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DAB Testing Schedule Delayed

by Randy Sukow

WASHINGTON Testing of the five
proposed digital audio radio (DAR) sys-
tems by the Electronics Industries
Association (EIA) and the National
Radio Systems Committee (NRSC) was
postponed until Dec. 31.

The systems were scheduled to go into
the laboratory on Oct. 4 at NASA's

Lewis Research Center in Cleveland for
extensive lesting extending into summer
1994. But leading in-band, on-channel
DAR developer USA Digital said, dur-
ing an NRSC test procedures planning
meeting late last month, it would not be
ready to test by the deadline.

The parallel nature of the EIA/NRSC
test procedures forced EIA and NRSC to
agree to the delay. The plan is for all five

systems to be tested at the same time
rather than one at a time. The altemative,
proceeding without USA Digital, was
never considered.

USA Digital (a consortium of CBS,
Gannett Radio and Group W) also said it
will not conduct mobile demonstrations of
its FM DAR system during the National
Association of Broadcasters (NAB) Radio
Show in Dallas next month.
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B Dallas prepares
to host
radio’s largest
gathering:
The NAB
Radio Show,
Sept. 8-11. See
our preview,
pp. 29-47.

1994 ‘Super’

Show Slated

To Start In Los Angeles

by John Gatski

WASHINGTON The NAB's fall
radio show is about to become a “super”
trade show of sorts with an impending

Your Resource for
Business, Programming
and Sales, pp. 13-27

agreement to combine with the Radio
Television News Directors Association
(RTNDA) and Society of Broadcast
Engineers (SBE), starting in 1994.

With the major attendance at the radio
show, both SBE and RTNDA see a
potential to reduce the costs and
improve on the quality of their fall
shows. The RTNDA and SBE have col-
laborated before: during the 1993 show
in San Jose and next month in Miami
Joining forces with NAB, however, has
much greater potential

At press time, NAB Senior Vice
President of Technology Michael Rau
said the agreement with RTNDA had
been reached, and the contract with
SBE was verbally approved. Each o
the associations will conduct indepen
dent sessions, have separation registra
tion, but there will be a common
exhibit area. The first scheduled show
with SBE and RTNDA is set for Los
Angeles in 1994

continued on page 11 p

The group attracted considerable atten-
tion following the NAB spring conven-
tion in Las Vegas when the long-antici-
pated FM mobile demonstration was
cancelled. The consortium blamed the
cancellation on shipping damage to the
system’s prototype acoustic charged
transport (ACT) integrated circuits (RW,
May 26).

The new test date was agreed .upon by
USA Digital and the other IBOC system
developers—Amati Communications
and AT&T—a week after the EIA/NRSC
planning meeting.

Amati/AT&T and the other three DAR
developers—AT&T (which also is build-
ing an in-band, adjacent-channel system
on its own), Eureka/Thomson Consumer
Electromics (L-band, terrestrial system)
and NASA/Voice of America (satellite,
S-band)—all indicated that they would
be ready to test on Oct. 4.

~October, we :hought, was late enough.
We're a little disappointed that it has
been pressed back as far as it has. We’ve
got our stuff working and we’d like to
get on with the test,” said John Cioffi.
vice president of engineering for Amati.

The four rival DAR developers agreed
to the delay on condition that it not
extend beyond Dec. 31.

“Basically it was agreed that you really
can’t wait any longer than that date to
begin the testing process. It’s really
going te put people in a bind if it were to
go past that,” said John Marino, NAB
manager, technical regulatory affairs,
who monitors NRSC’s DAR meetings.

continued an page 29 p
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NEWSWATCH

Three-Year Rule to
Return

WASHINGTON Under a
new FCC proposal, successful
applicants for broadcast licenses
in comparative proceedings
would be required to operate the
stations three years before they
become eligible to transfer
them.

