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Groups Will
Divvy Up
HD2 Pie

by Leslie Stimson

NEW YORK The announcement that
several ownership groups are coordinating
their multicast planning (see story at right)
is histeric for the radio community. It
means the industry essentially is market-
ing multicast as a single new radio ser-
vice, something consumers and retail
salespeople can understand and describe
in a few words.

So American radio listeners soon will
be hearing about a new channel called
HD2. And a notable twist to the story is
that programming is being coordinated
among owners who essentially have set
aside their competitive instincts, at least in
this area, and agreed about who will get to
air which format in which city.

Members have created a system for
choosing among program formats to avoid
what several alliance members called a
“Wild, Wild West” chaotic scenario.
Several said it would be unproductive, for
example, to program a fourth country for-
mat in a given market on a multicast chan-
nel. The goal is to provide the widest vari-
ety of programming possible, they said.

Cooperation actually began before the
announcement. Alliance members tried

See HD2, page 7 P

IN[AYS ANALYSIS

Alliance’s Work Is
Just Beginning

Challenges Ahead as Groups Coordinate Digital
Promotion and Programming of Multicast Channels

by Leslie Stimson

NEW YORK “Finally.”

This was the nearly unanimous reply
among station managers and suppliers
asked by Radio World for reaction to

news that major radio groups will pro-
mote HD Radio and multicasting in an

organized way.
Yet the work of telling consumers and
automakers about HD Radio is just
See ALLIANCE, page 6 p
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Competitors and allies: Rear, from left: Drew Horowitz, Bonneville;
Farid Suleman, Citadel; John Hogan, Clear Channe! Radio and Rick
Cummings, Emmis. Front. Peter Smyth, Greater Media; Mark Mays,
Clear Channel Communications and Joel Hollander, Infinity Broadcasting.
Not shown: David Field, Entercom and Lew Dickey, Cumulus.
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HD Radio Tabletops Arrive at Retailers

PEABODY, Mass. Santa came just in
time for some retailers and broadcasters

ing resources to drive consumer demand

for HD Radio before the holidays.

awaiting deliveries of table- prTS
top HD Radios. '
Boston Acoustics began
shipping the back-ordered
Recepter Radio HD model
to retailers and stations just
before  Thanksgiving,
becoming the first receiver
manufacturer to deliver
tabletop HD Radios.
Deliveries were expected
to continue for several

wecks, according to

Boston Acoustics Recepter HD

Director of Product
Development David Kroll. The company
expected radio stations to apply market-
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studio and have an AUTOMATIC standby interconnect for the ENTIRE system!

Another tabletop model, Radiosophy’s
MultiStream HD, has technical issues with

&

AM sensitivity; the supplier said it expect-
ed to resolve them soon and begin mass
production in China once the multi-week
Chinese New Year break is over, according
to President/CEO Richard Skeie. Jan. 29 is
the first day of the year on that calendar.

“We’ll ship in QI and as soon as we
set a firm date, we’ll announce it,” said
Skeie.

Polk Audio, the third company plan-
ning to incorporate IBOC into a tabletop
radio, also plans to ship its I-Sonic
Entertainment System to retailers in the
first quarter.

Promotion
Kroll of Boston Acoustics said some
broadcast groups have ordered a small

rECE
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§ VWheat rtone
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GET THE POWER!

number of the new tabletop to use as
samples while others have placed
dgrders fotr “signifiednt quantiti€s™ for
promotional use.

Retailers receiving shipments from
Boston ‘Acoustics in¢lude The Great
Indoors, part of Sears; Listen Up in
Denver; Bjorns in Texas; Tweeter Etc.
in Chicago; Flanners in Milwaukee:
Magnolia Audio in the Pacific
Northwest and Harvey Electronics in
New York.

Online retailers receiving product
include C. Crane, Crutchfield, J&R
Music, One Call, The Audio Advisor
and Boston Acoustics Direct.

The unit can decode multicast sig-
nals. A stereo input accepts iPods, MP3
players and other external audio
sources. The radio’s stereo headphone
output doubles as a line output, allow-
ing it to serve any component audio
system as an HD Radio source.

How to display multicast tuning was
a test for the company.

“We’re proud of the human user
interface.” said Kroll. On the display,
an HD-R indicator tells the user the
radio is tuned to a digital station; glow-
ing arrows appear to the right and left
of whatever station the unit is tuned to
indicate the presence of multicast sta-
tions, Kroll told Radio World.

The radio lists for $499. A broad-
caster discount is being offered for bulk
orders; a spokesman said terms of the
discount were confidential.

Tabletop models for HD Radio have
suffered numerous production delays.
Earlier, manufacturers had projected
availability in the late spring or early
summer of 2005.

Why the delay? It’s new technology.
Kroll said. “It’s not refreshing a prod-
uct and making subtle changes.”

Leslie Stimson
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Indecency Debate Encompasses Pay Media

Stevens to Industry: Develop
Ratings System for Indecency

by Leslie Stimson

WASHINGTON Senate Commerce
Committee Chairman Ted Stevens, R-
Alaska, and ranking minority member
Daniel Inouye, D-Hawaii, want the media
industries to agree to a voluntary com-
mon ratings system to protect children
from indecent programming. If that does-
n’t happen, the senators vow, they’ll
develop legislation early this year to
accomplish that goal.

committee members.

FCC Chairman Kevin Martin told sen-
ators parents need better and more tools to
help them navigate visual entertainment,
particularly on cable and satellite TV.

Those testifying debated whether par-
ents understand how to use the V-Chip
blocking technology in their televisions.

“Congressional statutes already pro-
hibit indecency and profanity on broad-
cast radio and television, and by enforc-
ing these provisions we can help deter

— FCC Chairman Kevin Martin

Stevens would include over-the-air
broadcasters, cable, satellite and Internet
media. Only terrestrial broadcasters are
regulated now by the FCC for indecent
content, a situation broadcasters say is
unfair given that children don’t normally
make a distinction between subscription
and over the air content.

media companies from putting indecent
programming on broadcast,” Martin said.
“But this will not help address the grow-
ing problem of the increasing amount of
coarse programming on cable and satel-
lite, and the lack of tools parents have to
avoid supporting the programming they
do not want to let into their homes.”

10-fold fine increase is not business as usual.

— Jessica Marventano, Clear Channel

Stevens held a hearing on indecency in
November to bring various factions
together and planned another in
December.

Level the playing field

Any indecency legislation should level
the playing field among terrestrial, satel-
lite and cable broadcasters. That’s what
Bruce Reese, joint board chairman for
the NAB and Bonneville's
president/CEQ, testified in November.

Satellite radio, he said, has become a
haven for content that can’t be aired on
free, over-the-air radio, noting that
Howard Stern attributes his move to
Sirius Satellite Radio to the indecency
crackdown.

Reese said both Stern and Opie &
Anthony on XM Satellite Radio are avail-
able to any subscriber.

“And now, with XM partnering with
DirecTV and Sirius with EchoStar, this
programming will be piped into 25
million satellite television homes.” The
committee also should balance any
changes to the indecency regime with
First Amendment concerns, Reese
said.

Most broadcasters have never been
fined for broadcast indecency and the
majority of complaints to the commis-
sion have originated from “one or two
well-organized groups” such as the
Parents Television Council, he reminded

He didn’t let industry off the hook,
though, saying, “The industry’s lack of
action is notable.”

Not ‘business as usual’

Jessica Marventano, senior vice presi-
dent of Clear Channel Communications,
urged senators not to adopt certain provi-
sions in the House indecency measure, one
of four such bills introduced in 2005.

How to
Submit Letters

Radio World welcomes your point
of view on any topic related to the
U.S. radio broadcast industry.

Letters should be 100 to 300 words
long; the shorter the letter, the better
chance it will be published in full. We
reserve the right to edit material for
space. Longer commentaries are wel-
come but may not reach print as quickly.

Include your name, address and
contact information, as well as your
job title and company if appropriate.

Send letters via e-mail to
radioworld@imaspub.com, with
“Letter to the Editor”™ in the subject
field; fax to (703) 820-3245; or mail
to Reader’s Forum, Radio World, P.O.
Box 1214, Falls Church, VA 22041.

Bruce Reese on Capitol Hill

She called them “‘disproportionate pun-
ishment” for violating indecency rules.
Measures include blocking new license
applications, transfers or possible license
revocation. The company urged lawmakers
to consider the provisions raising the fines
for broadcast indecency.

*“I can assure you, for Clear Channel, a
10-fold fine increase is not business as usu-
al,” Marventano said.

Alan Wurtzel of Research and Media
Development at NBC said congressional
attempts to enable the FCC to affect sta-
tion licenses for indecency violations
“would have an enormous chilling
effect, but also a depressing effect on

the entire broadcast industry.”

Representatives from citizen advocacy
groups argued that current punishments are
ineffective, as is self-regulation, which
some broadcasters, cable and satellite com-
panies advocate.

XM

Bill Bailey, senior vice president/gov-
ernment and regulatory affairs for XM
Satellite Radio, responded to lawmakers
who complained about children unexpect-
edly being exposed to indecent program-
ming on TV.

Bailey acknowledged the satcaster
does air “blue” material but said its rat-
ings system and blocking measures are
easy to implement and well-publicized
on channel guides, in print ads and in on-
air PSAs.

“We try to provide as much notice as
possible about when programs with
extreme language would air ... so no one
would stumble upon our extreme lan-
guage.

“As a business matter, we don’t want
parents to be afraid to have satellite radio.”

Those subscribers who want certain
material blocked can call an 800 number
and the change happens within two hours,
Bailey said.

Also, XM receivers display “XL” —
for extreme language — for certain chan-
nels.

In December, XM began including
parental control blocking instructions on
its Web site. @
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O THE EDITOR

A Time for Hope, Not Cynicism

by Paul McLane

Happy New Year and welcome to the
30th year of Radio World newspaper.
Thank you for being with us on the journey.

* Kk K

Radio enjoyed good national media expo-
sure when a group of leading radio compa-
nies went to New York in December and
announced plans to promote digital radio
and coordinate their use of digital multicast
channels. NAB and Ibiquity execs looked on
approvingly.

Some people reading this column are
thinking right about now that corporate radio
types will never offer real programming
diversity and localism on these new channels,
that even if they use multicast to establish
“diverse” formats, it’ll be “‘more of the same.”
After all, commercial radio has thousands of
stations already and, if anything, the big com-
panies have used those channels to move
away from truly local and diverse radio.

Multicast is unlikely to be used different-
ly, that school of thought argues, if decision-
making is dominated by the same program-
ming consultants who espouse those familiar
mindsets and the same tendencies to auto-
mate, impersonalize and delocalize.

NAB and corporate radio executives
would dispute that, as they have repeatedly
over the years (another reason critics think
they can’t possibly “get it”").

I argue that, while we have reason to be
skeptical based on big radio’s programming
record over the past decade, satellite has
kicked the industry hard enough to make it
realize there is a market for specialized pro-
gramming beyond what NAB and Clear
Channel consider diverse.

In fact XM and Sirius have been quite the
role models in the past couple of years. They
have shown traditional radio the value of
attention-grabbing program alliances, signif-
icant technology announcements and invest-
ments in talent and major marketing.

Radio does plenty of things well — and |
include big commercial radio as well as pub-
lic and small-town radio. Yet it needs to do
better at telling its story to Wall Street and

Your Single Source for Broadcast Solutions™

business and other media. The December
press conference was a good indication that
folks at the level of Mark Mays, Joel
Hollander, David Field and Lew Dickey
understand this.

Managed well, multicasting could be very,
very good to traditional terrestrial radio. It
provides our industry leaders a real chance to
bring to consumers something new. I note
that specialized music and content services
have been the driving force behind the adop-
tion not only of satellite but of Eureka- 147
digital radio in the United Kingdom. I'm
pleased to see the coordinated effort on the
part of the companies. 1 choose to be hopeful,
rather than cynical, about the outcome. Let’s
keep our minds and options open.

Meantime I'll be fascinated to see what
strategies these competitive corporations will
use to program multicast channels — how
they can do it without prompting anticom-
petitive concerns, how the mechanics of
coordination will work, how non-alliance
commercial multicasters and the public sta-
tions will respond — and, more broadly,
whether the multicast concept can ever pro-
vide new program diversity if companies
operating it must answer to the same bot-
tom-line concerns as they do now.

I do feel that the coordination of pro-
gramming aspect is historic. In fact it’s so
unusual that it seems to invite anticompeti-
tive review by regulators. In a way, these
groups seem to be acting like one big super-
owner. If multicasting succeeds, I suspect
such coordination either will constitute an
explosive change in how programming is
done, or it will immediately run afoul of sig-
nificant problems.

* kK

Elsewhere, the LPFM service turns six
this month. Six years in which the radio
world hasn’t fallen apart.

The topic has fallen off most front pages.
But as we noted in our last issue, the under-
lying stress lines that prompted the initial
debate remain.

Do you remember how contentious this
all was? From the start, commercial broad-
casters opposed low-power FM:

One Project... ¥$?::'i‘{;
One Company. |

* They said the entire premise was
flawed;

¢ They said there was no need for LPFM
service because radio was a diverse and
accessible marketplace already;

* They said LPFM would create vast
amounts of new interference;

* They said it would risk the radio indus-
try’s transition to digital;

* They said LPFM stations would benefit
unfairly from not being subject to the same
regulations as other stations;

* And they said it would result in a net loss
of service to the public, arguing that it actual-
ly undercuts full service. The NAB even put
out a study finding that “local stations will
not be able to continue to offer quality local
programming if LPFM is established.”

Each of these objections has degrees of
merit and problems, but most if not all have
been answered and the arguments in favor of
LPFM continue to be compelling:

* There was, and is, a need for more pro-
gram diversity. Radio ignored the elephant in
the room on this one (until satellite and then
multicasting came along).

¢ There was, and is, a need for wider
access to the airwaves.

* LPFM did not cause interference havoc,
and will not if interference protections are
eased responsibly.

* LPFM does not cause full-service sta-
tions to cut their quality. That’s nonsense.

* The industry’s transition to digital is not
threatened by LPFM; and any transition plan
should not automatically take priority over
creation of other new services;

* The rules set up for LPFM stations are
fair and reasonable.

Let’s face it, LPFM has always been a
turf fight. A broadcast licensee enjoys spe-
cial access to the electromagnetic spectrum,
an extremely valuable commodity. Radio
remains a $20 billion a year business.
Station owners have invested a lot of money
and naturally want to preserve it.

A cynic would say licensees will fight to
keep any newcomers out. A charitable view

is that some opponents were honestly con-
cerned about interference.

Ironically there is a popular view among
broadcasters that spectrum should be as
unregulated as possible and that the FCC
should just be a *‘traffic cop.” The commis-
sion exists to move traffic along, they say, to
let innovators make the most efficient use of
the spectrum without putting undue burdens
on the broadcasters.

Unfortunately, when more innovation
comes along and the traffic cop says, “Hey,
wait, we can get more traffic into this lane
and still keep traffic moving,” the people dri-
ving the cars on the road suddenly want the
traffic cop to keep other cars off.

Yes it’s scary to watch market share
dwindle thanks to the Internet, iPods and
satellite. But it’s not the FCC’s job to protect
those stations’ businesses. The stations are
not the resource, they are the users of the
resource; to survive they must change to
keep up and compete.

Anti-LPFMers were not the only ones
guilty of hype. There was plenty of blather
by pro-LPFMers, envisioning a glistening
new era of broadcast vitality and positioning
LPFM as the medicine to cure all ills of con-
solidated corporate radio.

Both sides also were guilty of demoniz-
ing, with NAB painting LPFMers as pirates
gone wild and some low-power advocates
lumping all of radio into one big Evil
Empire category, failing to recognize the
good intentions and substantial public ser-
vice offered by licensed broadcasters.

But as I have said before, LPFM seems a
lot closer to the ideals of radio as first con-
ceived than many broadcasters care to admit.
The Communications Act of 1934 estab-
lished radio’s philosophy of serving *the
public interest, convenience and necessity.”
Small, localized services are not a threat to
that, but a part of it.

Rep. Cliff Stearns, an opponent of LPFM,
once asked, “Why the rush to fully imple-
ment this service when many questions still
remain unanswered? | am curious as to why
the FCC did not select a handful of low-
power FM stations to experiment with this
service.”

OK, six years have passed, a number of
stations are on the air, the FCC has done
what Congress said and investigated the
potential harm. The experience of six years
shows chaos did not ensue.

Consider the experiment complete.
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Can They Say That on the Air?

by John Greenya

Contrary to what many people think,
the indecency flap didn’t all start with
Super Bowl XXXVIII. Almost two years
later, the dust raised by Janet Jackson’s
“wardrobe malfunction” has yet to settle.
When it does, the media landscape could
look very different.

In the meantime, however, in addition
to watchdog groups, people responsible
for the content of what goes out over the
nation’s airwaves, from broadcasters to
their attorneys to the so-called network
suits, are keeping one eye on Congress
and the other on the FCC as they try to
figure out the rules of the game. Until the
outcome of two questions — the fate of
bills now before the Congress and the
attitude of the new chairman, Kevin
Martin — is known, communications
lawyers, their clients, and the public
remain up in the air. (See story, page 3.)

Things weren’t always so complicated.
“Ten years ago, I could have explained
indecency to you in seven words,” said
First Amendment lawyer John Crigler,
“and now it would take volumes.”
Crigler’s reference is to the well-known

Cable Television and Tele-communica-
tions who recently opened her own firm
with two other minority lawyers, is a
newer but no less concerned participant
in the debate. “We represent small and

to rise and fall in relation to public opin-
ion, and that public opinion is often fired
by the latest “incident,” what is the pre-
diction of an observer able to take a long
view of the matter?

the next three to five years there will be a
major push by Congress and the FCC to
broaden the scope of our indecency laws.

medium-sized companies mainly owned
by minorities and women, new market
entrants who are trying to break into the
media.”

This group, she said, has been particu-
larly hard hit by what’s happening.

“The FCC has been holding up license
renewals of clients because they are affil-
iated, by virtue of using some of the pro-
gramming, with networks that have been
fined or against whom complaints have
been filed by groups like TV Watch.

indecency to you in seven words, and
now it would take volumes.

— John Crigler, Garvey Schubert Barer

“Seven Dirty Words” routine of comic
George Carlin, which gave rise to the
landmark case “FCC v. Pacifica
Foundation,” of 1978, which for years
provided broadcasters and performers
alike with clear guidelines as to what
they could not say on free, over-the-air
television and radio.

“It is,” said the Garvey Schubert Barer
partner, “the only constitutional standard
invented by a comedian.”

Slippery definition
“Another problem,” according to
Crigler, “is how, if you're a broadcaster,
you implement it. It’s one thing if you’re
a national broadcaster and you can tape-
delay everything and everything is prere-
corded and you can build in some cau-
tions. It’s another if you're sort of an
old-fashioned broadcast station and a
good deal of what you do is live or call-
in. How do you control that caller who
has, literally, a smart-assed remark to
make? You're going to be liable for that.”
Gloria Tristani, who served as an FCC
commissioner from 1997 to 2001, fre-
quently criticized her fellow commission-
ers for handling indecency complaints
too slowly — a position that, she said,
had as much to do with simple respect for
the rules as it did for the “truly sleazy”
nature of some of the violations (in par-
ticular, those of radio shock jocks).
Tristani, now the managing director of
the United Church of Christ’s Office of
Communication, said, “My point always
was that it was the duty of the commis-
sion, at the very least, to investigate and
to ask the broadcaster to respond.”
Communications lawyer Jeneba Ghatt,
the former assistant general counsel of
the District of Columbia’s Office of

(2]

“This has a chilling effect not only on
speech but also on their ability to ‘get in
on the deal’ of broadcasting. These
clients would be, typically, a small TV or
radio station, a small AM station, or even
a small LPFM. Many of our clients are
small for-profit stations, but because of
this situation at the FCC they’re finding it
very hard to be for-profit because they
can’t, for example, sell ads without
knowing if their license is going to be
renewed.”

