New York 11590,
(51¢) 997-7800.

When you need us
we’ll be there.

BOGNER

WE MAKE THEM SMARTER




GBA Cenvention

continued from front page

in earnest Wednesday with concurrent
morning and afternoon workshops. The
exhibit hall was open each day between
sessions.

Audience Research and Local Programming
Win Viewer Loyalty

Today's viewers are apathetic about
television because of the wild prolifera-
tion recently of stations and programs,
said Dick Block, programming consultant

to the National Association of Television
Program Executives and moderator of a
panel entitled "Programming: From Pur-
chase to Placement.” The solution to the
problem of the apathetic viewer, he said,
is solid audience research—a view shared
by the other panelists: Edward Branca,
station manager of KADY-TV, Ventura,
CA; Carole Cartwright, director of pro-
gramming and program operations,
KNBC-TV, Burbank, CA; Neil Derrough,
president and general manager, KNSD-
TV, San Diego, CA; and Charles Larsen,
president-domestic television distribu-
tion, Republic Pictures.

Microwave That
Goes The Distance

No matter what
distance your STL
must cover, M/A-COM
builds a system to fit
your needs. From
2 GHz 10 23 GHz, we
offer products in all
broadcast frequencies.

But we deliver
more than just

hardware—we offet an entire range of support ser-
vices. Qur systems engineers help vou plan the
best—and most economical—system for you. We
help vou with installation. And after the sale we
back you up with technical support—24 hours a day,
7 days a week.

With 20 years of experience and thousands of
radios in the field, M/A-COM is the recognized leader
in mi~vowave systems for broadcasters. For more
info ~ten, contacx M/A-COM MAC, Inc.
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The Wednesday morning panelists also
agreed that local programming is the
most successful in attracting audiences.
According to Branca, "'Your programming
is really your license to do business.”
Cartwright's NBC affiliate buys no enter-
tainment programming; instead, pro-
gramming funds are devoted to producing
local news and specials. Derrough con-
curred: "Produce as much programming
as possible,” he advised, reminding the
audience that local productions need not
be fancy or expensive to be effective.
"You can do outrageous things in LPTV,"”
he said, “"because of the lack of regula-
tion. It's the most exciting part of the
television industry right now, because of
its flexibility.”

Charles Larsen brought the program
supplier’'s viewpoint to the panel. His so-
lution to the problems LPTV stations are
facing in buying programming is to buy in
non-traditional ways. If LPTV stations
bought in the summer months, for exam-
ple, after most fall season contracts have
been signed, syndicators would be able to
offer them the programming that had not
been sold.

Quality Is Crucial In Equipment

Equipping the LPTV station was the sub-
ject of a concurrent morning panel featur-
ing Richard Bogner of Bogner Broadcast
Equipment, Herman Schkolnick of Pana-
sonic, and consulting engineer john H.
Battison. The session was moderated by
LPTV station applicant Charles Holcomb.

Don't be satisfied with a poor antenna
signal. emphasized Bogner, who gave the
audience several ways to improve a sig-
nal, among them, locating close to the
service area, using low-loss transmission
line, using a high gain antenna with heavy
tilt and null fill, minimizing wind load, and
transmitting from the maximum height
possible.

Schkolnick advised broadcasters to
shop wisely for studio equipment. Cam-
eras should be solid-state systems; VTR's
should be adaptable to a one-person
ENG operation and should be capable of
handling a variety of tape formats. The
cost of operation should also be a factor
in the equipment decision, said Sch-
kolnick.

Proper care of the transmitter is crucial,
emphasized john Battison in his remarks.
With good maintenance. a transmitter

last for upwa~ 2318, SO it



cable carriage in a Wednesday afternoon
session featuring Ron Nicholas, general
manager of TV-20 in Olean, NY; Roy
Sheppard, owner of five cable systems as
well as LPTV station K32AP in Jamestown,
ND; and Michael Wright, vice president-
affiliate relations of the ACTS Network.
Les Luchter, managing editor of the cable
weekly, Multichannel News, was moderator.

Nicholas, who pays Warner Cable 5¢/
subscriber/month for carriage, won his
spot on the system by enlisting the sup-
port of his viewers and local politicians.

Sheppard'’s station is carried on 12 sys-
tems, five of them his own. He warned
LPTV broadcasters that cable owners
change frequently, making long-term
dealing difficult. Be as supportive and
helpful as possible, he advised: draft a
sample carriage agreement; offer to help
the cable company install and maintain
head-end receiving equipment. Most im-
portant, air quality programming—
especially local programming—that will
enhance the cable system’s appeal to
subscribers.

Michael Wright, whose ACTS Network
owns or affiliates with 14 LPTV stations,
suggested creating a support structure
such as a board of community leaders
who can help in negotiations with the ca-
ble systems. He cautioned broadcasters
not to engage in adversarial tactics that
would alienate the cable operator, but
rather to help the cable system whenever
possible. Like Sheppard, he advised LPTV
operators air programming that strength-
ens the cable system’s line-up.

Do Do Local News; Don't Rip And Read

Creating successful community news
and public affairs programming was the
topic of a session featuring Dr. Art
Stamler of Ruarch Associates (WI10AZ,
Woodstock, VA) and Mark Osmundson of
MTN Broadcasting (K39AS, Marshalltown,
IA). The panel was moderated by Robert
Horner, an Atlanta-based news consul-
tant and producer.

Dr. Stamler emphasized the crucial im-
portance of local news coverage. "LPTV
stations must be devoted to local cover-
age,”’ he stressed. Stamler also shared

nechsee with the longes? wa L1 service
to the community be given a priority.
Where there is ualy one unused chanrel
and several displaced competitors, WPIX
suggested that the licehisees compete by
lottery, for the channel without.guf.jecting
the process to compet  applications
from additien?’ filing windows.

The Commission denjed bo{g petitions,
saying that since 1970 the “operators of
secondary services have known that the
risk for displacement accompanies their

L
o all.,

Charles Larsen, Carole Cantwright, Dick Block, Ed Branca, and Neil Derrough share ideas on programming negotiation.

several tips about producing local news
inexpensively, among them, using na-
tional weather services to get local
weather information, and bringing a local
angle to satellite-fed national stories
whenever possible.

Osmundson pointed out the value of a
versatile station staff. Everyone should be
able to write, use a camera, and do post-
production—abilities that prevent last-
minute problems should someone sud-
denly leave or get sick.

Horner offered several tips on doing
good newscasts inexpensively. Like
Stamler, he stressed the importance of
bringing the local angle into news pro-
gramming: his suggestions included using
local high school and college students
and teachers to produce and/or comment
on the news, as well as creating a commu-
nity editorial board to do on-air news
comment. Both ideas have the added
promotional benefit of involving the com-
munity in the station.

The Power Of Promotion

Lance Webster, executive director, and
Jay Curtis, member services director, re-
spectively, of the Broadcast Promotion
and Marketing Executives, covered the
basics of station promotion in a rapid-fire
“Show and Tell"'-style special presenta-
tion Wednesday evening.

The two traded dozens of hints on how
to create good publicity relationships
with other media in the community, how
to write news and feature releases that get

printed, how to design effective press
kits, what makes a good station logo, how
to do on-air promotion, how to promote
with contests, and several other topics.
The talk was supplemented with clips of
effective promotional spots from the his-
tory of television.

Careful Planning Is Critical, Say Manage-
ment Experts

Probably the most important element
in a successful LPTV broadcast operation
is planning. That was the consensus
among three Thursday morning speakers
on good station management. Moderated

HEAR! HEAR!

LPTV Conference
Cassettes

ON SALE

#101 Programming: From
Purchasc to Placement
_#103 tlow to Equip Your
LPTV Station
____ #105 The Cable Connection
~#107 How to Develop a News
Department
__ #109 The Power of Promotion
__ #111 Station Management
___ #113 Local Production
#115; Automation & ‘ems
___#11 ThelP1 1 Ch
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f=LPTV

RFT Series Yagis
VHF Hi and Lowband

% Custom engineered to your specifications
% Weather protected for any climate

% Vertical, horizontal or omni-directional
* VHE/UHE single channel or broadband

LINDSAY SPECIALTY PRODUCTS LIMITED

Commercial Antennas

i TS Series
Omni-directional

TZU
UHF

TXGR Series
VHF Highband

50Mary Street, Lindsay, Ontario, Canada, K9V 4S7 (705)324-2196 r~x 705324 5474

Circle (12) on ACTION CARD

Dr. Art Stamler, Bob Horner, Mark Osmundson on effective news productions.

by Steven Schmidt, who is building a UHF
LPTV station in suburban Philadelphia,
the panel featured john Kompas and Ri-
chard P. Wiederhold of Kompas/Biel & As-
sociates, and D. |. Everett, lil, general
manager of W43AG in Hopkinsville, KY.
Kompas advised broadcasters to con-
duct frequent and thorough audience and
advertiser ascertainments, carefully ana-
lyze all competition to the station, and
deal with cable successfully by analyzing

and responding to the cable ~er “¢¢
needs. Wiederhold stressc
detailed strazzgic plan to . l
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start-up operation. He also cautioned
LPTV broadcasters to resist the tempta-
tion to give up a large percentage .of own-
ership out of a desire to get funding at all
costs, and t. stick to.grioritiea ence the
station is running.

Everett offered advice based

on his four years o - find a.pro-
g ming.njche an. "0 it;. make,
‘ales, 2EGoUL s by re-
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est moderates as Larry Irving and Stephen Sharp discuss communications issues in 1989.

Get Out The Philodendron

"Making the Best Use of Your Studio”’
was the title of a concurrent Thursday
morning panel moderated by Bob Lyons
of WO8BV in Columbus, OH. Michael Wil-
liams, production manager for KTNV in
Las Vegas, praised the versatility of an
inexpensive potted plant as a studio prop
and of chromakey as a multipurpose
backdrop. He also suggested doughnut
spots—standard spots containing a
“hole” that can be updated period-
ically—as a low-cost way to handle com-
mercials for clients, such as supermar-
kets, who change ad content frequently.

