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Third LPTV 
Convention 

To Be Best Yet 
Activity is heating up in Las Vegas and 

at CBA offices in Milwaukee as prepara-
tions accelerate for the Community 
Broadcasters Association 3rd Annual 
LPTV Conference & Exposition. The 
theme of the Conference, scheduled for 
November 17-19 at the Riviera Hotel in 
Las Vegas, is "LPTV...It's Here, and There, 
and Just About Everywhere!"—a tribute 
to the steady growth of the industry over 
the past few years. 

Conference organizer Eddie Barker, of 
Eddie Barker & Associates in Dallas, re-
ports that by mid-August, booth sales 
had already nearly equalled all of last 
year's sales. "We're anticipating more 
than 75 exhibitors this year, which would 
be a 40% increase over last year," said 
Barker. 

Besides an active exhibit floor, the con-
ference will offer workshops and panels 
on almost every area of station manage-
ment. The three days will end with a gala 
evening reception and the presentation of 
awards to the winners of the Third Annual 
Best Local Production Competition. 

Below is a list of the workshops and 
panels to be offered. At press time, 
speakers and times had not yet been fi-
nalized. 

Working With Cable  

Experienced LPTV broadcasters will 
continued on page 19 

A Kornpas/Biel Publication 

All News Channel anchor Lisa Gebharl (I) and crew discuss strategy for covering Soviet president Mikhail 
Gorbachev's June visit to the Twin Cities. The photo is from Conus Communications, a satellite news 
service carried by several LPN stations. 

The LPN Newsroom 
Finding The News 

—by Jim West 

News reporting is important to the suc-
cess of most television operations. At a 
network affiliate, advertising within news 
may account for upwards of 40% of a 
station's revenues. Beyond making 
money, news and the people delivering it 
become the "masthead" of your station 
They, more than any single program, will 
give your station a "face," a "name" and 
identity. 

But as important as news may be, it is 
also among the most expensive program-
ming to air. During fierce ratings battles 
between major market stations, the temp-
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tation may be to throw money at a pro-
gram and hope for the best. In community 
broadcasting, there may be little money 
to throw at anything. So what we'll try to 
do in this and future articles is to help you 
find ways of finding the news at minimal 
cost. 

While news director at the most popu-
lar news station in the fourteenth largest 
market, I had more than 70 full-time em-
ployees, a budget of several million dol-
lars, a mobile satellite uplink truck, 25 
ENG cameras, and a fleet of 30 vehicles. 
But, like you, I now am trying to find a way 
to cover the news with far fewer resources 
as I look at the prospect of running an 
LPTV station. 

It can be done. It is being done in this 
young industry, as many issues of this 
publication have attested. 

What is News? 

The first step in finding the news is to 
determine what the word "news" means 
to your viewers. You may have heard many 
exotic definitions of news, but the news in 
your community is what your viewers are 
interested in. Do they want fishing infor-
mation, a lot of local sports, farm prices, 
community events, school information, or 
the news of record—crime, courts, gov-
ernment? While you could spend tens of 
thousands of dollars researching the in-
terests of your viewers, there may be 

continued on page 17 
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In Our 
View 

With this issue, The LPTV Report cele-
brates its fourth year of publication ...and 
the beginning of its fifth. Again, it has 
been a good year for us, and for LPTV. 
The biggest news is that last month we 

signed our own LPTV station on the air— 
WAV-TV 43 in Waukesha, WI, 15 miles west 
of Milwaukee. TV 43 was, and is, a most 
exciting project. We'll tell you all about it 
in next month's issue. 
Speaking of sign-ons, the LPTV industry 

continued to grow this year at a robust 
25% annual rate (see our story on page 4). 
Even more significantly, the numbers of 
commercial LPTV stations grew at an an-
nual rate of 71%! 

Fueling this growth was last Decem-
ber's application window. The window at-
tracted 959 applications for major 
changes and new stations, an increase of 
104, or 12%, over the previous window in 
March 1989. Two-thirds of the applica-
tions were for new LPTV stations, evi-
dence again of the grass roots popularity 
of small local broadcast television. By 
now, most of those applications have 
been processed, and we think there is a 
good chance of another window opening 
soon. 
Attendance and exhibits at the CBA's 

Second Annual LPTV Conference & Expo-
sition last November doubled the num-
bers at the first convention in 1988, and 
this year's event, again in November at 
the Las Vegas Riviera, promises to be 
even bigger. Exhibitors are signing up ear-
lier this year, and some of the best exhibit 
spaces were snapped up as soon as they 
were offered, says convention organizer 
Eddie Barker. 

Also last year, we were honored to have 
the dean of FCC commissioners, Jim 
Quello, as our keynote speaker and genu-

inely interested guest for all three days of 
the conference. Mr. Quell° praised what 
he called the "specialized localism" of 
community television and promised to re-
member LPTV at the FCC. 

It could be hard to forget us there. Roy 
Stewart, who has been a friend of our 
industry since its infancy, moved up to 
head the Mass Media Bureau, the largest 
organization within the FCC. Barbara 
Kreisman, who headed the LPTV Branch 
under Stewart and guided the industry in 
its early years, took Stewart's old spot as 
head of Video Services. And Keith Larson 
(whose license plates, like ours, say 
"LPTV") ably continues as chief of the 
LPTV Branch, a position he took over 
from Kreisman. 

Congress couldn't forget us either. Co-
ordinated by the CBA, a flood of letters 
and telephone calls hit Senate offices 
during the week before markup of the 
Senate cable re-regulation bill in June. 
The result was that LPTV—which most of 
the Senate had never heard of before— 
suddenly became a "player" in the cable/ 
broadcast game, and this despite the ef-
forts and resources of a hostile NAB and 
NCTA leadership. (We say "leadership" 
because many members of these organi-
zations either own LPTV stations themsel-
ves or work comfortably and amicably 
with the LPTV's in their own communities, 
and there are several who openly disap-
prove of the bullying tactics of some of 
the more visible spokesmen in their asso-
ciations.) 
We were recognized in the House also. 

Frantic last-minute lobbying by the NAB 
may have caused some Commerce com-
mittee members to withdraw earlier sup-
port for an LPTV must carry amendment, 
but their motive was fear that the bill 

wouldn't pass the full House, not a failure 
to recognize the value of local community 
television. So, instead, the bill was 
amended to direct the FCC to study the 
LPTV must carry issue and make a recom-
mendation to Congress. 
The Congressional action wasn't all 

we'd hoped for, but it was a significant 
victory considering the fact that we'd 
started out as virtual unknowns. It also 
reaffirmed our faith in the democratic 
process. We don't think it is naive to say 
that from what we observed, the great 
majority of our lawmakers are truly trying 
to serve the people. 

Yes, it has been a good year. The LPTV 
industry is stronger than ever. We're not 
going to go away, and most people know 
that now. The principles of localism and 
diversity, which have shaped the broad-
casting industry since 1934, are direct re-
flections of this country's fundamental 
respect for individual opinion. And com-
munity television stations fulfill these 
principles in a way that national program-
ming services can't, that full power sta-
tions can do only in a limited way, and 
that local cable systems could do but 
don't understand. 
We are looking forward eagerly to our 

fifth year in publishing, our first year in 
LPTV broadcasting—and to being part of 
an industry that continues to be very 
exciting. 

Correction 
The price for a package of 100 

computer-generated background stills 
from Base limo Computer Graphics is 
$500, not $100 as quoted in the June 
1990 LPTV Report ("Supplier Side," 
page 12). 
We apologize to anyone who was 

misled by this error. 
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LPTV UPDATE Ill 

LPTV Broadcast Licenses 
as a Function of Time 
Prepared by Kompas/Biel & 
Associates, Inc., 7/31/90 

6/86 12/86 6/87 12/87 6/88 12/88 6/89 12/89 

Community Television Is 
Coming Of Age 

—by S. E. Bradt 

The LPTV industry continues to grow 
steadily, according to recent survey 
results from Kompas/Biel & Associates. 
During the first five months of this year, 
LPTV stations signed on the air at a rate 

6/90 

of 16 every month, representing an an-
nual growth rate of 25% in the early part 
of 1990. But the number of commercial 
LPTV stations increased at an annuat rate 
of more than 71%, a dramatic rise that 
may indicate that community television as 
a business is finally coming of age. 

According to our figures, there was a 
total of 843 licensed LPTV stations as of 
May this year, which is 81 licenses more 
than our 1989 year-end figure of 762. As 
reported in our first two updates (see 
LPTV Report, September 1988 and Octo-
ber 1989), and as the graph at the head of 
this article indicates, the industry has 
been growing between 20% and 30% an-
nually since mid- I 986, and it is continu-
ing to do so. 

Industry Growth Segments 

In June of 1989, Kompas/Biel con-
ducted a survey of LPTV station operating 
formats, and we reported the results of 
that survey in last October's LPTV Report. 
Earlier this year we updated that survey 
through January. The results, compared to 
the results of the I 989 survey, are shown 
below: 

Number of 
Licenses: Annual 

Percent 
6/89 1/90 Increase 

Commercial LPTV 
Stations 182 258 71.6% 

LPTV Translators 130 183 69.9% 
Alaska Network 211 209 
Non-Profit/Other 139 146 8.6% 

TOTAL 662 796 34.7% 

Most striking here, of course, is the dra-
matic rate of increase in commercial 
LPTV's, and in LPTV translators. The two 
categories grew at an annual rate of 
71.6% and 69.9%, respectively, a far 
greater rate of growth than that of non-
profit LPTV stations. The figures substan-
tiate the sense of activity and rapid 
change that we seem to get from almost 
all aspects of the LPTV business. 

Survey Definitions 

For this survey, we grouped respon-
dents into four basic categories, as shown 
in the table. "Commercial LPTV's" is the 
group of for-profit stations that are sup-
ported by the sale of advertising, or air 
time. This category also includes a hand-
ful of LPTV stations operating all or part 
of the time as subscription TV stations. 

By "LPTV Ti-anslators" we mean sta-
tions that broadcast a signal from an-
other source—either another station or a 
satellite—without originating any of their 
own programming. "franslators are used 
to relay commercial signals as well as sig-
nals from non-profit or educational sta-
tions. 
The "Alaska Network," formally known 

as the Rural Alaska Television Network, 
represents more than 500 state-owned 
broadcast television stations, including 
209 LPTV stations. Virtually all of the net-
work's LPTV stations serve as translators, 
relaying satellite-delivered public and ed-

continued on page 6 

4 / LPTV Report / September 1990 
WorldRadioHistory



EMCEE 
High Po int 

MUM 
11 I, eh 

maw ), ' „), . 
IIMMIL ,. _,fflexim.: 

...•••••- -.mMR• ...- M.....M, ./. ..,...1..•••• A.,/   
  1M.I.M•••••••••••.,«•••.\ 11.11•••• 1M.I.M•••••••••••.,«•••.\ 11.11•••• 

.././".•"•■••%.01MMI,M .% #.'.'  
  » W1111.1 

MMINIMIMNIIIMI. 
» W1111.1 
MMINIMIMNIIIMI. 

.00ii.r.OW....i.meilnardlOrdar.ddrAr  MillIMIlà.... 
/ 1."."/"31%-adlealIBP/IFIFIMFAIraMalMatial IMIIIIIIIMM11111111... 

-.11/aii.W././ ./..MIrIirAII.AranaNIMMI1h... 
-.•1000i"lliffliiiri10.1"...•11111111lialrirnalrAlranearArffililligUMMIII. 

•0011111"."--mia1111111111iiiiIIIMIlle'"-mdlPilillOPP.-edPiiillfflidleAlrAPAIMIVargainglinallillibb.. 

-/-...010!..e/./"W./..././IIIIrdriVAIIVIENII MILIIIIIIIII\ 
__.•00_10/_,.//./MW."//rr MIMI III 

._.'"•/'...i~."%"_./e"ff/./Air.dr API Ir IM N._____ 
EMCEE gets your LPTV system 
off the ground with the newest 
in high technology. 

From Studio Design to turnkey 
systems, EMCEE provides the 
products and services you 
need for your LPTV station. 

From one to 5000, we fill every 
watt with power-and transmit 
your signal through the most 
reliable and technically 
advanced broadcast equipment 
. . . all provided by EMCEE. 

Our 29 years of tower 
installation experience and our 
turnkey capabilities mean that 

  your station comes in loud and 
clear . . . with EMCEE Broadcast 
Products. 

EMCEE 
Reach the high point in high tech: advanced technology 
Call us today at 1-800-233-6193 for 
free systems design assistance. systems excellence   
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) • TWX: 510-655-7088 • Ans: EMCEE WHHV \ 
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• ENGINEERING / LICENSING 
• CONSTRUCTION / INSTALLATION 
• SERVICE AND MAINTENANCE 

COMMUNICATIONS RESOURCE ASSOC 

THE RIGHT CHOICE FOR YOUR SUCCESS 
IN LPTV AND COMMUNITY BROADCASTING 

COMMUNICATIONS RESOURCE ASSOCIATES 
149 TARGET INDUSTRIAL CIRCLE BANGOR, ME 04401 

TEL. 207-947-4252 FAX 207-947-4432 
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ucational programming, but doing no lo-
cal origination. There are II privately 
owned LPTV stations in Alaska, and they 
have been counted in the other three cat-
egories, as their formats indicated. 
The "Non-profit/Other" category in-

cludes most religious stations, educa-
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tional or public stations, and other LPTV 
stations that are operated as not-for-
profit entities. 
We were unable to classify roughly 1 I% 

of the total 796, either because they were 
in transition between formats, or because 
we were unable to reach them. So we 
allocated these to each of the three cate-
gories (excluding the Alaska Network), on 
a pro-rata basis. We know the Alaska 
number, and we know that it changes very 
I ittle. 

