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A Research on The Programming of

Non-profit Broadcasting Organizations:

Da-Ai Televison And Good TV for
examples

Hsiang-Hui Fan Hsuan-Ping Wang
Abstract

The main purpose of this research is to explore the programming of Non-profit

broadcasting organizations. These organizations were found to select and edit

programs. Differently from those of commercial TV stations. Da-Ai TV and Good TV

employ strategics like hammaocking, tent-poling, strip programming, rerunning, and
counter programming for editing, They publicity their programs by news release,
cross-media cooperation, selling the program  related products. Working with other
civil groups, and using celebrity an their spokespersons. Rating is still unimportant
indicator for these two Non-profit TV stations, yet achieving the objectives of the
organizations is an imperative, but sometimes the programming consisting with their

dtation missions were more important than the rating.

Keywords. evaluation, non-profit broadcasting, programming, promotion,

selection, scheduling
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