Ron Kniffin, president of Uni-Set Cor-
poration in Rochester, NY, discussed set
design methods. A studio set should be
functional, stressed Kniffin, creating the
right atmosphere while at the same time
providing a convenient vehicle for graph-
ics or other visuals. He also outlined the
relative advantages and disadvantages of
"home-made'’ sets; custom-made, per-
manent sets; and sets made from mcdu-

‘ar -cusable , ces.

ursday afi- rnoon, Ern¢ ¢’ {unmann,
dent of® " e-Engineeiing Corpora-
{foger Si icime director of mas
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to contact their .-ssic.al represen-
atives. “'Congress doesn’t know about us
yet,” said Pry. "But they have to find out.
We'tr oping to be a major element in the
broaucdsting inaustry,-and we have to
have input into’ commiunications poli-
cies.



Ben Perez, George Borsari, and Peter Tannenwald discuss LPTV legal issues.

out there in large numbers serving their
districts, LPTV will be assured of a perma-
nent home in the spectrum.” The remark
was part of a discussion on general legal
issues of concern to LPTV broadcasters,
among them the pending spectrum
allocations for high-definition television
systems.

George Borsari, partner in the Washing-
ton, DC law firm of Bechtel, Borsari, Cole
& Paxson, warned the audience that the
FCC is probably only one year away from
resolving HDTV spectrum issues. He
urged LPTV broadcasters to watch the is-
sues closely and make their views known
to the Commission. High definition TV
can become an opportunity for LPTV, he
said, if LPTV broadcasters take the lead in
introducing it to the marketplace.

Panelist Benjamin Perez, former legal
assistant to Commissioner Henry M.
Rivera and presently a principal with the
consulting firm, Abacus Communications,
discussed operational requirements for
LPTV stations and explained the syndex
and territorial exclusivity (‘'terrex”) rules
now in revision at the FCC.

Following the Thursday afternoon pan-
els was a "Network Forum" in which rep-
resentatives from eight programming net-
works presented overviews of their
services. The evening closed with a cock-
tail. reception hosted by the Capitol Tele-
vision Network.

Commnustic~tions In The Next Four Years

Frday s o ing operad arly witha

cussion ol how corn:i tions is
p- handled v the . Presic
»
by

3

administration. Stephen A. Sharp, former
FCC commissioner under Mark Fowler
and now head of the communications law
practice of Skadden, Arps, Slate, Meagher
& Flom in Washington, DC, represented
the Republican camp; Larry Irving, chief
counsel, mass media to the House sub-
committee on telecommunications and fi-
nance and former legislative director and
counsel to Congressman Mickey Leland
(D-TX), spoke for the Democrats. Don
West, managing editor of Broadcasting,
moderated.

The discussion centered on three
issues—the Fairness Doctrine, must-
carry, and high definition TV. Irving and
Sharp agreed that broadcasters will have
to accept the Fairness Doctrine if they
want must-carry. Irving said that although
Congress has traditionally supported
broadcasting over other technologies, it is
not willing to trade the Fairness Doctrine,
which it regards as "'the cornerstone of
public responsibility,” for must-carry.

Sharp, however, speculated that both
the Fairness Doctrine and must-carry will
eventually be declared unconstitutional.
A5 -for cable carriage, "The best way to
profits is community service,” he as-
serted, saying that a shift among broad-
casters to an emphasis on community
service wiil ~liminzte the r=ed for addi-
tioral legis'ati

Both speal 4 that the market-
nlace phile: continue at the
_ommisst . Irving predictét g
“soften’ 8" Trn
eSS,
s -
Z C

LPTV Distribution by
State and Territory
October 31, 1988

Licenses CPs*
ALABAMA 4 23
ALASKA 220 34
ARIZONA 10 35
ARKANSAS 5 32
CALIFORNIA 19 67
COLORADO 11 £15)
CONNECTICUT 0 6
DELAWARE 2 1
WASHINGTON, DC 0 1
FLORIDA 18 79
GEORGIA 5 47
HAWAII 1 19
IDAHO 5 42
ILLINOIS 2 25
INDIANA 4 21
IOWA 5 46
KANSAS 3 56
KENTUCKY 5 21
LOUISIANA 3 44
MAINE 4 10
MARYLAND 1 1
MASSACHUSETTS 5 13
MICHIGAN 3 17
MINNESOTA 15 35
MISSISSIPPI 8 14
MISSOURI 7 39
MONTANA 14 43
NEBRASKA 3 14
NEVADA 11 17
NEW HAMPSHIRE 1 5
NEW JERSEY 2 6
NEW MEXICO 8 50
NEW YORK 8 40
NORTH CAROLINA 4 36
NORTH DAKOTA 2 17
OHIO 5 33
OKLAHOMA 15 26
OREGON 14 32
PENNSYLVANIA 6 18
RHODE ISLAND 0 2
SOUTH CAROLINA 0 22
SOUTH DAKOTA 4 17
TENMESSEE 11 a1
il e 25 124
) 15 14
VL 0 7
ViR 2 18
v WA iTON 5 27
, :
|va5. /IRGINIA 0 3
WISCO!M ™I\ 17 27
LIMING 11 47
- n

1t




mission begin to build bridges so that
issues can be acted on effectively.

Both also urged LPTV operators to be
more vocal in letting Congress know
about issues that affect them. “Congress
wants 10 do what it can to help broad-
casters,” said Sharp, "but it doesn't know
much about LPTV."”

LPTV License Applications On The Increase
Says Keith Larson

‘LPTV is alive and well in Washington,”
announced Keith Larson, chief of the
FCC's LPTV Branch, to a standing-room-
only crowd following the lIrving-Sharp
panel.

Keith Larson answers questions about LPTV regula-
tions.

LPTV pioneers Bill Alfonas, Jim Pry, Michael Couzens, and D. J. Everett.

Of the 1,004 applications filed in the
June 1988 window, Larson said, 675 were
LPTV applications. About one-third were
returned for predicted interference under
the Commission's letter-perfect standard,
about one-sixth will enter lottery, and
“exactly 50%' of the window applications
have been proposed for grant by the end
of the year.

The backlog of applications filed prior
to 1984 is down from a high of 37,000 in
that year to just 2,900 now, most of which
are tied up in the land mobile freeze or
awaiting the Mexican border treaty—
which, Larson said, should be signed in
"the next two or three months.”

However, Larson said that the rapidly
increasing number of license applications
is "'the most significant indicator of the
health of the industry.”” He said that there
are now about 540 LPTV licenses out-
standing and predicted that the Co.amis-
sion will soon be opening “three to four”
application windows a year.

On the question of LPTV's secondary
status, Larson said simply, “If it were not
for this, we would not have LPTV." The
secondary status was the trade-off the
Commission made for the service's lack of
regulation. The present mood at the FCC
is to keep the secondary status, at least
until the highrdefinition television issues
are resolved, he sajd. He reassured LPTV

operators, however, that "The FCC cares
about LPTV, about diversity of program-
ming and ownership. We don’t see you as
second class citizens even though LPTV is
a secondary service.”

Larson said that some 300 LPTV sta-
tions displaced by full power or land mo-
bile allocations had moved successfully
to new channels. A few displacement ap-
plications have been turned down, he
conceded, because of predicted interfer-
ence to existing allocations. But, he
added, "We've worked with those appli-
cants so that they can refile.”

Larson predicted more LPTV grants in
the Appalachians and Rocky Mountains
because of the FCC's new ruling allowing
terrain shielding in LPTV applications.

He said that once the backlog is dealt
with and windows are opening three or
four times a year, he would support a
Rulemaking that would allow LPTV major
change applications to be filed outside of
a window.

"I think you need to grow, get stronger,
become more visible, go to the Commis-
sion, go to the Hill.” What regulators hate
worst, he reminded the LPTV broadcast-
ers, is '‘taking something away from
someone."”’

“You guys are going to make it. You're
providing a very valuable service in the
public interest. But don't take things for
granted. Keep coming back.”

Pioneers Stress Economical Management

Four LPTV pioneers were featured in
the final panel of the convention on Fri-
day. Michael Couzens, who as an FCC
staff attorney was one of the three origi-
nal architects of the LPTV service; D. |.
Everett, 1l of W43AG, Hopkinsville, KY;
and James' Pry, Il and Bill Allonas of
W54AF and W22AE, Bucyrus, OH narrated
their experiences with the early LPTV in-
dustry.

Couzens reminded the audience that
"LPTV is economically powerful to the ex-
tent that it is economically efficient,” and
cautioned prospective operators not to
over-extend themselves financially. Ever-
ett offered practical advice on how to op-
erate a station inexpensively: "“You don't
have  have the biggest tripod to do the
best , Pry and Allonas, who started
“ v stations "'on the cheap’ ("We even

rooar hales ‘) emphasized



“=== When you go into low power television...
go in strong with TTC transmitters.

TTC offers a full line of outstanding television transmitter/translators:

» XL 100U—For 100 Watt UHF TV, the XL 100U is 100% solid state
designed for unattended operation in remote and hostile environments.

« XL 1000U—Long term reliability, performance, and advanced capabilities
make the XL 1000U the best selling 1000 Watt UHF transmitter in the world
It can be used as a translator with VHF or UHF input, or as a transmitter for

XL 1000U 1000 Watt |
XL 100U 100 Watt

UHF, or modulator input.

use with satellite, microwave or audioivideo input.
« XL 10U and XL 20U—These ‘‘power

flexible”” 10 Watt and 20 Watt units are e
TTC's most affordable, featuring VHF,

s

« Compact design
+» Full VSWR protection
» Low power consumption

The quality is TTC.
TELEVISION TECHNOLOGY CORPORATION

For free product literature or additional information, call or write:
P.O. Box 1385 « Broomfield, CO 80020
(303) 665-8000, Ext. 202

XL 20U 20 Watt
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FCC Investigates Broadcast Application Abuses

Several apparently fraudulent- broad-
cast applications have been targeted for
investjg=*on by the FCC's chief adminis-

& d «dge as part of an effort to
- & ‘asters and their attorneys
1 jon abuses will not be toler-

gation, to be completed by
ath a report to the Commis-
- the end of the year,
ons that appear to

half of orv:  the

«~d Booze,..: Cen-
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AERTES
athe:

ny

Y ITRNOY

Ja
da
anli-

processes. "The filing of false information
and applications for purposes of settle-
ment with the Commission violates our
rules, wasies our resources, and injures
bona fide applicants and the public. We
will not countenance such abuse,” said
Patrick.