The Future 

Last October, we projected that by the 
end of 1989 the total number of LPTV 
stations on the air would be somewhere 
between 720 and 780. The actual number 
was 762. Of course, we already had fig-
ures through June at that time, so we 
should have been pretty close. 

In the same article, we projected some-
thing between 864 and 1,014 stations on 
the air at the end of 1990. We will stay 
with that direction but narrow the range a 
bit to between 900 and 980 stations. We 
estimate that the LPTV industry will reach 
1,000 stations sometime in 1991. 

Projected Growth of LPTV Licenses 
At December 31: Low High 

1989 Actual 762 762 
1990 Estimate 900 980 
1991 Estimate 1,050 1,200 

Kompas/Biel will publish updated in-
dustry growth figures from time to time, 
as well as commentary on trends or 
changes affecting industry growth. We 
welcome your questions and suggestions.  

S. E. Bradt is chairman of Kompas/Biel &  
Associates, Inc. 

More Comments Sought 
On TV Satellites 

The Federal Communications Commis-
sion wants further comments from the 
public on proposed changes to the poli-
cies and rules governing the authorization 
of television satellite stations. 

Satellite stations are full power stations 
that rebroadcast all or most of the pro-
gramming of a parent station. They serve 
areas that lack the economic base to sup-
port their own full power stations, and 
they are generally exempt from the Com-
mission's multiple ownership rules. 

Currently, the authorization of satellite 
stations is based on the economics of a 
specific market and the extent to which 
the proposed station would provide ser-
vice to underserved areas. 
The rising number of requests for satel-

lite stations in urban areas and the in-
creasing competition for spectrum has 
spurred the Commission to request fur-
ther comment. Among the issues it wants 
addressed are whether it should continue 
judging satellite proposals on a case-by-
case basis or whether it should define a 
fixed set of circumstances under which a 
satellite station would automatically be in 
the public interest. 
The Commission also plans to develop 

a definition of what constitutes an unde-
rserved area, and whether such a defini-
tion could be based on the number and 
kind of television signals an area receives. 
It asks whether a proposed satellite sta-
tion should serve some minimum unde-
rserved service area or population. It also 
wants to know whether noncommercial, 
TV translator, and LPTV signals, as well as 
cable penetration, should be considered 
in the definition of an underserved area. 

WorldRadioHistory



Broadcast Station Publicity: Part Six 

Press Conferences 
—by Lance Webster 

Press conferences are usually called 
when the station has a major news an-
nouncement to make. Examples of major 
announcements are a change in station 
ownership, construction of a new build-
ing, or a major change in programming 
policy. 
Many of the same principles discussed 

in earlier articles about press relations 
and press materials apply also to the 
press conference: 
• Call all members of the press and 

invite them personally to the press con-
ference. Follow up with a written reminder 
if there is time. If the event is of great 
importance, you could even use a tele-
gram. 
• Have the promotion director brief 

the principal speakers beforehand, letting 
them know who is coming and helping 
them identify the key points to be made. 
• Plan in advance who will speak and 

in what order, and what each person will 
say. A prepared statement may be read, 
then questions answered. Normally, the 
station's top official will do most of the 
talking. 
• Hold the press conference at a place 

convenient to the majority of the re-
porters who will be present. This could be 
your station, or it could be a hotel or 
conference room in a more central loca-
tion. The convenience of the press is par-
amount. If radio and TV people will be 
present, be sure the necessary electrical 
outlets are available. 
• Provide plenty of soft drinks, coffee, 

and pastries or small sandwiches. Liquor 

is rarely served at press conferences. 
• If reporters will be close to deadline 

and some distance from their offices, be 
sure enough telephones are available for 
those who will need them. 
• Other niceties include ample parking 

space, coat-check facilities, and seating 
that makes note-taking easy (i.e., tables 
and chairs). 
• Always start press conferences 

promptly—within a few minutes of the 
appointed time. 
• Give each member of the press a 

printed news release containing all of the 
pertinent facts at the start of the press 
conference. 
• Tape-record the press conference so 

that reporters' quotes can be checked af-
terwards. An audio tape provides a record 
of exactly what was said, and it can be 

. . .And you'll want to bring Dr. D. James 
Kennedy's 60-minute Coral Ridge Hour 
to your audience each week. 

Dr. Kennedy's straightforward 
approach will add viewers to your 
station. And our unique "Revenue 
Sharing" concept will add dollars to your 
bottom line. 

Call or write for details: 
C.R. Advertising Associates 
5554 N. Federal Highway 
Drexel Bldg., 3rd Floor 
Ft. Lauderdale, FL 33308 
(305) 771-7858; FAX 771-7769 
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Eagle-Lion Video Presents 

Purchase from 
an impressive library of over 1500 classic movies, 

now available at VERY affordable prices. Create your 
own movie library, with no limits on number of airings. 

Award winning features include: 

• John Wayne 
• Cary Grant 
• Jimmy Stewart 
• Frank Sinatra 
• Glen Ford 
• Kirk Douglas 
• Abbott and Costello 

FOR A COMPLETE CATALOG, CALL (619) 277-1211 or write: 
Eagle-Lion Video, 7710 Balboa Ave., Suite 117, San Diego, CA 92111 

• Humphrey Bogart 
• Charles Laughton 
• Ronald Reagan 
• Audrey Hepburn 
• Walter Matthaw 
• Elizabeth Taylor 
• James Cagney 
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made available later for reporters who 
might need it to verify or add to their 
quotes. 
• The promotion director should stay 

very close to the person holding the press 
conference, ready to supply additional in-
formation, clarification, and specifics, or 
even to help reporters probe further when 
necessary. 
• Normally, photographs are permitted 

when the station's representative first 
steps up to speak. TV crews are usually 
kept to the rear of the group of reporters 
so camera and lighting equipment does 
not obstruct communication between 
hosts and guests. 
• Never expect to speak "off the 

record" at a press conference. Such com-
ments may be made in private interviews. 
But things said in public are going to be 
considered "fair game" and may show up 
in print, even if they are presented "off 
the record." 
• Be sure members of the press have a 

contact—usually the promotion director 
or chief press representative—whom they 
can easily reach for follow-up informa-
tion. 
Remember, hold press conferences 

when you have major announcements 
that will affect the entire community. They 
are the most effective way to deal with 
complicated announcements that might 
require follow-up questioning, and they 
allow you to release information simulta-
neously to all members of the press.  

Lance Webster is the administrative direc-
tor of the Earth Communications Office, a 
non-profit environmental awareness group 
of communications industry professionals. 
He is the former executive director of the 
Broadcast Promotion and Marketing Exec-
utives (BPME). This article is the sixth in a 
multi-part series on station publicity ex-
cerpted from Broadcast Advertising and 
Promotion: A Handbook for Students and 
Professionals, available from BPME. loos! 

Italy's Technosystem 
Marketing Transmitters 

In U.S. 
Technosystem SPA., a division of Elet-

tronica S.PA. of Rome, Italy, is now offer-
ing a full line of 1 kW through 20 kW 
medium power and LPTV transmitters and 
translators to U.S. and Latin American 
broadcasters from their new business of-
fices in Miami. 
The company plans to play "a major 

role" in the new markets, according to 
Richard Broadhead, Technosystem's U.S. 
representative. It sells individual trans-
mitters and complete systems, including 
installation and start-up services, he said. 
The Miami facility will stock a complete 

inventory of spare parts and subassem-
blies which can be delivered anywhere in 
the U.S. within 24 hours. It also maintains 
a 24-hour emergency hotline. 

LPTV STATIONS WANTED! 

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

Call or send particulars 

Bill Kitchen • Sunbelt Media Group 
3800 Arapahoe Ave. • Boulder, Colorado 80303 
Phone 303 786 8111 • FAX 303 786 8880 
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Phase One Of Nielsen Hispanic Ratings Study Complete 
Hispanics in the Los Angeles market 

view more television than the general 
population, according to a pilot study 
conducted by Nielsen Media Research 
early this year. In primetime, 61% of His-
panic households had their TV sets on, 
compared to 54% for the entire market. 
And 44.5% of Hispanic households view 
television during the day, compared to 
31.3% for the market. 
The pilot, which uses people meters, is 

designed to test research procedures for 
a new national ratings service for Hispan-
ics. 

A team of bi-lingual interviewers visited 
673 Los Angeles households and selected 
200 for the pilot. Later this year, a na-
tional sample of 800 households will be 
chosen for a full study of Hispanic viewing 
preferences. 
The Nielsen National Hispanic Tele-

vision Service, as the new research ser-
vice will be called, is a co-venture of Niel-
sen Media Research, Univision Holdings, 
Inc., and Telemundo Group, Inc. Univision 
and Telemundo are suppliers of Spanish 
language satellite programming. Univi-
sion also owns a number of full power and 
LPTV broadcast stations. VKB 

NAB To Offer Engineering Management Seminar 
The National Association of Broadcast-

ers has announced the 26th Annual Man-
agement Development Seminars for 
Broadcast Engineers, to be held February 
10-15, 1991 at the University of Notre 
Dame in South Bend, IN. The programs 
are designed to develop the managerial 
skills of broadcast engineers. 

Three seminar levels will be offered: 
Management I— Fundamentals of Lead-
ership; Management II—Toward Leader-
ship Effectiveness; and a new course, 

Management IV—Leadership and Team-
work. 

Fees are $1,550 for NAB members and 
$1,750 for non-members. The amount in-
cludes tuition, housing, and all instruc-
tional materials. Each registrant receives 
3.4 continuing education units, which can 
be used toward engineering certification. 

The registration deadline is February I. 
For further information, call Jane Frock at 
(202) 429-5346. 1411 
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NOW AVAILABLE TO LPTV'S 
AT "BIG STATION" PRICES! 

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

—e" 

Call (800) 955-5660 

Trident Productions, Inc.  

Charleston, SC 

A. 

You support 
of Mr sponsur 

also supports CPA 
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LPTV and the LAW 
—by Peter Tannenwald 

Know The Rules About Sponsor ID's 
Twice in the past two years, the FCC has 

fined radio stations $10,000 for violations 
of its sponsorship identification rules in 
connection with the program "The Inves-
tors Club of the Air." The reason is that 
there was no on-air disclosure of the fact 
that some of the guests on the program 
paid to appear, or were invited to appear 
because their firms bought spots in the 
program. 
The requirement that payments of any 

kind for air time always be disclosed is a 
fundamental principle of communications 
law, but the arrangements for this pro-
gram were complicated enough that some 
of you may not realize that disclosure was 
required. 
"The Investors Club of the Air" pro-

vides investment advice to listeners. It 
airs on radio station KMNY, Pomona, CA, 

which has a format devoted to financial 
news and information. Investment advi-
sors and other financial experts are inter-
viewed on the program. Spot advertising 
is often bought by brokerage firms, banks, 
and other financial service organizations. 

It is not surprising that representatives 
of some of the advertisers on the program 
were suitable guests. After all, if listeners 
are to learn how to invest their money, 
they want to hear investment advisors. 
But, of course, the same firms that supply 
guests may want to buy advertising. Com-
mercials can urge listeners to patronize 
the firms in a more direct manner than 
would be suitable for a program guest or 
interviewee. 

Situations To Watch 

KMNY ("K-MONEY") received a Notice 

of Apparent Liability for its $10,000 on 
July 16, 1990. The FCC's letter to the sta-
tion does not give full details as to how 
the "Investors Club" program operates, 
but here are three possible arrangements. 

First, a guest who is not associated with 
any advertiser may simply be invited by 
the station to appear, either free or for a 
fee paid by the station. This arrangement 
does not require on-air disclosure, be-
cause there is no disclosure requirement 
when a performer or guest is paid by the 
station. 
The second arrangement is where the 

advertising sales contract provides that, 
in return for payment by the advertiser, 
the station will broadcast commercial 
spots; and, in addition, representatives of 
the advertiser will be interviewed or in-
vited to appear as guests (or even hosts) 

Your LPTV Application Deserves 

100% 
When you submit your LPTV application, you want 

it 100% right. 

NO engineering errors. 
NO missing parts. 
NO legal problems. 
NO returns or kickbacks. 

Letter Perfect Standard 

Preparing an LPTV application the right way is hard. 
Your applications must be letter perfect upon submittal 
or they'll be returned without consideration. 
And when just one little mistake can invalidate your 

filing (and lose you your chance at the station you 
want), it makes sense to consult the experts. 

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

We Do Everything 

Kompas/Biel will turnkey your entire LPTV applica-
tion. We find the channel and the tower site. We do all 
the calculations and draw all the maps. We fill out all 
the forms and get all the certifications. Then we run a 
complete check to make sure that everything is per-
fect. 
You don't have to worry about a thing. 

Guaranteed Right 

And Kompas/Biel has the experience and expertise 
to do it right the first time. We guarantee that your 
LPTV application, and all the paperwork that goes with 
it, will be letter perfect. 
Soon the FCC will announce a new LPTV filing win-

dow. Call John Kompas today, at Kompas/Biel & Asso-
ciates. We'll give you 100%. 

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

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

(414) 781-0188 
Serving the LPTV industry since 1981. LPTV applications, market analysis, and station planning. 
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THE LONG AND THE SHORT 
From full length 
entertainment 
spectaculars 
to 30 minute 

shows 
JCP is your 
source for 

LPTV 
programming. 

OF IT: 

Sensational Sporting Events. Entertainment 
Specials. Celebrity-Studded Award Shows. 
Everyone looks to JCP's unique selection of 
LPTV programming. 

Whether it is MUSIC-CALIFORNIA — the 
newest music from LA's hottest Rock clubs, or 
THE YOUNG MISS OF AMERICA PAGEANT. 
bringing the glamor of a national beauty con-
test to your station. JCP's variety of shows 
appeals to the special tastes of your audience. 
Add in the timeless fantasy classic HANS 
CHRISTIAN ANDERSEN'S THE SHADOW and 

WINE AND THE GOOD LIFE hosted by Charles 
Aznavour, and your station has an audience 
pleasing selection that builds viewership. 