“Yes,” says James Winston, executive
director and general counsel of the
National Association of Black Owned
Broadcasters, “there have been license
renewals held up, but 1 don’t believe
there’s any likelihood that those licenses
will not be renewed. Obviously, the FCC
has the power to deny a renewal, but my
expectations based on past experience is
that if they find stations have engaged in
indecent programming, they will fine
them.”

Another lawyer who sees the problem
from a similar perspective as Ghatt is
David Honig, the executive director of the
Minority Media and Telecommunications
Council, a nonprofit organization founded
in 1986.

Echoing Ghatt, Honig said, “If you’re
a new entrant, as most minorities are, the
investment climate ought not to contain
attributes that discourage you. When you
have, as you have now, this additional
overlay of content regulation, it imposes
costs in ways that are certainly unintend-
ed by the commission. 1 take the chair-
man to be very well intentioned, and a
person who would not suggest that it is
not appropriate to address this subject. It
is appropriate to address this subject.”

Given that indecency regulation seems

— Adam Thierer

Newton Minow, senior counsel in the
Chicago office of Sidley Austin Brown &
Wood, who, while chair of the FCC
under President Kennedy, coined the
phrase “vast wasteland” to describe the
majority of television fare at the time,
said, “I have always been troubled by the
government deciding issues involving
speech, because of the First Amendment
concerns, and because of the difficulty of
protecting words like indecent, which are
tough to define. So I take a different
approach to the problem, which is that
the Code of Standards that the broadcast-
ers had for many years should be rein-
stated. The code no longer exists, but I
think it would be much better if the

s top

broadcasters were policing things like
indecency (rather) than the government.”

“l don’t really expect to see restrictive
legislation passed in the near future.” said
Adam Thierer, director of the Center for
Digital Media Freedom at the Progress &
Freedom Foundation. But he differs with
Minow in that he believes, “There is a
very good chance that within the next
three to five years there will be a major
push by Congress and the FCC to broad-
en the scope of our indecency laws.

“Of all the measures currently under
consideration in Congress, S. 616, the
Rockefeller-Hutchison bill — which is
what I call the ‘everything-plus-the-
kitchen-sink approach’ — is the most
comprehensive, pro-regulatory measure
ever introduced by any member of
Congress on this issue, and for that rea-
son it most certainly will not pass in its
current format.

“But what’s important about S. 616 is
that elements of that bill could make it
into law at some later point as part of
some other measure. So many things on
this front oftentimes get bundled into
some broader measure at two minutes to
midnight in some darkened committee
room hearing. That’s how we’ve seen a
lot of content regulation get on the books
in the past, and it could be the way we
see indecency regulated sometime in the
near future.”

A version of this article appeared in
the November issue of “The Washington
Lawyer Magazine.” It is reprinted with
permission. §
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beginning. The alliance wants to encour-
age lower prices for receivers, persuade
automakers to install units in vehicles
and convince the public to demand that
retailers carry the radios. Infinity
Broadcasting Chairman/CEO Joel
Hollander thinks it could take two to sev-
en years to reach these goals.

A year ago this week, major radio
groups announced their intention during
the Consumer Electronics Show to coor-
dinate efforts to promote HD Radio. In
December, eight of those groups formed
an alliance to promote terrestrial digital
radio. They are Bonneville, Citadel,
Cumulus, Clear Channel, Emmis,
Entercom, Greater Media and Infinity.

Ibiquity President/CEO Robert Struble
termed the news “huge.”

The development of HD Radio has
been a technical story to this point, he
said; now radio groups “are saying they
will use their collective muscle and abili-
ty to speak to our listeners in ways that
make sense to them and we’re going to
sell some HD Radios.”

About 600 stations are now broadcast-
ing digital/analog signals; 70 of those are
multicasting, he said.

Now radio has something to promote,
Struble said. If 2005 was when HD-R
infrastructure was set into place in many
markets, 2006 “is going to be the first
year we reach out to the consumer.”

Monetary contributions

For roughly the first 18 to 24 months,
said Peter Ferrara, president and chief
executive of the alliance, multicast chan-
nels will carry no commercials. The
owners in the alliance have agreed that
each of their digital stations will broad-
cast only one multicast channel, though
more are technically possible.

The alliance plans to announce pro-
gramming and promotional efforts for
the top 25 markets early this year.

Many questions remained after the
December announcement. For instance,
will consumers be encouraged to buy an
“HD Radio” or an “HD2 Radio” or
something else? According to sources in
the receiver community, the broadcast
alliance made its announcement earlier
than planned because it was becoming
harder to keep details under wraps.

Ferrara, formerly vice president of
special projects for Clear Channel and

partner and COO of Granum
Communications, said the alliance
hoped to give the broadcast community
more specifics in the New Year.

Ferrara said charter members made
commitments worth more than $200
million, in 2006 advertising inventory
on their stations as well as cash, to
launch digital radio and to foster rela-
tionships with consumer electronics
retailers and automakers.

Alliance members declined to specify
their dollar contributions or the ratio of ad
inventory vs. dollars, but they expect ads
to make up the bulk of the commitment.

Shortly after the announcement,
Struble said broadcasters must catch up
to satellite radio in promoting HD
Radio. He said XM and Sirius have
spent a combined $750 million on pro-
motion.

Alliance members believe consumers
will want digital local radio. Entercom
CEO David Field told Radio World, “If
you’re a consumer you have two value
propositions. One is a bucket of chan-
nels that you have to pay for; and the
other is a bucket of channels that you
don’t have to pay for. Which is the bet-
ter option?”

NAB President David Rehr attended
the event. So did his predecessor, Eddie
Fritts. Rehr called the HD Radio
alliance an “historic” announcement. In
a statement, he said it “sends an unmis-
takable signal that local radio’s best
days are still ahead.”

Consumers, he said, will benefit from
“scores of additional program formats
and improved signal clarity, coupled
with community-based news, weather
and traffic reports that remain hallmarks
of free radio.”

Building awareness

Clear Channel Communications
President/CEO Mark Mays said, “We
want to continue to evolve radio. What
we need to do is take it to the next level.
We’ve made this technical investment.
We need to get better at marketing it and
spend the resources to drive the volume
and bring price points down so people
buy the radios.”

Any U.S.-based radio company,
whether a standalone station or a group,
can join the alliance.

Hollander, Mays and Greater Media
President/CEO Peter Smyth form the
oversight management committece for the
alliance, which has incorporated.

Ferrara receives a salary to head the
alliance and makes his headquarters in

Peter Ferrara is president/CEO of
the HD Digital Radio Alliance.

Orlando. No additional alhance-specific
staff has been appointed at the moment,
although Ferrara has hired a PR firm.

Hollander said he hoped more groups
would join after the ABC Radio station
sale is completed. Wall Street was watch-
ing as Walt Disney Co. reportedly hoped
for a sale of its radio assets by the end of
2005.

A few days after the alliance
announcement, Ferrara said other broad-
casters were expressing interest in mem-
bership. He urged any interested broad-
caster o sign up by Dec. 30. The group
then plans to proceed with its first round
of format selection for multicast channels
in the top 25 markets.

Ferrara could not speculate on when
the first format selections would be com-
pleted.

In order to join the alliance, each com-
pany commits to a certain amount of on-
air promotion of digital radio and con-
tributes a set dollar amount toward
running the alliance. Mays said each
member makes a “substantial commit-
ment” scaled to the size of the company.
The broadcaster must agree to coordinate
the programming of its multicast chan-
nels with the group at large.

At least one radio group that was part
of the original announcement last year.
Radio One, had not joined the alliance as
of mid-December, nor had any of the
largest Hispanic radio groups.

Commenting on how the alliance
might grow, Struble suggested there
might eventually be different categories

PODCAST YOUR NEWS. EASILY.

Turn any newsroom audio into podcasts with Burli. Interviews, reports, newscasts—you name it.
With a single command, Burli formats and uploads your audio as one or more complete podcasts,
including standards-based XML data and ID3 headers. And with advanced features such as episode
control and image management, this is the only podcast tool you need to push your news to media
players and computers worldwide.

of membership, much as NAB has an
“associate” membership level as an
option for those who do not choose full
membership.

Although not a member of the
alliance, Ibiquity was instrumental in its
formation and is working closely with the
group.

Asked whether the availability of some
HD Radio tabletop receivers for shipping

‘had spurred the announcement, Struble

said it was more a matter “of getting
everybody in the same room and getting
them to agree to something. We have
some experience in that; it’s difficult.
We’ve done the investment by broadcast-
ers, the station deal last year. Those are
time-consuming efforts because every-
body’s got a slightly different view on it
and there’s a lot of smart people that
want to make sure that their views are
considered.”

Indeed, Cumulus had agreed to join
the alliance only the night before the
announcement in New York, execu-
tives said, and the initial press release
announcing the alliance still referred
to seven rather than eight charter
members.

Dave Wilson, director of technology
and standards with the Consumer
Electronics Association, said he was
pleased to see joint promotion efforts for
HD-R. “The more voices, the better.”

Public radio organizations are wel-
come to join the alliance, executives later
told Radio World, though one public
radio program consultant didn’t expect
many to join. “It depends on the financial
requirements.”

John Hogan, chief executive officer of
Clear Channel Radio, said no one
involved in the alliance had yet contacted
public radio organizations about taking
part, although he and Field acknowl-
edged the multicasting efforts made in
the pubcaster community.

“I think at the end of the day, they
also bring a strong shoulder to the wheel
in driving consumer adoption of the tech-
nology,” Field said.

Push to consumers

Among broadcast RF suppliers who
made HD Radio products to seed the
original 13 Ibiquity rollout markets,
several greeted the news heartily.

Hal Kneller, manager of public radio
initiatives with Harris Broadcast, said
of the alliance, “We think it’s a great
idea.” The supplier planned to meet
with Ferrara in the New Year.

See ALLIANCE, page 8 p
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out the system in a couple of markets
before going public, members said.

‘Fair and equitable’

Alliance President/CEQO Peter Ferrara
said members believe the format selec-
tion system is fair and equitable. He
declined to discuss specifics publicly,
other than saying a hierarchy exists gov-
erning which station in a market selects
first, second and so on. The hierarchy is
by station, not by company, he said. The
system would also be used to settle dis-
putes, he said.

Asked how companies that normally
compete — and continue to do so on ana-
log and main digital channels — can
agree not to do so on multicast channels,
Ferarra and other alliance officials said
the group had discussed the issue with
antitrust attorneys.

“We have covered that with appropri-
ate counsel and we are well within those
parameters,” Ferrara said.

Several skeptics predicted all bets
would be off after the incubator period
for the multicast channels and that the
cooperation would dissolve. One pro-
grammer, speaking off the cuff, said he
could conceive of lawsuits filed by non-
alliance members over the multicast for-
mat coordination.

alliance officials said
the group had discussed
the issue with antitrust
attorneys. ‘We are
well within those
parameters,’ he said.

Formats being discussed for the multi-
cast channels include female-oriented
talk, Hispanic love songs, tropical, urban
ballads, as well as mainstream formats
that may be new to a market.

Program consultant Holland Cooke of
McVay Media was underwhelmed by the
format choices he had heard about, say-
ing several exist on satellite radio.

“HD Radio should be more local. This
is a new spectrum opportunity; is our
most innovative use of HD Radio ‘XM
and Sirius Lite’?”

He suggested that groups consider
traffic/weather-on-demand and local
sports to distinguish multicast channels.

The alliance announcement gave at
least one station consulting engineer
pause. Electrical engineer John Pavlica
wrote in an e-mail to Radio World,
“Multicasts can finally offer pre-1996
radio programming — not the same thing
duplicated on 1,200 stations.
Multicasts are an avenue to offer locally
produced radio like we haven’t seen the
past 10 years. Promoting HD is fine, but
please, not more of the same model of
the limited musical playlist on all of your
stations.”

The announcement also seems to

imply that owners think the FCC will
authorize multicasting permanently.

The FCC’s decision on whether and
how to authorize IBOC may play out
along party lines, based on comments
from commissioners at last fall’s NAB
Radio Show. Democrats indicated they
wanted to look into appropriate public
service obligations for multicast channels
while Republicans were more in favor of
treating them like subcarrier channels.

Ferrara said Chairman Kevin Martin
“has expressed a desire to process the
order” as soon as the commission is back
to its full complement of five members.

“We believe there is no higher public
interest served than to authorize these
digital stations permanently and protect

Ferrara, second from left, meets with industry leaders Drew Horowitz of the delivery of high-quality, diverse and
Bonneville, Peter Smyth of Greater Media, John Hogan and Mark Mays of free radio to consumers in the future,” he
Clear Channel and new NAB President/CEO David Rehr. said. §
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SBE’s 24th President Steps In

Scherer Replaces Benedict; Emphasizes
Communication, Certification

by Randy J. Stine

Chriss Scherer’s goal as president of
the Society of Broadcast Engineers is to
improve overall communication within
the national organization across all levels
— among members and chapters as well
as the board of directors and national
office.

Scherer assumed the presidency at the
nonprofit organization’s annual meeting
in Dallas in October; he served as vice
president on the 2004-05 board. e
replaces Ray Benedict of Viacom, who
served the maximum of wo consecutive
one-year lerms.

The new president says there are sig-
nificant challenges facing broadcast engi-
neers working in the ever-changing radio
and television industries, including HD
Radio and digital TV.

Even though SBE was not part of the
IBOC standards-sctting process and has
not established an opinion on the Ibiquity
HD Radio system, the group is watching
the transition and any training opportuni-
lies it may present. The SBE Education
and Certification Commitlces are moni-
toring the developments closely, Scherer
said.

“The broadcast industry is changing
through mergers, consolidations and new
technologies. All impact our membership
and call for development of a new skill
set,” Scherer said.

Education a priority

SBE introduced several certification
specialties this past year covering AM
directional antennas and 8-VSB, which
involves DTV standards and transmission
systems. The certification specialties give
SBE more educational flexibility, Scherer
said.

“For example, there was a time when

A20 FM/RBDS Monitoring Decoc

Measure and listen to an entire market from anywhere!

just about any radio engincer would have
enough general knowledge of AM that he
or she could easily step up to a phasor and
tweak it to keep it working fine. But with
the new generation of engineers, there arc
fewer that have those skills,” Scherer said.

Education remains a top priority at
SBE, Scherer said, with new opportuni-
lies being explored, including develop-
ment of a curriculum for use by post-sec-
ondary schools.

ty colleges, under which members who
pass computer courses can be certified as
Certified Broadcast Technologists without
having to take the society’s CBT exam.

A new accreditation program for vol-
unteer frequency coordinators is aimed at
maintaining quality and professionalism,
Scherer said.

*“This simply establishes that a fre-
quency coordinator has read policies of
the SBE as they relate to frequency coor-
dination and that they understand the
process and practicalities.”

SBE is watching several developments

mergers, consolidations and new technologies.
All impact our membership and call for
development of a new skill set.’

“Some even refer to it as SBE
University. Not in a literal sense of
course, but as more of an educational
clearinghouse for members, a point of
contact. The Education Committee and
Chair Tom Ray are looking at establish-
ing courses through a variety of means,
publications and maybe even online,”
Scherer said. Ray is corporate director of
engineering for Buckley Broadcasting.

For example, Scherer said, recent dis-
cussions with Excelsior College in
Albany, N.Y., could eventually result in
college credit for those who hold SBE
certifications.

“We sce lots of opportunities to work
with post-secondary institutions for the
recognition for the training and certifica-
tions we offer. There is some merit in
that,” he said.

The SBE has established a program
with a handful of technical and communi-
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that will affect TV broadcasters and engi-
neers, including the 2 GHZ TV Broadcast
Auxiliary Service move and channel
assignments for DTV,

Current BAS operations at 1,990-2,025
MHz are being moved to the re-farmed 2
Gliz TV BAS band at 2,025-2,110 MHz
consisting of seven 12-MHz wide chan-
ncls: As part of the FCC Report and Order
from 2004 stipulating the changes, Nextel
Corp. is reportedly spending $850 million
to de-interleave the 800 MHz band to
solve interference problems between 800
MHz public safety and Nextel’s special
mobile radio operations.

“The SBE worked hard to protect spec-
trum around 2 Gllz for TV broadcasters,”
Scherer said. “While losing a portion of
the spectrum was not our desire, the plan
provides the best solution for the circum-
stance. Nextel has made an outstanding

See SBE, page 10 p
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He compared the formation of the
alliance to that of USA Digital Radio,
Ibiquity’s predccessor, by CBS,
Westinghouse and Gannett, which
pooled money and technical expertise to
advance development of terrestrial digi-
1al radio.

“Harris is excited about this because
we know there is a huge gap in con-
sumer knowledge about 11D Radio and
we look forward to the drive to digital
radio that this alliance can bring about,”
said Kneller. “This is the push we have
all been waiting for, to drive receivers
into cars and homes and to create con-
sumer awareness and demand.”

Broadcast Electronics Marketing
Director Neil Glassman said of the
alliance, “We plan to support them and
do what we can to amplify their mes-
sage.”

The advent of multicasting is big, he
said. “We have started to see owners in
markets unranked by Arbitron come to
us and say, ‘Because of multicasting,
we're going to go HD Radio.””

Competition in the car

Yet much work needs to be done, said
Hollander.

“We want to work with automotive
manufacturers and OEMs to make D
Radio seem of value to them and help
them sell new cars.” The incentives
detailed after the announcement was
radio’s promotional platform of sta-
tions, Web sites and, in Clear Channel’s
case, billboards.

Hogan said, “The collective power of
the radio stations represented ... is pret-
ty potent and we feel compelling for the
automotive industry and consumers.”

Broadcasters in the alliance believe
the new content on multicast channels
will make HD Radio compelling enough
that consumers will demand retailers
and automakers carry the units.

Ibiquity has commitments from
European and Asian automakers to
install HD Radios, but none from
domestic auto manufacturers.

Said one automotive receiver consul-
tant, “Anything in the automobile is
there for only two reasons: the govern-
ment says you have to have it or it’s
perceived the public wants it. If not,
they take it out of the car.

“If it costs five cents more for an
HD-R tuner, for example, that five cents
is not just going up against electronics
in the car, it’s up against the carpeting,
day night mirror, etc. Every penny that
goes into that vehicle is in competition”
with every part of the car, as automak-
ers juggle numbers to make their price
targets, he said.

Executives of the new digital radio
alliance called its formation historic.
Clear Channel Radio President CEO
John logan said two or three years ago
it would have been *“unusual” for him to
align behind the same effort with, for
example, Entercom CEO David Field —
“much less David and I and four other
broadcasters. We expect a significant
number of other broadcasters to follow
suit. It’s getting all of the potential pow-
er behind HD Radio that we can get.”

Upcoming coverage will delve further
into questions raised by the digital
alliance. What are your thoughts? E-
mail to radioworld@imaspub.com. @
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Audience Loss Is Pubcasters’ Gain?