Fraudulent applications may be sanc-
tioned by the FCC and may also be re-
ferred to the Department of lustice for
possible criminal prosecution. Fraudulent

participation by attorneys may result in
disbarment from practice before the FCC.

Boozer, as sole stockholder and presi-
dent of Paradise Broadcasting and Com-
munications Systems, Inc., was earlier
found to have misrepresented his finan-
cial qualifications as an applicant for an
FM construction permit at lllion, NY. It
was after this finding that he began filing
applications under false names, alleges
th- “ommission. (wm)

Renewai Processes Under Scrutiny

The FCC has issued a second Further
Notice of Inquiry.and a Notice of Pro-
posed Rulemaking seeking ways to elimi-
nate abuses of the ‘enewal process. The
proceedings are prompted by the Com-
mission’s concern that parties may be fil-
ing competing applications and/or peti-
tions to deny a renewal application in
order to reap mcnetary settlements for
nre *o raise valid questions

icensee’s ability to

serve the public.

Chairman Dennis Patrick, in" a stadte-
ment issued with.the announcerent, con-
demned the “murky and’’inconsistent’
comparative renewal process now in use
and expressed his commitment to reduc-
ing its complexity and potential for abugé :
| strongly urge those who have fallen
prey to abuse of our processes to file in
this docket,” he said.

o
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Understanding Videotape Machines

—by Michael J. Havice, Ed.D.

The videotape recorder/player is one of
the most important components of tele-
vision station operation. Television sta-
tions transmit most of their programming
from sources that are not “live”; there-
fore, a recording/playback medium of
some type has to be used. Even the most
frequently produced 'live"” product of
American television, the evening news, is
dependent upon recorded sources for
program material.

A basic understanding of how broad-
cast quality videotape recording/playback
machines work and how they are used in
the production, editing, and transmission
process will help you decide which kind of
machine to buy and what to expect of it
when you use it. This article explains 3/4"
and /2" video cassette recorder/player
(VCR) formats and how they operate in
different production environments.

Videotape Formats

A videotape recording is composed of
distinct audio, video, and control infor-
mation. Each piece of information is
stored as an electronic signal on its own
individual “'track’ on the videotape. The
tracks are like parking spaces for techni-
cal information. In the case of audio,
there are two separate tracks for record-
ing audio information.

A videotape recorder creates distinct
video and audio tracks during the record-
ing process. During playback, the video-
tape player recreates, or "'reads,” the im-
ages and sound information from the
recorded tracks. While a videotape re-
corder is recording, a ‘‘control track”
—which contains synchronization infor-
mation (sync)—may also be recorded.
This control track is necessary for accu-
rate playback during videotape editing.

Some videotape recorders will place an
additional “time code address” track on.
the tape. Time code address makes it
possible to identify each frame in nhours,
minutes, seconds, and frame numbers of
elapsed tape. A videotape recorder/
player must have the ability to create and
play back a time code address jf a time
code gznerator is to be used.

The JVC BR-S810U S-VHS editing recorder.
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Each of these tracks takes up space on
the videotape. If the tracks are too close
to one another, there may be video or
audio “bleeding.” That is, if the tracking
is out of alignment, a second machine
may not be able to “read’ the recorded
track without also partially reading a
neighboring track.

The format designations, /2" and 3/4",
refer of course to the width of the video-
tape; but format also involves the ar-
rangement of tracks on the tape. Figures |
and 2 illustrate the tracking arrangement
for 3/4" videotape and !/2" videotape, re-
spectively.

Tape Path
T >

— Control Track

34
l 1 i

Time Code
Address Track

z E—— i, gy Sy s
, o
/ 7/ / V, //;// /  VIDEO TRACK //',//57

\_- Audio Channel 2
Audio Channel 1

Figure 1: 3/4" U-Matic Videotape Format

Tape Path

Audio Channel 2
/ /— Audio Channel 1

] et e S

//// VDEO TRACK /1 1/

" Control Track

Figure 2: 1/2" Panasonic Videotape Format

The “bleeding’” problem described
above involves an incompatibility in the
tracking of the machines. The arrange-
ment of record/playback heads deter-
mines format compatibility between ma-
chines using the same tape width.

For example, imagine placing two audio.
channels on the top of the tape and leav-
ing the time code on the bottom. The
tracking of the recording mechanisms in
this case would look as if the top and
bottom of the example in Figure | were
reversed. And the video signal uack
would fall lower on the tape than it does
in Figure [. It would be imrossible to
record on a machine tracking according
to the design of the U-matic tape in Figure
I and play back on the playback tracks
described earlier. The recording/playback
tracking of the two machines are incom-
patible.

Other reasons for format incompatibil-
ity involve electronic considerations, such
as which signals, and how signals, are put
on tape. For example, information re-

corded on !/2" format tape is recorded
differently for M-11, Beta, and VHS record-
ing formats. Individual companies have
their own philosophies about the elec-
tronic transfer of information to tape, and
you may want to ask a video engineer to
explain the technical differences in elec-
tronic terms.

It is also wise to consult a video engi-
neer before purchasing any videotape
equipment for your station. The engineer
can make sure that a prospective pur-
chase will be compatible with your exist-
ing production and editing equipment. In
most stations, standards in recording for-
mat are established in order to ensure
consistent technical quality and efficiency
in production.

Interchangeability?

What's the difference between 3/4" and
I/2" formats? The first is the obvious dif-
ference in the width of the tape. For that
reason, the formats are not interchange-
able. Secondly, a 3/4" format allows for the
recording of more video and audio infor-
mation just because it is wider. Think of it
this way: The width of the tape corres-
ponds to the amount of room available
for signal recording. Therefore, a 3/4” re-
cording format allows for a greater fre-
quency response range and separation
between signals than a !/2" recording for-
mat does.

When !/2” formats were first introduced,
technological compromises were made to
accommodate picture and sound repro-
duction on the /2" tape. Today, generally
speaking, that is still true. However, re-
cording, as well as tape, technology has
improved to the point where /2" record-
ing and playback formats meet broadcast
transmission standards. (Of course, there
have also been corresponding improve-
ments in 34" technology.) In fact, techno-
logical quality has advanced to the point
where some high-end /2" viJeotape ma-
chines match or exceed the technical per-
formance of low-end 34" machines.

The operational difference between 3/4"
and '/2" VCR’s used to be pictrre quality
because of the limitation o1 /2" video-
tape width. The Super V.. S-VHS) tech-

Sony's VO-5601.



be allowed.

perfect.
Grand Opening.

Guaranteed Right.

More and more LPTV broadcasters are
calling on Kompas/Biel & Associates for profes-
sional application preparation.

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

Soon the FCC will announce a new filing

e Misteak.

That's all it takes to get your LPTV appli-
cation kicked back without consideration.

Applications must be letter perfect upon
submittal; corrections and re-submittals will not

industry.

Call Kompas/Biel & Associates and avoid
the chance of a costly ... mistake.

LPTV market analysis, engineering
and business planning also available.

window for LPTV applications. Join the hundreds
of entrepreneurs aiready staking their claims in
television's newest frontier.

Call the leading consultants to the LPTV

Kompas/Biel & Associates, Inc.
1-414-781-0188

PO. Box 25510
Milwaukee, W1 53225-0510
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nology, however, has addressed this limi-
tation by technically solving the problems
relating to signal quality and color sepa-
ration. But solving these problems has
introduced the new problem of the S-VHS
format.

The obvious rule is that formats—?3/4",
/2" VHS, and '/2" S-VHS—are not inter-
changeable. Even if tape width is the
same, formats may not be
interchangeable—Beta and VHS, for ex-
ample. Although an S-VHS machjne will
record and play back a VHS tape, the
quality of the signal will not be as good as
the quality that would be obtained from
the same michine if S-VHS recording
tape were used.

Types Of Videotape Machines
Videotare ~achines fall into three

categs s—productinn. aditing,
o it wh

Production equipment, itself, is broken
into two sub-categories—studio produc-
tion and field production, which includes
electronic news gathering (ENG) equip-
ment. Both categories demand a high
quality machine that will record the best
quality images for later playback.

In field production, the recorder may
be bounced around in racks, in a van, or
on the back of a VCR operator; so it must
be durable as well as reliable. Field re-
corders are lighter and more compact
than studio production recorders. Their
technical strength lies in their ability to
record images and sound which meet the
highest technical standards. Their de-
signs emphasize compact:form and supe-
rior audio and video recording perform-
ance.

Studio recorders, however, live in a se-

vironment. Because they
»unced around or

The new Hitachi VL-S100 S-VHS recorder.

exposed to extremes in temperature,
dust, and humidity, they can have more
sensitive features. Their main function,
recording and playback of video and au-
dio, must still meet strict technical stan-
dards, but they can have additional op-
tions and features that enhance the
treatment of recorded signals.

Post production, or editing, requires
the manipulation of recorded images with
other technical sources (graphics, ADO,
keys...) for the purpose of “'packaging” a
finished presentation. In post production,
an original image may be copied as many
as four times on the way to becoming a
finished product. This causes losses in
signal quality, a serious consideration be-
cause of the effect on the station’s on-air
image. Thus post production machines
must reproduce recorded images without
great signal loss or the addition of exzes-
sive machine error. 7

The requirements for playback VCR's
are the opposite of those for production
units. The primary responsibility of the
playback VCR is to provide the best dudli-
cation of signals on the finished Adeo-
tape. Thus, high quality audio and video
output is the primary criterion for evaluat-
ing a playback VCR. Obviously, the per-
formance of the playback VCR also de-
pends upon the technical quality of the
recorded information it is to duplicate as
well as its own technical performance.

