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I.  Executive Summary 

Since 1983, MTN has provided training, equipment and facilities for the production and broadcasting of local programming by community members.  Currently, MTN is a vibrant gathering place where citizens gather each day to create cable television programming.  Many new immigrants rely on information that they receive through MTN programs produced in their native language by people within their own communities. MTN allows communities whose members are spread throughout the city to communicate with each other. MTN is a successful public access network. According to a survey conducted by CBG, a national expert in cable television consulting services, over half of Minneapolis cable subscribers watch public access channels. Of that number, 20% watch the channels weekly. MTN is known and valued within Minneapolis. It has received many awards, locally and nationally, including being named “Best Twin Cities Television Station,” by City Pages of the Twin Cities three of the past five years. Every year, MTN serves hundreds of volunteer producers who create community television programs that represent every neighborhood in Minneapolis. Through the goal of creating local television programming, MTN brings together people from disparate communities who otherwise never would have crossed paths.

In order for continued success in the future, MTN needs to focus on local programming and the technology used to create it. Local content, which represents the unique needs of all Minneapolis communities, is MTN’s strength.  MTN must continue to prioritize supporting the creation of local programming. Without this focus, MTN will lose its purpose for existence and its niche in the vast sea of cable channels. This objective includes improving the quality and availability of training and increasing MTN’s involvement in the community working with youth organizations, schools and other community groups.  It also includes providing a greater variety of programming with more education, arts and culture, neighborhood news and ethnic programs.

Technology plays a critical role in MTN’s future. Community producers must have easy access to up-to-date equipment in order to create quality television that will catch and hold the attention of the average cable viewer who is used to watching well-financed profit-oriented cable channels. MTN also must have current and reliable equipment for the transmission of its channel signals.

Looking forward MTN has an opportunity to expand its reach in the growing interrelationship between television and computers. MTN could develop access services that have both television and web components, allowing viewers to have a more interactive role in the programs. The Internet also offers opportunities for programming promotion and subscriber outreach.

MTN faces challenges on the local and national levels. Locally, MTN is in the middle of the cable franchise renegotiation between the City of Minneapolis and Time Warner Cable. The future of MTN and public access in general depends on a favorable contract that supports community media. The current political climate and recent regulatory changes will make this negotiation difficult, but as all financial indicators reveal, cable companies are experiencing unprecedented growth in cash reserves. Many cities across the country are aware of this fact and are successfully negotiating contracts that keep some of this cash in the city where it is generated. However, since MTN’s portion of the franchise funds comes through the City of Minneapolis, MTN could also see cuts in its funding by the city or even face reorganization as city government tries to compensate for reduced funding on the state level.  

Nationally, Congress is in the process of renegotiating the Cable Act of 1996, which included protections for Public, Educational and Government access. This time there is more pressure from telecommunication industry groups to substantially decrease or even abolish the franchise fees that are vital to the existence of MTN and to community television in general.

In the face of all these challenges, MTN must promote its role as the voice of Minneapolis citizens and a showcase of community activities and ideas.  CBG’s report recommends that the City of Minneapolis’ cable franchise renegotiations include “the maintaining and enhancing of a local Minneapolis television presence, including:

· Improvement in picture and sound quality of the channels

· Increasing opportunities for participation

· Increasing the availability and quality of the tools used by access producers to create programming

· Provisions to facilitate development of greater amounts of Minneapolis-centric programming.”

MTN is a highly successful public access network maintaining a significant level of viewership and providing residents an outlet to speak electronically and increasing the diversity of opinions and information presented over cable television.  MTN and its Board of Directors will work closely with the City of Minneapolis to ensure the continuation and enhancement of public access television in any renewed franchise agreement.
II.  MTN Overview

MTN Mission 
The Minneapolis Television Network (MTN) provides community access to television, and to communication and information networks. MTN strengthens community by encouraging creation of and access to programs and information using electronic technology. MTN supports freedom of expression for all.