Prior to 1982, the commission
rules had an anti-trafficking pro-
vision for at least three years, but
it was repealed, with some

Circle (54) On Reader Service Card

exceptions, during the deregula-
tory climate of the Reagan
Administration. Instead, a one-
year holding requirement was
then put in place.

During deliberations on the
extended holding requirement,
the FCC also considered a “ser-
vice continuity preference,” in
which applicants proposing to
own and operate their stations
for at least three years would
receive comparative credit in
hearings for a new broadcast
authorization.

Radio World

That concept was scrapped,
however. “The commission fur-
ther found that the public interest
benefits of granting authoriza-
tions to those applicants with
superior comparative attributes
would be enhanced if the public
were assured of service from
those favored applicants for a
longer period of time,” the FCC
said.

Asbestos at NAB

WASHINGTON The carcino-
gen asbestos, formerly used in
building construction as a fire-
retarding agent, has been detect-
ed in National Association of

Broadcasters (NAB) headquar-
ters. Asbestos was found during
renovation of the sixth floor,
where the executive offices,
including the office occupied by
NAB President and CEO Eddie
Fritts, are located.

The D.C. government has been
informed of the asbestos find,
according to NAB, air-quality
readings in the building are cur-
rently measured at safe levels.

Fritts will meet with the NAB
executive committee later this
month to decide how to proceed.
One possible option is to move
out for up to a year while the
building is renovated. A prelimi-
nary search for temporary office

See Us At NAB Radio Show Booth 901
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space in downtown Washington
and Northern Virginia is said to
have already begun.

NAB Employment
Seminar

ATLANTA The NAB will host
a two-day employment/career
seminar Sept. 1-2.

The seminar fee is $40. The
seminar is tailored for both
broadcast professionals and
aspiring professionals who want
help assessing where the oppor-
tunities are in radio and televi-
sion today.

For details, contact Karen
Hunter or Hatin Hamer at 202-
429-5498; or fax to 202-429-
5343.

continued on next page P
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House Debates Revival
Of Fairness Doctrine

by Randy Sukow

WASHINGTON The Fairmess Doctrine.
considered to be headed for certain codifi-
cation by the Congress, could potentially
hurt radio stations’ coffers as well as their
First Amendment rights, according to the
Radio-Television News Directors
Association.

Controversial talk-radio hosts, such as
Rush Limbaugh, could trigger numerous
fairess-doctrine complaints and force sta-
tions to remove them from their schedules
or spend extra to air opposing views to
avoid FCC sanctions.

“A lot of radio stations, especially if they
don’t have the staff to keep track of all
these (complaints), are just going to be
inhibited from putting on programming
that could cause it to have problems with
the FCC,” said J. Laurent Scharff,
RTNDA'’s counsel and an attorney with
Reed, Smith, Shaw & McClay in
Washington, D.C. “It may not select a
Rush Limbaugh if it thinks its going to
have Fairess Doctrine problems because
of it.”

For and against

Gigi Sohn, deputy director of the Media
Access Project, a strong advocate for a
Fairness-Doctrine bill, disputed RTNDA's
claim. “I just don’t agree with the premise
that the Fairness Doctrine is a heavy-hand-
ed regulation that puts pressure on talk
show hosts or licensees. What it requires is
good journalism,” she said.

When the rule was in effect, the FCC
almost always trusted the editorial judge-
ment of licensees and would continue to
do so when it is reinstated, Sohn said.

The Fairness Doctrine, a four-decade-old
FCC regulation, was repealed by the FCC
in in 1987. It reads: “A broadcast licensee
shall afford reasonable opportunity for

discussion of conflicting views on issues
of public importance.”

There is broad bipartisan Congressional
support for the doctrine. Congress attempt-
ed to codify the doctrine several times
after the repeal, but was blocked by
President Reagan’s vetoes and threatened
vetoes by President Bush. The doctrine is
expected to have a clear path to enactment
under the Clinton Administration.