In summary, the primary responsibility

LPTV Report / November 1988 / 17



of a VCR is to record technically stable

Ser ullbiae [ LY images and audio for later manipulation

CRUSIOU V0RO VO BBho BV 850 or distribution.
V'%Eﬁdwidm _____ - FM Recording - - - - - - - Analog vs. Digital Recording
SN
gp e In analog technology, all video or
Eepleniong et B et S sound information, including noise, is re-
s corded. Digital recording technology dif-
SP 340 fers from analog in that a sampling tech-
gonvemional 260 250 260 260 Video information reported nique is used to assign digital values to
o0 ifihelcolormoce: the signal only. Noise is virtually elimi-
S/'gp . nated in this process because gqu the
S signal is sampled. Therefore, a digital re-
Cogenticral 4608 k03Bl W4sdB BORD cording reproduces a clearer video or au-
Ofem ¢4 (AVTE 0515 56]rmis dio signal during playback.

Frequency Resp.
P 50Hz to 15KH , ,
2 Ty Selecting A Video Recorder/Player

s
Conventionat - 15Hz — 15,000Hz - - - - - 50Hz to 15KHz
To evaluate a VCR, try it out under the
VHS AND S-VHS operating conditions in which it will be
1/2" VIDEO RECORDING expected to perform. In an “on-site’” trial,
JVC VHS JVCS-VHS  SHARP S-VHS  PANASONIC VHS ~ PANASQNIC S-VHS ou can determine the quality of video
BR-8600U BR-S810U XA-25008 AGE500 AGT7500 y . ' quality
recording and signal duplication, as well
VIDEO FM RECORDING as what will be required of station person-
e R nel during the unit's operation. The best
F RS T 4508 VCR for a particular television station is
Conventional 4508 4508 the VCR that meets that station's specific
Horizontal production and distribution needs.
Resolution
SP
S 400 400 400 .
Conventional 240 240 The accompanying glossary and com-
AUDIO parison tables may help you organize your
SIN = thoughts as you make your VCR purchas-
sp 4 . I
S 44dB 80dB HiFi ing decisions
Conventional 44d8 48dB Normal 48dB Normal
el Carrier frequency range: Sometimes
Wow & Flutter 0.25% H i
P p— called ba.ndWIdth. A higher MHz
wrms 0.005% means an improved picture.
wrms — . . .
Lines of resolution: More lines of resolu-
Frequency : b q q
s tion create a better opportunity for im-
2 ol proved picture quality and detail.
Hz 20-20,000Hz 50-12,000Hz Signal-to-noise ratio (S/N): Picture
Conventional 20-12,000Hz 50-12,000Hz

graininess-measured in decibels (dB).
‘ine higher the number, the better the
relatic:.ship of signal to noise (inter-
fe ence) cn tre tape.

Tape requiremeris: Some newer VCR's
perform better wnen special tape is

oy “ ¥ I e} a1 - n
toa sophlstlcated o o T i
3 G technical quality

Character gen . i or Y ..' ‘ Recording of luminance: The higher the
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sigral ge wxn. The resu't ic a re-
cording wi nance informa-
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—by John H. Battison, P.E.

This column is based on the talk that |
gave at the First Annual LPTV Conference
at Las Vegas in October. The occasion
was the seminar on equipping an LPTV
station, and my presentation was about
transmitters.

Transmitters are a very important part
of the overall television transmission
picture—whether an LPTV or a high
power operation. They form the major
part of the total transmission line. But
despite their importance they should not
be considered alone.

For this purpose we assume that the
studio equipment is producing a perfect
video signal, and the final link—the trans-
mitter, transmission line, and antenna—
must be regarded as a single unit that is
“transparent’”’ to the video signals.
“Transparent’ is a fairly new catch word
in the television vocabulary; it means that
a piece of equipment has no discernible
effect on the video that passes through it.
For example, a transmitter that distorted
the synchronizing color burst signals
could cause incorrect colors or even no
color on the receiver. The list of possible
degradations caused by improper trans-
mitter operation is long.

Should You Buy Used Equipment?

The choice of manufacture: varies de-
pending on the band, and to a lesser ex-
tent, the power. In VHF operation, the
present maximum transmitter output
power (TPO) is 10 watts. One's choice is
also limited by the number gf LPTV trans-
mitter manufacturers. ’rice is somewhat
controllad by the same limits. However,
sometimgs_ ghe circumstances of -the
transmissjon system m ke possible to
buy eqyipment ty discount.”

For {nRiange vho used mul-
tipl o~ c(f fogdiag.sep-
He dag,
= alld
plav- the ma-

chine 1s expecteu .. do. A production
recorder preserve« in »ges on tape for
later editing. The .. ny¢ VCR plays back
an imageic  one machine and recerds it
on a'second machikie (In some cases, as
many as five VCR's san bé playback
sourccg for v..e editing recorder.}) The
playback machine must reproduce the
best signal possible from a recorded tap
so that the edit recorder can capture ...
best possibie image and record it on
other tape.

Some time ago the market was full of
used transmitters from LPTV's that had
gone dark. Now the supply has de-
creased. If you do buy a used transmitter,
be sure to confirm that it does not require
three-phase AC power. Providing three-
phase AC power to a transmitter site can
be quite expensive.

One of my clients bought a new TTC
100-watt unit when he went on the air and
added a 1 KW amplifier when he in-
creased power. Then when he obtained
his second channel he bought a used 1
KW transmitter which, after being retubed
and retuned, was very satisfactory.

Transistors Vs. Tubes

There is no doubt that transistorized
transmitters are preferable. However, not
many are being made yet in UHF. In the
tube type, | prefer models using an
American-made tube in the final output
stage. This preference is based on experi-
ence over many years with a transmitter
that used a foreign-made tube. It was
necessary to replace this about every year
at prices that rose from $3,500 to about
$5,000 over the period. This was for a
transmitter where full power output was
obligatory. In the case of an LPTV opera-
tion, it would be possible to operate
longer at a lower power output and ac-
cept slightly less coverage for a longer
time.

Transmitter prices have come down
since LPTV first started. At NAB this year |
wds offefed well-known equipment at
$43,000 for a I KW transmitter; prices
frém’,-other manufacturi® varied up to
around- $58.000. Buying a transmittes is
like buying a Car--the price is.ger’ .y
amazingly negotfbe!

I said éhrlier th=

should Jnit
15 smjss”
r
cure physical
do not have to be &
nosdEand

. 1ge larger hose
£ end and does not
W _ne sam¢ with coaxial”
or line ha‘s,-‘higher losses
ers less power fo thg anterina,,
. 4ine generally gives-probléms.
e Ty

iin H. Battison, P.E!is.pfesident of John
Battison & Associates, Gonsulting Engi-
neers, in Cultmbus, OH. {we)

Prime Image
Appoints New
Marketing Head

Charles J. Motta

Charles |. Motta, |r. has accepted the
position of vice president of marketing
with Prime Image, Inc., a Saratoga, CA
manufacturer of time base correctors and
frame stors. He will be responsible for
working with East Coast and off shore
dealers. [wa]

Sony Names
New Midwest
Regional Manager

Terry Younce has been named the new
Midwest regional sales manager for the
Broadcast Products Division of Sony
Communication Products Company.

Based in Chicago, Younce will handle
Sony broadcast product sales in the 13-
state Midwest region. LU

Another Radio Fined
For Bingo Ads

The Federal Communications Commis-
sion has upheld a Mass Media Bureau
action fining Windsor Communications,
Inc. $5,000 for broadcasting bingo adver-
tisements over WHSM-FM in Hayward, WI.
The radio aired ads for bingo games
sponsored by the Lac Courte Oreilles
“Tribal Government.

“~ection 73.1211(d)(1) of the FCC's Rules
sbfines a lottery as ''the pooling of pro-

sede < -ived from the sale of tickets or
es ond allotting those proceeds or
TCoR chance to one or more

1ce takers or ticket purchasers. It
n¢ " include the placing o~ .ccepting
wasep? on spotinesevents or

~ Tottery
=orfans the & harice,
ranu-consideration.

4 type of

ottery. f
‘Tartier this year,’the.Commisgjon im-
pesed $6,000 #..v.‘u ongtwo_other radfos
ALPTV Report, juhe - 1988) for p sitoting
lotteriés ‘sponsored by Native Amwérican
tribes; one:pf whom- had afgued that In-
djan tribes were exempt from the prohibi-
tion under the‘clause in the law that ex-
cepts "‘state-conducted” lotteries.  [we|
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LP1V and the LAW

Telco Video Systems: Should They Be Authorized?

—by Peter Tannenwald

On September 22, 1988, the FCC pub-
lished a proposal to allow telephone
companies to provide video programming
services—in other words, to get into the
cable TV business. The implications of
this proposal could be profound for the
LPTV industry. It could result in a new
monopoly that makes the local cable sys-
tem look like a rank amateur and estab-
lishes a new and formidable barrier to our
entering the viewer’'s home. Or it could
introduce local competition that will
result in a race between cable and the
telco to see which one can deliver the
most LPTV signals to their customers the
fastest.

Broadcast Industry Loses
In Sanyo Appeal

The U. S. Court of Appeals, D. C. Cir-
cuit, has upheld an FCC ruling that Sanyo
Corporation’'s two-channel television re-
ceiver is exempt from the All-Channel Re-
ceiver Act of 1962 under which devices
designed to receive broadcast television
signals must be able to receive all chan-
nels.

The Sanyo device, which is no longer
being marketed, received only broadcast
channels 3 and 4 and was intended to be
used as a display terminal for home
VTR's, personal computers, and similar
image sources.

The Community Broadcasters Associa-
tion had joined the Association of Maxi-
mum Seivice Telecasters and other

groups in 1 br ¢ file 4 in May urging that
the rec iver i d the All-
Channel Aci (LPTV Re; wt, June 1983)

The main~argument was-that cabfe sub-
scribers using the receiver would" be de-
prived of access to any ovér-the-air sig:
nals that were not being carried on their
cable system.