MTN History 

MTN is an independent nonprofit organization founded by the Minneapolis Mayor and City Council in 1983.  MTN originated when cable television arrived in Minneapolis.  Minnesota state law required that a cable franchise contract exist between the city and the cable company and that the franchise support community television.   Minneapolis required the cable company to provide operating, capital equipment funds and channel space for public use.  

MTN is governed by nine Board Members appointed by the Minneapolis City Council and Mayor and three Ex Officio Members representing the Minneapolis Public Schools, the City of Minneapolis and Time Warner Cable.  

MTN offices are in the St. Anthony Main complex along the Mississippi River on Historic Main Street. MTN currently occupies 10,000 square feet of space that includes a large checkout area, two studios, a public lounge area, a computer lab, eleven edit suites, one classroom, a conference room, and seven offices. A separate playback facility remains in the Time Warner building at 801 Plymouth Avenue North.
MTN began operations in 1984 with a mission to provide access to television broadcast equipment and to cable television channels for the diverse community. MTN's mission centers on empowering communities to bring their own unique voices to cable television.  MTN enables all citizens to exercise freedom of speech rights by providing basic television production training, and by airing all work that is created by community producers on its cable channels.

MTN Programs
MTN supports public access to media in three ways:

I. We provide training and equipment to produce television programs.

MTN provides free informational workshops along with tours of our equipment and facility on a bi-weekly basis. After attending a free workshop citizens can sign up for a specific production class. MTN’s education program centers on video classes, video seminars and Internet classes.  MTN has a number of non-linear edit suites, in addition to digital cameras and two production studios. After completing a class, the equipment is free and MTN staff members continue to provide assistance as needed.  Programs must be commercial free and shown on the MTN channels. 

II. We provide direct community access to cable television channels.

The MTN public access channels are 16, 17 and 75 on the Time Warner Cable system in Minneapolis.  MTN has over 400 member producers who submit a wide variety of original programming.  Many new immigrants take advantage of public access to communicate with constituents in their native languages. Examples of this programming include: Ethiopian TV, Oromia TV, Awade Ethiopia, Zona Latina, and Somali TV.
In addition, MTN produces programming from a variety of diverse communities in Minneapolis including: Youth, Seniors, African Americans, American Indians, Asian Americans, Arab Americans, Latin Americans, Gays and Lesbians, Political Organizations and advocates, Religious Communities, Arts Communities including Theater, Dance, Music and more.
3.  We provide unique education and mentoring programs for young people in grades six through twelve.

Since 1987 MTN has provided television production and media literacy training for young people in grades six through twelve. Our youth training programs give these young people the freedom to find and express their own voice using the tools of video and television, and the critical skills necessary to use that voice responsibly in the community. 
MTN's vision in providing youth training centers is building the capacity of young people to embrace lifelong learning. At the core of all of our work is the concept of freedom of expression...empowering students to explore their own voices, and to use technology to creatively and joyously interact with the society around them. 
MTN is a vibrant community-gathering place where citizens congregate daily to create television programming. MTN serves hundreds of volunteer community producers each year with community television productions taking place in every neighborhood in Minneapolis.  

Since its inception, MTN has remained faithful to its mission of strengthening community through the free exchange of information and ideas. In 1994 the MTN Board of Directors, inspired by the desire to get non-profit organizations savvy about the burgeoning Internet, initiated a new program called the River Project to offer Internet dial up access and WEB hosting to non-profit organizations. At its peak, MTN had 1500 dial up accounts and 300 WEB sites hosted on our server. In 2000 MTN sold the business to Infinetivity, a large Internet Service Provider based in Burnsville, Minnesota. Changes in the market place, increased competition and the struggle of staying current with rapidly changing technology made this essential. Since this transition MTN has continued to teach WEB design classes and to utilize the Internet to showcase our public access programming.

III.  Market Analysis

MTN exists to provide public access cable television to the City of Minneapolis.  Minneapolis is the largest city in the state of Minnesota and is a diverse community representing many immigrant populations.  Utilizing U.S. Census Bureau 2000 data (the most complete set of data available) the following general demographic information is identified for the City of Minneapolis. 