Public Radio’s ‘First True Audience
Loss’ Need Not Be Cause for Alarm

by John Sutton

The Radio Research Consortium
reports that the public radio system lost
audience from Spring 2004 to Spring "05.
According to the RRC, it is the first-ever
true audience loss experienced by public
radio.

The most important measuring stick,
Average Quarter-Hour or average audi-
ence, dropped 2.3 percent from Spring
*04 to *Spring 05.

don’t want to be

While this drop in audience is a good
wakeup call for public radio, it does not
have to be cause for alarm. The average
audience is the audience at any given
moment.

Public radio’s ability to maintain or
grow audience is still completely under
its control.

Lack of focus

This is probably not the story you
will hear from most quarters in public
radio. Audience loss theories will
abound. Most of them will blame out-
side influences: podcasting, the
Internet, satellite radio, cable television
and cell phones, to name a few. Not

in radio anymore.

long ago, an NPR study blamed
“Saturday Night Live” sketches for sup-
pressing audience growth.

But public radio has always had to
overcome competition and mispercep-
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John Sutton

tions. It grew as cable television grew.
It grew as cell phone usage exploded. It
grew with the mainstreaming of the
Internet. It grew whether SNL ratings
were good or in the tank. It grew by
focusing on what public radio does best,
making great programming for its core
audience.

That focus is lacking today. Much of
the industry’s attention is on reaching
new and different audiences through new
and different technologies. It’s as if a lot
of people in public radio don’t want to be
in radio anymore.

On the network level, new programs
are no longer intended to super-serve a
loyal core audience. The audience loyalty
strategy that served public radio well for
nearly two decades has been abandoned
in favor of a cume-based strategy to get
new and different listeners, even if at the
expense of the current audience.

Weak programming

Cume measures the number of different
people who listen each week. It is differ-
ent from AQH, which measures the aver-
age audience at any given moment. AQH
is the better measurement of success
because it accounts for the number of peo-
ple who listen in a week and how much
they listen during the week. So AQH is a
reflection of a station’s ability to attract
listeners and keep them listening.

At stations, there are still huge blocks
of weak programming on the air. Local
execution often remains weak in drive
time, suppressing the audience potential
of even the strongest network programs.

The last thing public radio needs right
now is a victim mentality. The industry is
doomed if it buys into the idea that exter-
nal forces have more influence over its
future than strong programming deci-
sions.

The ability to grow is still under public
radio’s control. The knowledge and
resources are available. All that’s
required now is the willingness and the
discipline to apply them wisely.

Perhaps the latest Arbitron numbers will
be the kick in the seat needed to make
that happen.

The author is president of Sutton &
Associates, which provides consulting
services to public radio organizations.
This article first appeared on radiosut-
ton.blogspot.com.
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effort to work with broadcasters replacing
their equipment and educating them in the
process.”

Nextel had budgeted more than $500
million to move TV BAS operations out of
1,990-2,025 MHz. The 2 GHz TV BAS
band is mostly used for TV electronic news
gathering (ENG) purposes.

The SBE is not involved in the process
of assigning DTV channels, Scherer said.

“However, there are groups looking at
the TV spectrum with an eye of using it for
other purposes, even though it is still
assigned to TV use. Congress has a soft
spot for providing Part 15 users more spec-
trum and has given considerable attention
to home security and public safety.

“Public safety issues are legitimate, but
simply handing over spectrum to Part 15
without considering its specific use is a
mistake. Granting anyone free access to
established TV spectrum is asking for trou-
ble,” Scherer said.

SBE has approximately 5,400 members
and has been able to grow steadily despite
consolidation among radio broadcasters,
who have now fewer broadcast engineers
maintaining multiple stations.

“I think it is a bit of a disservice for the
industry to diminish the value of the engi-
neer,” Scherer said. “There are some radio
groups, for example Entercom and
Cumulus, who have made efforts to treat
their engineers very well. Others treat engi-
neers like glorified janitors.

“We want to have engineers seen as
valuable contributors and not just liabilities
and be able to improve our members’ quali-
ty of life.”

Now editor of a broadcast engineering
trade publication, Scherer knows what life
for a broadcast engineer is like. He was
chief engineer at WMMS(FM) and
WHK(AM) in Cleveland and WYCL(FM)
in Reading, Pa., after beginning his broad-
cast career at the University of Miami. He
graduated with a bachelor of music degree
in music engineering technology in 1987.

*Originally I had thought more about
audio production, but quickly realized I was
the only guy around the music program that
could fix a broken cart machine,” Scherer
said. “I rewrote my résumé and landed an
engineering gig in at WEBE(FM) in
Bridgeport, Ct., in 1988.”

Currently active in the local SBE
Chapter 59 in Kansas City, Scherer now is a
trade journalist. He recalls the day in 1997
in Cleveland when he took the call with the
offer of the position.

“It was a fairly typical day at the station.
Everything was falling apart, the console
was in pieces and everything was going
wrong. | remember asking myself, ‘What,
and give up all of this?’ [’ve never regretted
it.” Scherer said with a chuckle. “But I'm
never saying never about going back,
either.”

Scherer, 40, holds CSRE and CBNT
certifications from the society. He lives
with his wife, Marilyn, in Overland Park,
Kan. He joined SBE in 1989 and is a
senior member. He also serves as chair-
man of the SBE Certification Committee.

Also elected to 2005-06 SBE offices
this year are Clay Freinwald, corporate
engineer for Entercom, as vice president;
Vincent Lopez, director of engineering
for WSYT/WNYS(TV), Syracuse, N.Y.
as secretary; and Barry Thomas, vice
president of engineering at Westwood
One, as treasurer. @
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SKIMMERPLUS

SkimmerPlus is a highly versitile tool for audio skimming
and / or long-form audio logging of multiple audio sources.
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Features Include:

® Remote Management

@ Built-in email connectivity
e Suppori for various audio CODECS
@ Assignable permissions for different users

® Record programs in segments for delayed broadcasts

@ Simultaneously record compressed & uncompressed files

@ Capable of recording multiple sources with a single Audio Science soundcard

AUDIOSCIENCE

® ASI audio cards seamlessly integrate with SkimmerPlus

® Many of the cards have on-board MP2 and MP3 playback,
in addition to supporting various audio file types through
software CODECs

e Digital or analog audio, even on the same card

@ Pass through and record capabilities

Thousands of users have discovered how easy and versatile BSI software is.

Test and try before you buy!

_  ———

Broadcast Software International
503 E. 11th Avenue, Eugene, Qregon 97401
www.bsiusa.com 888-BSI-USA1 (888-274-8721) info@bsiusa.com

Para el espanol, llamada Felipe Chavez, Distribuidor de los E.E.U.U. ,&
(916) 368-6300 fchavez@ommedianet.com
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Dig Safe or Don’t Dig at All

by John Bisset

Have you experienced underground
cable failure? During my time as a chief,
one station lost an underground feeder
for the three-phase electrical service,
silencing both AM and FM. With no gen-
erator, we were on exciter power while
the utility laid new cable.

ground tunneler instead — saving the
ground system.

Utilities aren’t always aware of what’s
under the ground at your transmitter site.
Avoid the mess seen in Fig. 1. Post “Do
Not Dig” signs and plan to be on site for
any utility work to help avert this kind of
disaster.

Buc Fitch encountered this problem

Fig. 1: AM ground radials were damaged due to unauthorized digging.

so the station had to operate on a Marti
for nearly a week until the problem was
fixed.

Make it a habit to dial your local one-
call number before any digging. You usu-
ally have to give them 48 hours’ notice,
so don’t wait until the last minute.

In many places, (800) DIG-SAFE will
get you to the right folks. You'll find state-

feeder to each ATU was. Since this cable
was run in a bundle with the RF and sam-
pling line, the markings told the fencing
contractor where he shouldn’t dig.

Buc adds an interesting color code
that might be helpful. Occasionally you’ll
find different colored lines spraypainted
on the ground. Refer to the color code
key in Fig. 2 to figure out what each col-
or represents.

Thanks, Buc, for tips that may help
prevent a cable disaster. Reach Fitch at
fitchpe @comcast.net.

White: Proposed excavation

Red: Power of some kind

Blue: Potable water

Green: Sewer and drains

Contractor Ground Paint Color Code

Pink: Temporary survey markings (usually biodegradable vegetable paint)

Yellow: Steam, petroleum piping, gas piping, etc.

Orange: Communications including traffic control circuits

Purple: Reclaimed or Grade B water which some areas route for
fire protection, agricultural irrigation, etc.

Fig. 2: A contractor’s ground paint legend.

Oh, the repair could have been
quicker, had they used a trencher the
size of a tank. But the trencher would
have ruined the ground system. I told
the crew that electric current was flow-
ing through the radials. No one wanted
to get zapped, so they used an under-

once again. No one had bothered to call
Dig Safe, and so excavation for a new
generator pad cut through the telco cable.
This put the transmitter site off the air.
The problem got worse. It was the
contractor’s fault, so the telco company
didn’t view the damage as an emergency,

by-state listings online, for instance at
www.digsafe.com/company_onecalldirecto-
ry.htm. 1If you can’t find the appropriate
resource, ask your power utility.

I used such a service when 1 was
replacing tower base fencing. The utility
company marked where the electrical

DIGITAL D.A. 2X8"

DUAL-MODE DIGITAL AUDIO DISTRIBUTION SYSTEM

OUTPUTS MODE"
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In addition to practicing law, Paul
Christensen is an SBE CPBE and CBNT.
Paul recalls a discussion concerning the
use and lack of affordability of commer-

See WORKBENCH, page 14 p



Multicasting.

It's like trying to fit —

well, you knowv.

Omnia Multicast with SENSUS codec conditioning, Omnia
Bass Management system and distributed look-ahead
limiter significantly improves the sound of HD multicast
and other bit-reduced streams.

Management has decided to multicast. Which seems like a
terrific idea — until you consider just how little bandwidth
each channel will get. How will the sound of your station(s)

survive these shrinking bitrates? Omnia can help.

New Omnia Multicast with SENSUS™ restores the fullness
and depth that bit-reduction steals. Our DSP gurus
teamed up with the codec experts at Telos (the folks who
introduced broadcasters to MP3 and MPEG AAC). Together,
they developed a unique suite of tools to pre-condition audio

for HD Radio™ multicasting.

SENSUS technology enhances punch, preserves presence, and
reduces artifacts. Even heavily bit-reduced channels (like
multicast) can be significantly improved by Omnia running
SENSUS. And like all Omnia processors, Omnia Multicast
delivers the smooth, clean, pure signature sound that grabs
your listeners and holds them hour after hour. No wonder the
top stations around the world choose Omnia over all other

processor brands.

Multicast like you mean it... with Omnia Multicast.

/
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A Telos Company

OmniaAudio.com
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Workbench

» continued from page 12

cial-grade network analyzers for broad-
cast engineers. Given the power associat-
ed with the network analyzer, an afford-
able alternative would give broadcast
engineers another valuable tool for mak-
ing useful antenna system measurements.

While it’s not a commercial-grade
product, Ten Tec is manufacturing a
Virtual Network Analyzer that gives
much of the same analytical power as a
commercial-grade instrument at a
fraction of the cost. For $655, the product
is said to perform the same complex
functions as a true network analyzer.

But, Paul writes, at that price-point there
are going to be obvious performance sacri-
fices, like a maximum upper frequency limit
of 120 MHz, only 80 dB of dynamic range,
30 dB return loss range and only +3 dBm
output power. Still, there’s probably enough
precision to offer good utility and accuracy
for many measurements up to and including
the FM broadcast band.

Visit http://radio.tentec.com and type
TAPR into the search field.

Christensen can be reached at pchris-
tensen@ieee.org.

* ke k

Got a block of wood lying around the
shop? Grab it, along with a fistful of con-
nectors, and put together a connector sol-
der-holder, as seen in Fig. 3.

Wes Boyd calls it another of his silly

FEATURES
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Fig. 3: An economical ‘third hand’ for soldering.

items, but when it comes to needing a
third hand for soldering, who cares how
it looks? It gets the job done.

He got the idea when he received a
commercial version of this soldering fix-
ture via BGS a few years ago. The BGS
version was mounted to a nice aluminum
block that could be held in a vise. Of
course, someone walked away with it.
So Wes grabbed a piece of 2x4, some
Liquid Nails, a drill and some connectors
to come up with his own version.

It works for A3M and A3F connectors,
and the fixture will hold 1/8- and 1/4-inch
plugs as well. And it’s all under budget.

By putting the tip-ring-sleeve 1/4- and

1/8-inch plugs toward the bottom, the
block can be set on its end, so the plug is
horizontal as you solder it.

Wes Boyd is market chief for Cumulus
in Youngstown, Ohio. Reach him at
wboyd@theradiocenter.com.
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We’ll wrap up with a reminder of a

find that just may save your job.

We’ve written about interference prob-
lems. Many are intermittent and nearly
impossible to track down. Not under-
standing the issues that surround interfer-
ence, a GM quickly may lose confidence
in your engineering abilities.

Dave Biondi’s Broadcast.net list serve
comes to the rescue again. This time it’s C-
band reception and airports that don’t mix.
If you suffer from satellite reception
dropouts, it may be an interfering signal
blanking out your signal. Bobby Gray, who
handles engineering for ESPN1080 in
Orlando, is just one engineer who fixed the
problem by heading to www.microwave-
Sfilter.com/tvrointerference.htm.

In addition to providing a variety of
interference filters, Microwave Filter Co.
has one of the best guarantees in the
industry: If the filter doesn’t solve your
problem, they’ll buy it back.

Thanks, Bobby, for the testimonial.
Bobby Gray can be reached at bob-
bygray@espnl080.com.

John Bisset has worked as a chief
engineer and contract engineer for more
than 30 years. He is northeast regional
sales manager for Broadcast Electronics.
Reach him at (571) 217-9386 or jbis-
set@bdcast.com. Faxed submissions can
be sent to (603) 472-4944. Submissions
Sfor this column are encouraged, and
qualify for SBE recertification credit. &

First 816HD
Is on the Air

ERI Expands in Chandler

Manufacturer Electronics Research Inc. said site work began for two new build-
ings at its manufacturing and headquarters facility in Chandler, Ind.

The two structures will add 45,000 square feet; they will be used for TV antenna
testing, fabrication and assembly. The company said the project will allow it to
expand existing fabrication areas for FM antennas, filters and combiners.

This will bring to 200,000 square feet the space for design, assembly, warehouse,
fabrication and test at ERI headquarters. The company also operates an antenna test
range nearby and a facility for design and manufacture of television filter and RF
components in Maine.

Product Showcase

Model DAI-2 Dialup Audio Interface

« perform unattended remote broadcasts

« DTMF operated controller with relay outputs
« fully programmable output on any key press
« momentary and/or maintained relay outputs
* four logic inputs with programmable output
¢ balanced audio input and output with ALC

&P Sine Systems.. SR

Tucson Mountain in Arizona is home to the first Continental model 816HD trans-
mitter to go on the air. The unit is at Clear Channel KRQQ(FM), according to the
supplier’s Broadcast Sales Manager Mike Troje. It serves the Class C station at
93.7 MHz into a Dielectric directional antenna. The previous 816 analog transmit-
ter becomes the analog backup.

KRQQs Mike Irby and Continentals Dan Dickey

Clear Channel staff did the install. Gil Garcia is regional vice president of engi-
neering; the market chief is Mike Irby.

Previously the room held two Continental transmitters in a main/standby con-
figuration. Troje said space was an issue and that the 8 16HD has the same foot-
print as an 816 analog unit. In its promotion of the product, Continental
emphasizes the space-saving nature and that no second IBOC transmitter or
tower mods are needed.

“The unique thing is that it uses low-level combining for high-power require-
ments,” Troje said. “We don’t increase the impact on their room at all. ... You don’t
have a load or hybrid or anything else to consider.”” He said the HD Radio portion
of the installation took only a couple of hours and added, *“The Ibiquity/NRSC
mask requires all products to be within the mask without modulation. Clear
Channel, however, requires all products be within the mask with modulation. This
requirement is much more difficult to meet, but the 816HD passes this test with
flying colors.”

The station’s 816HD system incorporated a Nautel NE IBOC-FM HD radio signal
generator and M50 FM exciter to allow analog and HD precorrection. Troje said
Continental was “very proud to to have the opportunity to work with Nautel on this
installation.”




“Everything is bigger in Texas.
Except equipment budgets.”

“I'd gotten the green light to build
new studios for our South Texas
radio cluster. We wanted the
ability to put any of our stations

on air from any studio, so
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we started investigating
networked audio.

“Also, management said
we might add more stations to
the cluster, so | needed a system
that could be easily and affordably
expanded later on.

“We looked at several
systems. Some did what
we wanted, but were very

complex and required us

to buy their expensive
routing mainframe, whether we
were building lots of studios or
only a couple. That was completely

outside our price range.

“Then we looked at Axia.
They showed us how an

.9_ IP-Audio system would
‘ 4 |et us share audio sources,
oS switch air studios quickly,
even customize console settings
for individual jocks. And Axia
cost about half what some

companies wanted us to spend.

"Of course we were a little skeptical
— how often is the least expensive

solution actually the best?

“Then we learned that
Axia’s Ethernet backbone
scales, like a computer
network. All we'd have
to do to grow is connect
more nodes and surfaces, maybe
add another Ethernet switch. We
didn't have to commit to buying
equipment for all of our studios
atonce.

“So we built one studio
using Axia, and it worked
great. Went together
fast and smooth. A few
wrinkles during installation were
ironed out by Axia support right
away. Those guys were amazing. It
was like their entire team was there
to make sure | was happy.

“We liked Axia so much
we installed a second
studio. Then a third. Then
a whole second cluster.
My colleagues are so impressed
with how well Axia works, they
want it in their stations, too!”

— Jorge Garza, Univision Radio, McAllen, Texas

7
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www.AxiaAudio.com
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HD Radio: Could It Supplant FM?

by Anders Madsen

Will HD Radio someday overtake ana-
log FM in the United States? If so, how
long until most commercial FM broad-
cast is at least accompanied by an IBOC
modulated signal? Will stations ever real-
ly start turning off their analog entirely,
as originally envisioned under the
“hybrid” approach to a digital radio tran-
sition?

We asked several engineers, station
managers and suppliers and came up with
an interesting divergence of views.

Doubts for some

It’s hard to answer long-term ques-
tions, of course, when so many short-
term questions remain. No consensus
exists as to whether the IBOC FM stan-
dard will ever be implemented perma-
nently or whether listeners will buy
enough HD receivers to make business
sense for radio advertisers. Those follow-
ing AM developments know that imple-
mentation is still facing technical chal-
lenges that may delay AM IBOC for an
unknown length of time.

“The jury’s still out,” said one promi-
nent East Coast engineer in November,
speaking on the condition of anonymity.
“I think there’s still a possibility IBOC
might fail”

As of now, this source said, “The num-
ber of receivers out there is virtually nil.
And if there aren’t receivers, (stations)
aren’t going to spend the money to con-
vert.” He feels $100 is the price at which
receivers should be sold.

Tim Eby, manager of Ohio State
University station WOSU(FM), agrees.
“Nobody’s going to run out and buy a
radio if it costs $350.” For him, $100 is
the target price point required for mass
appeal.