Congressional support for the doctrine
appears to have increased since floor
fights over the issue in 1987. Former
House Telecommunications Subcommit-
tee member Thomas Tauke (R-Iowa), a
key leader in the effort to sustain the
Reagan vetoes, no longer serves in
Congress.

A changed climate

Fellow subcommittee member Michael
Oxley (R-Ohio), another staunch doctrine
opponent in 1987, says he is a convert.
“Frankly, over the last few years I've seen
so many outrageous examples of tabloid
journalism and in some cases a rush to the
bottom line, that this member has changed
his mind,” Oxley said during a
Telecommunications Subcommittee hear-
ing last month.

At the same hearing, the subcommittee’s
chairman, Edward Markey (D-Mass.),
issued a draft of a bill he intends to intro-
duce with Energy and Commerce
Committee Chairman John Dingell (D-
Mich.) and likely several other co-spon-
sors. It would amend the 1934
Communications Act to include the fair-
ness language.

In the Senate, Commerce Committee
Chairman Ernest Hollings (D-N.C.),
Communications Subcommittee Chairman
Daniel Inouye (D-Hawaii) and ranking
Commerce Committee Republican John

continued on page 9 p
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Viacom, Group W
Swap Stations

NEW YORK Viacom Radio and
Group W Radio have agreed to
exchange radio stations in Houston and
Washington, D.C.

According to Group W and
Viacom’s Radio Division, in addition
to cash considerations from Group W,
Viacom will acquire WCXR-FM and
WCPT (AM) in Washington, and
Group W will acquire KIKK-AM-FM
in Houston.

KIKK is the second-ranked country
station in the Houston market, just
behind Group W’s KILT-AM-FM.
Viacom now owns three stations in the
District of Columbia: WCXR, WCPT
and highly ranked WMZQ-AM-FM, a
country station.

KMOX Heips With
Flood Relief Network

ST. LOUIS During the recent
Midwest flooding, KMOX implement-
ed a relief network to help area vic-
tims.

As a clear channel 50,000 watt AM
that reaches 42 states, KMOX set up a

nationwide network to raise money for
flood victims. KMOX first donated
$15,000 to the St. Louis American Red
Cross, then contacted over 30 top-
ranked radio stations across the coun-
try to help with the effort.

Each station was then responsible for
developing a flood relief drive in their
market. All proceeds were sent to the
Red Cross in Eastern Missouri and
Western Illinois.

Police Chief Fined
For Radio Interference

UNIOPOLIS, Ohio The FCC has
fined the police chief of Uniopolis,
Ohio $18,000 for “malicious interfer-
ence” to local county police communi-
cations.

According to the FCC’s Detroit Field
Office, Ronald E. Roop of
Wapakoneta, Ohio was discovered to
have been interfering with Allen
County, Ohio sheriff's department
radio communications. Roop was
transmitting “noises” on the police fre-
quency, investigators said.

Roop was cited for willful transmis-
sion without valid station license, mali-
cious interference and refusing to allow
inspection of his radio transmitter.
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Radio Future Boasts All Star Cast

BALTIMORE It was one of those hot
Washington days when I jumped in my
car and headed north on the Baltimore
Washington Parkway. My destination
was Oriole Park at Camden Yards to
soak in the sights and sounds surround-

ing the 64th All-Star Game.

CBS Radio Sports was kind enough to
invite me to share in the excitement
around broadcasting a real, live baseball
game and meet some of the names that
still inspire awe in sports history. Yes,
that is the real Johnny Bench in the
photo with yours truly.

That photo was shot in Babe Ruth’s
childhood home, a small and beautiful
house close to the new baseball park. It
has been turned into a museum now, and
the bedroom where the Babe was born is
cordoned off and displayed as it looked
when he was an infant. The house fea-
tures pictures of his life, both on and off
the field, as well as memorabilia and
photos of other baseball luminaries.