The Minneapolis Market
Demographic highlights:

· Minneapolis’ population is 382,618 people

· There are 162,352 households in Minneapolis

· The median age of the Minneapolis population is 31.5 years

· The median household income is $37,974

Population highlights of Census 2000:

· Minorities and racially diverse immigrants provided 100% of the city’s gain in people

· The African American population increased by 43.5%

· The Hispanic population grew by 269%, the largest percentage increase for a minority group in Minnesota

· Minneapolis has the largest population of Black or African American (68,818), American Indian (8,378) and Hispanic (29,175) in the state; and the second largest Asian population in the state
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SWOT Summary

MTN’s Board of Directors participated in a SWOT – Strengths, Weaknesses, Opportunities and Threats – analysis to highlight upcoming opportunities and challenges the organization will face.  

	STRENGTHS
	WEAKNESSES

	Committed base of viewers 
	Not keeping up with advances in technology

	Committed and diverse base of producers, including new immigrant representatives 
	Lack of name recognition for MTN in community

	Experienced and committed staff
	High dependence on one major source of funding

	Central location, good space and 5 year lease
	Limited ability to fundraise due to major city funding

	Visible media outlet for community expression
	Playback in separate location

	Showcase of community activities, creative energies and ideas
	Limited funds impact growth

	Ensures free speech as guaranteed by the First Amendment
	Some equipment is in poor condition

	Award winning cable television network
	 

	
	

	OPPORTUNITIES
	THREATS

	Growing interest in Media Democracy
	Belief that Public Access may not be as necessary in the Internet Age

	Increase youth training program which will bring visibility and financial support to MTN  
	Trends toward media concentration; uncertain impact on Public Access Cable

	Possibility of grass roots fundraising to support key programs
	Stability of city funding in tight economic times

	Publicity from “refranchising” discussions

	Uncertainty regarding franchise renewal and the long term funding implications

	Capability to produce city and school productions
	Pressure from industry groups to significantly change franchise fees

	Further increase program diversity
	Misunderstanding of the fundamentals of free speech

	Role of community dialogue – enhanced civic participation 
	

	Web-based programming 
	

	Digital video technology
	

	Help local nonprofits
	


Community Needs and Interests

A comprehensive review of Minneapolis’ Community Needs and Interests related to cable communications was conducted by CBG Communications, Inc.  CBG is a national leader providing telecommunications and cable television consulting services.  This assessment was conducted on the behalf of the City of Minneapolis and MTN and the findings are to be used by the City to consider as efforts are made to address local cable needs and interests during franchise renewal proceedings with the local cable television provider, Time Warner Cable.  The results of the assessment provide a wealth of information for MTN and the City regarding issues of significance to Minneapolis citizens related to cable communications and the ability of the cable system and Time Warner to meet demonstrated needs and interests.

The key recommendations and observations identified are based on extensive data collection which included telephone surveys of Minneapolis subscribers and non-subscribers, interviews, written surveys, and on-site visits to the MTN Access Center.

Public/Community Access Recommendations

As the City continues its review regarding the Minneapolis franchise area renewal, based on the findings of this comprehensive needs and interests assessment among residents in the area, CBG recommends that the following issues be given consideration:

1. Access Channels and Viewership 

MTN has developed an awareness of its services among more than 52% of cable subscribers.  Local public access programming appears on channels 16, 17 and 75 and is viewed by 52% of cable subscribers in Minneapolis.  The following chart measures how frequently public access programming is viewed: 
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These numbers indicate a significant level of viewership for public access programming.   Nearly 6 out of 10 subscribers indicate that they watch local public, education and government (PEG) access programming, with three to five percent (3-5%) watching for more than five (5) hours a week and an additional 14-17% watching on a weekly basis.  While these percentages may at first appear low, it is important to keep in mind that cable television provides such a wide variety of services that individual channels are inherently designed to appeal to niche audiences.  As an example, the top overall cable network, Nickelodeon, achieved a rating of only 1.8% during prime time (meaning that at any given moment in prime time 1.8% of the total national audience is watching Nickelodeon).  Other networks characterized as popular, such as ESPN, have a prime time average of less than one percent (1%) of total viewers.  By comparison, then, three to five percent of the viewing audience on a regular basis should be seen as viable and healthy cable television viewership.