Harris Broadcast’s Manager of
Marketing and Communications for radio
Hal Kneller believes that 15 to 20 percent
of the market must own receivers before
the business models start to work; a $100
price, he said, “would be ideal” to bring
consumers to that point.

Tim Bealor, vice president of RF sys-
tems for Broadcast Electronics, puts it a
different way: “It’s going to have to be
something under a $30 premium” over
current radio prices, and maybe even a
little less than that.

What if enough receivers can make
their way into the right hands? Even our
skeptical East Coast engineer turns opti-
mist in that scenario. Then he predicts
HD Radio would supersede analog FM in
about 10 years.

High-def crystal ball

Radio ownership groups have taken
various positions on HD Radio. Many
that support the technology are investors
in Ibiquity Digital Corp. According to
Bob Struble, president and CEO of the
company, some owners are pursuing
aggressive installation and implementa-
tion, others are waiting to see what hap-
pens. But he is certain HD Radio will
someday replace analog FM broadcast in
the United States.

When will we reach a point at which,
for all practical purposes, every FM
transmitter is running IBOC modulated?
It’s impossible to predict for sure, he
acknowledges.

“We’ve been asked to evaluate. We

came up with an estimate: 12 years from
the time you say ‘go,” which arguably
was ... this year or last year. So figure
2018, or something to that effect.”

He added, “That could be sooner; that
could be later.”

Dave Robbins, director of digital pro-
gramming for Infinity Broadcasting, said,
“Although we can’t predict the future, we
are clearly moving down the path toward
digital broadcasting.

“Down the road, absolutely. In public
radio, we have a lot more good programs
than channels to run them.”

Trend lines
And what does the supply side say?
Among transmitter suppliers, a pattern
is clear: the licensed IBOC transmitter
manufacturers — Harris, Broadcast
Electronics, Nautel and Continental —
report that IBOC transmitter sales out-

- RadioCoverage

2,500 Stations Going Digital. ..

...Reaching 90% of Americans

Ibiquity believes over 90 percent of Americans will have access
to digital HD Radio broadcasting in the next few years.

“One of the great things about HD is
that it operates in tandem with analog, so
that if you have an HD radio, it also picks
up analog stations. There won’t be a cut-
off point, (as if) that’s the end of this, and
we’re starting something new ... It’s a
planned transition. We’re not taking any
analog stations off the air ... what we’re
doing is putting HD transmitters right
next to the analog transmitters.”

Clear Channel Radio Executive Vice
President of Distribution Development
Jeff Littlejohn points out that with 800
million analog radios in the United
States, analog FM has inertia in the mar-
ket.

“I think it would be quite some time
before we could even consider turning off
our analog signals. We’d need to sell a lot
of digital radios first.” How long before
that happens? “Perhaps 40 years.”

Station managers interviewed for this
article expect HD Radio to succeed in all
markets someday, and agree that the final
changeover will be more than a decade in
the future.

Doug Myrland at KPBS(FM) in San
Diego says, “Is it inevitable? Yes. How
long before it replaces analog radio? At
least a decade, if not significantly longer
... I think it is going to (have) a relatively
slow start, and then toward the end of the
cycle a relatively rapid final transition.
The first 10, 20, 30, 40 percent of market
penetration will be a long time coming,
and then it will tip pretty quickly.”

WOSU Station Manager Eby agress
the IBOC standard will be accepted
because of the way digital radio works:
“The potential for broadcasters in adding
more channels is tremendous.” He adds
that data broadcasting will be an impor-
tant part of their system. But he thinks it
will be more than 10 years before IBOC
will dominate the FM landscape. Will the
business model work?

pace analog sales in dollar volume and in
unit sales.

Bealor of Broadcast Electronics
acknowledges that putting receivers into
the market is an initial challenge, but
said, “Let’s say that one remaining hurdle
gets jumped; then, I think that, at that
point, we’ll still continue to operate in
analog and digital simultaneously for at
least the next five to eight years.”

How long has HD outpaced analog
sales at Continental? “For six months, I'd
say the backlog showed that ... We just
basically started shipping product.”

Nautel, according to Sales/Marketing
Manager Jorgen Jensen, has offered
advanced HD transmitters and taken
orders for two years. Nautel’s HD sales
are now on pace with analog sales and
are expected to continue to grow.

Will HD Radio signals ever be every-
where in the U.S.? “Not in my lifetime,”
Jensen said.

Ernie Belanger agreed: “Without a
mandate to shut off analog radio or for
receiver manufacturers to (stop produc-
ing) analog radios, analog will exist vir-
tually forever,” said Belanger, sales and
marketing manager of Armstrong
Transmitter Corp. “I don’t see U.S. man-
ufacturers offering only IBOC transmit-
ters for 20-30 years.”

The company is in the process of
developing an FM HD product line, he
said. “We are right on track for the sec-
ond wave of implementation, which
should begin in late 2006 and 2007.”

Bext Inc. President and CEO Dennis
Pieri thinks, “HD Radio is here, and is
here to stay. But many standards are here
to stay without being necessarily domi-
nant enough to eliminate another stan-
dard ... Unless something changes dra-
matically, analog service is not going to
go anywhere anytime soon, and may be
around indefinitely.”

Pieri puts the company’s position this
way: “We are taking a prudent attitude ...
we surely will start a Bext HD line the
minute our customers show readiness to
buy.”

Asked if he believes analog FM will
come to be replaced by HD Radio,
Bernie Wise, president of Energy-Onix
Corp., has a firm, concise answer:
“Never.” As for plans to offer the tech-
nology in his own transmitter products,
the same answer: “Never.”

But at Harris Broadcast, HD Radio
transmitter sales have exceeded analog
sales for the past year, Kneller said. After

turn off their analog signals? Jeff Littlejohn
took a stab: ‘Perhaps 40 years.’

Matthew Straeb, director of business
development for Continental Electronics,
said, “We’re selling a lot more HD trans-
mitters than we are analog. For a small
premium, (the broadcaster) is going to be
able to buy HD-compatible stuff ... The
pricing will become closer, and the ana-
log transmitters will be the same price as
the IBOC.”

When? “It’s all quantity at this point.
We’re still paying a lot of the develop-
ment costs off. So as development costs
get paid off, and we see some of the
quantities go up even higher, then we’ll
be able to reduce the price of the trans-
mitters.”

introducing IBOC transmitters in late
2002, deliveries were started in early
2003, and the company’s forecasts are for
HD to continue to outpace analog sales.

Kneller feels HD Radio will be suc-
cessful in reaching critical market pene-
tration, but he doesn’t see analog being
turned off for a “very, very” long time.

“I liken HD Radio to the color televi-
sion transition, where it grew slowly over
time, until one day you woke up, and col-
or television was pretty pervasive.”

Anders Madsen has held marketing
positions with broadcast equipment man-
ufacturers. Reach him at andersmad-
sen@cox.net. &



The world’s best-sounding POTS codec.

At Telos, we’re obsessed with quality audio. We were the first to marry DSP with
broadcast phone hybrids to achieve clean, clear caller audio. We invented Zephyr,
Earth’s most popular way to send CD-quality audio over ISDN. And now our DSP
experts have built the best-sounding POTS codec ever — Zephyr Xport.

Instead of proprietary algorithms, we chose MPEG-standard aacPlus®, the same
coding used by XM Satellite Radio, Digital Radio Mondiale, Minnesota Public Radio,
Apple Computer and many others to deliver superior audio at low bit rates. (An
optional ISDN interface lets Xport connect to Zephyr Xstream with Low-Delay MPEG
AAC, or with nearly all third-party ISDN codecs using G.722.)

There’s no need for a studio-side POTS line. Your studio’s Zephyr Xstream
receives Xport's POTS calls via its existing ISDN line, eliminating the cost of a
second POTS codec and delivering smooth, clear digital audio to your listeners.

And Xport makes unexpected modem re-training extinct thanks to custom DSP
algorithms that extract stable performance from even marginal phone lines. Xport

gives you surprisingly clean 15 kHz remote audio at bit rates as low as 19 kbps.

No wonder clients tell us Zephyr Xport is the world’s best-sounding POTS codec.
But don't take their word for it — hear it for yourself.

Zephyr Xport: It’s all about the audio.

aacPlus

Two-input mixer with sweetening by Ethernet port isn't just for remote Xport's aacPlus and Low-Delay Xport lets you easily send and
Omnia, switchable Phantom power, control: feed PCM audio right into MPEG AAC deliver superb fidelity. receive audio using a cell phone
and send / receive headphone mix the codec from any Windows™ G.722 coding enables connections headset jack. Gives a whole new
make life on the road easy. laptop. Great for newsies on the go. with 3rd-party codecs, too. meaning to the phrase “phoning it in.”

‘/M

AUDIO | NETWORKS

telos-systems.com

Telos, the Telos logo, Zephyr and Omnia are registered trademarks of TLS Corporation. aacPlus is a trademark of Coding Technologies, Inc. Windows is a trademark of Microsoft Corp.

All other trademarks are property of their respective owners. All rights reserved. © 2005, TLS Corporation.
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The Big Picture

A familiar theme in this column has
been broadcasting’s tradition of provid-
ing both content creation and delivery.
This is a nearly unique condition in the
new media world, where most players
engage in either one process or the other,
not both.

Thus in the non-broadcast media space
— primarily the online world today —
content creation and content delivery are
each handled by separate companies.
This has established a schism in which
content creators and service providers
operate in different industry sectors and
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When Telcos Run the Transmitter

Radio Controls Its Own On-Air Delivery,
But Relies on Others for Online Carriage

January 4, 2006

often find themselves at odds with each
other.

Broadcasters, on the other hand, have
enjoyed the benefits of holding two cards
of different suits from the media deck,
while their new competitors are only
dealt one. The challenge for broadcasters
is to know how to play these cards in the
ongoing high-stakes media game.
Competing against two types of opera-
tors, each of which may be well-honed in
its particular space, requires broadcasters
to act as if they are operating two sepa-
rate businesses — one creating media

onstruction strong enough to

thie
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When your listenership is at its peak and your operators are going
full throttie, it's nice to know the Mosaic digital console from Logitek
will stand up to heavy use. The Mosaic was designed with extra-
rugged panels and frame, which lets you relax even if someone
starts getting a little rambunctious with the board. Its sturdy design,
easy-to-use controls and advanced features ensure the
versatility and operation you need for your facility.

Mosaic

The Mosaic is a scalable, fiexible control
surface for the Logitek Audio Engine, a digital router
that streamlines your installations and simplifies complex
audio tasks. For more information on Logitek’s Console Router
Systems, visit our website or call us today.

Logitek Electronic Systems, Inc.

5622 Edgemoor ® Houston, TX 77081 USA
713.664.4470 1.800.231.5870
info@lagitekauaio.com  www.logitekaudio.com

© 2005 _ogitek Electronic Systems, Inc.
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Logitek

Console Router Systems

content, the other delivering it.

For legacy broadcast services, both
elements continue to work together, with
on-air transmission services delivering a
broadcaster’s own content streams. But
broadcasters need not be locked into this
single mode, and they should evaluate the
option of having third-party delivery sys-
tems carry content to other audiences
they cannot reach — or in modes they
cannot provide — with their own deliv-
ery systems.

Of course, this is already taking place.
For example, while broadcasters continue
to manage their own transmitters, they
don’t have to operate the infrastructure
that delivers their content via the Internet.
As a result, an online service provider
can deliver a broadcaster’s content to
audiences beyond the reach of their trans-
mitters, or in an on-demand fashion,
thereby potentially adding significant
value to their service without significant
capital investment and maintenance
expense on the broadcaster’s part.

could offer one
Web site the ability
to load faster than

its competitor.

Conversely, broadcasters can operate
as delivery companies, carrying content
provided by others to the broadcast ser-
vice area. This, too, has been underway
for some time with subcarrier services
and the like, but it is also an important
part the promise of datacasting, where
broadcasters can combine data services
from third parties into a packetized
stream they radiate in a uniform, unidi-
rectional and inexpensive manner to a
broad but regionally targeted audience.

Radio stands apart

In recent years, the television broad-
casting industry has moved away from
this model, as TV stations become much
more important as content providers than
delivery services.

Yes, TV stations still operate their
transmitters — in fact, rwo of them in
most cases today (one analog and one
digital) — at non-negligible expense due
to their high-powered nature. Yet the
majority of the U.S. television audience
receives these local stations’ signals via
other delivery systems (cable and satellite
TV combine to reach at least 85 percent
of U.S. homes). Meanwhile, these deliv-
ery operators create little of their own
content, acting simply as aggregators of
national and local content streams pro-
vided by external companies, with whom
they have negotiated carriage deals.

Thus radio is becoming the last “*dual-
mode” medium, where broadcasters are
both creators and the primary deliverers

See DELIVERY, page 19 P
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of their programming. (Interestingly, this
is also true for satellite radio, which —
unlike satellite TV — for the most part
also creates its own content streams,
rather than aggregating channels created
by other entities.)

So the discipline of acting as two dif-
ferent companies becomes increasingly
important for radio operators, if they are
to retain the agility required to compete
in the ever-more-competitive new media
environment.

The network strikes back

The business of having others deliver
broadcasters’ content has not always been
a smooth process, as TV stations have
learned in their negotiations with cable
and satellite TV operators for carriage.

On many of these arguments the FCC
and other local regulators have had to
play referee and put regulations in place
to keep the playing field as level as pos-
sible.

Thankfully for radio broadcasters, the
service environment where most of their
new services live is the Internet, which
has been largely free of such assertive
gatekeeping. Yes, the record industry has
staked its claim on a greater revenue
share from radio for the broadcast of
music online than they traditionally
received for on air use, but in terms of
physical delivery service, the hosting and
bandwidth that broadcasters purchase for
online transport of their content is simply
a factor of how much they have wanted
to spend, in what has become essentially
a commodity marketplace.

But this may be about to change. The
operators of the physical networks that
carry these services are beginning to real-
ize that as broadcasters and others add
value to their own services via these net-
works, the netops are losing ground.
Demand for bandwidth continues to
increase, which adds capital and mainte-
nance cost for the network operators.
Meanwhile, much of the new revenue
that flows into the environment as a
result of increased content-carriage
potential goes to the content providers,
not the service operators.

This is particularly obvious in the case
of VoIP (or Internet telephony), where,
for example, new broadband Internet
access provided by a telephone compa-
ny’s DSL service is allowing consumers
to actually reduce their net revenues paid
to the telco, as consumers replace their
use of traditional switched telephony ser-
vice with VolP service for their dial-up
voice calls. *

So it’s not surprising that network
operators are considering a different
approach. Telcos have been rattling their
sabers of late with calls for regulatory
adjustments that would allow them to
charge premiums to certain customers on
their Internet service networks, in return
for tiered qualities of service (QoS).

For example, for a price, a netop could
offer one Web site the ability to load
faster than its competitor. Or, closer to
home, the netop could guarantee a given
minimum bitrate to a streaming media
provider so that its services would main-
tain a higher and more stable level of
quality than its competitors.

The ongoing deployment of IPv6 tech-
nology makes this QoS-throttling easier,
so these moves toward “prioritization,” as

it is being called, are not idle threats from
telcos. But an equally vocal counter-vol-
ley has been launched by others, under
the mantle of “network neutrality.” They
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While the telcos spin this as a feature
providing certain of their customers with
premium services, just as other business-
es do, the net-neutrality camp is looking

to their own services via these networks,
the netops are losing ground.

cite the tradition of openness on the
Internet as unassailable and a key compo-
nent of its success in attracting strong
consumer adoption.

at the glass as half-empty, and interpret-
ing it as disadvantaging those “premium”
customers’ competitors. The latter group
also worries that some of these same tel-

cos have plans to launch new media ser-
vices and partnerships of their own, and
might use prioritization to provide advan-
tages to such services.

Wireless broadband services could
also be subject to this or perhaps even
greater control by service providers, and
given their mobility, these may have par-
ticular competitive impact on radio
broadcasters’ prospects.

The net-neutrality battle is becoming a
key front in the telecom reform process,
which has begun in Washington and will
likely continue for some time.
Broadcasters who consider online ser-
vices important to their future should
take heed and follow this issue as it
wends it way through the halls of Capitol
Hill.

Skip Pizzi is contributing editor of
Radio World. @
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By All Means, Please Touch That Dial

by Mike Adams

To a radio technology
historian, the age of a
broadcast set can be deter-
mined by the type of tube
used: large four- and six-
pin bulb-shaped tubes,
1920s to mid-1930s;
eight-pin octal with keyed
base tubes, mid-1930s to
mid-1940s; so-called
miniature tubes with seven
or nine wire pins, late
1940s through mid-1950s;
after that transistors.

But the dial of a radio is
a simpler method to deter-
mine the era of a set. The
rule of thumb is that three-
dial sets were mid- to late

1920s, small window dials late 1920s to mid-1930s, round dials in the mid-late 1930s, rec-

tangular dials in the 1940s.

Let me illustrate the mostly-unknown chronology of the radio dial.

TRF

Licensed broadcasting began in 1920: The technology of the radio influenced the type of

tuning and thus the dial.

In the beginning the common radio was the crystal detector or regenerative detector with
one tube amplifier, and by the mid-1920s the TRF or tuned radio frequency circuit with
three dials appeared. These were battery-operated. See Figs. A through D.

to late 1920s, small window dials late 1920s
to mid-1930s, round dials in the mid-late
1930s, rectangular dials in the 1940s.

By 1927 the electric superheterodyne radio of E.H. Armstrong design appeared and it
had a single tuning knob, first a small window with the numbers 1-100, a year later showing
the AM dial agreed to in the Federal Radio Act of 1927, 550-1500 kc (then kilocycles,
renamed kilo Hertz, kHz). See Figs. E and FE

Enter the 1930s: The decade began with the rise of network radio entertainment program-
ming on AM. The round dial with shortwave bands began to appear in the middle to late

Fig. E: 1927 Brunswick, one of the first AC sets
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Fig. F: 1929 Gloritone
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About Those ‘Other’ Cables

by Steve Lampen

Remember the old days? When you
hooked up your audio with a shielded twist-
ed pair? Some veterans will remember when
it was all braid shield, and big bulky cable,
before there was even foil shielded cable.

Now you have to choose between braid
shields (sure, they still exist) and foil shiclds,
analog or digital, shielded or unshielded
(like using UTP data cables to carry audio),
and networked formats (like running audio
on Ethernet).

Broadcast engineers might be forgiven
for finding the choices confusing.

I thought 1 would make everything just a
little worse by mentioning some of the other
cables that people use and why.

Mulitimedia Control

Like MIDI cable. If you’re in a rock band
or play a synthesizer, this is old stuff. MIDI
is “musical instrument digital interface.”
The cable is one pair for data, and one pair
for power. Often, the power pair isn’t need-
ed and you only need a data pair. Because
the data is kilobits, you could probably use
a Dixie cup and a string, so musicians often
use mic cable to run MIDI, and it usually
works just fine.

MIDI is a control architecture, not a
music protocol. It’s a way of connecting all
these electronic whiz-bangs together. That
includes foot pedals, which is where the
power+data cables are required, because a
foot-pedal rarely supplies power to run
itself.

If you are going a long way or you want
to install a permanent MIDI cable, buy
something with a fire rating (for inside the
wall), low capacitance on the data pair and a
larger gage for the power pair.

In fact, the limiting factor for MIDI is the
power pair. Just like any DC supply, it’s the
voltage drop that gets you. The data proba-
bly could run for hundreds, if not thousands,
of feet. So the power pair on these cables is
often 18 AWG.