It is so easy to look back and see the
great ones. It seems that now there are
those who say that baseball isn’t what it
used to be. And there are those who say
that radio isn’t what it used to be. Gone
are the Orson Welleses and the Edward
Murrows. But my visit with the nice
folks at CBS prompted me to think about
radio’s future.

Think back to radio’s infancy. It was
nurtured by sports. Play-by-play
Pittsburgh Pirates’ games were being
broadcast by KDKA(AM) as early as
August 5, 192]. That same year, KDKA

broadcast the first live, blow-by-blow
description of a boxing match, and in
October, WJZ(AM) New York recreated
the World Series by telephone with
Thomas H. Cowan at the mic.

So now AM is struggling. And FM is
having its day in the sun. Soon, digital
radio will take over and it won’t matter
(we hope) whether you are AM or FM.
Stations will continue to consolidate
operations and ownership. But the sound
of baseball over the radio on a hot sum-
mer day will not change.

Which leads to the inescapable conclu-
sion that radio has to rethink its role in a
multimedia world. Your method of
delivery is changing—that’s a foregone
conclusion. But what you put on the air
is yours alone to craft and create.

Baseball’s Johnny Bench with yours truly.

And if baseball isn’t your bag, there
are plenty of other programming
options out there. Therein lies the
answer. Most people don’t care whether
they are watching broadcast TV or
cable. It is coming out of the same
box—the television set.

People aren’t going to care (for the
most part) whether their radio program-
ming is delivered via digital, analog or
“yet-to-be-invented” technology. When
they are driving down the road, or setting
their clock radios, they just want to know
if it is any good. If not, they’ll just play a
CD or a tape instead.

The stars of radio’s infancy—Milton
Berle and George Burns (and everyone
who followed)—were entertainers.
Radio was entertainment and compan-
ionship. Formulas are fine,
if they work, but ask your-
self, “What do people real-
ly want from their radio
station?”

Lou Gehrig is gone, but
Cal Ripken’s exploits are
on the radio every summer
night. Maybe the Lone
Ranger moved to TV, but
in each market there is a
local morning team that
means more to its commu-
nity than the “Golden
Oldies™ ever could.

Ask the question, heed the
answer and apply it.

*x * X

On another subject, the
radio business appears to
be on a fast track of record-
breaking revenue growth
despite a weak U.S. econo-
my. Radio revenue gains
surged to 9 percent over
last year for the period

I, for one, will tune to AM, FM or even
cable radio (if I have to) to hear a Jerry
Coleman or Johnny Bench paint a pic-
ture of Nolan Ryan winding up for a fast
ball. Or to hear the crack of the bat
against horse hide as Juan Gonzalez
sends one into orbit.

January through June, according to the
latest figures released by the Radio
Advertising Bureau. Figures are based
on the RAB’s radio revenue index of
more than 100 markets.

RAB reported local revenue up 9 per-
cent and national up 7 percent for the

first six months. The market experienced
its most significant upswing in June,
when national revenue topped 14 per-
cent, and local hit 10 percent.

The state of network radio is also
something to cheer about: The Radio
Network Association reported increases
of 7.8 percent for the second quarter
and 6.5 percent for the first half of the
year.

RAB President Gary Fries attributes the
increases to advertisers’ recognition of
the effectiveness of the medium.

Audio-Technica Corp. announced
an international reorganization to
optimize its worldwide engineering
and marketing programs. As part
of that effort, the company named
Kazuo Matsushita president of
Audio-Technica U.S. Inc.

Philip J. Cajka was promoted to
executive vice president and chief
financial officer; and Kenneth
Reichel was promoted to executive
vice president, marketing.

Continental Electronics Corp.
appointed Steve Claterbaugh broad-
cast sales manager for Canada.
Claterbaugh will handle all market-
ing and sales activities for Continetal
products, services and parts from the
company’s Dallas office.

JBL Professional appointed Roscoe
Anthony as director of marketing
communications. Roscoe joined JBL
in 1992 as marketing manager.