Minneapolis cable subscribers support funding local access programming:
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Access programming generally earns high marks for its information value and lower marks concerning picture and sound quality.  Additionally, viewership of educational and public access programming was significantly related to the respondent’s overall positive rating of cable television service.  

There was significant interest in seeing a greater amount of a variety of types of programming on the local access channels.  The top five responses, with at least one out of three respondents indicating a need and interest in seeing more of these types of programming, included:

· Educational programming,

· Arts and Culturally focused programming,

· Minneapolis Community or Neighborhood News, and

· Ethnic programming.

Overall, the survey results show a high level of interest in Public, Education and Government access programming, indicating that the City should have a strong focus on the continuation and enhancement of such channels in any renewed franchise.  Such enhancements should occur in a variety of areas, most specifically in ways to improve the picture and sound quality and enable the generation of greater amounts of programming in the categories specified.

2. Local Minneapolis Access Participation 

Five percent (5%) of the responding sample indicated that they had participated in local public access programming. An additional eleven percent (11%) of residents indicated that they would be interested in taking part in an access program.  Finally, forty-eight percent (48%) of cable subscribers indicated that it was “very important” or “important” (80% when including “somewhat important”) that a portion of their cable bill was used to support community programming.  These numbers indicate significant interest in continuing the availability of and support for PEG access facilities in Minneapolis.

Regarding the viability of these facilities, characteristics of the MTN facility generally received moderate to good scores.  The biggest areas cited for improvements were related to:

· availability and quality of training

· availability of the studio, editing equipment and equipment for checkout

· the facility’s hours of operation

These features should be areas of significant focus during franchise renewal proceedings in relation to the continuation and enhancement of a local Minneapolis access facility.

3.  Factors Significantly Related to Overall Satisfaction 

An examination of the key issues impacting overall cable satisfaction in the Minneapolis area suggests that subscribers, while currently generally satisfied with cable television service, desire improvement.  The key areas cited as significantly related to the overall satisfaction rating can be addressed for immediate improvements.  For example, ensuring competent, helpful and efficient customer service, installation and communication, as well as improved picture clarity, and enhancements to local access facilities and opportunities to participate in local access programming are just some of the things cable subscribers in Minneapolis need from the cable company going forward.

The relationship between viewership of local access programming and overall higher ratings of cable services speaks to the consumer’s awareness that this very local programming is a genre of programming unique to their cable service.  As enhancements are made to these very local channels, the overall rating of cable television service is likely to rise.  

Individuals who expressed interest in participating in local access were also significantly more likely to report higher levels of overall satisfaction.  This finding suggests that as enhancements are made to local access facilities and programming in Minneapolis, higher levels of satisfaction will be generated among subscribers.

These findings are one component of several factors for the City to consider as efforts are made to address local cable needs and interests during franchise renewal proceedings.

IV.  Business Strategies

Program Goals

I. MTN will be a central media-training center for Minneapolis. 

A. Updated cameras and edit suites must be purchased and maintained to compete with our neighbors in surrounding communities producing community television. 

B. Instructors will do focused hands-on training on digital cameras and non-linear edit suites.

C. Studio A and B will have the proper equipment to meet the needs of the members and students.

D. Minneapolis students age 14-18 will be targeted for special training.

E. Staff will be evaluated for competency and effective curriculum. 

II. MTN will maintain and promote a diverse, viable and low-cost means of television and distribution, and will be widely available for use by the residents of Minneapolis.

A. Increase viewer education about MTN through promotional videos over the channels.  Continue to produce “MTN Update” and “MTN Live” for this purpose. 