In short, you can count on JCP for an 
entertainment package that is long on viewer 
excitement. The accent is on personal. friendly 
service at JCP. for 10 years a worldwide 
leader in quality programming. 

Visit us at the THIRD Annual LPTV Confer-
ence and Exposition. or call or write for our 
complete list of programs. 

JOEL COHEN PRODUCTIONS AND DISTRIBUTION, INC. 
11500 Olympic Boulevard, Suite 418, Los Angeles, California 90064 Phone (213)473-7444 Fax (213)473/091 Telex 183375 (JCPDIST) 

Circle (60) on ACTION CARD 

on the program a certain number of 
times. In this case, the interviews and 
appearances are considered part of the 
paid advertising, and Section 317 of the 
Communications Act absolutely requires 
disclosure that the guest's firm paid con-
sideration for the appearance. 

The third arrangement involves no writ-
ten agreement, but an oral understanding 
that if a firm buys spots on the station, its 
representatives will be favored when in-
terview invitations are handed out. The 
applicable law here depends on how you 
interpret the "understanding." If the ad-
vertiser considers the appearances to be 
part of the overall deal, disclosure on the 
air is required, even if the station may not 
think that the appearances are part of a 
legally binding contract. Indeed, a wink of 
the eye or a casual statement may end up 
being a binding oral contract. 

Leased Program Time Also Affected 

With KMNY, the facts were even more 
complicated. The producer of the pro-
gram was not the owner of the station. 
(There was overlapping ownership, but 
that does not affect the legal outcome.) 
The producer paid the station a fee to 
broadcast the program, and the producer 
then sold advertising and received fees 
from the financial experts who appeared 
on the program. The fact that the experts 
paid the producer instead of the station 
does not matter, because Section 508 of 
the Communications Act requires the 
producer to disclose the payments to the 
station, and the station then has to dis-
close them on the air. 

It also does not matter whether the in-
terviewee promotes his or her firm or sim-
ply talks noncommercially or objectively 
during the appearance. The fact of pay-

ment, not the content of the conversa-
tion, controls. 
There is nothing illegal about people 

paying to be on the air, as long as the fact 
is disclosed to the audience and as long 
as there is nothing otherwise deceptive 
about the way the program is presented. 
You may be able to generate important 
revenue by providing an outlet for people 
who have a story to tell and are willing to 
pay to tell it. The important point is that 
you must "say when people pay," and 
that rule applies to all kinds of payment, 
whether cash or otherwise, and whether 
for traditional "spots" or other kinds of 
air time. 

Say When Someone Pays 

What should you say? How about: "Ms. 
X's appearance was paid for by the ABC 
Company." The FCC's rules require use of 
the words "paid for" or "sponsored by," 
except when a commercial product or 
service is promoted in a way that makes it 
obvious that the message has been paid 
for by the maker or provider. 
One cautionary note: If you sell spots 

and throw in a guest appearance, the 
amount of time given to the appearance 
gets factored into the total time under the 
contract and may significantly reduce the 
charge per minute of time that establishes 
your "lowest unit charge" for political 
candidates. Be especially careful of any 
unusual arrangements for the sale of time 
within 45 days of a primary or 60 days of 
an election, and always think of the con-
sequences for the legally mandated politi-
cal rate.  

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. 

TV Camera Fools 
Astronomers, Mimics Pulsar 

Early last year, excited astronomers an-
nounced the discovery of a pulsar at the 
center of supernova I 987A. But the dra-
matic report was quashed when research-
ers found recently that the pulsations— 
about 0.5 milliseconds apart—probably 
came from a television camera used to 
help guide the telescope they were using 
at the Cerro Tololo Inter-American Ob-
servatory in Chile. 

According to Science News, astronomers 
had been searching for a pulsar—the 
dense, spinning sphere of neutrons that 
remains after a large star collapses— 
since the supernova was discovered three 
years ago. They thought they had found it 
in January 1989 when they recorded 
nearly seven hours of pulsations. 

But no one was ever able to confirm the 
sighting. And early this year, while the 
telescope was focused on another, well-
studied pulsar, the very same pulsations 
appeared, leading scientists to believe 
that they originated from somewhere 
other than the sky. After some searching, 
the culprit was identified: an RCA Ouan-
tex Vidicon attached to the telescope. 
"We didn't expect a television camera 

to be this coherent, but it was," said John 
Middleditch of the Los Alamos, NM Na-
tional Observatory. "It had to be an in-
credible sequence of events that it ap-
peared that Ithe pulsations' were 
originating from space! You can't tell the 
difference between this 'signal' and a 
pulsar." 
"The cameras are getting old," he 

added. "We should be using CCD cam-
eras." But funds are tight, and the observ-
atories have to make do with older equip-
ment, he said. KM 
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Trying to find the best fit 
for your programming puzzle? 

Simply by carrying a block of 
FamilyNet programming, your 
station can then take as much or 
as little as you wish from the rest 
of our terrific lineup 

Sports • Children's Shows 
• Movies • Inspirational • 

General Interest 

That's 24 hours per day of fabulous, 
family-oriented programming — 
FREE, on FamilyNet. 

Call 1-800-8-FAMNET for 
more information. 
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Competition, Not Reregulation, Advises FCC Cable Report 
Late in July, the Federal Communica-

tions Commission issued its six-year re-
port to Congress on the state of the cable 
television industry. The report, required 
by the 1984 Cable Act, was prepared dur-
ing a seven-month period of intense Con-
gressional scrutiny of cable that resulted 
in bills from both the House and Senate 
proposing extensive cable reregulation. 
The FCC report, however, concluded 

that encouraging competitors to cable 
rather than imposing further government 
regulations would best solve the prob-
lems that have arisen because of cable's 
near monopoly of television service. 

However, because the present competi-
tive imbalance between broadcast and 
cable threatens the nation's tradition of 
localism and diversity, the Commissioners 
recommended a five-year reimposition of 
must carry rules, and a concurrent contin-
uation of the compulsory copyright. On 
the other hand, if must carry rules are not 
adopted, the compulsory copyright 
should be discontinued and local broad-
casters allowed to bargain freely with ca-
ble companies for payment for their sig-
nals. The report specifically recognized 
the value of not only locally produced 
programs but also the "synergy" of a sta-

tion's particular blend of local and na-
tional offerings. 
The report did not address the issue of 

telco entry, nor did it address LPTV must 
carry, though it did mention that LPTV 
broadcasters have been pressing for must 
carry. 
The Commission began its research 

with a Notice of Inquiry last December 
and held three public hearings in Febru-
ary and March—in Los Angeles, Orlando, 
and St. Louis—to gather information 
about the effect of competition in the ca-
ble marketplace. 
The report finds that two of the three 

major objectives of the Cable Act—cable 
industry growth (or availability to citizens) 
and industry development (of, for exam-
ple, program services)—have been ade-
quately met. But the third objective— 
competition to cable— has not. 
Subscribers complain of sharp rate in-
creases and poor technical and customer 
service, and competitors allege anti-
competitive conduct by cable operators. 

The specific findings of the report are 
summarized below: 

• Deregulation fostered increases in 
investment, expanding cable's reach, 

number of subscribers, channel capacity, 
and new programming. 
• The video marketplace is a dynamic 

market sector in the midst of transition. 
Local broadcasters provide varying de-
grees of competition to cable's retrans-
mission function, and video cassette 
rentals provide competition to premium 
movie channels. But there is generally no 
competition to the specialized program 
services offered by the typical cable sys-
tem. However, a number of multi-channel 
services could provide this competition if 
they had access to the programming. 
• Following sharp increases in the year 

after deregulation, monthly subscriber 
rates have leveled to the rate of inflation. 
• Cable operators exercise varying de-

grees of market power in the local distri-
bution of video programming. Both hori-
zontal and vertical integration in the 
cable industry have increased, and verti-
cally integrated cable operators often can 
deny competing multi-channel providers 
access to programming services in which 
they have equity interests. There is evi-
dence that some cable operators have 
abused this power. 
• Most cable operators are able to 

deny or unfairly restrict the access of 
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When you go into low power television... 
go in strong with TTC transmitters. XL 1000U 1000 Watt 

XL 100U 100 Watt 

0 0 0 

Ell CII 

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 audio/video input. 
• XL 10U and XL 20U—These "power 
flexible" 10 Watt and 20 Watt units are 
TTC's most affordable, featuring VHF, 
UHF, or modulator input. 

• Compact design 
mmiwzoom 

• Full VSWR protection 
• Low power consumption 11811111111181118111111 • • • 

XL 20U 20 Watt 
The quality is TTC. 
TELEVISION TECHNOLOGY CORPORATION 

• 

For free product literature or additional information, call or write: 

RO. Box 1385 • Broomfield, CO 80020 • (303) 665-8000 WorldRadioHistory



most program services to the communi-
ties they serve, and some may have done 
so. 
• Although one key purpose of the Ca-

ble Act was to increase diversity by en-
couraging leased access programming, 
the legal remedies available to program-
mers who have been denied fair access to 
those channels are expensive and time-
consuming, thus retarding the develop-
ment of leased access. 
• Local authorities often discourage or 

forbid competition to existing cable fran-
chisees for reasons unrelated to legiti-
mate governmental interests—public 
health and safety, repair of public rights 
of way, and construction performance. 
• The current compulsory copyright 

creates an imbalance in the relationship 
between commercial broadcasters and 
cable. The compulsory license is, in ef-
fect, an unfair subsidy for cable opera-
tors. 
• Cable and broadcast compete for 

advertisers. This creates an incentive for 
cable operators to deny carriage to pro-
gram services in which they have no fi-
nancial interest. The incentive is particu-
larly great in the local market where the 
cable system and the broadcaster com-
pete for local ad dollars. 
• The continued viability of noncom-

mercial television may depend on tar-
geted must carry requirements. 

• The current three-signal standard for 
effective competition no longer reflects 
the realities of the video marketplace. 
However, it would be inappropriate for 
the FCC to alter it now because Congress 
could redefine or eliminate it. 
• Cable consumers have experienced 

problems with cable technical quality and 
customer service, although the cable in-
dustry has recently begun an effort to im-
prove these. Uniform technical standards 
for all cable video transmissions must be 
adopted, and the FCC will launch an in-
dustry advisory process toward that end. 
Franchising authorities lack adequate en-
forcement mechanisms to ensure high 
quality technical and customer service. 

Based on its findings, the FCC made the 
following recommendations: 

• Local franchising authorities should 
be prevented from imposing unreasona-
ble barriers to competing multi-channel 
video providers via technical or other re-
strictions. Competitors should be allowed 
to enter a market temporarily without 
having to provide "universal service" to 
the market area. 
• Local broadcast stations should be 

protected with a must carry regime as 
long as cable enjoys a compulsory copy-
right license for local broadcast program-

continued on page 30 

Technosystem 
UHF Transmitters 

With over 250 transmitters in service worldwide, Technosystem 
has established a reputation as a high quality supplier of TV 
Broadcast RF equipment. 
Our newly-opened facility in Miami, Florida provides product 

support and distribution for the United States and Latin America. 

Look for these features in 1 kW through 40 kW UHF transmitters: 

• Modular design with plug in circuit boards 
• Technosystem designed cavity for extended tube life 
• Identical integrated circuits for reduced spare requirements 
• Single blower cooling reduces heat build up in the cabinet 
• High voltage and Grid 2 supplies are mounted on 
convenient casters for ease of servicing 

• Full, built-in remote control 
• Interlocked circuits for operator protection 
• Sound-proofed doors and side panels 
for quiet operation 

Contact Technosystem for more 
information today (305) 477-5018. 

WAMON 

irivi "AVAIKI 

AvALMI 

TECHNOSYSTEM USA 
Suite 28 • 8181 NW. 36th Street 
Miami, Florida 33166 

Phone: (305) 477-5018 
Fax: (305) 477-5024 

LPTV Distribution by 
State and Territory 

August 10, 1990 

ALABAMA 
ALASKA 
ARIZONA 
ARKANSAS 

CALIFORNIA 
COLORADO 
CONNECTICUT 
DELAWARE 

WASHINGTON, DC 
FLORIDA 
GEORGIA 
HAWAII 

IDAHO 
ILLINOIS 
INDIANA 
IOWA 

KANSAS 
KENTUCKY 
LOUISIANA 
MAINE 

MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 

MISSISSIPPI 
MISSOURI 
MONTANA 
NEBRASKA 

NEVADA 
NEW HAMPSHIRE 
NEW JERSEY 
NEW MEXICO 

NEW YORK 
NORTH CAROLINA 
NORTH DAKOTA 
OHIO 

OKLAHOMA 
OREGON 
PENNSYLVANIA 
RHODE ISLAND 

SOUTH CAROLINA 
SOUTH DAKOTA 
TENNESSEE 
TEXAS 

UTAH 
VERMONT 
VIRGINIA 
WASHINGTON 

WEST VIRGINIA 
WISCONSIN 
WYOMING 

GUAM 
PUERTO RICO 
VIRGIN ISLANDS 

Licenses CPs* 

9 
220 
22 
8 

39 
19 
o 

2 
38 
18 
3 

19 
7 

10 
12 

10 
11 
12 
7 

2 
6 
9 

32 

12 
13 
23 
4 

18 
3 
2 
14 

26 
9 
4 
16 

19 
19 
11 
o 

2 
6 

27 
49 

18 
1 
6 
10 

1 
10 
23 

1 
5 
o 

18 
11 
33 
33 

80 
27 
5 
1 

o 
125 
33 
19 

24 
36 
23 
33 

28 
25 
41 
16 

7 
15 
20 
48 

19 
29 
36 
8 

17 
4 

11 
31 

45 
34 
12 
44 

29 
22 
52 
2 

19 
18 
39 

101 

12 
8 

18 
22 

8 
19 
16 

o 
4 
2 

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

TOTALS: Licenses: 868 
Construction Permits: 1,382 

Copyright KOMPAS/BIEL & 
ASSOCIATES, INC. 