However: the Court of Appeals agreed
with the FCC that since the device was not
originally intended to receive any chaf-
nels except 3 and 4, it should ‘not be
subject to the All-Channel Act.
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Telco video systems will not happen
overnight. Right now, they are against the
law. Moreover, the ATET divestiture court
decree prohibits the Bell Operating Com-
panies, or BOCS, from supplying video
material. They can only deliver material
furnished by others.

FCC Favors Telcos

The FCC is not daunted by these obsta-
cles. In its proposals, the Commission has
made it clear that it favors letting telcos
loose to do as they please, with only mini-
mal restrictions. If a statute and a court
decree stand in the way, then they should
be changed. Moreover, the statute in-
cludes an exception for telcos in rural
areas, and it may be possible to grant
waivers, so there is a chance to get
started even if Congress does not act.
Indeed, the FCC has in mind granting
waivers whenever a telco promises to
bring new broadband technologies to the
home with a service that is switched at a
central office, can deliver multiple video
signals, and is available for use by inde-
pendent service providers.

And if the FCC cannot get local telcos
into the business, they plan at least to
interpret the statutory cable/telco ban to
exclude AT&ET, thus giving ATET the op-
portunity to offer video services.

The FCC’s theory is that cable is a mo-
nopoly that has proved difficult to con-
trol. Perhaps the best, if not the only,
practical way to control cable is to let
someone else play the game. But over-
building a cable system is no joke. The
FCC feels that the only other party that
has the economic resources and is seri-
ously likely to take the risk is the tele-
phc + companyv. While the telephone

co! its=2lf could he > an uiides ¢
ar ly. the

is un Sappe

ready -

will alm

on the scer D]

Dial Your QOwn Pi ilton, Steve Wein-
The telcos seem

FCC that the'UmL‘t__

behind the rest of tk.

4 and custom-
antennas.

get optical fiber into everyone’s home
soon. And only they have the money and
the willingness to make the required in-
vestment. The FCC foresees a ‘video
dialtone’’ service, where you can pick up
your videophone and dial whatever pro-
gram or other video service you would like
to watch or use any time you like.

What does the prospect of telephone
company video services mean to the LPTV
industry? That is not an easy question to
answer. As part of the analysis, I would
pose the following questions:

1) Do you think that telcos will be more
likely to carry LPTV's than cable systems?
Telephone companies have traditionally
been oriented toward carrying and deliv-
ering as much traffic as possible. Will that
attitude translate into greater LPTV car-
riage than the cable TV industry has pro-
vided, or will telcos change their stripes
and try to keep us off their systems so
that they can develop and market their
own program origination services?

2) Telcos are accustomed to charging
for their services. If they do carry LPTV's,
will they charge the LPTV station, just the
viewer, or both? If they charge us, will the
amount be more or less than the very high
prices that some cable systems are now
charging for carriage?

3) If telcos compete with cable, might
the competition be based in part on how
many signals the system can deliver, thus
starting a race to see which system can
deliver LPTV signals first?

In other words, are we better off with
competition because it will stimulate car-
riage of LPTV's, or will competition just
bring more advertising sales people into
the market to dilute our revenue sources
even further?

[he FCC has inviti.

posals. If you want
iginal and f
3 '&e—
Rochester, N1 G4 .
(716) 724-37 3

Contacts: Milt Jones, George Winter,
Ren Stone

ments on its
. se

P

Manufactures and distributes Eastman
professional video tape for all broadcast
applications.
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EXHIBITORS

1988 Community Broadcasters Association Convention & Exhibition

To a booth, exhibitors at the First An-
nual CBA Convention & Exhibition were
well-pleased with the results of their ef-
forts. LPTV broadcasters were in a buying
mood throughout the four days of the
exhibition.

Those of you who were unable to attend
can still contact these companies for in-
formation about their products. Below, in
alphabetical order, are the exhibitors and
a brief description of the products of
each.

In addition, we have listed contact in-
formation for the nine programming net-
works represented at the Convention.

Acrodyne Industries, Inc.
516 Township Line Road
Blue Bell, PA 19422
(215) 542-7000

Contacts: lohn Delissio, Dave White, Joe
Wozniak

A low cost
alternative for
two-way
communications

e 96’ self support, delivered
to your door for $1500

* Designed to meet your
unique requirements

* Rugged, dependable
triangular construction

Give usacall

TRYLON

Manufacturing Co. Ltd.

P.0.Box 186

21 Howard Ave.
ELMIRA, Ontario
Canada N3B 2726

TEL.(519) 669-5421
FAX(519)669-8912

Delivery included to most major
centres in the continental U.S.

3 = W AV /)L\
AN MV RY VALY

VA

\

[~

/
/
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Acrodyne manufactures TV transmitters
for LPTV broadcasters, and offers com-
plete RF packages and turnkey installa-
tions. The product line includes the
Model TLU/100T 100-watt solid state UHF
LPTV transmitter, and the Model TL/10T
[0-watt VHF LPTV transmitter.

Ad Dynamics

3448 Columbus Road
Wooster, OH 44691
(800) 332-8727

Contacts: Debbie Fenton, Robert Holtz-
claw, Ken Jackson

Ad Dynamics is a marketing company
with an in-house television production fa-
cility. It currently offers a half-hour weekly
strip entitled *'Wild in the Kitchen,” avail-
able for syndication to LPTV operators by
the first quarter of 1989. Also available is
a weekly outdoors program for the third
quarter of 1989. A new daily game show,
"“Celebrities,” will be ready for airing in
January 1989 and stars host Tony Peter
Hoty of ABC's “"Allo My Children.” The
company will also be offering an extensive
movie library.

Adams-Russell Electronics Company,
Inc., ARVIS Division

300 Second Avenue

Waltham, MA 02154

(617) 890-5850

Contact. Roger H. Strawbridge

Automated video insertion systems,
programming and motion picture auto-
mated playback systems.

Army & Air Force Hometown News
Kelly Air Force Base, TX 78241-5000
(512)925-6261

Contacts: James Ammons, Larry Gilliam,
Don Crites

Produces and distributes new features
about members of the American armed
forces. Productions are distributed to
television stations in service members’
hometowns.

Bogner Broadcast Equipment
Corporation

603 Cantiague Rock Road
Westbury, NY 1727

(516) 997-7800

Contacts: Car~l Hamg
stein
Manufactures s
designed LPTV b+
S
2

Broadcast Promotion & Marketing
Executives

6255 Sunset Boulevard, Suite 624
Los Angeles, CA 90028

(213) 465-3777

Contacts: lay Curtis, Spencer Mains,
Lance Webster

BPME is a non-profit professional asso-
ciation of broadcast station publicity, ad-
vertising and promotion executives.
Sponsors an annual convention and pub-
lishes a monthly magazine. An idea
library/resource center is available for
members.

CASCOM, Inc.

707 18th Avenue South
Nashville, TN 37203
(615) 329-4112

Contact: Timothy ]. McGuire

CASCOM features the Select Effects Li-
brary containing over 2,000 animated ef-
fects. The world leader in syndicated ani-
mation also offers station image
packages, news and movie openings, and
thematic sales tags packages. CASCOM
has served the broadcast industry for ten
years, with products in over 150 U.S. mar-
kets and 80 countries around the world.

Discount ‘Video Warehouse/Roscor
Corporation

P.O. Box 36

Mount Prospect, IL 60056

(312) 299-5258

Contacts: Marc Grossman, Ed Lamarre

Design and supply of low power trans-
mitters, towers, antennas, transmission
line, satellite receiving antennas, video
and audio production and studio equip-
ment, plus complete turnkey installation
of the above.

Diversified Marketing
3918 West Clearwater
Kennewick, WA 99336
(509) 735-6812

Contact: Aaron Davis

Broaccast quality microwave studio-
to-transmitter links and portable micro-
wave video/audio transfer systems.

Eastman Kodak Company
243 State Street
‘L1AAR])



EMCEE Broadcast Products
P.O. Box 68

White Haven, PA 18661
(717) 443-9575

Contacts: Paul G. Anthony, Jr.,
Robert P. Luka

Complete line of LPTV transmitters,
along with a new line of low cost transmit-
ters and translators. The company is also
introducing a new line of satellite receive
equipment.

Kidd Communications
4096 Bridge Street, Suite 4
Fair Oaks, CA 95628

(916) 961-6411

Contact: Chris Kidd

Sales and service of Television Tech-
nology transmitters, Bogner antennas,
Scala antennas, M/A Com video micro-
wave systems, Cablewave transmission
line plus everything you need to complete
your LPTV transmission package. Also
LPTV application services, brokerage/
sales services, and shopping network af-
filiation. Used equipment available also.

Kompas/Biel & Associates, Inc.
P.O. Box 25510

Milwaukee, Wi 53225

(414) 781-0188

Contacts: John Kompas, Jacquelyn Biel,
Al Leon

Publishers of The LPTV Report; consui-
tants and brokers in the LPTV market-
place. &

Lindsay Specialty Products

50 Mary Street West

Lindsay, Ontario, Canada K9V 4S7
(705) 324-2196

Contacts: Neil Evans, Koert Koster, A.
Gordon Zimmerman

Manufacturer of LPTV antennas—1
watt to 1000 watts for UHF/VHF/FM ire-
quencies, U/N/FM CATV/LPTV/MATV re-
ceive antennas, consumer domestic an-
tennas, towers, and mounting hardware.
Manufacturers of LPTV combiners and
splitters, 1W to 1000KW, and single chan-
nel pre-amps.

Lines Video Systems, Inc.
219 South Jefferson
Springfield, MO 65806
(417) 862-5533

Ready.
Get Uni-Set.
Go.