Donald Jacques was named
deputy chief for projects manage-
ment, Office of Engineering and
Technical Operations, at the
United States Information Agency’s
Bureau of Broadcasting (VOA).
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READERS FORUM

If you have comments for Radio World, call us at 800-336-3045 or send a letter to Readers
Forum [Radio World, Box 1214, Falls Church, VA 22041 or MCl Mailbox #302-7776). All letters
received become the property of Radio World, to be used at our discretion and as space permits.

Off the beam

Dear RW,

As much as we like Barry Mishkind’s
writing, we feel he has strayed too far
from RW’s agenda with his computer
articles of late.

There is an abundance—indeed a sur-
plus—of computer-related periodicals,
magazines and user-net sources for infor-
mation of prime interest to those who use
this equipment.

It's a waste of RW’s page space to
devote anything more than a passing ref-
erence to computers as used in broadcast-
ing. Most, in our experience, are support-
ed by factory and contract staff, and not
the radio engineer and broadcast techni-
cian we feel your magazine serves best.

Underscoring our point, you'll notice
there is little explanation of just what MS-
DOS 6 has to do with radio in his article
and in the follow up more recently pub-
lished (RW, April 28 and July 28).

If the focus of Keyboard Connection is
the practical application of computers to
broadcasting, we wholeheartedly await
more articles. But if it is yet another
troubleshooter’s guide for computer
geeks who have little connection with
radio, please get rid of the feature in its
entirety.

Quentin E. Powell

Pioneer Engineers

(Radio Design & Consulting)
Annapolis, Md.

Chart, but verify

Dear RW,

The National Association of
Broadcasters is commissioning a study to
come up with “non-measurement tech-
niques” for broadcasters to use to show
their compliance to the new FCC stan-
dard to be based on the ANSI/IEEE
C.95.1-1992 (RF radiation) standard.
This concept of “non-measurement” is
disturbing.

Charts can be constructed to show safe
distances for transmitter power and anten-
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na location, but things can go wrong.
Only measurement will guarantee that all
is well.

I have been working in preventative
maintenance on transmitters over the
years and have been interested in pre-
dicting problems and failures of various
kinds. Safety standards, I personally
believe, should be drawn and main-
tained.

Yes, there is great pressure to minimize
the cost. [ have been helping out a college
radio station that has its antenna on a vir-
tually inaccessible bell tower. It will be
expensive to measure the accessible area,
but once the area has been properly sur-
veyed, monitoring can be done with less
exotic equipment.

I believe this approach would be best for
all parties. Charts or computer models
could show basically safe areas. Simple
test equipment can then demonstrate the
levels that are measurable. If any hot
spots or changes show up, they could be
investigated further.

My experience is that simple, easy-to-
make measurements recorded in logs help
to track trends and find problems that
stand out. The more measurements are
repeated, the more confidence can be
placed in them.

A second approach would be to place
smoke detector-like monitors in affected
areas. The drawback would be frequent
battery changes. What sort of fine would
the FCC give if they were found to be
inoperative?

David H. Lawry
Norfolk, Mass.

Digital music future

Dear RW,

Please continue your coverage of Digital
Music Express and Digital Cable Radio
(satellite-delivered digital audio services
for cable TV subscribers) as they develop
(RW, Aprii 14). [ believe, as many others
do, that this is the future of radio.

Doug Bell
Music Services
BMI, Nashville
Remote past

Dear RW,

Les Paul’s recollections of early tape
recorders (RW, May 26) bring to mind
some of my early experiences.

I was discharged from the service in
May 1945 and was hired by WGY(AM)
Schenectady, N.Y., General Electric’s
flagship station. Late that summer I
learned of four custom-built wire
recorders at GE’s research laboratory.
They were not satisfactory for broadcast
reproduction, I was told, but I received
permission to experiment with one.