Now if you open a catalog and look for
“installable” MIDI, I'd bet you won’t find
any. Where you will find it is under some-
thing like “Multimedia Control” cable or
maybe “Musical Instrument” cable. And
where these cables are used most often is
for touch panel controls, which require, you
guessed it, a data pair and a power pair.
Cables intended for system brands like
AMX Axlink or Crestron CrestNet are
exactly that, usually a 22 AWG shielded
data pair and an 18 AWG unshielded power
pair.
Another cable that might come in
handy is another data+power cable, some-
what like the MIDI cable, but in this case
we’re talking real data (Category 5) and
power conductors. The power conductors
come in a number of conductors, usually
two or four, and a number of gage sizes,
18 AWG, 16 AWG, even 14 AWG and
often four to the bundle.

Now where in the world would someone
use four big unshielded wires and a Cat-5?
Why, in your ceiling, of course.

IR
This cable is intended to wire up ceil-
ing-mounted speakers with the big
unshielded stuft and to connect infrarcd
remote control repeaters with the Cat-35.
You know how hard it is to hit the
remote receiver with a remote control. If

alt you have to do is aim straight up.
well, that exactly how you want to hold
the remote!

lance cameras, which often are wired
with Cat-5 these days. Power and video.
But that doesn’t mean it can’t be uscd

use four big unshielded wires and a Cat-5?

Sure, we're talking kilobits again for
the remote control, so Cat-5 is overkill
for that. Another application is surveil-

for something else. Let’s say you have an
application in which you have some data
protocol, network protocol, and you also

need to power up the device. This is the
perfect cable. And since you know you
can use Cat-5 for analog or digital audio.
an audio device that needs to be remotely
powered also would be a good choice for
this cable. And you could do four chan-
nels of analog audio or eight channels of
AES digital audio on those four dat:
pairs.

You could also use the large wires for
speakers, as they were intended. Now
you have the inputs and outputs from a
power amp.

The only caution [ would sound is to
make sure the audio pairs arc well bal-
anced (good CMRR) so they will reject
any bleed from the speaker side.

Steve Lampen’s latest book, “The
Audio-Video Cable Installer’s Pocket
Guide” is published by McGraw-Hill.
Reach him at shlampen@ao.con. @
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1930s. and with the war in Europe looming large, those international bands with their DX or
distance reception were family entertainment in the 1940s. After the stock market crash of
1929 the brief era of large furniture cabinet wood consoles ended. to be replaced by the
more affordable tabletop sets, often the tombstone and cathedral models. See Figs. Gto 1.

By the end of the 1930s, large consoles returned, most shortwave bands, as seen in Figs. J
and K.

Later, the tuning dial would experience the transition from the “roiund 30s to the rectan-
gular 40s.” Other 1940s sets were portable, tabletop, plastic.

We'll look at later dial designs next issue.

Mike Adams is a professor and chair of the Deparmment of Television, Radio, Film and
Theatre at San Jose State University, where he also advises the department FM station,
KSJS. From 1963 1o 1973, Adams was at legendary AM siation WCOL in Columbus, Ohio,
as DJ and program director. He is the board chairman of the California Historical Radio
Society and author of “Charles I lerrold, Inventor of Radio Broudcasting.” &
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Fig. I: 1935 Marshall Art Deco Dial
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Electro-Voice
RE1 Professional Wireless Systems

Perfect for live performances, broadcasting and other critical audio
applications, the RE-1 wireless microphone series is a completely
programmable frequency agile system with Advanced ClearScan™,
a dual band conpander, two 1/4-wave antennas, powerful
transmitters ard much more. Optimized channel groups allow up
to 16 systems to operate simultaneously in one frequency band.
Programmable in 25 kHz steps across 24 MHz operating bandwidth,
there are over 95C possible channels so-you can always find a clear
channel. The hardheld CSH-1000HD sy tem features the

N-D767A dynamic element. single-charinel receiver, and rackmount
hardware. Bodypack and du.al channel models available. Lav mics
sold separately. €30 online for much more info.

RE1-CSR1000HD Single channel handheld system
RE1-CSR10008  Single channel bodypark system

LowestPrice@bswusa.com
OR CALL : 1-800-426 8434

List $1,590.00
List $1,490.00
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Eventide BD600 Broadcast Audio Stereo Delay

Eventide’s BD600 profanity delay adds more delay protection, improves fidelity, and expands
remote options, while maintaining the user interface and yellow ‘DUMP’ button familiar to all
radio engineers. The BD600 is the culmination of thirty years of manufacturing the most reliable
delays in the industry. Now featuring 80 seconds of delay, 24-bit digital and analog I/O, plus a
host of new features, the BD600 is the new worlc standard!

For stations upgrading to HD, providing a high-quality subsample adjustable delay for
synchronizing analog and digital is the holy grail for maintaining a seamless experience for
listeners. The BD600 MicroPrecision Delay™ mode allows up to 10 seconds of delay adjustment
in real time in 100 nanosecond increments. MicroPrecision Delay can be adjusted on-air.

Comrex Access - Studio Codec for Internet and Wireless Remotes

Broadcast quality, real-time audio over the public Internet. Really. It works. The Comrex ACCESS is the first codec to use BRIC (Broadcast
Reliable Internet Codec) technology to deliver reliable, wideband audio over IP networks in real time. Studio ACCESS is designed to
provide network connections via an Ethernet Jack or dial-up phone line. Setup ability, connection management, and status information
are provided by the internal web server and accessed via any web browser. The browser interface displays audio levels, network
impairment information and connection status. User control, algorithmic parametars, and reliability options are also provided over this
network connection. Stereo or Mono audio connections are made via analog balanced XLRs or AES3 digital connections. An optional
compatibility module allows Studio BRIC to interwork with existing Comrex POTS -odecs.

BRIC technology can also deliver wideband audio over 3G cellular data networks like EV-DO and UMTS, as well as the increasing number publicly
available of Wi-fi hotspots. The forthcoming Portable ACCESS will provide easy connection to data cards supporting these services. Studio
ACCESS can also be adapted to work over these services by using a special external adaptor. Contact Comrex for more information on this.

ACCESS List $3,000.00
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HHB CDP-88 Single Rack Space CD Player

The top single-rack space CD player we carry, the HHB CDP-88 has everything you need for on-air playback or studio production work. With crystal
clear sound assured by its 24-bit Delta Sicna D/A converters, virtually every type of analog and digital connection, and the unique ability to sync to
World Clock at ary frequency from 32 to %6 kHz [even in varispeed], no other CD player on the market is as well equipped as the CDP-88. It plays
CD, MP3 CD, CD-R and CD-R# discs, as well as being able to play unfinalized CD-R and CD-RW discs, making it THE most versatile player on the
market. Additional features ir cluding a fader start interface, track intro and outro display modes, frame accurate cueing with jog sound, +/- 12.5%
varispeed and displays for elepsed time, t:ack time remaining and disc time remaining, make the CDP-88 a professional’s dream come true.

CDP88  List $799.00
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AKG K44

The K44 is a durable headphone that
delivers excellert audio. Se sled ear
cushions offer excellent comfort
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for on-air and studio applications.
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response of 18 Hz to 20 kHz means gre.t
bass and clean Fighs. Impedance is 32
ohms; 8 foot single-sided cord; stereo mini-
jack with 1/4" plug adapter.

K44PKG (packof3) List §129.00
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Classic A-T
AT4033CL

The AT4033 cardioid condenser mic's
symmetrical, transformerless electronics
produce clean output signals and
exceptional transient response,

with excellent isolat on. It features a
switchable 80 Hz high-pass filter, 10
dB pad, frequency response 30 Hz-20
kHz and an AT8449 shockmount.

AT4033CL  List $595.00
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Genelec
4" 8020A
Monitors

Finally Genelec speakers
for smaller broadcast
production studios.

In the economical 4"
8020A, all torms of
distortion have been
minimizea. The imaging
accuracy and low frequency extension achieved with such an
extremely zompact enclosure are astonishing. Genelec's advanced
Directivity Control Waveguide provides an amazingly flat on- and off
axis response. And the long and curved reflex port enables excellent
bass articulation. These compact biamplified nearfield monitors

are ideal for project studios, workstations and surround sound

mon torin:. Magnetic shielding and overload protection circuitry are
standard. The 8020A features 4" LF and 3/4" metal dome HF drivers
with 20/2C watts bi-amplification. Priced as each.

GENELEC

8020A List $430.00 each.
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Allen & Heath Dual Stereo Mixer

For years, Allen & Heath has supplied thousands of MixWizards for
hundreds of applications, all of which have four requirements in
common—great sound, high quality, ease of use, and lots of really
useful features!! Now the third generation of MixWizard, with a new
preamp design, tailored EQ frequencies, an extra mono output on
fader, and several routing changes make your recording life even
easier. Thenew WZ20S is a compact audio mixing console with an
impressive 16 pairs of stereo inputs! With its additional mic inputs
itis also equipped for broadcast and production mixing.

WZ205  List$1,699.00 only $1,399
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What Goes Where (When and How)

A Sampler of Training and Documentation
Software That Might Make Your Life Easier

by Tom Vernon

The number of broadcast facilities
being built ensures that documentation
software will be an ongoing need.

CAD programs facilitate diagrams and
cable runiists needed by planners and
contractors. IT enterprises, a growing
part of the radio plant, have their own
needs for flow diagrams with database
interconnectivity. There’s an increasing
need to provide uniform training to staff
on software related to program automa-
tion and status/monitoring.
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Calling all Companies in Surround

Take advantage of this special opportunity to display your
surround sound hardware and software to more than 100,000
potential buyers by exhibiting in the NAB2006 5.1 Pavilion. If
you are already exhibiting at NAB2006, your cost is only

Documentation and training software
helps stations meet these needs. Here’s a
look at several, with personal perspec-
tives based on my own experiences.

Captivating

Online training materials for broad-
cast software runs the spectrum from
good to nonexistent. Even if the vendor
provides materials to educate opera-
tors, station customizations and tweaks
may make additional instruction neces-
sary, a task that can cat up a lot of
engineering time.

‘the Latest Surround 71@%#@@7%
x Q’mﬂ% re a

April 24-27, 2006

nd Software

Macromedia Captivate is a program
that allows users to create interactive
software demonstrations and simula-
tions. Completed movies can be
enhanced with text captions, audio,
video, Flash animations, text anima-
tions, images and hyperlinks. Captivate
can work with software and Web-based
applications. Mistakes made during
screen capture can be edited out with-
out re-recording the project or narra-
tion. Completed movies can be deliv-
ered as Flash files for online viewing,
an executable for CD distribution or a
Microsoft Word document for printed
handouts.

It’s easy to insert quizzes and test

In the Central Hall of the
Las Vegas Convention Center

(adjacent to the Panasonic booth)

5.1 Surround Sound Audio is a significant

technological development for broadcasters in

$5500; non-exhibitors pay $7000. Cost includes a turnkey pod
and extensive pre-show and on-site advertising package. Also

available: The Car Package for $7500, which includes a 10x20
demo area and spotting fee for vehicle (round-trip). For more
details, contact NAB at 202-595-2051; email: exhibit@nab.org

or visit www.nabshow.com.

Exhibit space is limited, so reserve yours today!

The NAB 5.1 Audio Pavilion is produced in partnership with
IMAS Publishing Group, publishers of
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both television and radio. It holds the promise
of making DTV pictures “look better” as well as
enhancing the programming that radio stations
deliver to today’s tech-savvy consumers.

Learn how to gain the competitive
edge with Surround Sound — make
plans now to attend NAB2006 and
visit the 5.1 Audio Pavilion.
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TECANOLOGY FOR MANAGERS

scoring functions in Captivate projects
without advanced programming skills.
Quiz options include: fill in the blank,
Likert, matching. multiple choice,
short answer and true/false.

Branching easily can be included in
Captivate movies. This enables the
user to take a different path through
the program as determined by respons-
es to questions. A right answer allows
the user to move forward, for example,
while an incorrect response may
branch to remedial material.

Documentation includes a 48-page
user manual that walks the user
through installation and the basics of
the program. Power users and develop-
ers can tap into more in-depth informa-
tion through the Macromedia Web site.
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with broadcasters for
mapping the growing
IT enterprises in the
radio plant.

For under $500 and with a short
learning curve, Captivate makes possi-
ble software training and demonstra-
tions which used 1o take more expen-
sive programs and considerable
programming expertise to create. The
only problem I encountered was with
the install. Captivate requires
Microsoft Internet Explorer 5.0 or later
to run, something not mentioned in the
instructions. If it doesn’t find IE,
Captivate will ask you to download the
most current Flash player from
Macromedia, which will do no good.
This can cause a great deal of frustra-
tion, until you call tech support.

You CAD!

Creating the documentation for large
facilities can be a daunting task involv-
ing several steps.

The typical documentation work-
flow for a large project includes creat-
ing concept-level drawings with basic
flows and enough information to get
project approval, developing these into
bid-level drawings with sufficient
information to go to bid, and finally
detailed construction drawings with
associated cable and system databases.
This last step usually is the most
tedious and is where mistakes often

See SOFTWARE, page 25 p
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» Continued from page 24
creep into the process.

WireCAD, a relative newcomer to
the documentation scene, is an applica-
tion that offers many of the features of
AutoCAD, including database integra-
tion, without the steep learning curve.

Users begin by creating a project in
WireCAD and then add drawings.
Drawings have the necessary layers,
text styles and blocks to accept materi-
al from WireCAD. As with Visio, users
drag instances of equipment from a
library on to the drawing.

An interesting feature of this pro-
gram is you can select the configura-
tion of the equipment on the drawing.
For example, you can have a flow dia-
gram of an audio console that only
shows the control signals and hides the
audio connections, making it easy to
create scparate audio, control and data
diagrams of the same equipment con-
figuration.

New.equipment can be added to the
database by using the “add equipment”
or “edit I/0O” functions. This should be
important for radio users; the libraries
that come with WireCAD contain
mostly video gear.

Next comes interconnecting the
gear. The program has pretty slick fea-
tures, including a pop-up window that
tells you if you are about to make an
illogical connection, such as linking a
data output to an audio input. You may
elect to ignore the warning and make
the connection if you so choose.

System names are assigned to all
equipment. WireCAD will prompt you
for locations of the equipment.
Assigning cable numbers can be -auto-
mated. The program will make sure
there are no duplicate numbers. The
cable information is sent to the project
database; WireCAD then assigns num-
bers and modifies the drawing.

The 169-page user manual for
WireCAD is delivered as a PDF file for
you to print out. The easiest way to
learn the program is by watching the
narrated screen-cam tutorials that are
included on the CD. The company also
offers classroom training in Newhall
CA.

My week-long foray into WireCAD
made me comfortable with the basic
functions, if not a power user. The pro-
gram delivers on its promise of being
easier to learn than AutoCAD, largely
by eliminating functions not needed
for facilities documentation and
automating the ones that are.

Visio

With its array of tools for creating
polished network diagrams, Microsoft
Visio has been gaining popularity with
broadcasters for mapping the growing
IT enterprises in the radio plant. Users
drag instances of shapes from stencils
onto the work surface to represent IT
gear. Signal flow is created with the
connect tool. Wizards are available to
create a variety of diagrams.

Users with large networks can bene-
fit from Visio’s Autodiscovery feature,
which automatically will lay out a full
mapping of SNMP and WMI-enabled
networking and server environments,
including connectivity between
devices. This function is largely limit-
ed to Windows servers, since Unix

FEATURES
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does not support WMI.

Of particular interest to program-
mers, the Visio object model is fully
hackable. A moderate level of cus-
tomization of shape and database func-
tionality is possible by using Visual
Basic for Applications (VBA), which
comes with Visio. More advanced
tweaks and solutions can be devised
using programming languages like C,
C++, C# and Visual Basic. This opens
unlimited possibilities for the radio
engineer, such as creating custom
Visio shapes that look and act like
broadcast equipment, including remote
control and metering capabilities.

The recent reorganizing of the Visio
product line has led to some confusion
and questions about what happened to
the Autodiscovery feature. This func-

See SOFTWARE, page 26 p
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@ continued from page 25

tion was a part of Visio 2002
Enterprise Edition, but is not included

with Visio 2003.

To make automatic diagrams, users
must now purchase the Visio 2003
Resource Kit for IT Professionals. The
kit includes LANsurveyor from Neon
Software, which can automatically
generate diagrams of a LAN or WAN;

FEATURES
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NetZoom Stencils from Altima
Technologies. which contains the most
popular network shapes: and Rackwise
from Visual Network Design. which

summarics.

To summarize, users need to pur-
chase both Visio Professional 2003 and
the Resource Kit tor IT Professionals

can generate rack drawings that to automatically make network dia-
include reports detailing power  grams. The Resource Kit will not work

requirements, heat loads and asset  with previous versions of Visio. @
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My week-long foray into WireCAD made me comfortable with the basic functions, if not a power user.
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) Digital Weatherman

Never Dub Weather Again

@ Accurate weather forecasts 24/7
@ Totally automated - no dubbing
@ Works great with satellite or
voice-tracked stations
@ Perfect for local sponsorship

For information
visit www.digitalweatherman.com

or call 800-391-5726

STATION/STUDIO SERVICES

Happy New Year.

(Especially for siations that increase their January-February billing

by oftering easy-to-sell creative ideas, instead of cutting their rates.)

l.et vour competition cut their rates while YOU set the standards for
sales and creativity in your market. We can llell) you. Visit our website
for demos and information on lime'y featurettes and campaign
as Winter Sa[ct_v Tips, Don't Drink & Drive messages, Black History
Month salutes, FFA\ Weel: (2/18-25) salutes, Valentine's Day vignettes,

and other wavs lo l)oosl vour m]verlisers })usinesses -and vour own.

2(‘!)!5 £ GRACE BROADCAST SALES
e

ATTENTION PROVIDERS!

Promote your services to Radio Worlds readers. Reach Radio Station and
Recording Studio owners/managers and engineers with your message.
For information on affordable advertising
call Claudia at 1-703-998-7600, ext. 154.
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l

Questions? Call us toll-free (888) 472-2388.
www.gracebroadcast.com

WISHFUL THINKING

2= WON'T INCREASE

FYOUR BILLING.....
...but market-exclusive

> Suts Boosters WILL!

Don’t Drink & Drive ® Winter Safety Tips « MORE!
Featurettes for Holidays/Seasonal Celebrations

CALL TOLL-FREE 1-888-472-2388
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Ask the Experts

Systems integrators and contractors are the power users of documentation soft-
ware. A few tips from the pros on getting the most from these programs.

Try to finish documentation before the project begins. Few projects are built
exactly as proposed. but it’s easy to make revisions as the project evolves, rather
than starting from scratch after construction has finished.

Be consistent with documentation standards. Make one person responsible for all
documentation. It that’s not possible, have a style guide with agreed-upon standards
for symbols and abbreviations. All drawings should have a consistent look and fecl.

Muake sure drawings are complete descriptions of the work, not shorthand. The
project manager and/or creator of the drawings may not be around for the next
upgrade. All documentation should be left so that someone not familiar with the
project can understand signal flows, routing schemes and cable runs quickly.

Be disciplined about documentation. Drawings need to be checked for accuracy
as soon as the project is complete, and regularly updated as the plant is modified.