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

Design vour set using the Uni-
Set® Planning Model, working
out your camera angles as you go.
Then vour studio floor people
can casily assemble the tull-sized
modules into a workable setting
in record time. The Uni-Set®
Graphic Design System
completes the transtormation. In
only a few hours you've gone
from an idea to a finished,
camera-ready setting,

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

NN = . 2= 2NN
WZ10 Ml =7 \N= |l
CORPORATION
449 Avenue A

Rochester, New York 14621
(716) 544-3820

Circle (29) on ACTION CARD

NATPE International

10100 Santa Monica Boulevard, Suite
300

Los Angeles, CA 90067

(213) 282-8801

Contacts: Shelli Alspaugh, Phil Corvo

NATPE International is a professional
membership organization for television
program executives. Member benetfits in-
clude an invitation to attend the tele-
vision industry's most influential trade
conference and an opportunity to paitci-
pate in regional seminars. Members also
receive several informative publications
providing data on program distributors,
station reps, and U.S. television stations.

RFD-TV, .Inc.

2615 Farnam Street
Omaha, NE 68131
(402, 345-2322

k-Gottsch,
<

for and about ru-
que 24-hour, 7-
“g contains de-

America, among other features. Programs
of interest for the whole family.

Television Technology Corporation
P.O. Box 1385

Broomfield, CO 80020

(303) 665-8000

Contact: Alexander De Lay

Television Technology Corporation is a
marufacturer of VHF and UHF LPTV
transmitters. Solid state design up to 100
watts VHF, 300 watts UHF, and efficient
single-tube 1,000 watts UHF provide
qua! and reliable performance even in
remote, hostile environments.

Uni-Set Corporation
449 Avenue A
Rochester, NY 14621
(716) 544-3820

Contacts:-Ronald D. Kniffin, Karl R. Wittie

UNI-SET is a modular staging system
that provides any studio with a creative
medium with which to rapidly design and
arrange an unlimited variety of studio set-
tings. Precision constructed of high qual-
ity materials, the system consists of
twenty-six pieces that can be safely ar-
ranged and illuminated to achieve any
visual effect.

continued
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US CommStruct, Inc.
206 State Street
Binghamton, NY 13901
(607) 724-0391

Contact: Terry Armant, James H. Lewis

US CommStruct is a telecommunica-
tions construction company offering com-
plete turnkey construction, including site
acquisition, engineering, civil works, ma-
terials acquisition, and electronics instal-
lation.

Video Service of America
6929 Seward Avenue
P.O. Box 29109

Lincoln, NE 68529

(800) 888-2140

(402) 467-3668

Contacts: Lisa Honnor, Sandy Shelton,
Janelle Strombeck

National wholesale distributor of 3M,
Sony, Ampex, Fuji, Maxwell, and TDK
video/audio tape; Panasonic industrial
and consumer, JVC industrial, and Sony
industrial and consumer video equip-
ment; Panasonic CCTV equipment; video
cases, bags, shelving, lighting and tri-
pods, and photo lamps. An Inc. 500 Com-
pany, Video Service is the second largest
tape distributor and one of Panasonic’s
top dealers in the nation. Great prices,
superior customer service, excellent re-
pair service, and prompt delivery. [wm|

PROGRAMMING NETWORKS

In a special CBA Convention session,
each of the nine companies below pre-
serited their program offerings to the
LPTV industry.

ACTS Satellite Network
6350 West Freeway
Fort Worth, TX 76150
(817) 737-3241

Contact: Michael Wright

Capitol Television Network
22251 Marlin Place
Canoga Park, CA 91303
(818) 992-8807

Contact. Jon F. Elliott

Channel America

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

(212) 262-5353

Contact: David Post, Robert Mauro
Country Music TV
2096 Edgecumbe Road

St. Paul, MN 55116
(612) 699-0879

Contact: Patrick Dolan

Omaha, NE 68131

Telemundo Group

New York, NY 10019
(212) 492-5500

Contact: Charles Curan

Video Marketing Network

Sarasota, FL 34231

FamilyNet

P.O. Box 2251
Lynchburg, VA 24501
(804) 845-4146

Contact: David Lewis

The Learning Channel

1525 Wilson Blvd., Suite 550
Roslyn, VA 22209

(202) 331-8100

Contact: John McLaurin

RFD-TV
2615 Farnam Street

(402) 345-2322

Contact: Patrick Gottsch

1740 Broadway, 18th Floor

2477 Stickney Point Road, Suite 319B

(813) 923-3722
Contact: Robert F. Murley

Kodak Executive

"We shouldn’t accept a worldwide
standard which limits the artistic poten-
tial of the next generation of filmmakers,”
said Joerg D. Agin in a recent speech be-
fore an international convention of film
school administrators at the University of
Southern California in Los Angeles. Agin
was recently appointed a corporate vice
president of Eastman-Kodak and general
manager of Kodak’'s Motion Picture and
Audiovisual Products Division.

“The educational community should
understand the limitations as well as the
pci=ntial of the various high-definition
television systems currently being nre-

2y.
The Federal Co.... L
sion has issued a stron

broadcasters ti. ayola

law and will nc o tolelated.
noun err comes = the heo
indictr n the U.8. District Co

Los Ange s of four persons as are

a ...o-year ipvestigation. One of the

is chaiged with trading ‘cash and ¢
caine’’ for airplay of .certain records.

The Cummission’s public notice de-
fines payola as “the unreported payment
to; or acceptance by, erniployees of
broadcast stations, program producers

24 / LPTV Report / Novernber 1988

Joerg D. Agin

posed,” Agin said. He noted that tele-
on programming produced on 35 mm
fii "' be mpatible with the best of

Urges Film Educators To Enter HDTV Dehate

the proposed HDTV standards, including
the 1125-line, 60 Hz system developed by
NHK in Japan. However, he said, pro-
gramming produced in current videotape
standards, including NTSC, could proba-
bly no longer be distributed if the 1125
standard is adopted.

Agin spoke to some 125 educators at-
tending the“bi-annual CILECT Congress
and International Film Festival in August.
CILECT is the International Liaison Centre
of Professional Film and Television Uni-
versities and Academies. Headquartered
in. Brussels, Belgium, it represents 59
schools ir 33 countries. [wm]
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Supplier Side

Circuit Research Labs is now intro-
ducing its complete mono audio proces-
sor for the LPTV marketplace—the
BAP-2000. The single rack unit contains a
linearized two-band AGC followed by a
variable transfer function pre-emphasis
limiter with an integral 15 kHz low-pass
filter. A built in 15.734 kHz (Fh) filter
strips off the stray sync energy that often
leaks into TV audio.

The Dynafex broadcast audio processor from CRL Sys-
tems.

Also built into the BAP-2000 is the
dynafex single-ended noise reduction sys-
tem which removes background noise
from source material. A front panel G/R
and output level LED bar graph display
make set-up easy.

The BAP-2000 lists at $1,950.

Contact: William L. Ammons
Circuit Research Labs

2522 West Geneva Drive
Tempe, AZ 85282

in AZ: (602) 438-0888
1-800-535-7648

Comprehensive Video Supply Corpo-
ration recently unveiled enhanced
multi-source versions of the popular Edit
Master editing system. The new systems
can be configured to control up to four
source VTR's, which may be of mixed for-
mats and manufacture, allowing for
inter-format editing.

Like the previously available cuts-only
version of Edit Master, the new systems
provide 200-event memory, extensive list
management and list cleaning functions,
and auto assembly. All versions are driven
by an IRM or compatible personal com-
puter supplied by the user or avajlable as
an option c hensive. The hew
system~ coiotr-codes! key-
boare -standa~- put.

-1riw‘. g
Contacts: Lucii,

Lines Videu oystie
and servicing broadcast <. il
video equipment for over 20 years. The
parent ccmpany, Lines Music Company,
Inc., has been in business over 114 years.
The company represents BTS/Phillips,
Sony, JVC, and Harris and designs LPTV
systems, production studios, and ENG
vans. State-of-the-art service facilities are
completely staffed.

TekifOrnx TSG-100 NTEC TH FYRON (FPNFRAIOR

Feiiieasa ¥

The TSG-100 test signal generator from Tektronix.

A new, low-cost test signal generator is
available from Tektronix. The TSG-100 is
a $1,250 unit with eight-bit digital genera-
tion and eight commonly used test sig-
nals, including SMPTE color bars, conver-
gence patterns, and multiburst.

Housed in a compact, rugged mechani-
cal package with DC power operation, the
TSG-100 is suitable for studio, mainte-
nance bench, mobile unit, and field port-
able applications.

Contact: Warren Beals
Tektronix, Inc.

P.O. Box 500
Beaverton, OR 97077
(503) 620-9100

Electro-Voice has issued a new cata-
log featuring its complete line of broad-
cast and production microphones. The
first catalog in more than twenty years
that is aimed specifically at the broadcast
market, the book contains selection and
application sections as well as model in-
formation referenced by microphone
type.

Contact: Electro-Voice
600 Cecil Street
Buchanan, Mi 49107
(616) 695-6831

Conanodore Business Machines, Inc.
preserts its graphics-oriented Amiga
2000 personal computer featuring
high-quality charac*er generation, special
effects, and 3-D animation.” The unit,
which comes complete with color monitor
display. geniock, three megabytes of
memory, and a hard drive, lists for less
than $5,000.

The Amiga can overlay video, graph
animation, and soun " wi*’ e
multi-tasking capability usi~ ami
gaDOS and MS-DOS, ¢
support from sophis’
ware. It is NTS”
port vider
up to.

cunacls: Path ..

Terese K. Spaldin

The first supe
ral America = _-1V'c
day-a-week progran.un:
tailed market coveras~
documentaries, music v
crossover, and polka), -
ies, and live cover L%l

AWARD-WINNING
half-hour sports specials
available on a 2/4 barter
split. Celebrities and sports
commentators step into the
sports arena and touch your
viewing audience with the
magic that malkes
America’s love affair with
sports so great! When you
need enterrainment for
people of all ages, call
Dabney Mann at New
Visions, Inc. for the best in
sports syndication.

Circle (25) on ACTION CARD

FCC Upholds
New York City
LPTV Application

The Federal Communications Commis-
sion has agreed with the Mass Media Bu-
reau that National Innovative Program-
ming Network may apply for an LPTV
station on channel 19 in New York City.