It had no volume unit meters. An orange
light flickered when the gain was too
high. This would start at about 5 1/2 on
the gain-control dial.

Once Count Basie (with Sarah Vaughan
as his singer) came to the Schenectady
Armory. I placed the recorder on the stage
ahead of the band. After recording each
set for three numbers, 1 would play it back
to check the quality. Finally at about 1/2
on the dial, it came through clear as a bell.

The Count came over as | was testing
this final cut and asked, “What do you

OPINION-

Radio World 5

Show

“Endless ideas... Unlimited contacts.” The

National Association of Broadcasters (NAB) Fall
FUture HaldsRadio Show slogan seems appropriate for the
& annual radio-exclusive gathering (to be held

super Radlo September 8-11 in Dallas). Last year's show saw a
widening in the scope of this event with manage-
ment sessions tackling technical, programming,
marketing and regulatory issues.

This year's show seems to have kept that spirit of camaraderie among
diverse station elements intact. The agenda is once again full, with ses-
sions and workshops geared toward every facet of radio operation.

What is more encouraging, however, is the announcement of next
year's combination of forces by the NAB, the Society of Broadcast
Engineers (SBE) and the Radio Television News Directors Association
(RTNDA): one exhibit floor, three separate agendas.

For too long, engineers and equipment manufacturers dismissed the fall
radio show as the “programmers” show. Broadcast equipment manufac-
turers now will have a valuable audience to reach. One trip to each of
three separate conventions is now a trip to a single convention that has
gathered three intended audiences. Cost savings in this arena can lead to
more money to spend on development and marketing of products.

The SBE will better serve its members by not using its limited
resources on a national convention that was rapidly declining. Last
year's SBE gathering drew only 1,005 attendees: many exhibitors closed
up booths early and left before the end of the second day.

In the past, this page has encouraged a “‘cross-pollination™ of station per-
sonnel: education in the workings of management and news and program-
ming will make an engineer a more valuable idea person, a credible asset
that station owners can turn to for more than technical answers alone.

Managers who understand the technical terms and issues (EBS, digital
compression, digital audio broadcasting, and workstations, to name a
few) are better prepared to protect stations from the economic and tech-
nical upheavals that are most certainly to come. If you understand what
you're buying, you are less likely to buy what you don't need.

Networking, ideas, the latest in technical wizardry. Both this year's
show in Dallas and next year's in Los Angeles offer the best the industry
has to offer. Attend the show and reap the rewards.

—RW

have there, man?”

“Dig your band, Count,” I responded.

He did. Others gathered around to mar-
vel. Our station manager, George
Markham, who gave me permission to use
the recorder, was also impressed.

I believe I was the first announcer to
carry his own recording machine to
remotes. Until then, we had to take the
panel van with two 16-inch disk recorders
and cut them on the spot.

The picture shows me (dark hair, hold-
ing mic head with right hand, sheet of

paper with the left) in October 1945 dur-
ing what was perhaps the first use of a
wire recorder for regular broadcast.

A paraplegic veteran had returned from
the service and tradesmen had donated
materials to build a home for him. I was
there the day painters union worked on
the house. I reported on the progress as
40 painters and wrapped up the job with-
in the show’s 29 1/2 minutes of allotted
time.

[ continued to use the same machine for
several other remotes: dog shows, turtle
races, boat races and local sports.

| was interested in Mr. Paul’s recollec-

tion of the first Ampex machines. My rec-
ollection is that our government stole the
plans for the tape machines from the
Germans at the end of the war. They had
been using tape while the Americans and
British were still in the wire stage.

I recall reading in “Broadcasting” mag-
azine in 1946 that the rights were auc-
tioned to the highest bidder, Brush
Soundmirror. The following year, they
made the first commercial tape
recorders, which were single-track. I had
to carry one of them around. They
weighed 40 pounds, but the quality was
excellent.

I would imagine all tape recording com-
panies would have had to pay royalties to
Brush for a while. I recall that within a
year or two, Revere introduced the twin-
track recorder.