More Info

WircCAD 3.2
Personal - single user, single site
($398)
Professional - single user, multiple
facility ($999)
Enterprise - multiple user, multiple
facility ($1.999)
Holbrook Enterprises Inc.
Los Angeles
(661) 253-4370

wwwwirecad.com

Captivate ($499)

Macromedia Inc.

San Francisco

(415) 832-2000

wwiwmdacromedia.com/software/
captivate

Microsoft Ottice Visio Protfessional
2003 ($5499)

Visio 2003 Resource Kit for IT
Professionals ($399)

Microsoft

(800) 642-7676

Redmond. Wash.

WWIINICTOSOf1.cOm/NVISio
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$S 16.16

The SS 16.16 provides audio routing of 16 stereo inputs to 16 stereo outputs.
This type of rauting allows any one stereo input to be assigned to any/or all stereo
outputs. The SS 16.16 may be controlled via front panel encoder controls and/or
a multi-drop RS-232 serial port. A 40 x 4 LCD back lit display provides for input
descriptions and macro setup. Additional features: headphone amplifier with front
panel jack and level control, front panel monitor speaker with mute switch and
level contral, internal audio activity/silence sensor with a front panel ACT indicator
and rear panel open collector, and a 16 GFIO port. FREE Windows NetSwitch
remote cortrol software, which supports Serial, USB and Ethemet with the optional
ESS-1 Ethernet to serial converter, is available for download. Installation is
simplified with plug-in euroblock screw terminals.

TEREO SWITCHER

SS 16.4

The 16.4 provides matrix audio switching of 16 stereo inputs to 4 stereo plus
4 monaural outputs. Matrix switching allows any/or all inputs to be assigned
to anyl/or all outputs. The SS 16.4 may be controlled via front panel switches,
contact closurss, 5-volt TTLACMOS logic and/or the multi-drop RS-232 or
RS-485 serial port along with 24 GPIO's and input expansion port. Instaliation
is simplified with plug-in euroblock sciew terminals.

BROADCAST

Ph: 360.854.9559 « Fax: 360.854.9479
support@broadcasttools.com » www.broadcasttools.com

1"l

SN0Ice

AUDIO CONTROL SWITCHER

The ACS 8.2 provides matrix audio switchirg of 8 stereo inputs to 2 stereo olus
2 mono outputs. Any input assigned to outout one has fading capabilities. Matrix
switching allows any/or all inputs to be assigned to any/or all sufputs. The ACS
8.2 may be controlled via front panel switches, contact closures, 5-volt TTL/ICMOS
logic and/or the multi-drop RS-232 serial part along with 16 GPI's, eight relays,
eight open collector outputs, and input expansion port. Instaliation is simplified
with plug-in euroblock screw terminals.

STEREO SW'TCHER

$§$4.2

The SS 4.2 provides matrix audio switching of 4 stereo inputs to 2 stereo plus
2 mono outputs. Matrix switching allows anyfor all inputs to be assigned to
any/or all outputs. The SS 4.2 may be controlled via fron: panel switches,
contact closures, 5-volt TTLACMOS logic andfor the multi-drop RS-232 serial
port along with 16 GPI's, eight GPO’s, and input expansion port. Installation
is simplified with plug-in eurcblock screw terminals.

DUAL STEREO AUDIO SWITCHER
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SS 8.2

The SS 8.2 provides crosspoint switching:rauting with 8 stereo inputs, 2 stereo
plus 2 mono outputs. 3 switching modes, |/O tnmmers, internal silence sensor,
selectable headphone and powered speaker level controls and outputs. LED
VU meters, 16 GPI's, eight relays and eight open collector outputs. Multi-drop
RS-232 and RS-485 serial ports, plug-in euroblock screw teeminals and input
expansion port .

Be sure to visit our website at
www.broadcastiools.com
for downloadable manuals,
cemplete product information,
and a list of dealers.

INNOVATIVE PROBLEM SOLVING TOOLS FOR BROADCAST

Manufactured with
g Pride in the USA
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Gretchen Toes the Multicasting Water

Launched in September, Beasley Station
Is Hopeful About Eventual Acceptance

by Steve Sullivan

Does something make a noise if there’s
nobody there to hear it?

A small but growing number of commer-
cial stations — approximately 70, as of
December — are confronting that age-old
riddle as they debut digital multicast chan-
nels to tiny audiences.

The small audiences are predictable, giv-
en the general dearth of listening devices.
But creative sampling strategies, optimistic
projections on consumer acceptance and the
potential for capturing disenfranchised lis-
teners have given at least some program-
mers reasons to be enthusiastic — if patient
— while audiences find their way to the
technology.

Consider Bob Bamett, program director
for Beasley Broadcasting’s WKIS(FM) —
“KISS Country” — in Miami.

In late September, the 25-year-old her-

“We want to give them an incentive to go
out and buy a receiver. I think they’ll dis-
cover that in addition to Gretchen 99.9,
there will be plenty of other choices down
the road, t0o.”

Barnett says a valuable consideration
in launching Gretchen 99.9 was that it
gives him an opportunity to lure back lis-

The station’s digital display as seen on an HD receiver.

itage country station launched “Gretchen
99.9” on HD-2. The station was inspired by,
and named after, award-winning country
star Gretchen Wilson.

“The whole thing was carefully con-
ceived as far as how we were going to
launch the product and how we were
going to market it with little to no dol-
lars,” said Barnett. “The launch coincided
with the release of Gretchen’s second
album, ‘All Jacked Up." And it’s no coin-
cidence that she’s co-headlining, with
Keith Urban, our KISS Country Chili
Cookoff in January.

“It’s a chance at that point to expose
Gretchen’s radio station to 30,000 people
standing out in a field.”

Barnett said that while the station waits
for HD Radio players to start coming into
the market in significant numbers in 2006, it
is using other strategies to bridge the tech-
nology gap and let listeners sample the new
product.

Those strategies include using the kiosk
approach at KISS Country events and
strearning audio on WKIS’s Web site.

teners that commercial radio in his mar-
ket had lost.

“In South Florida, if you’ve got 10 pre-
sets on your radio, you don’t have 10 sta-
tions you can listen to unless you can under-
stand Spanish or you're into hip-hop. This is
a real challenge that faces a lot of broadcast-

edged type of country music that has van-
ished from the dial in South Florida, as in
many other markets.

“A lot of middle-aged guys have found
country to be a little too soft for them.
When Gretchen launched her career a cou-
ple of years ago, it made country safe again
to rebel, to drink, to party, to be rednecked
and proud of what it is. But as a format,
we’ve left a lot of it on the table with no
place to play,” he said.

“What we've done with Gretchen 99.9,

we’ve gone back and fetched some of these
harder titles and put them into the mix.”

Bamett said Gretchen 99.9 will showcase
music from artists like Hank Williams Jr.,
Charlie Daniels, the Allman Brothers,
Montgomery-Gentry, Lynyrd Skynyrd,
Travis Tritt, Toby Keith, and of course the
station’s namesake.

“If KISS Country, marketing-wise and
product-wise, needs to be a 25-54 female-
targeted station to succeed, we’re giving the
alter ego a more male-leaning sound. We’ve
tried to create an environment for both these
radio stations to fit their constituencies,
knowing full well that there are a lot of guys
out there who listen to KISS Country
because they’ve got nowhere else to go.

“But by giving them an alternative, we
may be able to hold the whole pool of peo-
ple here.”

Early listening

Initial response seems to bear out
Barnett’s strategy, he said.

With little fanfare, the station launched
in late September. While most of the feed-

release of Wilson's second album, and it's no
coincidence she’s co-headlining the station’s
KISS Country Chili Cookoff in January.

ers at the moment.

“We spent four to six months in planning
this. We asked ourselves, ‘What are we
going to do to fill a hole in this market-
place?””

The hole he refers to is for a harder-

back has come in response to the Internet
stream, Barnett said those indicators are
positive.

“The only publicity we had was an arti-
cle in the paper the day before we launched
the link on our Web site. When we went

Bob Barnett

live, the thing hadn’t been up 30 minutes
before we had an e-mail from a guy offer-
ing his first critique of the music. We were
30 minutes old and we’d already gotten our
first complaint,” Barnett said with a laugh.

By one measure, it’s a success; within a
month of launch, Gretchen 99.9 represent-
ed 50 percent of time spent listening on the
KISS Country site.

“We have not mentioned it on our air-
waves yet. Aside from the newspaper arti-
cle and an e-mail blast to our loyal listener
club, it’s had no marketing at all,” Barnett
said.

“Once we know the status of when
receivers will be available in the market,
we’ll start promoting the station on our air-
waves. But the fact is that people found it,
and they’re spending so much time with it
I’ve had to slow down some of the rota-
tions. I didn’t anticipate people hanging
around as long. Obviously the people who
have found the streaming are enjoying it
and are staying around.”

Promoting the concept

Barnett said for now, he’s less con-
cerned about promoting Gretchen 99.9 as
a specific channel than promoting the
concept of HD Radio.

“There are no commercials in the stan-
dard sense. The ‘commercial’ that’s run-
ning now is a 24-hour infomercial all
about HD. It’s about the fact that it’s
coming, it’s a free sample, it’s a different
format.

“We need to be able, as an industry
and a station, to self-promote this thing
effectively,” he said. “We need Gretchen
99.9 to serve two purposes: One, to have
exciting content of its own so that it can
generate listenership. And two, it needs
to be a promo, a marketing concept that
can sell HD receivers in the marketplace
so that this thing has a future and doesn’t
die on the vine like AM stereo or quad.”

Steve Sullivan is executive news editor
Jor multimedia at The Baltimore Sun and
was a founding principal of the Advanced
Interactive Media Group consulting firm.
Reach him at sullicom@comcast.net. §)
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by Mark Lapidus

Tears were streaming down her face as
the promotion director explained her side
of the story.

“The client told us to arrive at the back
of the mall at 7:30 a.m. for set-up. We
waited until 8 and nobody showed up. I
left the crew and walked around for
another 20 minutes until I found the mall
office.

“By the time the mall lady spoke with
me it was almost 8:30 a.m., and she
insisted that it was too late for us to load-
in the set-up. She actually yelled at me
about being there late, when in fact her
staff was at fault! We were there at 7:30
a.m. just like they asked!”

“What does your sales manager say
about this?” I asked.

“She yelled at me too, saying that I
should’ve gone looking for the mall man-
agement lady after 10 minutes instead of
waiting a half hour.”

destructive. Positive

behavior brings more
positive behavior and

much better results.

“And where was the account executive
assigned to the mall account?”

“Oh, he overslept and didn’t show up
until after 9 a.m.— by that time we were
gone. Maybe if he’d been there he
could’ve worked it out. He’s the one with
the relationship!”

Pointing fingers

I wouldn’t torture you with such
details if this had been just one episode
of fingerpointing.

The station in question suffered from
an ailment that is too common: the blame
game. The department heads in sales,
programming, promotion and engineer-
ing rarely took responsibility for their
own actions. Worse, they would have
tossed each other under the bus at the
first opportunity.

This staff didn’t work together as a
team. An adversarial relationship had
become the norm. In their collective
view, the only way to win was to state a
case loudly — preferably first.

Their general manager knew he had a
problem. He was sick of the infighting
and drama. He had considered hiring a
new staff but rejected the idea.

Financially the station was in good
shape. So he did what many smart folks
do; he called in an outsider to help — a
friend of a friend, a management consul-
tant who specialized in team-building.

The hero of our story interviewed
each person privately. Here’s what he
found.

Without exception, each employee was
afraid of being fired. The general manag-

er rarely gave employees positive feed-
back. He wanted to hear details of dis-
agreements and then would act as judge.
He would tell them negative things about
each other. He rarely brought them
together for anything other than depart-
ment head meetings. He didn’t always
ask them for their opinions about matters
that affected them directly.

Cooler heads

I can’t recall all of the consultant’s
recommendations, but here’s the gist. The
general manager was to express these
things to each of the department heads
privately:
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1) None of them was in danger of los-
ing a position. In fact, he was to point out
to each of them something positive they
had accomplished recently.

2) They were to take personal respon-
sibility for their actions, even if those
actions didn’t turn out so well. The staff
needed to know it was okay to make mis-
takes as long as they admitted to them
and learned from them.

3) Minimize highly charged emotional
interaction. If a manager is unable to
have a rational conversation spoken in
measured tones. he or she should save it
for later after a cool-down period.

4) Whenever possible, support each

See BLAME, page 30 p

by Mark Lapidus

DIGITAL RADIO IS
IN OUR FUTURE.

WE'RE CHOOSING
MOSELEY T1 STL.

Introducing the Starlink SL9003T1

Whether you're
rolling out HD Radio™ or
planning a studio move,
look to the name you've
trusted for over forty
years to now provide the smart choice in T1 STLs.

The new Moseley Starlink SL9003T1 has all the payload
advantages of digital—including, bi-directional program audio;
Ethernet LAN/WAN extension; transmitter remote control;
plus, telephone voice channels—delivered over a single T1 link
or license-free Spread Spectrum radio.

And consider this, the Starlink is priced nearly a third less
than the competition.

How can a Moseley Starlink SL9003T1 possess so much
capability and still save you money? Just ask our industry-
recognized experts Dave Chancey or Bill Gould for the details.

Starlink SL9003T1 Digital STL.
Good choice.

Dave Chancey 805 968 9621
Bill Gould 978 373 6303

www.moseleysb.com
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New Laws Include Energy Incentives

Stations Could Enjoy Tax Savings Under
Federal Energy and Transporation Laws

by Mark E. Battersby

No, neither the price of gasoline nor
its impact on radio stations, their man-
agers and engineers will be reduced
under the energy and transportation bills
passed last fall. However, both the
Energy Tax Incentives Act of 2005 and
the Safe, Accountable, Flexible Efficient
Transportation Equity Act of 2005 could
have a noticeable impact on the tax bills
of many radio stations — as well as those
of their owners.

It is no secret that these bills were
designed to boost conservation efforts,
increase domestic energy production and
fund improvements to the country’s
transportation infrastructure. Tucked
away in the provisions of these new laws,
however, are tax incentives that have
been added for the purchase and installa-
tion of so-called “solar energy property.”

tems or equipment.

The Energy Act, however, contains a
unique new tax deduction for energy-effi-
cient commercial building property. That
means an immediate write-off for a por-
tion of the cost of “property” acquired to
make the building housing the broadcast-
ing operation more energy-efficient. The
balance of those expenditures, exceeding
the performance-based caps can be
depreciated or written-off as capital
assets.

After Dec. 31, 2005 and before Jan. 1,
2008, every radio station may claim a
deduction for costs associated with ener-
gy-efficient commercial building proper-
ty. That “energy-efficient commercial
building property” involves property, sys-
tems or equipment installed as part of
interior lighting systems, the heating,
cooling, ventilation and hot water sys-
tems, or the building’s envelope.

Jan. 1, 2008, every radio station may claim a
deduction for costs associated with
energy-efficient commercial building property.

On a similar note, commercial build-
ing owners could benefit from provisions
in the new law that will reward them for
energy-efficient expenditures on their
properties. What’s more, those broadcast-
ing operations that use vehicles in their
business operations, even if only for their
sales force, may be able to take advan-
tage of the revised credits available for
either the purchase or lease of hybrid and
other types of alternative fuel vehicles.

Commercial buildings

According to one congressional report,
approximately 9 out of 10 commercial
buildings were built over 15 years ago.
Not too surprisingly, only a small per-
centage of those buildings have been
updated to meet current energy standards.
After all, until now, there was no signifi-
cant federal tax incentive to encourage
the use of energy-efficient property, sys-

Although the tax law does not define
“building envelope,” the U.S. Department
of Energy defines the term as including
“everything that separates the interior of
the building from the outdoor environ-
ment, including the windows, walls,
foundation, basement slab, ceilings, roof
systems and insulation.”

Because this deduction is perfor-
mance-based rather than based on the
cost of the equipment, systems or proper-
ty, the Energy Act placed a cap on the
amount that may be deducted of $1.80
per square foot of the building. Thus, a
broadcasting operation or business that
spends $5,000 to acquire a lighting sys-
tem that qualifies their 2,000 square foot
studio building for this unique write-off
may claim an immediate tax deduction of
$3,600 ($1.80 x 2,000 square feet). The
balance, $1,400, is depreciable.

In order to qualify as a tax deduction,

Blame

» Continued from page 29

other. It’s important to know when to
draw the wagons in a circle against an
outside attack. It’s okay for department
heads to be defensive together when they
know a colleague has done the right
thing.

5) The details about who’s right and
who’s wrong are not nearly as important
as doing the right thing for the organiza-
tion (or the client).

6) In-person interaction should occur
several times daily to prevent miscommu-
nication.

The GM also had to do a better job of
soliciting their input about matters that
affected their departments.

The management consultant also told
the general manager to reward positive
behavior of individuals and as a group.
The GM was to be on the lookout for
things that his direct reports did deserv-
ing of praise, and then to do just that —
praise them, occasionally when other
staffers were present.

When department heads came to com-
plain about peers, he was to ask if they
had attempted to work it out before he
interceded.

Finally, the general manager was
advised to take them out together once in
a while just to do something fun as a
group — an activity they enjoyed, not
just one more obligation.

Negative behavior is destructive.
Positive behavior brings more positive
behavior and much better results.

The author is president of Lapidus Media.
E-mail him at marklapidus@yahoo.com. @

rather than as a capital expenditure, the
energy-efficient property must be installed
as part of a plan intended to reduce the total

deduction is available for the costs of
energy-efficient systems installed up to
$0.60 per square foot of the building.

Going solar

The Energy Act increased the business
investment credit for solar energy proper-
ty from its current level of 10 percent to

annual energy and power costs of the build-
ing by 50 percent or more.

Actually, the 50 percent reduction is
somewhat misleading. The rule requires
that costs must be reduced “by 50 percent
or more in comparison to a reference
building which meets the minimum
requirements of Standard 90.1-2001.”
Standard 90.1-2001 is a publication of
the American Society of Heating,
Refrigeration and Air Conditioning
Engineers and the Illuminating
Engineering Society of North America.

Further complicating matters, the defi-
nition of energy-efficient commercial
building property requires that the broad-
caster obtain certification of a plan to
reduce the overall energy and power
costs in connection with the installation
of the property. While the IRS has been
tasked with designing and governing this
certification process, Congress has man-
dated a few procedural guidelines — and
loopholes.

Under one of those loopholes, a
reduced deduction may be available for a
building even if the reduced energy-effi-
cient property was not installed as part of
a certified plan to reduce overall energy
and power costs. The IRS will issue rules
containing specific energy-efficient tar-
gets and methods of calculating such tar-
gets, for each of the separate systems,
namely, interior lighting, heating, cool-
ing, ventilation and hot water.

Any radio station that replaces any of
these systems in an existing building and
meets the designated target will be eligi-
ble for a partial deduction. The partial

30 percent. That increased 30 percent
credit applies, however, to solar energy
property, hybrid solar lighting systems
and qualified fuel cell property. Any oth-
er energy property, the credit percentage
remains at only 10 percent.

The increased tax credit applies to (1)
equipment which uses solar energy to
generate electricity, to heat or cool (or
provide hot water for use in) a structure,
or to provide solar process heat and (2)
equipment which uses solar energy to
illuminate the inside of a structure, using
fiber-optic distributed sunlight, effective
for periods ending before Jan. 1, 2008.

And, do not forget, many states pro-
vide energy incentives through personal
and corporate income tax credits.