All rights reserved. 
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Technical Talks 
—by John H. Battison, RE. 

More On Antennas 

Last month we talked about antennas 
and power gain. This month we'll con-
tinue the discussion by focusing on effec-
tive radiated power (ERP) and effective 
antenna height (EAH), also known as 
height above average terrain (HAAT). 

Everyone knows that the higher an an-
tenna is, the better the coverage is, as 
long as the ERP is the same. Unfortu-
nately, as the antenna is raised above 
ground, the length of the transmission 
line increases, and so does the line loss. 
Because the power output of the trans-
mitter is limited to 1 kW, it behooves us to 
lose as little power as possible in the 
coax. 
Coax is amazingly efficient; but, even 

so, line losses mount up as line length is 
increased. In order to get as much power 
as possible to the antenna, the line size 
has to be increased. I've seen installa-
tions with 7/8 line running for 200 feet. By 
the time the signal has reached the an-
tenna, it may have been reduced to half of 
its starting value! The higher the channel 
number, the greater the line loss. This is 
called "attenuation." 

In my opinion, except when you want to 
reduce ERI? Ye" line should never be used. 
I prefer I 5/8" minimum size. With 1 5/8" 
line, increasing the length from 120 to 
250 feet reduces the power arriving at the 
antenna by only about one third, depend-
ing on the channel number. If larger coax 
is used, the line losses decrease corre-
spondingly. 

Unfortunately, larger coax is much more 
expensive. And not only do costs in-
crease, but there is additional weight on 
the supporting structure. Many towers 
used for LPTV were not designed to carry 
heavy coax cable loads and cannot bear 
much additional strain. 

Antenna Height and Signal Improvement 

What about antenna height? When we 
increased the antenna height above 
ground (and at the same time the EAH), it 
was necessary to reduce power from 
about 10 kW to 2.5 kW to maintain the 
same coverage area. So you might ask, 
"What was gained?" 

Although the theoretical 74 dBu service 
contour stayed in the same place, there is 
an increase in the number of homes that 
can now receive the signal via line of sight 
(LOS). Remember that LOS is very impor-
tant in television. If the receiving antenna 
cannot "see" the transmitting antenna 
because of obstructions or ground curva-
ture, reception will be poorer (or even 
impossible) than if there are no obstruc-
tions between them. In theory, there will 
be no reception without LOS; in practice, 
there is usually reception of some kind 
because of reflections and refraction. If 
this were not so, many telecasters would 
be in a great deal of trouble! 
So we see that if we raise the antenna 

and keep the radiated power (ERP) the 
same, we benefit because more television 
sets can see the transmitting antenna, 
even with less power. This can often help 
an LPTV station that cannot increase 
power because of limiting co-channel or 
adjacent stations. Of course, if we raise 
the antenna and increase power, we gain a 
great deal more in terms of distance to 
the 74 dBu contour. 

Beam Tilt 

The next thing we can do is use "beam 
tilt" to maintain the required maximum 
signal at the radio horizon, and at the 

Custom 
Loaded 

Videocassettes 
• Al! NEW Tape 

• All Major Brands 

• 3/4", VHS or Beta cam 

• Any Length 

• Shelf Cases-Sleeves 

• Packaging 8e Fulfillment 

Excellent Service 
Great Prices 

E E5 
Iv V MX VW IlVir« leirir 

(800) 888-4451 
PO Box 2 Route 217 
Mellen ville, NY 12544 
FAX (518) 672-4048 
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same time increase the power density, 
that is, the amount of television signal in 
the coverage area. A stronger and clearer 
transmission allows more viewers to get a 
better signal. 

You must have permission from the FCC 
to use beam tilt, but it can be requested 
via a minor change application outside of 
a filing window. It's important to remem-
ber that the new 74 dBu contour must not 
go outside the existing 74 dBu contour. If 

PROGRAMMING DRIVES THE INDUSTRY 

PONTIOUS ASSOC. 
• Program Rep. 

Operations 
Management 
Research 

oÑt 'PHONE CALL FOR ALL YOUR NEEDS. 
606 W, Barry-Siúdio 233 • Chicago, IL 60657-6399 

'Phone-312-871-5246. FAX 477-2074 
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30 Years 
Experience 

Simmons 
Communications, Inc. 

• TURNKEY INSTALLATION OF 
STUDIO AND TRANSMITTER 

• COMMERCIAL INSERTION 
EQUIPMENT 

• MICROWAVE SYSTEMS 

• USED TRANSMITTERS FOR 
SALE 

• REPAIR AND MAINTENANCE 
ALL BRANDS OF 
TRANSMITTERS 

• SERVICE ON ALL TYPES OF 
INDUSTRIAL VIDEO EQUIP. 

404-596-0265 
Pager 205-291-7397 
6100 HAMILTON ROAD 

PLAZA NORTH SHOPPING CENTER 
COLUMBUS, GA 31909 
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this service area is extended or any area 
not previously within this contour is 
served, the application has to be handled 
as a major change. 

Now let's talk about effective antenna 
height, or EAH. The actual height of the 
transmitting antenna above ground is not 
the final arbiter of reception area dis-
tance as far as the FCC is concerned. In 
order to calculate contour distances and 

compare different proposals, the FCC re-
quires yardsticks. One of these is EAH, or 
height above average terrain (HAAT). Both 
mean the same thing. 

To calculate HAAT, eight or more radials 
are drawn from the transmitter site on a 
topographic map at 45° intervals starting 
at north-0°, 45°, and so on. The eleva-
tion of the ground is read from the map 
every tenth of a mile or more, depending 
on the ruggedness of the terrain, for a 
distance of ten miles from the transmitter. 
The heights from two to ten miles from 

the transmitter for each radial are added 
up and divided by the number of points 
measured in that radial. This gives the 
average height of the ground along this 
single radial. After all eight radials have 
been averaged, the eight totals are added 
up and divided by eight to get the average 
height of the eight radials (or ground) 
around the transmitter. 

Calculating HAAT 

Finally, the height of the center of the 
antenna above this average ground figure 
is determined. This is the EAH, or HAAT, 
of the antenna. Because all stations are 
calculated in this manner, it is possible to 
compare them and calculate coverage 
and possible interference to each other. 
When you read a description of a station 
in an FCC release, it is this average value 
that you see. (This is not the same as the 
antenna height above ground, or AGL.) 

If you have a 200-foot tower and your 
competitor has a 300-foot tower, accurate 
comparisons are not possible. You may 
have an EAH of 350 feet; your competitor 
may have only 230 feet EAH. In such a 
situation, your signal will be better if other 
things are equal. 

Next time, we'll talk further about im-
proving coverage through minor changes.  

John H. Battison, PE. is a consulting engi-
neer with offices in Loudonville, OH. 

EBS EQUIPMENT 
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Model CEB Encoder-Decoder 
Model CE Encoder 
Model CE Stereo Encoder 
Model CD Decoder 
Encoder FCC Type Accepted decoder FCC Certified 
Exceeds FCC Specifications 
Receiver can be supplied to drive Decoder 

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

GORMAN REDLICH MFG. CO. 
257 W. UNION STREET • ATHENS, OHIO 45701 • (614) 593-3150 

Required for L.P.T.V. 

Price 
$540.00 
375.00 
405.00 
320.00 

NAB Publications Offer 
Guidance, Analysis 
• Do you know what to do when you 

are faced with a real Emergency Broad-
cast System emergency? A 28-minute vi-
deotape produced by Durham Life Broad-
casters at the request of the Federal 
Communications Commission walks view-
ers through the EBS procedures that 
should be followed by technical, manage-
ment, and on-air staff. 
The Emergency Broadcast System was 

developed to provide the President and 
federal agencies, as well as state and lo-
cal governments, with standardized pro-
cedures for communicating with the gen-
eral public during emergency situations. 
The tape is available from the NAB at 

$29.95 for members, $39.95 for non-
members. 
• A Broadcaster's Safety and Loss Control 

Guide helps broadcasters minimize acci-
dents through effective safety, loss con-
trol, and risk management programs. De-
veloped by the NAB's Insurance 
Committee, the Guide includes informa-
tion on developing safety standards, in-
vestigating and reporting accidents, 
maintaining security, and protecting the 
general public. 
The cost of the Guide is $20 for NAB 

members and $40 for non-members. 
• The new lottery law is the subject of 

Lotteries & Contests: A Broadcaster's Hand-
book, 3rd edition. Newly revised to reflect 
major changes in the federal lottery laws 
that took effect in May, Lotteries & Contests 
explains FCC rulings on lotteries and con-
tests, practical suggestions for conduct-
ing contests legally, an analysis of each 
state's lottery laws, the latest on Indian 
bingo advertising, and two separate indi-
ces, one each for lotteries and contests. 
The price is $20 for NAB members, $40 

for non-members. 
• The impact of telco entry into video 

services is the subject of a new NAB re-
port, The Potential Impact of Telephone Re-
gional Holding Companies' Diversification and 
Video Service Strategies on the Broadcasting 
Industry. 
The report explores I ) the public policy 

and technology issues likely to affect the 
participation of telephone regional hold-
ing companies in the video services mar-
ketplace; 2) the internal structure of each 
of the RHC's, including their corporate 
structure, the strategies they use when 
entering new areas of business, and their 
specific programs for entering the video 
marketplace; and 3) the prospects for 
RHC entry into video services. 
The book is available to NAB members 

at $25, to non-members at $50. 
• Sports on Television: A New Ballgame for 

Broadcasters addresses the many issues 
surrounding sports programming today. 

continued on page 27 
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Finding The News "They do what they say they'll do." 
continued front front page 
some easier ways to find out what they 
want: 
• How does your local newspaper treat 

the news? Take a close look at regular 
columns, sports pages, business informa-
tion, and the paper's coverage of daily 
local news. 
• Solicit comments on the news sub-

jects your viewers prefer during other pro-
grams, such as call-in public affairs 
shows. One of the most popular programs 
can be a weekly "Meet the Manager" type 
show. 
• Conduct informal surveys of news 

preferences with the help of local high 
school or college classes. 
• Print a survey questionnaire in the 

local paper asking readers about their 
preferences. 
• Speak to community groups and try 

to assess their feelings as to the relative 
importance of various issues. 
• Read material gathered or re-

searched by others, such as the Chamber 
of Commerce, city and county govern-
ment, or business development groups to 
see which issues seem to be priority is-
sues. 
• Visit with community leaders and 

conduct informal ascertainment inter-
views on community problems and needs. 
(The Federal Communications Commis-
sion used to require television stations to 
perform periodic ascertainment studies.) 
• Or just get your newscast off the 

ground any way you can, and, in time, 
your news people or person will begin to 
get a feel for what "floats the boat" in 
your community. 

News Sources 

There are many sources for news. Of 
course, they will vary depending on the 
community interests you identify. Some 
sources are obvious, while others may 
take some developing. 
• Wire Services: Although major sta-

tions rely on wire services for wide-
ranging information from around the 
world, you may not need them for a local 
broadcast. If you think you do, shop 
around. There are many levels of services 
available. Both AP and UPI have rate 
cards with many options. Or you may be 
able to thrive on a bare-bones "radio" 
wire which will give you summarized news, 
sports, weather, business, and other in-
formation. 
Be cautious of extracting information 

through computerized services such as 
Source or CompuServe. They are de-
signed for individual consumers and are 
not intended as substitutes for direct wire 
service feeds. 
• News Services: As the LPTV industry 

matures, more and more news services 
will begin to offer their materials. There 
are many that service full-power 

Larry Boyd is the engineer for LPTV 
channel 57, serving Crawford County, 
Ill. Their BEXT 1000W transmitter 
has been on the air since January. 

"We bought the BEXT based on its 
low cost, but we are very impressed 
with its sturdy construction. It's a 
good, solid transmitter, operating non-
stop with no problems. 

Circle (47) on 
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"And the company has bent over 
backwards to answer our questions, 
even calling back to follow up. We're 
very satisfied!' 

From 2 to 20,000 watts, UHF or VHF, 
solid state or tube type, find out what 
BEXT can do for you. 

Call for more references or technical reasons 
to choose BEXT. 

739 5th Avenue San Diego, CA 619-239-8462 

stations—CNN, Group W, Conus, INN, 
WTN, and NIWS, for example. But do you 
really need national and international 
news? That isn't what your viewers will be 
expecting. 

Localism is your exclusive province; use 
it to your advantage. Unless your station 
is in an isolated region where you are the 
sole provider of television news, most 
viewers will find national and interna-
tional news elsewhere. 
• Regional Cooperatives: In the years 

to come, there may be news-gathering co-
operatives to share the expense of gath-
ering news in a given region or state. Al-
ready there is a daily newscast originating 
in Florida that caters to the LPTV industry. 
You may also find a way to share news-

gathering duties with a local radio station 
or newspaper in exchange for some type 
of promotion. A local paper may be more 
than happy to share a sports writer with 
you at little additional cost, just for the 
exposure and the promotion. Likewise, 
for years, local radio announcers have 
moonlighted as weather people in 
medium-to-small markets. They bring 
with them their audience, their contacts, 
and their experience. 
• Newspapers: Yes, news assignment 

editors religiously read the papers. For 
years, network correspondents com-
plained that they could not sell a story to 
the desk in New York, unless it first had 
appeared in the New York Times, the Wall 
Street Journal, or the Washington Post. That 
may be a gross generalization, but it is a 
fact that most newspapers carry much 
larger reporting staffs than their broad-
cast counterparts. That makes them an 
obvious source of daily information. 