B. Complete a public relations plan annually through the public relations committee of the board of directors.  

III. MTN will build and develop its community of public access television 

         producers.

A. Develop its dub rack area into a producer lounge and exchange area.

B. Continue and expand MTN Member's Screening nights to exchange video work through a regular public screening.

C. Continue and expand one-on-one training and mentoring sessions to build technical proficiency of member producers.

D. Continue to plan and develop special events.

IV. MTN will provide access to media equipment, in a clean, secure facility, to support MTN’s distribution and training programs. 

A. Our playback facility must be brought up to current digital standards and co-located with the main MTN facility.

B. We will work with our current landlord for leasehold improvements to the facility. 

C. We will evaluate our space needs on a regular basis and make appropriate decisions for effective use of our space.

V. MTN will provide production services to nonprofits and government agencies through access to media and television equipment and skilled staff.

A. We must have a new mobile production truck in order to compete with our local competition in the non-profit community television world. 

B. Staff will reach out to non-profits in the uses of video equipment and increase production service videos utilizing our expertise and equipment.

VI. MTN will provide staff and equipment for local originations of community events and other Minneapolis programs based on the availability of financial support.  

A. A new mobile production truck is necessary for parades, sports, performances and many other community events. 

B. Train and develop staff to record community events.

Administrative Goals

VII. MTN will develop a public relations plan on a yearly basis.

A. Improve data collection and statistics on the users and viewers of MTN. 

B. Identify and track key programming, production and distribution statistics; evaluate and use in marketing.  

C. Work with cable-company to increase distribution of the program schedule to include more viewers. 

D. Continue to use MTN WEB site to reach viewers and new producers.

VIII. MTN will manage its financial and physical assets for maximum stability and productivity, while remaining true to its mission.

A. Continue effective budgeting procedures.

B. Allocate all expenses and income by program so that the actual cost of each activity is clear. 

C. Review facilities costs and financial options for future facilities needs. 

D. Maintain an equipment fund sufficient to keep equipment current and in good repair. 

E. Evaluate and amend earned income goals. 

IX. The MTN board of directors will add value to the organization and further its commitment to mission.

A. Clarify the board and committee roles and how they are to be carried out.

B. Create job descriptions for board members and for each committee.

C. Keep staff and members informed on board role and structure. 

D. Review and assess the legal structure of the organization on an ongoing basis.

X. MTN will recruit, retain and manage a diverse staff of sufficient size and expertise to effectively support its mission.

A. Continue to provide for every staff person a clear job description and regular performance evaluation.

B. Staff will be given time and training to stay current with technology.

C. MTN will identify and train appropriate trainers to assist with non-English speaking students.

D. Review and change personnel policies as necessary.

E. Continue to review staff annually. 

V.  FINANCIAL PLAN

MTN’S Financial History

MTN is primarily funded through the access and franchise fees that Time Warner Cable pays the City of Minneapolis.  The access fee is based on a formula involving the Consumer Price Index and a base number determined in 1984.  Time Warner includes this fee on their bills as “access fee”.  Currently this is around 41 cents on the subscriber bill. The franchise fee is paid to the City by Time Warner and is five percent of the company's gross annual revenues. In 1994 the number of subscribers on the system in Minneapolis was 65,000 households; today the number is 80,000 households.  

MTN’s Board of Directors is urging that the City propose dedicated public access dollars within the renewed franchise agreement.  This would be similar to the mechanisms used by our counterparts in St. Paul and the surrounding suburbs.  Within the ten cities that are regulated by the North Suburban Communications Commission, cable subscribers pay $3.52 monthly for a Public, Educational and Government fee; this does not include a 5% franchise fee.  Burnsville Eagan cable subscribers pay a $1.55 monthly PEG fee and the Northern Dakota County Cable Communications Commission subscribers pay a monthly fee of $1.52 dedicated to the non-profit Town Square Television.  The St. Paul Neighborhood Network receives equipment and operating support directly from the cable company.  Operating support for 2004 was $740,000 and in 1997 they received a $2.5 million, ten-year equipment grant.
Throughout MTN’s history the organization has focused on finding alternative sources of income, such as becoming an Internet Service Provider for non-profits in 1994 and contracting with the Minnesota Department of Transportation to have a conduit laid across the Stone Arch Bridge in 1998.  