I hope this fills in a few holes on the his-
tory of these machines.

George Michael
Merrimack, N.H.

Also in Purdue

Dear RW,

We read with interest the recent article.
“Purdue U.”s WBAA-FM Goes High
Tech” (RW, July 14).

Fred Baumgartner notes that the modu-
lation monitors were of special impor-
tance to WBAA-FM and were selected
very carefully. The article neglects to
mention that the monitors selected were
the Belar FMM-2 and FMS-2 FM test
set, driven by the Belar RFA-1A FM RF
amplifier located 150 feet away from the
monitors.

The Belar system was the only modula-
tion test set capable of measuring the
superior audio performance (90 dB S/N,
+/-0.1 dB frequency response) of WBAA-
FM’s system.

David C. Hirsch

Marketing Director

Belar Electronics Laboratory
Devon, Pa.
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Digilink...

...The Worldwide
Digital Audio Advantage.

Digilink by Arrakis is a digital
audio workstation that saves
your station money, reduces
maintenance and staffing
demands while improving
your station’s sound and
production,

Digilink supports Spanish,
French, Japanese, Russian
and many other languages.

Digilink is the perfect
replacement for magnetic
tape based cart or reel
machines. Cue virtually
instantaneously. Digilink is
the perfect audio record and
play system for professional
radio broadcast applications.
And, it costs less than
comparable analog cart or
reel machines.
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ALLIED==

© 1993 Harris Corp.
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Digilink now supports
audio overlap and crossfade
of HD audio files that
dramatically improves on-air
sound, allows true HD '
automation and eliminates
the need to edit the majority
of files to adjust run times.

Digilink automatically fills
stopsets that are too long or
too short by intelligently
determining if a PSA should
be auto-auto selected or if
time adjust is all that is
required.

For fast and easy walk-
away, let Digilink auto-
matically select and schedule
your music. Simply schedule
or import your traffic and
Digilink does the rest.

By typing in the first few
characters of a file title,
Digilink automatically finds
the file which greatly speeds
up audio file selection.

Digilink also supports cart
rotation in manual, live
assist, manual scheduling
and schedule import.

With Digilink you can
double the number of user
definable clocks to handle

the most demanding formats.

And, the maximum number
of satellite and live

DJs has been increased

to 40.

Digilink also allows
imported traffic schedules
to include spots not yet
produced and will

automatically replace with
a PSA if the spot is not
produced by air time.

The Arrakis Digilink does
all of this plus a whole
lot more. Many new features
were added and introduced
at NAB ’93. Contact the
digital broadcast profes-
sionals at Harris Allied for
complete details.

Start saving your station
money now, while improving
your production and your on-
air sound.

8:00 a.m. to 8:00 p.m. EST
1-800-622-0022
Fax 317-966-0623

See Us At NAB Radio Show Booth 801
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GUEST COMMENTARY

Use Appropriate Compression Algorithms

Editor's Note: RW welcomes comments
from those within the radio industry and
encourages debate on important issues.
The following columns discuss stacking
of compression (or data reduction) algo-
rithms.

by Stephen Smyth
and Mike Smyth

BELFAST The introduction of codecs
in the broadcast industry recently ignited
debate conceming the effects of tandem
coding—or stacking—on audio signals.

Audio Processing Technology (APT)
has been at the forefront in offering the
broadcast industry a digital audio com-
pression algorithm, apt-X100. Therefore,
this challenge is of concern to us, and we
feel the issue should be addressed.

Our discussion centers around demon-
strations reported recently by Herb Squire

at the 1993 NAB show on the poor quali-
ty of broadcast audio signals having
passed through a multitude of coding
schemes in radio broadcast equipment.
Squire attributed the resultant poor qual-
ity to incompatibilities between the dif-
fering compression algorithms used, and
advised that compression not be used.

Use of algorithms

Why was the quality poor? How may it
be fixed?