But be careful how you use that infor-
mation. Don't just rewrite a newspaper 
story; use it as a starting point for your 
own story on the subject. In old radio 
parlance, you need to find a way to put a 
"new top" on stories that break in the 
morning newspaper. Make the story your 
own by advancing it with interviews, addi-
tional information, reactions from "the 
man on the street," and so on. 

continued on page 18 

Taylor To Head 
BPME 

The Broadcast Promotion and Market-
ing Executives association has named 
Gary 'Taylor its new executive director. 
Taylor is the former senior vice president 
of Unistar Radio Network in Los Angeles. 

In his new position, 'Taylor will oversee 
all daily and long-term operations of the 
association. KAI 

NEED 
MORE 
SALES? 

CALL 

813-772-3994 
SALES CONSULTANTS 

FOR LPTV 

Sabatke 
& Company 
1033 S.E. 19th Place 

Cape Coral, Florida 

33990 

Write for Media Kit 
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• Future Files: When you start clipping 
newspapers and receiving news releases, 
you need a way to organize the informa-
tion. While an appointment book will help 
schedule assignments, printed material 
can easily get lost. 
The quick and dirty way to develop a 

future file is to buy about 45 file jackets. 
Number them from 1 to 31 for each day of 
the month, and set another twelve aside 
for the months of the year. When releases 
and clippings stack up, file them for the 
appropriate day, or if further down the 
pike, in the correct month. As each month 
nears an end, clean out the daily jackets 
and re-file the next month's ideas. You 

also can file notes, scripts, ideas, or any-
thing you need for a story "tickler." The 
future file will become the brain of your 
assignment desk. 
You can do the same with a computer, 

but frankly, the time spent typing the rele-
vant information into a database is largely 
a waste in a small operation. 
• Police Scanners: Scanners can give 

you headaches with all the background 
noise they introduce into your environ-
ment. But they are an essential means of 
keeping up with breaking news, and you'll 
be amazed, after a few months of listen-
ing, how your mind will be able to dis-
criminate between important calls and 

CASCOM INC. 707 18th Ave. So., Nashville, TN 37203 FAX 615-32178512 

e, 

IF YOU RUN 

MOVIES 

YOU NEED THE 

MOVIE PACKAGE 

FROM CASCOM 

50 Animated Movie 

Opens, Only $1,000. 

Call for demo today. 

Doug McLuen 

Colleen Smith 

6 1 5 • 3 2 9 • 4 1 1 2 

routine ones, merely from the dis-
patcher's tone of voice. With a little help 
from your friends at Radio Shack, you 
should be able to find out which frequen-
cies to monitor. Usually, a fire or EMS 
channel is your best source of major 
news. 
Be aware that many agencies are 

switching to digital dispatch methods 
which are nearly impossible to intercept. 
Others are going to 800 MHz trunking 
systems, which, like cellular phones, route 
conversations over different channels. In 
most states, you don't need any permis-
sion to monitor public channels, even in a 
mobile vehicle, if you are a legitimate 
news-gathering organization. 
• Civic Clubs and Meetings: It is im-

portant, as you develop your news prod-
uct, to become known in your community 
and to solicit news information. A mailer 
or press release of your own should be 
sent to all fraternal, social, religious, pro-
fessional, and government organizations. 
Give them some idea of the kinds of news 
you would be interested in, the people to 
call, and your news deadlines. 
Most of what you'll receive will be suit-

able only for a community bulletin board, 
but there will be a few nuggets of legiti-
mate news scattered within. You might 
encourage written releases from the on-
set, to spare your news people time-
consuming telephone interviews. But you 
probably won't be able to eliminate 
phone calls altogether. To make those 
more efficient, develop a simple assign-
ment data sheet that prompts the caller 
for the essential information. 
• Tip Line: Call it a tip line, news line, 

action line, or whatever, but a direct line 
into the news department will result in 
breaking stories. You might work out an 
arrangement with your local cellular 
phone provider to create a cellular phone 
hot line, usually toll-free, to be used for 
reporting tips. 
• Neighborhood Network: That is the 

name we gave to our network of home 
video stringers. The network was mostly 
promotional in purpose, but occasionally 
we got a spectacular story. CNN has their 
News Hounds, Bob Saget has his funniest 
home videos, and you should have your 
own network of home video enthusiasts. 
Some words of caution, however. For 

liability reasons, you should never "as-
sign" a stringer in advance to cover a 
story, but accept video after the fact on 
"spec" (speculation). You may want to go 
as far as to develop a simple contract that 
makes your position clear to would-be 
stringers. 

Don't give them any type of press pass 
or identification, even stickers for their 
cameras. If you do, many of them will try 
to pass themselves off as station employ-
ees, crashing their way into football 
games and other events. In the worst 
case, they might damage someone's 
property or invade their privacy using 
your name or call letters. If you plan prop-
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erly, you can avoid these pitfalls and have 
a successful program. 
• Advisory Boards: We have had great 

success bringing groups of people of like 
interests into the station to discuss cur-
rent problems and solutions. It is time 
consuming to find the participants, but 
worth the effort. You may want to consider 
a handful of boards in the areas of law 
enforcement, education, medicine, and 
other community services. Not only will 
you receive innumerable news tips and 
ideas for series, editorials, and talk 
shows, but the process will foster strong 
ties between your station and the influen-
tial members of the community. They 
need meet only about twice yearly. 
• Schools: Many of us received our in-

troduction to broadcasting while still in 
high school. There is no shortage of inter-
ested young people in grade school 
through community college who aspire to 
careers in journalism and broadcasting. 
You may want to build relationships with 
school newspapers, yearbook staffs, and 
other clubs where you may find sharp 
young people to work as reporters. But be 
careful of state and federal wage and hour 
guidelines and minimum work ages. 

Youth are a vast source of relatively in-
expensive labor. You may be able to set up 
some internship programs under which 
their efforts are traded for credit or nec-
essary experience. 

Here are some other potential news 
sources: 
• Neighborhood crime watch groups; 
• Police auxiliary groups; 
• Scanner fanatics who might be 

handicapped or shut-ins; 
• Retired journalists; 
• Volunteer fire fighters; 
• Video production companies; 
• Police chaplains; 
• The Civil Air Patrol; 
• Amateur Radio groups; 
• Taxi drivers. 
There are a million stories in the big 

city and nearly as many in any community. 
Use your creativity and imagination to 
find them and to develop cost-effective 
ways of telling them. 

In future issues we will explore: 
• The right equipment for covering the 

news; 
• Libel, trespass and privacy laws; 
• Producing the news; 
• Building a news set; 
• Covering the news; 
• The structure of a newsroom; 
• News editing techniques. 
If you have comments, questions, or 

ideas, please give me a call at (813) 842-
9042. 

Jim West is a veteran of 24 years in broad-
cast journalism. He now resides in New 
Port Richey, FL and runs a consulting, 
marketing, and video production com-
pany. He is a co-applicant for an LPTV 
construction permit. 

To reach Jim, call West & Assoc., Inc. at  
1-800-637-1071 or (813) 842-9042. IK1  

Crowds gather around one booth at the 1989 LPN Convention & Exposition. 

LPT11 Convention 
continued from front page 
discuss several approaches to obtaining 
cable carriage and developing a good re-
lationship with cable operators. 

Panelists will offer suggestions on ne-
gotiating carriage agreements and work-
ing with cable operators to develop joint 
programming. 

Sales Strategies That Work  

Broadcast veteran Don Sabatke of Sa-
batke & Company will share his dynamic 
methods for scoring big sales in a small 

market. Don will show you proven ways to 
sell your station into the black. 

How To Buy Equipment  

Industry suppliers will present a build-
er's guide to specifying, purchasing, and 
installing the equipment for a community 
television station—complete with 
ballpark figures and buying tips. Let the 
experts take you through the steps from 
tapes to transmitter. 

Powerful Promotions 

Professionals from the Broadcast Pro-
motion and Marketing Executives will 

Ready. 
Get Uni-Set; 
Go. 

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

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

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

11 II 1111 . Am fA1 1111® 
''II II III marPqm 11 
CORPORATION 
449 Avenue A 
Rochester, New York 14621 
(716) 544-3820 
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LPTV's 
MTDR! 

Model 2901B+ 

Metallic Time Domain Reflectometer 
CABLE FAULT LOCATOR 

only 

$845 
complete 

• 11,000 Feet Readability 
• +1- 1% Accuracy 
• Simple Operation 
• Oscilloscope Output 

CALL TOLL FREE 

800-688-8377 

— RISER-BOND — 
INSTRUMENTS 

5101 North 57th Street 
Lincoln, Nebraska 68507 
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share some of their ideas on high-
powered promotion for community sta-
tions. Let the promotion professionals 
show you what's hot and what's not. 

The Legal Corner 

Attorneys from some of the top com-
munications law firms in the country will 
discuss the issues currently facing com-
munity broadcasters. This is an excellent 
opportunity to get valuable legal advice 
on topics such as libel, copyright, lot-
teries, and political broadcasting. 

LPTV On The Hill  

Key staff members from both the Sen-
ate and the House Communications Com-
mittees will review the LPTV position on 
Capitol Hill. Let those with their hands on 
the pulse of Washington give you the up-
date on must carry. 

An Introduction To NATPE  

A presentation of the support and ser-
vices available to members of the Na-
tional Association of Television Program 
Executives, or NAIPE. This panel of 
NAIPE professionals will also explain how 
the new NATPE*NET computerized pro-
gram directory can work for you. 

How Antennas Work  

A layman's approach to some of the 
most technical aspects of LPTV. A major 
antenna supplier will discuss the intricate 

It's 12:00 am... 

Do you know who's running the Station? 

The STUDIO PRO is 
* A fully automatic program control system with commercial 

insertion capabilities 

* Broadcast quality, solid state vertical interval switching 

* HDTV video bandwidth', with optional stereo audio 

* Compatible with virtually all 3/4", SVHS 1/2", or 
Laser Disk players 

* The ultimate system to improve your bottom line 

TE Products, Incorporated 
2 Central Street 

Framingham, MA 01701 
800-832-8353, (508) 877-6494, FAX: (508) 788-0324 

operation of the broadcast antenna, and 
the best way to maximize your coverage. 

Tannenwald On Paper  

The CBA's own expert legal counsel will 
review and discuss the proper procedure 
for filing applications with the FCC. Peter 
Tannenwald will discuss extensions, 
transfers, EEO filings, major and minor 
changes, and other FCC applications. 

Advice From Keith Larson  

The chief of the FCC's LPTV Branch will 
talk about applications, lotteries, and the 
FCC regulations that apply to LPTV sta-
tions. 

Managing Your Station's Finances 

Accounting, business, and finance pro-
fessionals will discuss new options for fi-
nancing the startup of a community 
broadcast station, as well as ways to im-
prove an operating station's bottom line. 

Programming The Community Television 
Station  

This panel of LPTV station program di-
rectors will discuss which programs work 
best in a market and how they came to 
choose their own successful program for-
mats. They will also talk about how to 
negotiate for programming and the ad-
vantages and disadvantages of barter 
over cash deals. 

In addition to the information to be 
gained from workshops and panels and 
the exhibit floor, community television 
broadcasters will have the chance to min-
gle and learn from one another at several 
hospitality suites and parties. And the 
CBA Local Production Awards ceremonies 
will honor the best of community tele-
vision local programming and promotion 
in a festive closing event. 

For further information on registration 
and travel, contact Cam Willis at Eddie 
Barker & Associates, 1-800-225-8183 rie7e 

San Diego LPTV 
Joins Univision 

KBNT-TV channel 19 (1(19BN) in San 
Diego is the most recent addition to Un-
ivision's network of full power and LPTV 
broadcast affiliates, announced Susan 
Catapano, affiliate relations director for 
the Spanish-language programming ser-
vice. 

Channel 19, licensed to American Tele-
vision Network, is the only Spanish-
language television station in San Diego 
and reaches 100,350 Hispanic house-
holds, or 75% of the city's Hispanic popu-
lation. I-
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Supplier Side 
Two new VHS label formats are avail-

able from Professional Label Service, 
Inc. The new formats— for laser 
printers—contain 10 face labels or 13 
spine labels per sheet. Also available is a 
combo sheet with six sets of face and 
spine labels. 
The labels have rounded corners and 

are manufactured on 8 1/2 x II sheets of 
top quality materials especially designed 
for desktop laser printers. Custom print-
ing is also available. 
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Dynair Electronics, Inc. has intro-
duced a new line of 6-output, 30 MHz 
utility video, equalizing video, and pulse 
distribution amplifiers which combine low 
cost and a modular design in a one or two 
rack unit package. The new products— 
called the Series 3100—are plug compat-
ible with Grass Valley Group 8500 series 
amplifiers and are designed for duplica-
tion, production, post-production, and 
any other studio application. 

The Series 3100 distribution amplifier from Dynair 
handles up to ten one-input, six-output components. 

Distribution amplifiers are used to am-
plify and distribute a signal to several dif-
ferent locations or outputs. DA's can also 
compensate (equalize) for signal quality 
degradation in long coax cables. 

Prices for the Series 3100 start at $100 
for the 1 x 6 video DA. 
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Valley International is now delivering 
its first new products for 1990—the PR-
2A and PR- 10A powered racks. These 
units are third-generation powered rack 

The PR-2A powered rack from Valley International. 

IT'S WORTH THE WAIT! 
3 dbm's 100% 

SOLID STATE 1000 WATT 
TELEVISION TRANSMITTER 
DESIGNED FOR FULL POWER & LPTV 
This all new SOLID STATE Transmitter 
has incorporated all the latest technology. 
• Modular construction is employed making repair or replacement simple. 
• 2 Video inputs. Both AGC controlled to assure proper video levels. 
• 3 Audio inputs. 600 ohm, 75 ohm balanced, 75 ohm unbalanced for stereo. 
• An Isolator is employed on the Power Amplifier Outputs to prevent damage 
caused by load mismatches. 
• Seperate Power Supply to each Power Amplifier. 
• Automatic shutdown if VSWR is exceeded. 
• Remote Control Operation is available. 
• Automatic Station ID. 
• Plus many other Features. Call today for complete details. 