MTN continues to reach out to local foundations for support. Since we receive yearly funding for operating expenses and equipment purchases through the cable fees, most funding agencies will only consider MTN for program specific grants rather than capital or operating funds.  We have received general, youth-related grants from the ADC Foundation, Best Buy Children’s Foundation and Listen Up Youth Project.  We have received project-specific funding such as the University of Minnesota Humphrey Institute’s longstanding support of our South High Youth program. For the past two years we have partnered with the Minnesota Girl Scout Council and have benefited from their federal grant from the department of Health and Human Services.

MTN’s production services department generates income with video production contracts with the City of Minneapolis’ Neighborhood Revitalization Program and the Hennepin County Public Affairs Department. In addition MTN serves the production needs of local nonprofits on a per request basis.     

MTN has 450 members who pay an annual fee of $40-$50.  The organization has struggled with the issue of mission and affordability in setting our fees. In all class and membership categories MTN charges higher fees than our counterparts in Saint Paul or the surrounding suburbs. Currently an average class that includes camera and editing sessions costs $120, including a year-long membership for a first time producer.   

In 2004 MTN expects to generate $132,000 in earned income. MTN has set a goal of increasing the combined revenues of memberships, training and production services by five percent in 2005 and by three percent per year in 2006 and 2007.  

The organization has successfully cut costs over the past three years.  Staff levels have been minimized, while operating hours have not been reduced. MTN’s total payroll cost in 2001 was $415,419 and in 2003 was $371,325.  In combined budget years 2003/2004 MTN has reduced projected employee benefit costs by $20,000 by switching to a medical plan that is based on high deductibles.  In July of 2004 MTN relinquished 1500 square feet of space to the landlord at St. Anthony Main.  At this time, further cost saving measures would mean cuts in services to our clients.   

Attached, is a three-year (2005-2007) operating budget.  This budget assumes an increase in earned revenues along with consistent access/franchise fee support from Time Warner and the City of Minneapolis. These numbers represent the minimum support needed to keep all current programs operating.  

MTN Income Statement

2005-2007

	
	
	
	

	INCOME
	2005
	2006
	2007

	Funded revenues
	 
	 
	 

	City of Minneapolis/Time Warner Cable
	$640,000
	$650,000
	$660,000

	 
	 
	 
	 

	Earned revenues
	 
	 
	 

	Interest Revenue
	$9,000
	$7,000
	$7,000

	Membership
	$15,000
	$15,700
	$16,300

	Training Certification 
	$34,000
	$35,700
	$37,500

	Equipment Fees
	$5,950
	$6,250
	$6,600

	NRP Contract
	$19,000
	$19,950
	$20,600

	Production Services
	$9,000
	$9,450
	$9,800

	Hennepin County Meetings
	$36,000
	$37,800
	$38,900

	 Miscellaneous Income
	$10,000
	$10,600
	$10,900

	Subtotal Earned Revenues
	$137,950
	$142,450
	$147,600

	Total Income
	$777,950
	$792,450
	$807,600

	EXPENSES
	 
	 
	 

	Payroll
	$408,000
	$417,000
	$422,000

	Benefits
	$79,000
	$82,950
	$84,000

	Payroll Service Fee
	$2,900
	$3,045
	$3,200

	Advertising/Outreach/postage
	$6,200
	$6,500
	$7,000

	Office Supplies/ MTN publications
	$6,000
	$6,600
	$6,700

	Office Phone/ Network
	$7,200
	$7,500
	$7,600

	Board Support
	$2,000
	$2,000
	$2,000

	Accounting and audit
	$19,000
	$19,900
	$20,000

	Insurance
	$32,000
	$33,600
	$36,000

	Building/Lease Purchase/property taxes
	$133,084
	$135,000
	$138,000

	Building Maintenance/Utilities/cleaning
	$15,060
	$15,700
	$15,900

	Special Events/Contractual Services, staff support
	$12,060
	$12,600
	$12,900

	Training Materials/Production Supplies
	$20,500
	$21,000
	$21,700

	Maintenance: parts and services
	$10,800
	$10,900
	$11,000

	School Board Television Coverage
	$6,000
	$0
	$0

	Depreciation - Office Equipment
	$17,000
	$18,000
	$18,000

	 
	 