Environmentally friendly

Many radio stations and broadcasting-
related businesses use vehicles in their oper-
ations or provide them to their sales force,
owners or key employees. Very few, howev-
er, have taken advantage of a unique tax
deduction for fuel-saving vehicles. The new
tax rules may change that situation.

The existing tax deduction for so-called
*“clean fuel” vehicles ends on Dec. 31, 2005,
to be replaced by a series of credits for
hybrid, lean-burn vehicles, fuel cell vehicles
and alternative fuel vehicles under the over-
all title of the “Alternative Motor Vehicle
Credit.” Best of all, the new credit is avail-
able to both purchasers and lessors of
hybrids and lean-burn vehicles.

The owners or managers of many radio
stations will be happy to note that the credit

See TAX, page 31 P
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is available to lessors and is not only avail-
able for passenger cars but, also potentially,
for both light and heavy trucks. The credit
for heavy trucks expires Dec. 31, 2007, one
year earlier than for hybrid cars, light trucks
and other lean burn vehicles.

The new, two-part credit consists of (1) a
fuel economy credit and (2) conservation
credits. The fuel economy credit is comput-
ed on the basis of a comparison with 2002
model year fuel economy for city driving.
This portion of the credit ranges from $400
for a vehicle with fuel economy that is at
least 125 percent better than the base
amount and up to $2,400 for one that has
fuel economy of at least 250 percent of the
base amount.

To illustrate, a 2002 passenger car in the
3.500-pound class had a fuel economy rat-
ing of 22.6 miles per gallon. Accordingly, a
hybrid vehicle that produces fuel economy
of double that amount would be entitled to a
$1,600 fuel economy credit under the new
law. The conservation credit relates to the
tifetime fuel savings of a vehicle and ranges
from $250 for a savings of at least 1,200
gallons of gasoline to $1,000 for a savings
of at least 3,000 gallons.

These figures. thankfully, will be com-
puted by the IRS for each hybrid vehicle
that qualifies.

Alternative-fuel users

For those broadcasters who really want
to get involved with environmentally friend-
ly vehicles, a new credit of $30,000 is avail-
able for the commercial installation of alter-
native vehicle refueling property. That
property includes storage tanks and dispens-
ing units as well as charging stations for
electric cars.

Alternative fuels for purposes of this
credit include mixtures that are at least 85
percent ethanol, natural gas, compressed
natural gas, liqueficd natural gas or petrole-
um gas or hydrogen, as well as
biodiesel/diesel mixtures of at least 20 per-
cent biodiesel.

Congress overwhelmingly passed the
Highway Act, extending authorization for
trust fund expenditures through fiscal year
2009, and for highway-related taxes through
fiscal year 2011. The Highway Act also
contains a multitude of provisions aimed at
curbing fuel fraud, provides $15 billion of
tax-exempt bond financing authority to
finance highway projects and rail-truck
transfer facilities.

Four years in the making, Congress final-
ly passed major energy legislation designed
to shore up the nation’s energy infrastruc-
ture and provide for future energy needs.
The tax portion of that legislation provides
$14.5 billion over a 10-year period to boost
conservation efforts, increase domestic
energy production and expand the use of
alternative energy sources.

Beneficiaries of Congress’s largesse were
primarily oil, gas and renewable energy
companies, manufacturers of household
appliances and homeowners who make
cnergy efficient improvements to their prin-
cipal residences. However, many broadcast-
ers will also benefit. Guidelines should be
forthcoming from the Intcrnal Revenue
Service as many of these tax-saving provi-
sions take effect after Dec. 31, 2005.

Mark Battersby is a tax and financial
writer based in the suburban Philadelphia
community of Ardmore, Pa. He wrote about
tax deductions in the Nov. 9 issue of Radio
World. @
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ABC, Kingsley Air PSAs for Veterans

The Department of Veterans Affairs and ABC Radio Networks this fall said they would work together to enhance the VA’s outreach to
American veterans through a public service campaign.

ABC Radio Networks and “American Country Countdown with
Bob Kingsley” agreed to air a series of PSAs detailing benefits avail-
able to veterans. ABC also aired a Veteran’s Day salute program by
Kingsley in November; and Kingsley, a former broadcaster in the U.S.
Air Force with American Forces Radio, was master of ceremonies for
the Veterans Day commemoration at Arlington National Cemetery.

As part of the campaign, VA also created The Secretary’s Award
for QOutstanding Service to American Veterans, to be presented in
early 2006.

VA said the ABC agreement enables it to work with private industry,
in addition to other outreach activities, to inform 25 million veterans of
entitiements they have eamned as mandated by Congress.

Shown from left are Kingsley; Secretary of Veterans Affairs R.
James Nicholson; Kingsley’s wife Nan; and Senior Vice President
of Programming of ABC Radio Networks John McConnell.

VISIT'US AT RAB

BOOTH #400.

VISITUS AT NRB
BOQTH #1332.

p f M' d What do you all it when a company
ea ce o In spands more meney on R&D perfecting
their digital avtomation systems (Scott
$S32 and Maestro) thon all other

...is kn owing automation companies combined?
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that you've got RevenueSuite,” the only digital
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With all that R&D,
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Relax...with dMarc.

1-888-438-7268

www.dMarc.net
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AM Antenna Solutions Efficient

LBA Technology, Inc. is your
proven supplier of innovative,
digital-ready AM antenna systems.
Our products include tuning units,
phasing systems, multiplexers, AM/

wireless isolation systems and RADIO WORILD'S
LBA Tunipole™ components for every power level. Products and Services Show case
Folded Unipole Systems — We help hundreds of broadcasters

provides a perfect medium for

in the USA and worldwide to nrarketing vour products and services.

Reach further - Lo more information. contict
sound better! dohn at: 330-342-8361 (Bastern U S}

: : : or Dale ot Y16-721-3 0 (Western U S)

Diplexer, Triplexer and o L] = a o S y

. Phasor Systems <dt.. to requestamedi kit ‘

Vacuum Capacitors LBA Technology, Inc.

3400 Tupper Jrive, Greenville, NC 27834 LBA

800-522-4464 / 252-757-0279 | Fax 252-752-9155 / Email Lbatech@Lbagroup.com / www.Lbagroup.com Since 1963

COMPLETE CONTROL WHEREVER YOU ARE
RELAX - YOUR SYSTEMS ARE IN GOOD HANDS

System downtime costs you money. But however

* Reduce Costs

far you are from your transmitter or studio, you * Remately manage

can stay in control with the Davicom MAC your assets

telemetry system from Comlab. It remotely * Flexible menitoring
* Rapid failure

monitors and contrals your equipment giving you

i £ 0N P . o identification
Th e Sh on c "t , : complete confidence in the integrity of your o Wus el
ol - transmissions. fax/email
Alter natlve - And if things do go wrang, you and your engineers oty SiSigattn

will know about it immediately, meaning reduced

AGC-Auto Network-Markers- - - costs and maximum efficiency.
Zoom-Import/Export MP3 | e/ Qo : I the USA contact: In Canada contact:

Fast, Rock-Solid
Voice-Phone Editing: A : /=

/f- .
Control News and -__J// vou(nowwtxuow‘uoloo daVlCO[n

Production Rooms

t: 800/ 438-6040 t 418/ 682-3380
f: 704/ 889-4540 f: 418/ 682-8996
WWW.SCIMSINC.com www.davicom.com

WEATHER RADIO

Model CRW

Price $540.00
Sensitivity .28 microvolts for 12 dB quieting.
All 3 frequencies. Alert tone demutes receiver,
closes relay and gates audio to 600 ohm rear “‘and S0 dlE the pOtentlali buye '
terminals. Another set of rear terminals has
continuous 600 ohm audio output. Double f()r your prOdUGtS_aﬁ’A_

conversion crystal controlled, crystal filter in
first 1.F., ceramic filter in second I.F. Dual gate
MOS FET front end. 50 ohm coaxial input.
Adjacent channel (25 kHz) down to 70 dB.
19" rack mount, 3.5" H, all metal enclosure. In
stock—available for immediate delivery.

GORMAN REDLICH MFG. CO Eastern Umml States: Weslem United Slales‘

257 W. Union St. « Athens, Ohio 45701
Phone 740-593-3150 » FAX 740-592-3898 John 6asey 330-342-8361 Dale Tucker 916-721-3410

www.gorman-redlich. comjimg@gormanrediich.cor jdcasey@compuserve.com daletucker@surewestnet
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The Station He Leaves Was Also His First
Paying Radio Gig After Broadcasting School

by Ken R.

He’s a down-to-earth guy who barbe-
cues, studies the weather and enjoys his
neighbors as well as the scenery in the
Berkshires area of western Massachussetts.

None of that has changed.

The only difference is that as Oct. 1,
Nick Diller no longer sat before the
WSBS(AM) microphone each moming
as he had done for 38 years.

“I’ll miss being on the radio,” said
Diller, “but I won’t miss the current cli-
mate.”

Diller, 61, was not referring to those
infamous New England winters, which
regularly dump several feet of snow on
the locals. He’s talking about the post-
deregulation atmosphere that has settled
over the industry.

A change in ownership helped prompt
his decision; he retired in the wake of the
sale of WSBS a couple of years ago by
Berkshire Broadcasting to Vox
Communications. While Diller appreciat-
ed equipment upgrades the new owners
have made, he said he felt more comfort-
able with the more relaxed management
style of the previous owners.

The station he retired from had been
his first paying radio gig, directly out of
broadcasting school.

Thus one of radio’s long-time cow-
boys decided to ride off into the sunset.

The guy next door

Moming radio in many cities has been
criticized for its raunch — someone
coaxing a model to remove her bikini,
rude personalities playing nasty pranks or
commentators committing brutal verbal
assaults on political and entertainment
figures. That was never Diller’s style.

“I was the guy next door on the radio,”
he said. “I like a nice, clean program
that’s informative and focused on our

neighbors. People like to hear about
themselves on the air; and local radio
really sells.”

Diller became interested in radio after

GM JOURNAL
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in Boston and New York that boom into
the Berkshires, so he had to make his
moming show relevant to the residents.

“Weather is a big deal here,” he
said. “We had a tornado in 1973 and
another one in 1995, which we cov-
ered top to bottom. We competed with
all the TV stations.”

Diller in 1967

touring WBZ(AM) in Boston in the carly
1960s. His favorite air personalitics
growing up included Carl DeSuze at 'BZ
as well as Dan Ingram and “Cousin”
Bruce Morrow at WABC(AM) in New
York.

In an era in which two years on the air
represents longevity at some operations,
Diller was an exception. Ile enjoyed
small-market radio and says he never
desired to play in the major leagues.

The station markets itself as the prima-
ry source of news and information for
local residents and visitors, serving over
200,000 people in a tristate area. But
WSBS, located in Great Barrington, also
in the shadow of a lot of bigger stations

Snowstorms, though, are a more com-
mon threat than tornadoes, and Diller
usually was the prime source of informa-
tion for the Berkshires.

“l had to walk to work in 1969
because I couldn’t get my car out of the
driveway,” he said. “We had another huge
one in October, 1987. Local weather is a
hobby of mine and I’'m an official weath-
er service observer.”

The Berkshire Eagle newspaper wrote
shortly before his retirement: “Diller is a
man of no pretense, fluffy preambles or
beating about the bush. On and off the air
at radio station WSBS, Diller gets
straight to the point — whether it’s the
weather, the moming’s music, the voice

Nick Diller

of commercials for a string of local busi-
nesses or a happy birthday message to
celebrants of all ages.”

Diller’s philosophy is not revolution-
ary, but it is one he feels has served him
well.

“Our station was always ‘full service,
with the focus on the community; and my
special interest was sports.” said Diller,
who is married with two children.
“People want to hear how their kids are
doing, so we covered Little League and
other local activities.”

In 1969, he participated in a charity
boxing match with Bob Foster, the light
heavyweight champion of the world. “I
took my lumps on that one,” he said.
“But it was for a good cause.”

The Eagle also published a letter
from listeners Paul and Carolyn Ivory.
They described Diller as ‘“‘a morning
staple for South Berkshire County for
over three decades, becoming no less
than an unofficial member of the thou-
sands of families who tuned in for his
morning show,” and they remembered
listening to him on the morning of the
Sept. 11 attacks.

They complimented him on his laid-
back manner, dry humor and wry commen-
tary. In their words, he was *“the consum-
mate morning DJ for a community-oriented
radio station.” &

Ratings Firm Says
Talk Radio Has a
‘Variety Issue’

Audience measurement firm Bridge
Ratings says interesting things have been
happening lately in talk radio.

“Beginning in January 2005 our com-
posite group of talk radio markets and
stations began showing more pronounced
instability in an area of measurement we
call the ‘Passion Index,” which measures
a station’s favoriteness shares among its
weekly cume audience,” the company
stated in late 2005.

The stations studied are KFI(AM) Los
Angeles, KOGO(AM) San Diego,
KIRO(AM) Seattle, WIR(AM) Detroit,
WBZ(AM) Boston, WTOP(AM-FM)
Washington, KGO(AM) San Francisco,
KOA(AM) Denver and WCCO(AM) and
KSTP(AM) Minneapolis-St. Paul. The
study looked at adults 25-54.

“We continue to see attrition among
talk radio listeners as a whole,” Bridge
Ratings stated. “While there are talk
stations in our composite group who
continue to buck the trend for very spe-

cific reasons, the talk stations that com-
prise the format’s favoriteness shares
clearly are weakening for very specific
reasons.”

Trends in the chart, the company said,
indicate that “favoriteness among talk
radio listeners has been declining over
the last nine months while similar scores
are increasing among talk radio listeners’
other cume stations.

“This study reflects that at some point,
talk radio primary listeners who have
been disappointed too many times by the
content or host performance will reduce
their tune-in occasions and time spent
with the station or will fall out of the pri-
mary listener category simply because
they no longer consider the station their
favorite.”

Bridge said it looked at talk radio
“cumers,” who spend at least five min-
utes per week listening to a talk radio
station, as well as “primaries,” who said
their favorite station is a talk station.

Talk primary listeners were asked,
“Are you listening to your favorite talk
station more, the same or less than
you were six months ago?” Only 9
percent said they were listening more,
while 29 percent were listening less.
The research firm found this notable,
saying that regardless of format there

is usually little movement on either
end of the “more or less” spectrum;
any measure over 15 percent indicates
a significant change of listenership, it
said.

Nearly a third of talk listeners with a

spending less time listeming to your
favorite talk radio station.” The top rea-
sons: 34 percent cited the variety of
topics, saying they were tired of the
same discussions; 27 percent said they
were not as interested in topics as they
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favorite talk station were spending less
time with their favorite station than they
were six months earlier.

The company asked, “Of the follow-
ing, select the one reason that you are

used to be; 15 percent said they were
tired of the on-air talk hosts; and 14
percent said other stations offered more
interesting content. Interest in other
media was cited by only 6 percent.



Equ1pment Excﬁange

"Broadcast Equipment Exchange” accepts no responsibility for the condition of the equipment listed or for the specifics of transactions made between buyers and sellers.

ACOUSTICS
WANT TO SELL

) AcousticsFirst”
e 888-765-2900

Full product line for sound
control & noise elimination. |

\www.acousticsfirst.com |

ANTENNAS/
TOWERS/CABLES

WANT TO SELL
AM Ground Systems

Reliable, On-time Installation
Quality Workmanship
Ground System Evaluation
and Repair
www.amgroundsystems.com
1-877-766-2999

Audio Vault 100 System with 5.2
upgrade, 2 New Audio cards plus
spares, new power Supply, AV100
server, On Air Computer, 2
Production computers and more.
Best offer. Two Rivers Comm. Inc.
(301) 365-1955.

COMPLETE
FACILITIES

WANT TO SELL

NEW OR USED
COMPLETE PACKAGES

STUDIO/STL/TRANSMITTER
/ANTENNA OR ANY
COMBINATION OF ABOVE.
-LEASE OPTIONS-
-EMERGENCY RENTALS-
-REMOTE BROADCAST
RENTALS-

SCMS, Inc. (800) 438-6040
You Know We Know Radio

Scwperion Broadeast Products
Television & FM
Transmitters and Antennas
Built in the USA
contact Benny Springer

or Jimmie Joynt
Call us 800/279-3326

SPACE IS

AVAILABLE!

advertise, c: :
at 703-998-7600,
ext. 154.

ERI 4Bay FM Tuned to 97.5,
Includes 100 ft of 1 5/8 coax +950
Mhz Scala STL dish Call Robert
417-883-9180 for pricing.

AUDIO PROCESSING
(INCLUDES ON-AIR)

WANT TO SELL
Dorrough  Discriminate  Audio
Processor, AGC_PEAK Limiter Model
310. Make officer. Call 580-265-4496

AUTOMATION
EQUIPMENT

WANT TO SELL

Now available, radio automation
for the Linux operating system.
Schedule music, voice track, create
shells, auto or announcer assist
mode, set intro and ending cues,
hit the vocal every time with your
voice tracks, execute exact time
events, join networks, and more.
Visit digitaldevelopment.net and
click on RADIO AUTOMATION for
screen shots. The software is free;
there is a small duplication fee. For
more info call 406.665.1832.

Arrakis Digilink Gemini 1, DL-
DHA2 TS-8C - In operation until
recently. Call Robert 417-883-9180
for pricing.

CONSOLES/MIXERS

WANT TO SELL

Autogram Mini Mix 12A, Great
shape, works fine 12 channel -
$1500 - Mark Taylor 417-451-5636

WANT TO BUY
Ampex AM-10 mixer in operating
condition. Bill Cook, 719-687-
6357.

ADVERTISE!

For more information,
call Claudia Van Veen
at 703.998.7600,
ext. 154,

FURNITURE

WANT TO SELL
Beautiful Studio Furniture! Used
Harris Studio Furniture Package.
Call for Details 702-304-9566

LIMITERS/AUDIO
PROCESSING

WANT TO BUY
Teletronix LA-2A's, URE) LA-3A's
& LA-4's, Fairchild 660's & 670's,
any Pultec EQ's & any other old
tube compressor/limiters, call after
3PM CST, 972-271-7625.

MISCELLANEOUS
WANT TO SELL

ROTRON SLOWERS AND FLATE SLOCGRS, |
new & rebuilt for Elcom, Harris, CCA, CSI,
McMartin, Goodrich  Ent. 11435

Manderson St. Omacha, NE 68]64
f | 4024931886 FAX 402 493 6821

BUYINGRIrsSe1ng|
YUszd Sejulpuian?

Radia Waerld
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BAY COUNTRY BROADCAST EQUIPMENT

BUY - SELL - TRADE

Your #1 Source
For Quality Used Radio Broadcast Equipment

View The Latest List Online at: http://www.baycountry.com
Or call and we will fax it to you.

7117 Olivia Rd., Baitimore MD 21220
Toll Free: 877-722-1031 » FAX 443-596-0212 ¢ E-mail: sales@baycountry.com

Member of 888

MONITORS

WANT TO SELL
Belar AM RF Amp and AM
Modulation Monitor (Set). Make
offer. Call 580-265-4496

McMartin TBM-200 TMB 35004,
FM Stereo Monitor 2 pieces $300.
Call Mark Taylor 417-451-5636

REMOTE &
MICROWAVE

S WE RENT FOR LESS

Blueboxes FM Exciters
Zephyrs FM Power Amps
POTS Codecs STL's

RF/Audio Gear Test Equipment

If we don't have it, we will get it!
SCMS, INC. (800) 438-6040
“You Know We Know Radio"

WANT TO SELL
Marti Digital CellCast, 1 yr old
Perfect Condition. Great for
Remotes - broadcasting anywhere.
— 4 channel internal mixer. Cell or
hard land line $3300 when new.
Price $2500. — Call Matt at 864-
621-6230

STATIONS

WANT TO SELL

Profitable Small City 25kw FM
NEast in Canadian border area.
Nice facility, good upside
$595,000. salesgroup@beld.net
or 781-848-4201.