AND THE MOST AMAZING PART IS THE PRICE 

$44,950.00 
For complete information and availability, cal 800-279-3dbm 
3 dbm 733-A Lakefield Road • Westlake Village, CA 91361 
Represented by JIMMIE JOYNT, J & L ASSOCIATES 800-279-3326 

P.O. Box 25966 • Colorado Springs, CO 80936 • (719) 528-5862 
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enclosures designed to complement 800 
Series modular signal processor units. 
The PR-2A accommodates one or two 

800 Series modules in a 1 3/4 x 19 rack 
space. Identical modules, appropriate for 
stereo processing, may be linked via a 
front panel LINK switch. 
The PR- I OA accommodates up to ten 

800 Series signal processors in a 
5 V4 x 19 rack space. Like the PR-2A, it 
provides XLR connectors for all audio in-
puts and outputs. 
The PR-10A employs a two-section bi-

polar power supply, each section power-
ing five 800 Series modules. So even in 
the unlikely event of regulator failure, five 
of the ten modules in the PR-10A remain 
active. 
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Model 829X UHF TV channel combiners 
from Microwave Filter consolidate multi-
ple channel transmitter outputs to one 
antenna connector. 

The combiners, which are available in 
2, 3, or 4 channel combinations, can ac-
commodate any nonadjacent channels in 
the UHF TV band. Power handling is 100 
watts per channel with 1 dB video carrier 
loss from any channel input to common 
output. Connectors are Type N female, 
and VSWR is 1.433 maximum. 

Microwave Filter's 829X channel combiner. 

Prices are $2,100, $2,760, and $3,450 
for the 2, 3, or 4, channel combinations, 
respectively. The combiners are delivered 
within 30 days and mounted on a thick 
wooden wall panel. 

Circle (176) on ACTION CARD 

Panasonic Audio Video Systems 
Group has unveiled a new mobile 
production/post-production van, featur-
ing high-performance S-VHS video and 
stereo audio recording capability. 

continued on page 22 
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TOTAPROMPTER 
THE INDUSTRY'S FINEST 

100% REMOTE 

PROMPTING SYSTEM 

FEATURES INCLUDE: 

• AC or Battery Powered 

• 1 Compact Travel Case 

• Runs on standard PC's 

• Fast, Easy Field Editing 

• Most Powerful, Friendly 

Software 

Complete Production 

/Prompting Systems 

from 
$3,975. 

...the standard by which others are judged. 

Write or Call for Complete Product Information & Pricing 
1-800-658-9099 or 608 785-7766 

 Se. .!•MIlffla   .!!Ma gamut  
E \NB M—..1111L—M11 MI %Mai—MI I Mum 

eglaelleiV EM— E— Mhm1F1 111" rm 

INCORPORATED  
ELECTRONIC ELECTRONIC 

NEWSROOM PROMPTER 

Circle (81) on ACTION CARD 

The SVP-I is a pre-engineered turnkey 
system equipped with the latest Y/C 
equipment, including the 8-input EGP-7 
switcher, WV-F250 3-CCD FIT cameras, 
AG-7750 S-VHS editing VCR's, and the 
Ramsa SV-3700 DAT recorder. In its stan-
dard configuration, the SVP-I is a two-
camera system pre-wired for a third cam-
era. 

Panasonic's SVP -1 mobile 
production/post-production van. 

Optional equipment includes camera 
lenses, portable ENG cameras, camera 
mechanical support equipment, a frame 
synchronizer/TBC, and a rooftop mount-
ing platform with rear ladder. Suggested 
retail price for the SVP-I is $149,500. It 
will be available in the fourth quarter of 
I 990. 

Circle (126) on ACTION CARD KiB 

What's Coing On 
September 21-25, 1990. Audio Engineering Society 89th Convention. Los 

Angetes Convention Center, Los Angeles, CA. Contact: Ronald L. Bennett, 
(818) 986-4643. 

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

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

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

October /347, 1990. Society of Motion Picture and Television Engineers 
Annual Conference. Jacob J. Javits Convention Center, New York City. 
Contact: Ann Cocchia, (914) 761-1100. 

October 15-17, 1990. Broadcast Credit Association 24th Credit and Collec-
tion Seminar. Harbour Castle Westin Hotel, Toronto, Canada. Contact: 
Mark Matz, Vice President-Marketing, (708) 827-9330. 

November 16, 1990. University Network (U•NET) Annual Affiliates Confer-
ence. Brown University, Providence, RI. Contact: (401) 863-2225. 

November 16-18, 1990. National Association of College Broadcasters Third 
Annual Conference. Brown University, Providence, RI. Contact: (401) 
863-2225. 

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

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

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

January 25-29, 1991. National Religious Broadcasters 48th Annual Conven-
tion and Exposition. Sheraton Washington Hotel, Washington, DC. Con-
tact: Michael Glenn, Director of Sales, (201) 428-5400. 

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

February 10-15, 1991. National Association of Broadcasters 26th Annual 
Management Development Seminars for Broadcast Engineers. University 
of Notre Dame. South Bend, IN. Contact: Jane Frock, NAB Science and 
Technology, (202) 429-5346. 

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

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

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

April /5-18, 1991. National Association of Broadcasters Annual Convention. 
Las Vegas, NV. Contact: (202) 429-5356. 

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

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

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

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

The Consultant in Your 
Sales Department 

...sort of reminds you of the fox in the 
chicken coop, doesn't it. 

Not all consultants are hungry foxes, 
but you want foxy professionals to lead 
your people into top production. If you 
are organizing your sales staff, or plan-
ning to hire an outside sales consultant to 
do training, it is imperative that you select 
the consultant wisely. 

Consultants are often thought of as 
"just between jobs" or—worse—the ones 
who can't find other jobs. While this may 
be true of some, not all consultants de-
serve such a negative description. The 
good consultant is the "expert" who has 
proven his or her skill in the marketplace. 
Virgil (Publius Vergilius Maro) said in the 
first century B.C., "Believe one who has 
proved it. Believe the expert." 
You need consultants, or experts, when 

you lack the ability to lead your people in 
a particular endeavor. I think much more 
of a manager or owner who brings in a 
consultant, even if he fails, than a boss 
who decides to "wing it" with his own 
homemade brand of sales leadership. He 
may have the right formula. But can he 
afford the disaster if he's wrong? 

Choosing A Consultant 

A major disadvantage of the consulting 
business is that there is no certification. 
Most other professional positions have 
standards, degrees, or certificates; but 
most consultants do not. So how can you 
know that the person calling himself or 
herself a consultant is qualified? You can't 
until you investigate. 

BON MOT 

I wonder if I read that someplace or if I 
thought it up myself. I should write it 
down, just in case it was me. 

Mather Grouse 

Investigating a consultant is easy. Ask 
for a minimum of three references and 
CALL THEM. Yes, you will get the names of 
the people the consultant feels will give 
her the most favorable reports, so when 
you call them don't ask for negative refer-
ences. Ask these two questions instead: 

• Did she get along with the staff? 
• Did she accomplish what you hired 

her to do? 

The answer to the first question will tell 
you about the consultant's leadership 
skills. If the other client's staff did not 

L PTV 
APPLICANTS 

CP HOLDERS 

LICENSEES 

DATAWORLD databases can 
provide you with the following 
STUDIES. 

• Channel Interference 

• Detailed Interference 

• Terrain Elevation Retrieval 
• Service & Interference Contours 

• Population Counting 
• Tower & Site Locations 

• Descriptive Maps & Plots 
• Regional &National Directories 
For further information on 
these and other DATAWORLD 
services, please call Toll Free 
1-800-368-5754 

dalaWCPId e 
A service of ow, Inc. 

FAX (301) 656-5341 

(301) 652-8822 (800) 368-5754 

Circle (4) on ACTION CARD 

LPTV Sideband Suppression Notch Filters & Video Aural Combiners 

Reduce sideband radiated 
power & meet FCC 
transmitter standards. 

L. 

Full Details In Bulletin #15 
Ask For Our FREE Catalogs! 

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

Catalog BTV/87 

Need A Special Filter? Call Us Today! 

"We Make Filters In A Hurry For Customers In Trouble!" 

Microwave Filter Co., Inc. 06743 Kinne St.•E. Syracuse, NY 13057 
Toll Free(US/Can.): 1-800-448-1666•Collect(NY/AKJHI): 315-437-3953 

FAX: 315-463-1467•Telex: 249-613 
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respect her, there is little chance that your 
staff will cooperate. You know you have 
wasted money when one of your people 
asks, "When is she going to leave?" 

Is this "consultant" on vacation or will 
she actually produce for you? You will 
know when the second question is an-
swered. 

Theorists have good things to say, but 
the performer will make good things hap-
pen. The best consultant is a combination 
of thinker and doer, with perhaps a slight 
edge on the doing side. 

How Much Do You Pay? 

A third question may, or may not be, 
the most important: How much? I once 
paid a sales consultant nearly $3,000 for 
one day of his services. At first, I was 
convinced that the money would have 
been better spent on a new paint job for 
the tower. But when he left, my staff was 
thinking differently, convinced that big 
numbers were as attainable as small 
ones. The man's time was worth the 
money. (No, I don't suggest that good 
consultants always cost a lot. It's a matter 
of the VALUE you receive.) 
Once you have hired the consultant, 

insist that his efforts be focused. It is 
tempting to take him out to dinner and 
pump for information unrelated to his ex-
pertise. But asking a sales consultant 
about his favorite brand of videotape is 
counter-productive, even though he may 
have good advice on the subject. YOU 
keep him on the subject he is best quali-
fied to discuss. 
Be sure that the consultant SHOWS, not 

just TELLS your staff how it's done. There 
are hundreds of sales training books and 
tapes that "tell." And it's appropriate 
that these mail-order aids cost less than a 
live person, because mechanical material 
is of little use in front of clients. Besides, a 

publication intended for hundreds or 
thousands of readers cannot possibly ad-
dress the unique problems of your market 
or facility. For your "Introduction to 
Sales" class, a set of reputable tapes 
might be a good thing. But when you want 
your staff to take your sales to new 
heights, call on an expert. 

Following Up 

Make the most of the advice the con-
sultant gives you after the on-site work is 
done. At this point, he knows your staff, 
the market, and your particular and 
unique situation. Maintaining a good rela-
tionship with him can mean months of 
valuable assistance. The great consul-
tants I know delight in their clients' con-
tinued success, and will spend time with 
them on the telephone, or make repeat 
visits. 

Continuous dialogue is not possible or 
even desirable unless you, as manager or 
owner, like the consultant. There is no way 
to predict accurately that you will or won't 
like somebody. lust spend some time, 
either by phone or in person, talking with 
him before the agreement. You don't have 
to talk about business—just talk. If you 
like him, then your relationship is pre-
conditioned for success. With consultants 
as with employees, your belief in their 
ability has a great effect on the quality of 
the service you receive. 
As a marketing consultant, I've had sta-

tion managers and owners do everything 
from attempt to convert me to their reli-
gion, to ask me to fire an undesirable 
employee. While I empathize, I insist that 
FOCUS be maintained to accomplish the 
objective of my time with them. Many 
friendships have been made, built from 
business relationships, and I like that. 
Wonderful people own and operate sta-
tions, so it's truly a delight to be a part of 

this industry. But I make my purpose very 
clear; I'm there to make money for my 
client. Usually, my personal performance 
standards are higher than my temporary 
employer's expectations. 

There are many great consultants avail-
able. Find one or more who you believe 
will do the most for you; then respect 
them, listen to them, and treat them well. 
The results will be better than you ever 
thought possible. 

Joe Tilton has worked in broadcasting 
as an announcer, promotion director, chief 
engineer, news director, sports director, 
sales manager, and general manager. 
Presently he is a promotions writer and 
consultant for radio and television stations 
across the country. He can be reached at 
(817) 540-2754 or Box 155144, Ft. Worth, 
TX 76/55. 

Tilton is the originator of several promo-
tional products designed to increase 
sales. For further information about these, 
call 1-800-451-3622. He has also created 
a new, money-making television show 
called Touch Tone Treasuresrm, available 
from Reel Vision of Nashville at 1-615-254-
6774. K/B 

CIE Network 
Opens Country Store 
Country Music Television, the 24-hour 

country music video network, has opened 
the CMT Country Store, which sells coun-
try music tapes, albums, and CD's by 
mail. 
The Country Store is a response to de-

mand from CMT viewers who were having 
trouble finding some of the music they 
were hearing on the Nashville-based net-
work. Viewers can call in their orders over 
the Store's free 800 phone lines. It/B 

LPTV  
Commercial Antennas 

UP1469 
UHF 
Broadband 

RFT SeriesYagis 
VHF Hi and Lowband 

* Custom engineered to your specifications 
* Weather protected for any climate 
* Vertical, horizontal or omni-directional 
* VHF/UHF, single channel or broadband 

LINDSAY SPECIALTY PRODUCTS LIMITED 
50 Mary Street, Lindsay, Ontario, Canada, K9V 4S7 (705)324-2196 

TS Series 
Omni directional 

TZU TXGR Series 
UHF VHF Highband 

FAX 705 324 5474 
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e INTRODUCING THE 
AMAZING MUSIC MACHINE, 

INCREASE YOUR PROFITS 

FOR JUST A SONG. 

It's simply amazing. And amazingly simple. 

Now your viewers can order their favorite 
music video by phone. and see it minutes 
late' on LPTV. 