	 
	 

	Total Budget Expense
	$776,804
	$792,295
	$806,000

	Income/Expense (under)
	$1,146
	$155
	$1,600


VI. Staffing Plan

MTN currently has nine full-time staff members.  Of those nine people, seven have been with the organization for ten years or more.  Their commitment to MTN largely comes out of their strong belief in MTN’s mission of providing for the expression and protection of free speech.  Secondary reasons include the opportunity to work with diverse Minneapolis residents and a strong belief in community media and the importance of access to technology.

The MTN staff will face some key challenges in the next three years.  These challenges include:

· staying current on digital technology and effectively training producers on its use

· effectively training non-English speaking producers

· maintaining the non-commercial nature of our programming

· balancing the necessity of broadcasting controversial programming with the importance of keeping peak viewing hours free of violence and hate speech. 

Because the MTN staff must serve a diverse clientele, it is essential that the MTN staff reflect this diversity.  Although we still have some ways to go, we have made progress in the last few years, and it is our priority to continue to seek staff members that reflect the diversity of our producers and our city.  

The MTN Board of Directors hires and supervises the Executive Director.  The Executive Director is ultimately responsible for all staff related decisions.  Attached is a flow chart of the MTN’s structure.
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VII.  TECHNOLOGY PLAN

A comprehensive review of Minneapolis’ Community Needs and Interests related to cable communications was conducted by CBG Communications, Inc. CBG has established a national reputation in telecommunications, technology, and cable television matters and specializes in ascertainment of PEG channel needs, including facilities, equipment, channel capacity, training and content development.

At the request of the City and MTN, CBG performed an in-depth and extensive review of the Minneapolis public/community access facilities and equipment.  The purpose of the review was to determine the needs of the Minneapolis populations that use the facilities, produce PEG programming and view PEG programming.  

Equipment and Facility Upgrade/Replacement Matrix

The following matrix provides a detailed equipment replacement and upgrade path for the PEG Access facilities over the next three years.  The full report is available upon request. The matrix was created from facility inventories as well as physical walkthroughs.  Additional information was obtained through interviews with staff.  A replacement schedule was constructed based on the nature, condition and use of equipment.  

It should be noted that technology tends to change quickly and that actual usage and replacement costs may vary from year to year.  The replacement schedule will need to be periodically updated so that each Access facility will stay current with technology.

All prices included in this matrix are 2004 full list prices.  On average, a 10% reduction in cost can be expected if the items are put out for bid.  

	MTN Capital Needs
	
	
	

	
	
	
	

	
	
	
	

	Category/Year
	2005
	2006
	2007

	
	
	
	

	Operating
	$778,652 
	$792,793 
	$821,911 

	
	
	
	

	Playback
	$235,525 
	$50,950 
	$0 

	Van
	$363,275 
	$0 
	$0 

	Checkout
	$156,680 
	$34,000 
	$10,050 

	Studio A
	$196,490 
	$150 
	$150 

	Studio B
	$89,183 
	$0 
	$0 

	Edit suites
	$215,637 
	$150 
	$12,200 

	Dub station
	$63,600 
	$100 
	$0 

	Engineering
	$18,850 
	$0 
	$0 

	Garage
	$9,700 
	$0 
	$0 

	Office
	$14,575 
	$0 
	$150 

	Storage
	$25,553 
	$0 
	$0 

	Other
	$157,825 
	$0 
	$0 

	Total
	$1,546,893 
	$85,350 
	$22,550 
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