Poseidon Productions, Inc. had «>ked
o ational’s application be denied. It
“ation®  which won the
I’ ori. 1985 LPTV lottery,
oth ;0” able assurance of an
Jhat'its 1982 amended
ntained contradictory in-
.garding +  nroposed HAAT
ansmitting = ha.

the Commission agre th the

&'s earlier ruling that Poseidon had
Jrounds to rzise the question rege. 3-

g the antenna location, citing' letters
rrom Fordham ‘University and ‘sworn state-
ments by National's consulting engincer
and attorney verifying that Fordham had
agreed to provide an antenna site for Na-
tional on university property. [wn]
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KEYSTONE [INSPIRATIONAL

"NETWORK

Litention LPTV’S

Christian Family
Programming

CALL TOLL FREE
for more information

1-800 552-4546

BOX 216 WINDSOR RD. RED LION,PA.17356
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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.

K39BI Phoenix, AZ. Arizona Christian TV System,
Inc., 10/3/88.

K65DJ Redding, CA. Trinity Broadcasting Net-
work, 9/19/88.

K65CK Glenwood Springs, CO. Pikes Peak
Broadcasting Company, 10/4/88.

WO7BP Ocala, FL. Charles Woods, 10/4/88.

W24AT Sarasota, FL. Coast Broadcasting Group,
Inc., 10/3/88.

W22AH Columbus, GA. Georgia Regional
Community TV, 10/4/88.

K52BH Ames, 1A. Trinity Engineering Company,
Inc., 10/3/88.

K15CN Salina, KS. Trinity Broadcasting Network,
10/4/88.

K17BV Redwood Falls, MN. Redwood TV Im-
provement Corporation, 10/4/88.

W39AI Youngstown, OH. Trinity Broadcastng
Network, 10/3/88.

K42BR Terrebonne/Bend, OR. Rodney S. John-
son, 10/3/88.

W65BF Memphis, TN. Trinity Broadcasting
Network, 10/4/88.

K56DF Amarillo, TX. Spectrum Media, 10/3/88.

K35B0 Wichita Falls, TX. Sports 35, Ltd.
10/4/88.

LT

LPTV LICENSE RENEWALS

The following LPTV § Zeeived Jicense
newals on the dates shown. “n call. s, loca-
tion, and the name of the'licensee are also given.

WRQAX Perry, FL. Perry Channel 69 TV, Iric.
9/30/88.

WA43AG H~nkinsvill
Inc., 9/16/88,

W54AT Padueah, KY David Lee Grimes, 9/7/88.

WBSAS . LA. Full Gospel Business
Men's ellowsy.  “national,.10/12/88.

W10BE Snringfieid; MA. Harvard Broadcasting,
inc., 9/7}

KS6MJ-Co ™ =woa, 0. Trinity Broadcasting
Network, 10/17/88.

K02MU Elk City, OK. Elks City Comunications,
9/9/88.

K52AN Elk City, OK. Northfolk TV Translator
System, 9/22/88.

¥entucky New Era,

26 / LPTV Report / November 1988

K58CS Erick, OK. Northfork TV Translator
System, 9/9/88.

K62BQ Erick, OK. Northfork TV Translator
System, 9/9/88.

K&3BE Guymon, OK. Christian Community TV,
Inc., 9/9/88.

K27AZ Lawton, OK. Trinity Broadcasting Net-
work, 9/9/88.

K18AM Ponca City, OK. American Broadcasting
Systems, Inc. 9/9/88.

K36AJ Strong City, OK. Northfork TV Translator
System, 9/9/88.

K69DH Woodward/Mooreland, OK. OKTV Trans-
lator System, Inc., 9/22/88.

WO9BL Williamsport, PA. Valley Music, Inc.,
9/22/88.

K47BP Booker/Darrouzett, TX. C. L. & O. Trans-
lator System, Inc., 10/24/88.

K02GM Brady/Rochelle, TX. Central Texas
Electronics, Inc., 9/16/88.

K04GlI Brady/Rochelle, TX. Central Texas Ele¢:
tronics, Inc., 9/16/88.

KOSEF Brady/Rochelle, TX. Central Texas Elec-
tronics, Inc., 9/16/88.

K26AP Brow.,wood, TX. Trinity Broadcasting
Network, 9/4/86.

K28AK College Station, TX. Clear Channel
Communicatipns, Inc., 9/9/88.

K29AD Corsicana, TX. Navarro College, 9/9/88.

K41AK Fairfield, TX. Navarro College, 9/9/88.

K47AP Greenville, TX. Bill R. Wright, 9/30/88.

KO5HU Houston, TX: Wodlinger Broadcasting of
Texas, Inc., 9/9/88.

KOSIA: Huntsville, TX. Iriternational Broadcastifig
Network; 9/9/88.

K31Al Huntsville, TX. International Broadcdsting .

Network, 9/9/88.

K02MQ Kerrville, TX. Interpational Broadcasfifig
Network, 9/3/88. )

KOSHR Livingstqn; TX. Polk County Broadcasting
Company, 9/21/88: e y

%86CA Livingstde, TX dnternational Broadcasting
Network,.9/5/88. , 7t i

*K40AN Lubbock ! TX. Lubbock Televisich Gom:
Ppany, 9/9/88. :
' K44AK Memphjs/Lakeview, TX. Cruzeé eegtron-
Ics, 9/9/88. - )
. K81CV Mullin, TX - Poraney Mountain Broadcast-
ing Company, Inc., 8/9/88.

K72BN Uvalde/Knippa, TX. Tom Winkle Radio
cand TV Service, 9/9/88.

K79BP Uvalde/Knippa, TX. Tom Winkle Radio
and TV Service, 9/9/88.

K51BG Victoria, TX. D. W. Strahan, 9/9/88.

K61BC West Half of Kimble County, TX. North
Llano Television Corporation, 9/9/88.

K63BC West Half of Kimble County, TX. North
Llano Television Corporation, 9/9/88.

K65BE West Half of Kimble County, TX. North
Llano Television Corporation, 9/9/88.

ASSIGNMENTS AND TRANSFERS

K46BZ Fort Smith, AR. Voluntary assignment of
permit granted from Family Media of Fort Smith to
Pharis Broadcasting, Inc. on 9/6/88.

K48CD Flagstaff, AZ. Voluntary assignment of per-
mit granted from Carter Broadcasting Corporation to
American Television Network, Inc. on 10/3/88.

K26BF Goleta, CA. Voluntary assignment of per-
mit granted from Guy S. Erway, Jr. to Goleta LPTV
Corporation on 10/3/88.

K19BN San Diego, CA. Voluntary assignment of
permit granted from Carter Broadcasting Corpora-
tion to American Television Network, Inc. on 10/3/88.

K38AT Twenty Nine Palms, CA. Assignment of
license granted from Valley/Paims Communications,
Inc. to American Television Network, Inc. on 10/3/88.

K26BH Yucca Valley, CA. Assignment of license
granted from Valley/Palms Communications, Inc. to
American Television Network, Inc. on 10/3/88.

WS51AX Washington, DC. Voluntary assignment of
permit granted from John W. Gainey, Ill to Local
Television Associates, Inc. on 9/6/88.

WA49AI Inglis/Yankeetown, FL. Transfer of control
granted from Robert Thomas as 80% shareholder to
Citrus County Association for Retarded Children,
Inc. on 10/3/88.

WS59AI Orlando, FL. Voluntary assignment of per-
mit granted from American Christian Television Sys-
tem, Inc. to CFF Properties, Inc. on 10/17/88.

W69BO Vero Beach, FL. Voluntary assignment of
permit granted from Earl W. Cravens to Vero Beach
Television, 10/4/88.

K20BZ Sandpoint, ID. Voluntary assignment of
permit granted from Statesman-Examiner, Inc. to
KAYU Partners, Ltd. on 9/6/88.

WA43AS Pikeville, KY. Voluntary assignment of per-
mit granted from Black Media Associates to Video
Marketing Network, Inc. on 10/3/88.

K42AU Pittsfield, MA. Voluntary assignment of per-
mit granted from WKNE Corporation to E. H. Close
on 10/3/88.

WOBAY Augusta, ME. Voluntary assignment of
permit granted from Faith That Pleases God Church,
Inc. to Faith That Pleases God Church Corporation
on 10/14/88.

W55BH Saco, ME. Voluntary assignment of permit
granted from ‘Porquoi Pas TV to Porquois Pas TV,
Inc. 10/4/88:

K56CA Columbia, MO. Voluntary assignment of
permit granted from St. Louis Metropolitan Baptist
Association to Missouri Baptist College on 10/17/88.

K21BM Grants, NM. Voluntary assignment of per-
mit granted from Mountain TV Network, Inc. to
Mountain States Broadcasting on 9/1/88.

KOBKK Paris, TX. Transfer of control granted from
Webb-Johnson Paris LPTV, Inc. to James C. Hilliard
on 9/20/88.

K44CK Chetan, WA, Voluntary assignment of per-
mit granted from Statesman-Exafminer, Inc. to KAYU
Partners, Ltd. on 9/6/88.

KOQUP Colville, WA. Assignment of license
granted from Statesman-Examiner, Thc. to KAYU
Partners, Ltd. on 9/6/88.

K36BF Jioquaim, WA. Voluntary assignment of

) #

permi® 10 United States Televisiqri Seattle

Limited Fe . ’ 'QTV,Waghil.gton, Inc. on 10/
7/88.
NEW LPTV CONSTRUC,:

The following parties received LPTV \Y.
pen.. - "~ the dates shown. Station call s :
TrSALL. R0 given.

Kbzl
10/5/88.
K69FM Souith Ph
cations Corporautin; o;ae. 4N
K69FO: Blythe, CA. John F. Cru¥o.
K16BU South Lake Tahoe, CA. Tahoe: Dauy.
Tribune, Inc., 6/14/88.
K34CN Tahoe. City, CA. Tahoe. Daily- Tribune,
Inc., 6/14/88.