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

The World's First All-Request TV Channel. There are two ways viewers can 
use the ully-automated Jukebox. They can call it and order 
their favorite video — the charge will appear on their next 

phone bill. Or, they can watch it as they would any channel, 

enjoying the other viewer requests for free. Either way, the 
channel is completely programmed by viewers. 

No wonder response is phenomenal. 

A Great Money Maker For You. Every month, you could be earning affiliate 

fees insiead of spending or programming. You don't pay us a 
penny. We install, maintain, update and monitor your Jukebox 
24 hours a day through our toll-free customer service line. The 
hardest thing you do is deposit your check. 

Call Bill Stacy at 1-305-573-6122. 

Find out why LPTV owners across the country are singing the 
praises of our amazing music machine. 

N E jiL 

1 

0 

THE FIRST CHANNEL PROGRAMMED BY VIEWERS. 
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INDEX TO ADVERTISERS 
Use this handy chart to find the ad you're looking for. Then fill out the ACTION CARD 
bound in this magazine for FAST answers to all your questions. 

ACTION CARD 
COMPANY PAGE NUMBER 
3 DBM  21 75 
Acrodyne Industries, Inc  29 18 
Andrew Corporation  28 79 
Antenna Concepts   27 181 
Bext, Inc.   17 47 
Cascom   18 182 
Coarc Video   15 28 
Community Broadcasters Association  2 131 
Comprompter Corporation  22 81 
Coral Ridge Hour  7 103 
CRA  6 31 
Dataworld   23 4 
Decisions, Inc.   30 14 
Eagle-Lion Video   8 96 
EMCEE Broadcast Products   5 1 
FamilyNet   12 106 
Gorman-Redlich   16 62 
Harold J. Pontious & Assoc.   15 180 
Joel Cohen  11 60 
Kompas/Biel & Associates, Inc  10 19 
Lindsay Specialty Products   24 12 
Microwave Filter   23 172 
Prime Image  32 166 
Riser-Bond   20 90 
Sabatke & Company   17 168 
Simmons Communications   16 87 
Sunbelt Media   9 169 
TE Products, Inc.   20 17 
Technosystem  14 74 
Television Technology Corporation   13 7 
Trident Productions. Inc.   9 165 
TryIon Towers  6 67 
Uni-Set Corporation   19 29 
Video Jukebox Network, Inc.   25 145 
WCTV, Inc.   26 10 

ADVERTISER 
FACT LINE 

(800) 279-3326 
(215) 542-7000 
(708) 349-3300 
(908) 277-3438 
(619) 239-8462 
(615) 329-4112 
(518) 672-7202 
(800) 225-8183 
(608) 785-7766 
(305) 771-7858 
(207) 989-6055 
(301) 652-8822 
(214) 586-0557 
(619) 277-1211 
(717) 443-9575 
(800) 832-6638 
(614) 593-3150 
(312) 871-5246 
(213) 473-7444 
(414) 781-0188 
(705) 324-2196 
(315) 437-3953 
(408) 867-6519 
(800) 688-8377 
(813) 772-3994 
(404) 596-0265 
(303) 665-3767 
(800) 832-8353 
(305) 477-5018 
(303) 665-8000 
(800) 955-5660 
(519) 669-5421 
(716) 554-3820 
(305) 573-6122 
(414) 893-0343 

NEED AN ENGINEER? 

We can get your station 

ON THE AIR 

Our complete turnkey services include 

• RF Design & Engineering 
• Video Systems Design & Engineering 
• Microwave Systems 
• Equipment Specification & Purchase 
• Construction & Installation 

30 years in television engineering. 

Call Bob Truscott WCTV, Inc. 
Main Office: (414) 781-0188 
Illinois Office: (708) 972-9658 

Circle (10) on ACTION CARD 

...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. 

K17CF Boulder, CO. Full Gospel Outreach, Inc., 
7/16/90. 
K57EL Eugene, OR. Janet Roberts, 7/16/90. 

LPTV LICENSE RENEWALS 

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

K56BW Tahoe City, CA. Gavilan 
Communications, 7/27/90. 
K62BT Placerville, CA. Praise the Lord Studio 

Chapel, 8/10/90. 

NEW LPTV CONSTRUCTION PERMITS 

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

K41CM Hornitos, CA. Suzi Murayama, 7/26/90. 
K120J Palm Springs, CA. Max Marko, 7/25/90. 
K54DK Boulder, CO. Skywave Communications 

Corporation, 7/13/90. 
WO6BQ Seminole, FL. Randy Meharg, 7/25/90. 
K17CR Moscow, ID. Imprimis Corporation, 

7/16/90. 
WO5BW Fort Wayne. IN. Patrick J. Sheppard, 

7/25/90. 
K58DS Alexardria, MN. Selective TV, Inc., 

7/25/90. 
K25DN Redwood Falls, MN. Redwood TV 

Improvement, 7/12/90. 
K26DD Kalispell, MT. R. B. Sheldahl, 7/12/90. 
WO9BX Atlantic City, NJ. Bernard Marko, 

7/25/90. 
W43BA Rochester, NY Ronald D. Knitrin, 

7/12/90. 
W11CB Akron, OH. Gwendolyn Moore, 7/25/90. 
KO4NZ Tulsa, OK. Harry V Tootle, 7/10/90. 
W32AX Altoona, PA. Turnpike Television, 7/25/90. 
W35AZ Johnstown, PA. Turnpike Television, 

7/25/90. 
W23AW Lancaster, PA. Raystay Company, 

6/24/90. 
W31AX Lancaster, PA. Raystay Company, 

6/24/90. 
W23BE Lebanon, PA. Raystay Company, 

6/24/90. INCRE 
W55BP Lebanon, PA. Raystay Company, 

6/24/90. 
W56CJ Red Lion, PA. Raystay Company, 

6/24/90. 
W35AY Hilton Head Island, SC. Myron K. Hines, 

7/13/90. 
W16AT Memphis, TN. Janet Jacobsen, 7/12/90. 
K38DB Bryan, TX. American Television Network, 

Inc., 7/16/90. 
K66EB Corpus Christi, TX. Elva Denise Hinojosa, 

7/13/90. 
K55FV Houston, TX. Breckenridge Broadcasting 

Company, 7/12/90. 
K18DJ Midland, TX. Kaleb C. Trumbly, 7/25/90. 
K62DY Victona, TX. Pueblo Broadcasting 

Corporation, 7/10/90. 
K19CT Camas, WA. A. B. Herman, 7/16/90. 
K57FJ Spokane, WA. Localvision, 7/16/90. 

CHANGE OF COMMUNITY 

K13UW Little Rock, AR. Modification of construc-
tion permit granted on 7/24/90 to add North Little 
Rock, AR to principal community. 

ASSIGNMENTS AND TRANSFERS 

K14AH Tucson, AZ. Assignment of license granted 
from K. Sandoval Burke to Hispanic Broadcasters of 
Tucson, Inc. on 7/12/90. i<PWlle• 
WO5BR Clearwater, FL. Voluntary assignment of 
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permit granted from George Fritzinger to Channel 
America LPTV Holdongs, Inc. on 7/13/90. 
W34AD Key West, FL. Assignment of license from 

Carter Broadcasting Corporation to Beach TV Prop-
erties, Inc. on 7/23/90. 
W65BG Tallahassee, FL. Assignment of license 

from NSN, Inc. to Temple Baptist Church, Inc. on 
7/18/90. 
W56CN Venice, FL. Voluntary assignment of per-

mit granted from Warren J. Cave to Select Business 
Resources, Inc. on 8/1/90. 
W12CB Fort Wayne, IN. Voluntary assignment of 

permit granted from Kevin Solberg to HSN 
Broadcasting-LPTV, Inc. on 7/12/90. 
K510N Wichita, KS. Voluntary assignment of per-

mit granted from Channel 24, Ltd., Debtor-In-
Possession, to Clear Channel Television, Inc. on 
7/27/90. 
K55FS Wichita, KS. Voluntary assignment of per-

mit granted from Channel 24, Ltd., Debtor-In-
Possession, to Clear Channel Television, Inc. on 
7/27/90. 
WO5AX Cape May, NJ. Assignment of license from 

Carter Broadcasting Corporation to Beach TV Prop-
erties, Inc. on 7/23/90. 
K59DB Albuquerque, NM. Assignment of license 

granted from Spanish TV 59 to Continental Broad-
casting Corporation of New Mexico, Inc. on 8/1/90. 
K69GA Albuquerque, NM. Voluntary assignment 

of permit granted from Vergal Charles Dawson to 
Coronado Communications Company on 7/12/90. 
W14BC Memphis, TN. Voluntary assignment of 

permit granted from Kevin Solberg to HSN 
Broadcasting-LPTV, Inc. on 7/12/90. 
K47DF Corpus Christi, TX. Voluntary assignment 

of permit granted from South Texas Public Broad-
casting System to Diocesan Telecommunications 
Corporation on 6/23/90. 
K68DJ Corpus Christi, TX. Voluntary assignment 

of permit granted from Central California Broadcast-
ers, Inc. to Hye Chin Lowery on 8/6/90. 
W39AS Burlington, VT. Voluntary assignment of 

permit granted from Full Gospel Business Men's 
Fellowship International to Family Broadcasting, Inc. 
on 8/1/90. 

LPTV LOTTERY WINNERS 

The following are tentative selectees of the LPTV/ 
translator lottery held on July 31, 1990.1f no petitions 
to deny the selectees are filed, and if they are other-
wise qualified, they will be granted construction 
permits. 

Ch. 49 Phoenix, AZ. Jeff Jacobsen. 
Ch. 25 Santa Rosa, CA. Earl Manuel Ettienne, 

Ph.D. 
Ch. 10 Hartford, CT. Atrium Broadcasting 

Company. 
Ch. 48 Washington, DC. Los Cerezos Television 

Company. 
Ch. 46 Port Richey, FL. Henry Esteva. 
Ch. 39 Waycross, GA. Women's LPTV Network. 
Ch. 54 Elizabethtown, KY Jimmie C. Lee. 
Ch. 49 Louisville, KY. South Central 

Communications Corporation. 
Ch. 32 Boston, MA. Bahia Honda, Inc., c/o J. 

Blaya. 
Ch. 39 Minneapolis, MN. Telethon Television 

Company. 
Ch. 52 Charlotte, NC. Karen K. Douglas. 
Ch. 13 Buffalo/Kenmore, NY. Karen K. Douglas. 
Ch. 35 Cincinnati, OH. Elliott Block. 
Ch. 64 Toledo, OH. Lonnie James. 
Ch. 60 Chesapeake, VA. AFL Group. 
Ch. 56 Portsmouth, VA. Eddie L. Whitehead. 

PROPOSED CONSTRUCTION PERMITS 

The following LPTV applications have been ac-
cepted for filing and are not mutually exclusive with 
any other pending applications. If no petitions to 
deny these applications are filed, they will be 
granted. 

New Stations 

Ch. 3 Greensboro, AL. Dennis Adams. 
Ch. 2 Chico, CA. Matt Tuter and Carl J. Auel. 
Ch. 66 Redlands, CA. First Assembly of God. 
Ch. 24 Santa Monica, CA. Atrium Broadcasting 

Company. lTuê 

(((o' '»))) 

ANT*; 
CONCEPTS 

AM 

(Formerly Antex) 

LPTV BROADCAST ANTENNAS 
• Rugged, Reliable, Full Broadcast Quality antennas. 
• Over 50 years combined antenna industry experience. 
• State of the art test range. 
• Custom radiation patterns available. 
We can match patterns originally filed with in cases 
of difficulty due to recent industry changes. 

• Fast delivery with lowest pricing. 
• Excellent Customer Support and service. 
• System planning and technical assistance. 

CALL WRITE FOR MORE INFORMATION OR CATALOG 

Antenna Concepts, Inc. 
3234 Saddle Hill Court 

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

Circle (181) on ACTION CARD 

NAB Publications 
continued (rain page 16 

Published in cooperation with Bortz & 
Company of Denver, this new study iden-
tifies the economic and distribution is-
sues affecting professional and college 
sports programming on broadcast and 
cable TV and outlines important trends 
affecting the future. 

Included are selected examples of local 
team broadcast and cable territory 
boundaries and how these affect the dis-
tribution of sports programming on the 
local and national levels. Also provided is 
a summary of key public policy issues 
regarding sports on TV, including free vs. 
pay distribution and superstation car-
riage. 

Sports on Television is available to NAB 
members at $75, and to non-members at 
$175. 
• A new study entitled "Disaster! Is 

Your Station Prepared?" was released 
during the NAB Convention last April. 
Based on a survey taken after the San 
Francisco earthquake in October 1989, 
the study recommends five ways that 
broadcasters can deal with disaster situa-
tions such as hurricanes or earthquakes: 

1) Be prepared. Many Bay Area re-

spondents said they weren't frightened 
until they turned on the TV and found that 
the station wasn't broadcasting. 

2) Show video of non-destroyed areas 
to balance visuals of dramatic damage. 

3) Air disaster preparedness programs 
as regularly as local conditions indicate. 
Interviewees who had seen a recent pro-
gram on earthquakes said they felt better 
prepared to deal with the disaster. 

4) For networks, use local coverage 
rather than network journalists whenever 
possible. Respondents resented the use 
of national journalists and felt they didn't 
provide balanced information. 

5) Use care in conveying death and 
damage estimates, always cautioning the 
audience that the information is uncon-
firmed. 
The publications and reports listed 

above are all available from NAB Services 
at (8OO) 368-5644 or (202) 429-5370. " 

BON MOr 

There's nothing wrong with sex on 
television, just as long as you don't 
fall off. 

Arthur Bloch, on indecency 
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Supplier Solo 
MCI's All-Band Antenna Systems 

—by Tom Vaughan 

Every broadcast station owner faces a 
challenge: How to provide the best possi-
ble signal to the most viewers, while at the 
same time spending the least amount of 

money on capital equipment and opera-
tions. 