Top 100 Market NEast AM
daytimer, low dial position, low
expenses, good population
coverage. Stick value $495,000.
salesgroup@beld.net or 781-848-
4201.

SPACE IS

AVAILABLE!

To advertise, call Claudia
at 703-998-7600,
ext. 154.

TAPES/CARTS/
REELS/CDs

WANT TO SELL
Tascam 42 Reel to Reel —~ Worked
when removed from service. $250
or best offer. Call Jeff Andrulonis at
910-222-3776

WANT TO BUY

Large or smali collections of 16"
transcriptions or 12"
transcriptions, not commercial
LPs. Bill Cook, 719-687-6357.

TEST-METERING-
MONITORING

WANT TO SELL
Potomac FIM-41, in good
condition, with recent calibration.
Rich Biby 540-882-4290 or
rich@biby.net

WANT TO BUY
Need 13" 0-3 RF Amps Blackface
meter in any condition. Mainly
need scale and housing. Restoring
transmitter for possible amateur
radio use. Price open. Call bill
Robinson 601-693-1441

L

TRANSMITTERS/
EXCITERS/
TRANSLATORS

WANT TO SELL

Harris MW-1A AM Transmitter.
Manufactured in 1980 and tuned to
1450kc. Located in South Carolina.
$1000 or Best offer.  Call Jeff
Andrulonis at 910-222-3776

RPU Transmitter & Receiver —
Marti RPT-40K transmitter and
Marti RR-30/150 receiver.
Frequency is 161.67 Mhz.
Receiver has second frequency of
161.73Mhz $500 for both. Call Jeff
Andrulonis at 910-222-3776

STL Transmitter & Receiver- Marti
STL 8/950 transmitter and Marti R-
200/950 receiver. Frequency is
949.625 Mhz. Worked when
removed from service $1000 for
both. Call Jeff Andrulonis at 910-
222-3776

Gates FM 1K, Tuned to 94.3 100
feet 1 5/8" Coax (airtight) Call
Robert 417-883-9180 for pricing.

' Looking to buy or

sell used
equipment?

Look no
further,
you’re in

Call today
for current rates
& deadlines!
Claudia Van Veen
703-998-7600,
ext. 154

TRANSMITTERS/ EXCITERS/ TRANSLATORS

Serving the Broadcast Industry Since 1978

Transmitters and Broadcast Equipment for Radio & Television

“New* 20 w & 30W Synthesized exciters

New TV Transmitters- Analog and Digital

TV Antennas
TV STL

KW UHF Harris Diamond CD Solid State

30 KW UHF RCA TTU-30-A, CH 50

Used FM Transmitters Exciters
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Sitesafe

Director AM Detuning Services
Rapidly growing telecommunications consulting

firm based in Arlington, VA requires additional
senior level management for its AM detuning
practice.

Required Experience: 5-10 years progressively
responsible management experience, preferably in AM
radio station engineering. Previous experience
managing interactions between wireless carriers, tower
owners, and AM station engineers. Experience
installing and adjusting detuning gear to ensure proper
protections for AM pattems.

Specific Skills and Knowledge: Detailed
understanding of the implications of part 22.371 of the
FCC rules as relates to the impact of wireless
communication towers on AM station patterns.
Knowledge of engineering principles related to AM
patterns and radio signals; ability to review
measurements/proofs of AM station patterns to
determine possible environmental factors impacting
such patterns and to recommend appropriate scopes of
work for addressing and resolving any potential
interference issues.

Computer Skills: Must be proficient with MS
Word and Excel, Adobe Acrobat, and Street Atlas
software; must be Intemet and e-mail savvy. Prior
experience with workflow management software is a
major plus.

General Skills: Abiiity to handle multipie projects

at once while motivating a staff of field technicians and
data analysts. Ability to work independently and as a
team player with employees at all levels of the
orgamization. Strong customer relationship skills and
people skills are a must; strong attention to detail and
project follow-though required.
If you are ready to use your proven managerial and
technical skills to help us grow our business to the
next level, please email your resume in confidence
to resumes@sitesafe.com. www.sitesafe.com

Exciting, energetic, motivated
sportscaster with play-by-play
experience. Very focused and
driven individual with a passion for
sports. Board-op/production skills.
Contact TJ Kern 817-703-6756
teejaykem21@yahoo.com

Great self-motivated determined
broadcaster, goal oriented, team
player,  production  wizard,
professionally refined, and vocally
dominant equipped to handle any
voicing endeavor. Torrance Walker
972-937-8584
torrancewalker@yahoo.com

Responsible, goal oriented, team
player. Production focused with
smooth voice and nice diction.
Detailed leamer, natural leadership
qualities seeking broadcasting
career opportunities. Regina
Jenkins 817-797-4834
jenkins_regina@netzero.com

A creatively accelerated
learner searching for behind the
scenes employment. Cool Edit
and Copywriting experience.
Will relocate within Texas, and
neighboring states. Tracee
Green 817-703-9971
greens@sbcglobal.net

25+ years experience- Momings-
News-PD. Pleasant yet Author-
itative Sound. Looking for final
home. Stability important, Easy
Listening/M.0.R. Format.  All
offers considered! Larry Kay 717-
653-2500 anytime.

Friendly, Eager to work, ISCET
Certified, Commercial FCC License
with radar, NABER Certified two-
way radio technician, amateur
radio extra, seeks CE, asst. CE F/T,
P/T Contract, AM/FM, Cable, TV.
Contact: Mitchell Rakoff,

mitchellrakoff@yahoo.com 718-
969-5224

op

3.
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Radio Is a

d PAGE ADVERTISER WEB SITE URL
oun arvation ; Zwcom G o znom cam
. S orie 21 Arrakis Systems Inc. www.arrakis-systems.com
Book Looks at Radio’s Underused Ability to
. . 32 Audion Labs www.audionlabs.com
Fducate, Organize People of Poorest Nations
9 Axia - A Telos Company www.axiaaudio.com
by William Smith make a difference in the world. Sposato and ) o
I have worked in developing countries for 30 15 Axia - A Telos Company www.axiaaudio.com
The author is the executive vice president  years, and helped to foster the use of radioin |19 Broadcast Electronics www.bdcast.com
for the Academy for Educational developing countries from the early 1970s to
Development and co-author with Stephen  present day. 27 Broadcast Tools, Inc www.broadcasttools.com
Sposato of the book “Radiq: A Post Nine’- My _work at the Academy for |4 BSI www.bsiusa.com
Eleven Strategy for Reaching the World’s Educational Development gave me a
Poor,” published by University Press of unique opportunity to see radio at work in |23 BSW www.bswusa.com
America. Asia, throughout the Middle East and ) .
. . . : : 6 Burli Software www.burli.com
Africa and especially in Latin America. In
Education sounds boring to Americans, the 1970s, AED was constructing radio |32 Comlab, Inc. www.davicom.com
but it is not boring to tens of millions of kids  stations in Guatemala, experimenting with 7 . . )
around the world who cannot go to school, interactive radio in the classroom in omrex Corporation www.comrex.com
and whose only route out of poverty is learn-  Kenya, using radio to train thousands of |4 Electronics Research, Inc. WWW.eriinc.com
ing to read, write and do basic math, lessons women to treat infant diarrhea and devel-
which radio has taught successfully in thou-  oping radio novellas that often became the |10 ESE www.ese-web.com
sands of understaffed schools and at home. most trusted voice in villages that had little |35 Gorman Redlich Mfg www.gorman-redlich.com
Radio is not boring to young men and or no other contact with the world. _
women who have no jobs and no hope, and Sposato’s career as a development econo- |1 Harris Corporation www.broadcast.harris.com
to whom the West seems .llke both a dream  mist arouqd’the_ world has eqabled himto ., Henry Engineering www.henryeng.com
and a nightmare. The war in Iraqg, continuing  situate radio’s historical experience with its
natural disasters and the fear of a flu pan- relationship to the poor and their struggle |32 LBA Technology, Inc. www.Ibagroup.com
demic make imperative the need to commu-  against poverty. 18 Logitek logitekaudio.cam
29 Moseley Associates www.moseleysb.com
25 NPR Satellite Services www.nprss.org/rworld
13 Omnia - A Telos Company www.omniaaudio.com
programming of falling prey to Western 3 et Ww.SemSinG.com
advertising and marketing models, which 22 Sabre Communications www.sabrecom.com
stress entertainment over education. 31 Scott Studios Corp./dMarc www.dmarc.net
14 Sine Systems www.sinesystems.com
17 Telos Systems - TLS Corp. www.telos-systems.com
nicate to diverse local cultures honestly, per- The actual radio production work has , )
. . oD . . . 40 Vorsis WWW.VOrsis.com
suasively and with sensitivity. Information  always been done by local radio profession-
about these problems in a credible and als. They provided training, suggested new |2 Wheatstone Corporation www.wheatstone.com
understandable voice can make a difference.  approaches, funded opportunities to learn .
Radio is the only voice that truly spans the new things and evaluated programs to 3% bl Ll RO (il il Se sl

distance between rural villages and com-
muters’ cars.

“Radio: A Post Nine-Eleven Strategy for
Reaching the World’s Poor” underscores
how radio is more powerful than ever in pro-
moting positive social change around the
world. Stephen Sposato and I accuse radio
programming of falling prey to Western
advertising and marketing models, which
stress entertainment over education.

The tie that binds

Of all the world’s media, radio is still the
only one that speaks consistently, night and
day, from city to remote village. “Radio” is a
labor of love and respect for the medium,
particularly radio in developing nations of
villages and crowded cities; and of wealth,
talent, poverty and educational inequality —
nations with emerging democracies and ter-
rible injustices. This is a world where radio
and its ability to reach, teach, advocate and
inform are vital to future human develop-
ment.

The book is a series of stories about radio
success in Africa, India and Latin America;
and carlier, in post WWII Great Britain. It
also is the story of the remarkable changes
in U.S. government broadcasting, such as
the VOA, Radio Sawa and other USG radio.
Use has expanded dramatically since 9/11.

The stories exemplify radio’s power —
today and yesterday — to organize people to

ensure their efficacy in saving lives and
changing public policy.

The creative voice and control room
genius came from a small group of
immensely talented and committed radio
journalists, novelists and educators from
countries like Kenya, Honduras, Indonesia,
The Gambia and Ecuador.

The book includes radio scripts in most
chapters; they are true works of art.

But many of the best programs — live
broadcasts — went unrecorded. Some,
recorded on audiotapes, were lost long ago.
Others mildewed, ruined by the causal pas-
sage of time.

Radio is alive and well. It is in need of
creative radio producers to become interest-
ed in developing nations. Some of its most
important applications have been forgotten,
and some of its newest applications are not
well known.

Despite the rapid adoption of new tech-
nologies, radio retains its unique potential to
advocate, train, instruct, organize and enter-
tain in some of the most desperate and dan-
gerous places on the earth.

There are millions of radio receivers scat-
tered throughout the slums of great cities
and the mountains of vast rural areas. The
story of radio and human development is
still being written. Our hope is that this book
celebrates past pioneers and jumpstarts a
new era of experimentation and growth. @

gineerii y
" with Michael LeClair
Thank you for it.??

Lyle Honry,

%ekndio'

Contract Engineer/SCA Consi
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Recapturing the
‘Country Giant’

by Alan McCall

I grew up in Tallahassee, Fla., in a

home where my parents listened to the
radio regularly — mostly country music
on WMEN(AM) 1330 and Paul Harvey
every day at 12:30 over on top 40 station

country. My favorite was WLOR(AM)
730, located 6/10 of a mile from the
city of Thomasville, Ga., in an old
farmhouse. WLOR had gospel music
and preaching shows in the morning,
agriculture reports at noon, and their
version of “Swap Shop” at 1 p.m.

WJJD is a Part 15 and Internet station owned and
operated by Alan McCall/Delta Star Radio of Florida Inc.

WTAL(AM) 1450. However, it wasn’t
until 1969, when I was 11, that I truly
discovered radio for myself during a
summer trip to the beach.

Hooked on a format

My grandfather’s house was located
on Mexico Beach, between Port St. Joe
and Panama City, Fla. That summer |
happened to take along a small transis-
tor radio and tuned into “Big Joe
Radio,” officially WIOE(AM) on 1080,
operating with 1,000 watts of country
music. WJOE programmed both new
and classic country, along with a daily
dose of community news, the twice-
daily “Swap Shop,” weather forecasts
and tide information and a few morn-
ing preachers.

Somehow, during that week, I became
hooked — not only to WJOE, but also
the “country giant” breed of station in
general.

Over the next few years, | discov-
ered lots of these stations, both in our
areca and later in other parts of the
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W.C. Alexander, Bruce Bartlett, James Careless, Naina N. Chernoff, Harry Cole,
Mark Durenberger, Charles Fitch, Ty Ford, Scott Fybush, Frank Grundstein,
Harold Hallikainen, Craig Johnston, Paul Kaminski, Peter King, Mark Lapidus,
Sharon Rae Pettigrew, Carl Lindemann, Ted Nahil, Tom Osenkowsky, Ken R.,
Rich Rarey, Tom Ray, Randy Stine, James G. Withers, Travis the V/O Guy,
Barry Umansky, Tom Vernon.

Like WJOE, the Thomasville station
had a lot of the old Pepper-Tanner jin-
gles that managed to sing out “country
giant” along with the call letters and
frequency. I heard similar sounding
packages on WFIV(AM) 1080 in
Kissimmee, Fla.,, WGKR(AM) 1310 in
Perry, Fla., and later WIRZ(FM) in
New Jersey and KFOX(FM) in
California.

A couple of years ago, I wrote a short
letter to the editor at Radio World inquir-
ing about these jingles, and I did hear
from several people including Jonathan
Wolfert of Jams Creative Productions,
who sent me a tape of the package from
WWOL(FM) in Buffalo, N.Y.; a gentle-
man named Dennis Harp from Texas
Tech University, who sent a mixed bag of
them from several stations; and a lot of
people who were basically classic coun-
try music fans.

Most of these stations are gone now,
WIJOE and WGKR have been silent for
years. WLOR is now WSTT(AM) with
gospel music, WMEN is now Christian/

OPINION

January 4, 2006

A Good First Step

Not so long ago on this page we noted a regulatory mess. A rule change by
the FCC requiring Prior Coordination Notices when filing for a 950 MHz band
STL license had caused a flurry of extra paperwork. Consultants responsible for
coordinating new STL auxiliary licenses were forced to send out notices to just
about everyone in the vicinity.

At the heart of the problem was the lack of a realistic technical standard for
the 950 MHz band. In the absence of such a standard it was impossible to know
for sure if a new STL would create interference or not.

The Society of Broadcast Engineers has made a good proposal as a first step
to bringing this situation under control. In a Petition for Rulemaking the society
has proposed the adoption of minimum antenna standards for use in the 950
MHz band. These standards, identical to those currently in use in the adjacent
spectrum, would ensure that 950 MHz links would only use the minimum beam
width necessary for reliable communications.

The need for minimum antenna standards is important for two reasons. First,
it allows engineers to calculate the potential for interference with better confi-
dence. Second, it helps to ensure that the 950 MHz spectrum is used efficiently
by broadcasters.

The petition notes that steady growth over the last 20 years has resulted in
more than 12,000 STL licenses currently authorized. No new spectrum is likely
to become available as there is not enough electromagnetic spectrum to meet
demands from other businesses and government agencies. How will this STL
growth rate be met if the limited available spectrum continues to be used in an
inefficient manner? Those planning additional HD Radio services, such as mul-
ticasting, are counting on the availability of new STLs.

Yes, the prospect of additional government regulation, even in a detail as
small as this, is not likely to cause broadcasters to stand up and cheer. But in
matters of limited resources, regulation is the only proven method of avoiding
potentially damaging interference that renders spectrum unusable.

Furthermore, the proposal includes protection for grandfathered installations,
including a 10-year period to achieve compliance and the possibility of an
exception where zoning laws preclude larger antennas. On balance, the cost is
outweighed by the long-term benefit.

The SBE has taken the lead on this important issue and we support its efforts.

Catholic talk WCVC(AM), and the oth-
ers are also running with different calls
and formats.

After retiring from WCVC last year
due to its impending sale and format
change, |1 prepared to launch (actually a
relaunch, of sorts) my tribute to these
great stations. I chose WJJD as my sta-
tion of choice, due to its high profile and
the fact that many of the stations about
which I wrote patterned their program-
ming after WJJD’s.

My tribute located at

page,

www.expage.com/wjjd, offers a history of

WIJID and a short list of a few of its best
known announcers, such as Art Nelson,
Roy Stingley, Ted Clark and Randy
Blake of the Suppertime Frolic.

In September, I relaunched the web-
cast of WJID Revisited, which also can
be accessed from the tribute site. A col-
league, Erwin O’Connor, who worked at
Chattanooga’s WDOD(AM-FM) in its
earlier days, donated a classic country
music collection dating to the 1950s. |
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plan to do a live broadcast several days a
week, playing both classic country and
some tunes of today, under the “country
giant” moniker, complete with some orig-
inal IDs and jingles.

Unlike many Internet stations, WJJD
Revisited’s studio includes turntables, a
dual cassette deck, CD players, cart
machines and a reel-to-reel.

For you radio buffs who miss this style
of programming, I think you will discov-
er the broadcasts to be quite retro-sound-
ing and yes, quite different and laid-back
compared to many of today’s stations. |
hope you enjoy it, and 1 want to say
thank you to the fine folks who have
helped bring this project to reality.

The Webcast is at www.live365.com/
stations/alanmccall.

Alan McCall has worked for
WTAL(AM), FSU Media Relations and
WCVC(AM), first as an announcer, and
later becoming operations manager and
station manager. E-mail him at alanmc-
cal@hotmail.com. @
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The NEW
AUDIOARTS
D-75 DIGITAL
RADIO CONSOLE

A CLEAN, CLEAR on-air
design: straightforward layout,
easy tabletop installation, and best
of all—completely modular.

A TRUE plug-and-play radio board
from the Wheatstone digital design team!
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STTING UP FOR 11D rADIO?7

The Vorsis AP-3 digital processor is
the ideal tool to shape your sound
exactly the way you want it
—cleanly and efficiently.

Built around a multi-band compressor
with complementary AGC, the AP-3
replaces a whole rack of dedicated
units. VORSIS pre-conditions your
signal (HPF, LPF, notch filter, de-esser,
expander), then let’s you apply 3-band
AGC/compression and 4-band para-
metric EQ (signal chain reversible)
before going through a final stage
zero-overshoot peak limiter.

With real-time spectrum density
readouts and full metering, our
included PC graphic interface
software makes operation of the
AP-3 direct and easy, offering
complete control of all audio
parameters, presets, monitor
functions, system settings

and security—all through

a single RJ-45 ethernet

connection that lets

you control one or

many AP-3 units.
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TAILOR THAT SOUND Yl a. Sl

tel 252-638-7000 / sales@vorsis.com { www.vorsis.com Copyright © 2005 by Wheatstone Corporation