—“ald



K49CJ Colorado Springs, CO. Echonet Corpora-
tion, 10/4/88.

W34AU St. Augustine, FL. Terrance Joaquin
Gladden, 9/30/88.

K28BS Kaim, HI. Mountain TV Network, Inc.,
10/4/88.

K69FI Denison, 1A. Millard V. Oakley, 10/4/88.

K120A Pocateilo, ID. Ellen M. Armstrong,
10/4/88.

K17CC Dodge City, KS. Russell Communica-
tions, 10/5/88.

K40CN Woodston, KS. Wireless Cable Broad-
casting Company, 9/27/88.

K22CS Alexandria, LA. James E. Still, 9/27/88.

W22AR Fall River, MA. Freedom WLNE-TV, Inc.,
9/27/88.

K33CR Appleton, MN. Rural Western UHF TV
Corporation, 10/4/88.

WO08CQ Cleveland, MS. David Ellington, 9/27/88.

K65ED Omaha, NE. Heidi A. Terrill, 9/20/88.

W3BAT Atlantic City, NJ. Quali-Tech Telecommu-
nications Group, Inc., 10/4/88.

K31CF Chama, NM. Mountain TV Network, Inc.,
9/27/88.

K31CE Santa Rosa, NM. Mountain TV Network,
Inc., 9/27/88.

K52CZ Las Vegas, NV. Women's LPTV Network,
9/27/88.

W57BE Rochester, NY. Evergreen Broadcasting
Corporation, 10/4/88.

K57EM Coos Bay, OR. Localvision, 10/4/88.

W21AP Columbia, TN. Synergenesis Broadcast-
ing, 10/5/88.

W66AZ Farragut, TN. Volunteer Realty Company
of Knoxville, Inc., 9/27/88.

W23A0 Morristown, TN. Full Gospel Business
Men's Fellowship, International, 10/5/88.

K33CL Uvalde, TX. Mountain TV Network, Inc.
10/4/88.

WS50AX Bristol, VA. Roy H. Park Broadcasting of
Tri-Cities, Inc. 10/5/88.

W46BB Richmond, VA. American Christian
Television System, 10/12/88.

K30CO Port Angeles, WA. Mountain TV Network,
Inc., 9/27/88.

LPTV LOTTERY WINNERS

The following are tentative selectees of the
LPTV/translator lottery held on August 4, 1988. If no
petitions to-deny the selectees are fited. and if they
are otherwise qualified, they will be granted con-
struction permits.

Ch. 32 Hot Springs, AR. Payne Broadcasting
Company.

Ch. 23 Glendale, AZ. Clark County Scheol
District.

Ch. 19 Yuma, AZ. KUSK, Inc,

Ch. 48 Litchfield, CA. Owen Broadcasting
Enterprises.

Ch. 60 Morro Bay, CA. Sierra Valley Communi-
cations.

Ch. 38 Pueblo, CO. Benson Eiiis.

Ch. 5 Sarasota, FL. Juan Ramon Ortiz.

Ch. 48 Burlington, IA. Midamerica LPTV Associ-
ates.

Ch. 57 Burlington, IA. Local Commur®  i3ns.

Ch. 62 Dubuque, 1A, Millar "~

Ch. 59 Alexs "~ ' * adia.
Ch ¢ wouglas.
a any Assembly of

wii. Fairlane Assembly of God.
_ atrice/Lucedale, MS. George Coun®

Nater -z, MS. Russell Comr iR
A,l'f'
L Tele
St wr mahrump.
. wiigston, Rl. Phoenix Production
.vadcasting.

Ch. 23 Woonsocket, RI. Viking Communications.
Ch. 36 Goldendale, WA. Mountain TV Network,
Inc.

The following are tentative selectees of the
LPTV/translator lottery held on September 7, 1988. If
no petitions to deny the selectees are filed, and if
they are otherwise qualified, they will be granted
construction permits.

Ch. 69 Pittsburgh, PA. Abacus Television.

Ch. 43 Reno, NV. Kidd Communications.

Ch. 61, Colorado Springs, CO. Front Range
Educational Media Corporation.

Ch. 13 Hatchbend, FL. Manuel A. Cantu.

Ch. 10 Bailey’'s Corner, PA. Diversified Commu-
nications.

Ch. 11 Hartford, CT. National Black Media
Coalition.

Ch. 17 Taos, NM. Mountain TV Network, Inc.

Ch. 22 Lewistown, MT. Mountain TV Network,
Inc.

Ch. 20 Many, LA. Mountain TV Network, Inc.

Ch. 57 Shreveport, LA. American Christian
Television System, Inc.

Ch. 47 Corpus Christi, TX. South Texas Educa-
tional Broadcasting Council.

Ch. 64 Victoria, TX. Residential Entertainment,
Inc.

Ch. 54 Brookhaven, MS. Southwest Publishers,
Inc.

Ch. 42'Houston, FL. Community Television.

Ch. 30 Santa Fe, NM. K. Sandoval Burke.

Ch. 45 Colorado Springs, CO. Barbara J. Ward
and Horace Ward, Jr.

Ch. 35 Alliance, NE. Aliiance Publishing Co., Inc.

Ch. 40 Laughlin, NV. Jerome F. and Diane R.
Snyder.

Ch. 17 New York, NY. National Broadcasting
Company, Inc. ix}.J

Classifieds

FOR SALE

COMPLETE BLONDER-TONGUE STV SYSTEM. Al-
lonas Communications, Inc. Contact Bill Allonas at
(419) 562-3830.

BOGNER B8-UO ANTENNA for Channel 39. One
year old. 120 feet Andrew LDF7-50 cable and con-
nectors. Contact LeRoy Stevens, ACTS Network,
Inc., P.O. Box 39, Phoenix, AZ, 85001, (602) 264-
3939.

POSITIONS WANTED

RESOURCEFUL, HANDS-ON general manager, pro-
grammer, producer seeking new LPTV challenge.
Experience in start-up of community-oriented com-
mercial organization. Wayne Sorge, {806) 795-6935.

SERVICES OFFERED

GM OF PROFITABLE LPTV, with 5 years LPTV expe-
rience, available for consultation purposes. Please
write to Ken Shapiro, c/o TV-65, 777 E. Wisconsin
Ave., Milwaukee, WI 53202. Consultation only avail-
able on weekends.

BIJSINESS OPPORTUNITIES

...WICHITA, KANSAS... POWERFUL VHF seeks in-
vestors to build/uperate new LPTV. Video Interna-
tional, Inc., (313) 295-0888. Broadgast engineering
consultants, FCC engineering sectic 3¢ amend-
ments. LPTV turn-key systems, studio packages,
mobile vans, editors, automated playback systems.

USED TRANSMITTERS:
AND ANTENNAS .
(save thousands)

"+ _DEALERS FBR:: _
TTC, EMCEE, SCALA, BO{INER,
LINDSAY & M/A COM MICROWAVE

(onewatl 1o SQKW).

b X,
2 v

B@'c"astingﬂ Systems Inc.
ur‘hke);lPTV Copstruction
- 8341 East Evang Road, Suite 101
Scottsdale, AZ 5525,'0
(602).951-0266
FAX (602) 951-9081
Kenneth Casey
(30 YEARS EXPERIENCE)

CLASSIFIED RATES: All classified ads are payable in
advance. When placing an ad, indicate the exact cate-
gory you desire: Help Wanted, Situations Wanted, Ser-
vices Offered, Business Opportunities, 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 50¢/word.
There is a $15.00 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., P.O., 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 $45.00 per insertion,
$35.00 each for six or more consecutive insertions. For
Classified Display rates, call Scott Swartwout at (414)
781-0188.

Cancellations of or changes in on-going ads must
be made 30 days prior to the month in which the
cancellation or change is to take effect.

TO PLACE YOUR AD CALL (414) 781-0188

M _@(I/édo n & %ﬂaa/zd-

CONSULTING RADIO ENGINEERS

JOHN H. BATTISON, PE.

890 CLUBVIEW BOULEVARD NORTH
COLUMBUS, OHIO 43085
614/888-3364

3/a" Video Tape
All Lengths
$3.99 to $9.99
BROADCAST QUALITY

VIDEOTAPE WHOLESALERS

429 East Patrick Street
Fredérick, Maryland 21701

800-238-4300
301-845-8888 in MD

FCC{ DATABASE

dataworld

Allocatiorii Terrain Studia=
AM+FM - TV LFT r
PO P i
' Betr  .a, MD 2081~
[ (301), 652-8822

(800) 366-3/<2

Vidie Mg

295 Hamis Avenue ALY IO

CONCEMS
providence, R | 02909 SERVING THE

Phone 401-421-8810 .
FAX 401-421-0334 Bty

Microphone laentification Clips
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SONY

' U VIDEG CASSETTE RLAYER VP-7000 - y
e vt S —————— —

Some video experts would
have you believe that the only way
to upgrade your video equipment
is to throw it out and start over.

At Sony, we see it differently.
And you will too when you see
the new TYPE VIl and TYPE IX
series of U-matic”players and
recorders.

Not only are they compatible
with your existing U-matic equip-
ment, they offer performance that

until now you could only get at
twice the price.

For starters, you get SP tech-
nology on the TYPE IX models,
which means superior picture
quality on both originals and
copies. You also get a new form o.
absolute address c.l'=d Frame
Code. As well as a compniter inter-
face which lets you prese* n’'ayers
and recorders to start and « ») at
certain times.

Sony Communications Products Company. 1600 Queen Anne Road, Teaneck, NJ 07666.
© 1988 Sony Corporation of America. Sony and U-Matic are trademarks of Sony.

Circle (15,

_ When
it'stimeto
move up
from
U-matic,

Mere impressive, however, is
the price. We've designed these
U-inatics 4o fit into your budget as
easily as they fit into your facility.

To learn more about TYPE VII
and IX please call 1-800-523-¢

With U-matic, moving
a new.standard in video coi
as simple as opening a box_

plugging it in.

SO

Professional Video