This problem arises in every decision 
on a new installation—or even a small 
piece of equipment. The critical factor is 
whether or not the equipment will result 
in profits for the company. 

Circle (79) on ACTION CARD 

Specify LPTV 
Antenna Systems 

from 

The Leader 

el Available from 
leading OEMs and 
integrators nationwide 

11 Andrew ALPine 
Transmitting Antennas 

•  Andrew HELIAX 
Transmission Lines 

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

Serving Broadcasters since 1937 

Andrew Corporation 
10500 W. 153rd Street 
Orland Park, IL. U.S.A. 60462 
1-800-255-1479 

Unfortunately, the piece of equipment 
which can be most difficult to evaluate— 
the antenna system—is probably the 
most critical and potentially profitable of 
the whole equipment structure. But if one 
antenna system could be used for several 
stations, the maximum advantage could 
be taken of the available transmitter 
power, coverage, and tower space. This 
would, in turn, increase profitability by 
lowering initial expenditures, minimizing 
the necessary "horizontal real estate " (or 
acreage), allowing more use of the "verti-
cal real estate" (the tower), and minimiz-
ing operating expenses. 

The Broadband Antenna Solution 

There is a solution to this problem. Mi-
cro Communications, Inc. of Manchester, 
NH has recently introduced a "Total Sys-
tem Solution" comprising: 

• A line of antennas, each of which 
covers the entire UHF band from channel 
14 to 69, and accepts input from any 
station in between; 
• Broadband transmission lines to get 

the signals to the antenna; 
• Multichannel combiners that com-

bine up to ten stations into one line. 

Never before has such a wide range of 
options been available to the LPTV 
broadcaster. Current LPTV antenna sys-
tems consist of narrow-band devices. 
They are designed for single channel op-
eration, they can be greatly influenced by 
the mounting structure, and they are rela-
tively limited in power. 

Why a Common Antenna? 

The FM crowd has been aware of the 
benefits of common antennas for many 
years, but relatively few TV broadcasters 
have known about them. One of the great-
est benefits, economy, has already been 
mentioned. But what about less obvious, 
but just as important, advantages like: 

• long term site growth capability; 
• availability of optimum sites; 
• reduced initial tower costs; 
• commonality of the prized "tower 

top"; 
• common receive antenna orienta-

tion; 
• reduction of intermod and ghosting; 
• reduction of non-ionized radiation. 

With ever increasing pressures from lo-
cal authorities against the installation of 
any antenna, it is desirable that a new 
antenna be capable of expanding its use. 

continued on page 30 
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ACRODYNE 
OUR NUMBERS 

TELL THE 
STORY 

1st 100%  
LPTV transmitters in spare parts availability 
the U.S. 

It all adds up.   20 Acrodyne has the products and 
technical skill you 

years in the broadcast need to stay on the 
air. Plus on-time 

industry delivery and com-
petitive prices. 

330  just remember our toll-free number 

For full service, 

turnkey installations 1-800-523-2596. 
(Inside PA, call 
215/542-7000.) 

4000 
units in the field 

24 
hour, round-the-clock 
support 

ACRODYNE 
Acrodyne Industries, Inc. 
516 Township Line Road 
Blue Bell, PA 19422 
215/542-7000 800-523-2596 
FAX 215-540-5837 
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DECISION, 
INC. 

Complete Management 
Information Systems 

for the LPTV 
Market 

UNIX/XENIX/ 
DOS/OS-2 

Systems can start small 
and have an unlimited 

growth potential. 

K> Logs 
o Availability 
K> Accounting 
o Sales Management 
K> Projections 
o Communications 

Complete packages, hardware 
and software, tailored to fit 
your market size with lease 

plans available. 

DECISION, INC. 
402 S. Ragsdale 

Jacksonville, TX 75766 

1-800-251-6677 

An owner can more easily convince local 
authorities to approve a single, expand-
able system rather than a site where an-
tennas must be added for each new sta-
tion. Non-ionized radiation has also 
become an important issue in site ap-
proval decisions. Community antennas, 
which minimize downward radiation by 
utilizing DOUBLETT spacing, reduce 
these approval hurdles. 

Characteristics of Broadband Antennas 

The new MCI all-band antenna systems 
are based on a modular design and thus 
can be configured to provide various azi-
muth and elevation patterns. The eleva-
tion pattern can be shaped by using null 
fill and beam tilt, where necessary, to 
maximize coverage. Total system gains of 
between 8 and 136 times the input power 
are available. The VSWR of the antenna 
system is typically less than 1.10:1 over 
the entire UHF band. Pattern variation 
over the band is minimized through care-
ful feed system design. All stations have 
similar performance regardless of their 
channel. 
As for physical characteristics, the an-

tennas are designed to be either top 
mounted or side mounted on the tower. 
All exposed system components are 
stainless steel for long-term protection 
against corrosion. Full molded radomes 
are used to protect the elements against 
ice and rain, ensuring many years of 
trouble-free service. 

Multi-Channel Combiners 

To complement the all-band antenna, 
MCI has developed a full line of multi-
channel combiners that can combine the 
power from up to ten stations. The com-
biners offer high isolation, low insertion 
loss, and low VSWR for each of the inputs. 
Each station operates completely inde-
pendently of the others; what the other 
stations are doing will not affect your sta-
tion and vice-versa. 
The combiner is built in a unitized 

frame containing hard-mounted inputs 
for each station and a common output 
port. The frame itself is mounted in any 
convenient location within the transmitter 
building, and separate lines are run to 
each of the transmitters. Switches or 
patch panels can be provided to allow 
routing to a station load, half antenna, or 
various other arrangements. 

Flexible coaxial line carries the signal 
up the tower. The specific line size de-
pends on the power level and on the per-
missible signal attenuation. A larger line 
will cause less signal attenuation and can 
handle higher power. But it is slightly 
more expensive. The initial cost, however, 
may be offset by reduced operating costs, 
increased effective radiated power. In ad-
dition, the costs can be shared among the 
all the stations, thus reducing each sta-
tion's outlay. 

A Typical System 

One such system, which has already 
been designed, comprises five separate 
LPTV stations. Channels 31, 39, 41, 43, 
and 51 are combined and carried up a 
250-foot tower in a 3,/8 line to an antenna 
with an omni-directional azimuth pattern 
and a total gain of 22 times. Originally, 
this system had been designed to use sev-
eral narrowband antennas and separate 
feed lines. The MCI system, however, 
saved these five stations roughly 40% of 
their initial RF system installation cost. 

The Total System Solution 

MCI is a long-established manufacturer 
of low power, high power, and super 
power RF systems, antennas, and trans-
mission lines for the broadcast market. 
We can custom engineer your entire trans-
mission system, as well as oversee and 
test during the installation of the system. 
So before you or your consultant designs 
an LPTV installation, call us. You will be 
surprised at how we can save you money. 
The MCI product line includes VHF, 

UHF, and MMDS/ITFS passive compo-
nents including antennas, filters, diplex-
ers, switches, and transmission line. 

For additional information on MCI's 
products, contact Tom Vaughan at (603) 
624-4351.  

Tom Vaughan is the president of MCI.Imm  

Channel America 
Up To 81 Stations 

As of mid-August, Channel America, 
the New York City-based LPTV program-
ming network, owns and operates 15 
LPTV stations and has 66 LPTV affiliates, 
according to an announcement by chair-
man and CEO David Post. 

Cable Report 
continued from page 14 

ming. Both must carry and the compul-
sory copyright should sunset when any 
mandated programming access provi-
sions end. In the absence of must carry, 
the compulsory license should be re-
pealed and local broadcast stations al-
lowed to bargain for payment for the re-
transmission of their programming. 

• The must carry provisions for non-
commercial television broadcast stations 
agreed upon by the NCTA and the Na-
tional Association of Public Television 
Stations should be adopted. 

• Channel repositioning of local 
broadcast stations would be prohibited 
except when the broadcaster and the ca-
ble operator agree mutually on a new 
channel assignment or when the cable 
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system is technically unable to carry a 
broadcast station on a specific channel. 
Both the station and the cable sub-
scribers must be notified before any repo-
sitioning takes place. 
• Cable operators or programmers 

should be barred from unreasonably 
refusing to deal with competing pro-
viders. Volume discounts and exclusive 
arrangements that did not impede com-
petition would be allowed. The need for 
these requirements would be reviewed in 
five years, by which time the FCC would 
report to Congress on their effectiveness. 

• Clear remedies should be provided 
against any multi-channel video service 
that requires a program service to do any-
thing as a condition of carriage that im-
pedes free competition. The FCC would 
report on the effectiveness of these mea-
sures in three years. 
• Leased access should be encouraged 

by a) adding "the promotion of robust 
programming competition" to the stated 
purposes of leased access; h) changing 
the burden and standard of proof re-
quired to establish a violation of leased 
access rules; c) giving the Commission the 

power to adjudicate disputes over leased 
access channels; and d) requiring cable 
operators to provide billing and collec-
tion services for channel lessees. 
• Local franchising authorities should 

be given the power to enforce reasonable 
and effective customer service standards 
by imposing penalties for violations any 
time during the franchise. 
• To pay for the administrative costs of 

significant new cable regulation, Congress 
should appropriate the necessary funds 
for the FCC or allow it to assess cost-of-
regulation fees. 

Classifieds 
FOR SALE  

3 LPTV CP's for Fisher, MN; lease space on top of 
460' tower. Call or write Minnesota Tower Properties, 
4415 Carver Road, NE, Bemidji, MN 56601, (218) 
586-2001. 

WANTED TO BUY  

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

SERVICES OFFERED  

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

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

USED TRANSMITTERS 
AND ANTENNAS 
(save thousands) 

DEALERS FOR: 
ANDREW, BEXT, BOGNER, 
CABLEWAVE, EMCEE, 
LINDSAY, SCALA & TTC 

(one watt to 50 KW) 

Broadcasting Systems, Inc. 
Turnkey LPTV Construction 

21617 North Ninth Avenue 
Suites 105 & 106 

Phoenix. AZ 85027 

(602) 582-6550 

FAX (602) 582-8229 

Kenneth Casey 
(30 YEARS EXPERIENCE) 

SMITH and POWSTENKO 
Broadcasting and Telecommunications 

Consultants 

2033 M Street NW., Suite 600 
Washington, D.C. 20036 

(202) 293-7742 

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

Classified advertising is sold at the rate of 500/word. 
There is a $15.00 minimum charge for each ad. Count 
each abbreviat on, initial, single figure, or group of 
figures or letters as one word each. Symbols such as 
mm, COD., 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 $45.00 per insertion. For 
Classified Display rates, call Suzanne Dooling at (414) 
781-0188. For other classifieds and to place orders. 
call Katie Reynolds at (414) 781-0188. 

ROBERT E. WINN 
Director. Product Management 
Antenna Operations 

DIELECTRIC 

479 GIBBSBORO-MARLTON RD PHONE 609 - 435-3208 
VOORHEES, NJ 08043 FAX 609 - 435-3204 

Ïe o • Communications Consultants EST a'` • Television & Video Production 
SSOC. INC. . 

Advertising, Marketing, Public Relations 

P.O. BOX 1965 
NEW PORT RICHEY, FL 34656 
OFFICE (813) 842-9042 
WATS 1-(800) 637-1071 
MOBILE (813) 628-3427 

James West 
President 

Arent, Fox, Kintner, Plotkin & Kahn 
Washington Square 1050 Connecticut Avenue, N.W. 

Washington, D.C. 20036-5339 

General Counsel to the 
Community Broadcasters Association 

telephone t2021 857-6000 tele, WU 892672 Teieccoe, 12021 857-6395 

JOHN H. BATTISON, P.E. 
& ASSOCIATES 
Consulting Low Power TV Engineers 

2684 State Route 60, RD #1 
Loudonville, Ohio 44842 

Applications, Licensing, Turnkey 

(419) 994-3849 

SPACETECHeLOGy 
BTS surface mount tech-
nology has made it possi-
ble to reduce the size of 
the BVA/BAA 3000 dis-
tribution amplifiers. 

Now you can have up 
to twenty DAs, along with 
2 power supplies, in one 
SV.," card cage. 

That's space technology. 

Consider these other features: 

• Designed to handle up to 60 Mhz bandwidth 
• Loop through input and 5 outputs 
• Includes up to 200 feet of built-in cable 
equalization 
• Jumper-selectable sync tip or back porch 
clamp 
• Priced from $190 

For ordering information call 
1-800-962-4BTS today. 

BTS 
Broadcast Television Systems 

A joint company of Bosch and Philips 
P.O. Box 30816. Salt Lake City. Utah 84130-0816 
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Features: 
• Priced under $3,000 
• Time Base Correction 
• Freeze Function 
• Frame Synchronizer 
• 1/2" and 3/4" VCRs 
• Full-Frame Memory 
• 8-Bit Luma & Chroma 
• Full Proc Amp Signal 
Processing 

,,,„ 
ge,l 

eito,N›: 
*PtRFOV" 

I. 

TBC/FREEZE 
Model 50 

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

TBC/FREEZE is compatible with 3/4" and 
1/2" VCRs, and operates with both free 
running and V-lock recorders. Other 
features include: full frame (525-line) 
memory, full 8-bit luma and chroma, full 
proc amp for restoring sync and reference 
signals, and true component processing. 

Designed for composite video operation, 
the TBC/FREEZE offers the same 
standards of quality and reliability found 
in all Prime Image TBCs and 
synchronizers. 

Prime Image, Inc., 19943 Via Escuela, Saratoga, California 95070 

(408) 867-6519, FAX: (408) 926-7294, Service: (408) 926-5177 

East Coast: (301) 544-1754, Central: (217) 787-5742 
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