It is clear that substantial confusion
exists as to the problem. Having spent the
best part of 10 years researching and
developing many different types of audio
compression algorithms—including psy-
choacoustic—we can assure the industry
that Squire’s audio degradation was in
the main, brought about through the inap-
propriate use of compression in his
experimental broadcast chain.

It is true that other factors may slow
down or speed up the degradation, for
example, keeping the signal in the digital
domain or having a common digital inter-
face standard between equipment.
However, neither of these factors cause
the problem, and at worse may serve as
smoke screen to hide the true culprit.

Using only “compatible” algorithms
sounds like it should solve the problem,
making the simplistic solution to use a
standard compressions scheme at every
stage in the chain. This would be an
attractive answer, particulary for the pro-
ponents of the current ISO/MPEG stan-
dards. However, it can easily be demon-
strated that even these algorithms are
incompatible and their use will not solve
the problem.

First, what exactly does “compatible”
mean? All coding algorithms, including
16-bit linear PCM, introduce noise to the

Educated Use

by Ken C. Pohlmann

MIAMI Anyone remotely interested in
sports has seen “Squish the Fish™ signs at
any event in which the opposing team’s
mascot looks vaguely seaworthy. As a
Miami Dolphins’ fan, I’ve come to
despise those signs, particularly if they’re
toted by the dumbest, most unwashed
fans in football, Buffalo Bills’ fans. All
of which brings us to the topic at hand:
Data compression and the problem of
multiple generations of in-line coding.

No one can seriously question the bene-
fits of digital audio, or the fact that the
future will be a completely digitized one.
Low noise, highly robust, relatively
cheap, sounds great—brilliant stuff, that
digital audio.

But digital audio has a bit of an appetite
problem; the bandwidth required to con-
vey or store even a modestly high fidelity
signal is way beyond analog’s demands.
To efficiently employ digital audio, com-
pression is mandated for many applica-
tions. Thus compression ratios such as
4:1, 6:1, and 12:] are now common.

Clever engineering

Thanks to very clever engineering, and the
ear’s own psychoacoustic limitations, com-
pressed audio’s fidelity can rival that of lin-
early-coded signals. For example, given a
20-bit master recording, a 4:1 recording
(with a bit rate of 384 kbps) may be judged
superior to a dithered linear 16-bit record-
ing (with a data rate of 1.4 Mbps).

However, at least in one respect, the
tremendous efficiency of compressed
audio entails a very significant sacrifice.
Whereas a linearly-recorded file can be
digitally copied or conveyed again and
again without degradation, multiple gener-
ations of compression can degrade quality.

The problem is a function of the degree
of compression, and the method used to
achieve the compression. From my own
experience, I can say that some systems
severely degrade the signal after ten gen-
erations, whereas in others the signal is
virtually unaffected.

However, the weakness is aggravated,
and the question made more complex,
when different compression technologies
are mixed and stacked one after the other.
For example, a chain of devices using dif-

ferent compression methods (cart
machine, hard-disk storage, STL, satellite,
etc.) may require different compression/
decompression methods at each device.

incompatibilities exist

These incompatible coding algorithms,
each combing through the regenerated
signal from the previous algorithms, can
severely degrade signal quality.
Moreover, in many cases, when the prod-
ucts cannot communicate digitally, ana-
log/digital conversion must be performed
for connection in the analog domain. This
further degrades the signal.

In an ideal world, a central government
would legislate the method in which digi-
tal audio is compressed and conveyed.
This would virtually eliminate the prob-
lem of stacking. However, until the Soviet
Union reconvenes, such legislation is not
likely. Instead, in a market economy,
competing manufacturers must fight it

Key to Compression Schemes

out. In other words, each manufacturer
must build the best possible product.

Algorithms which perform poorly out-
right must be replaced by better ones.
Stacking tests with the same algorithm,
and different algorithms, must be per-
formed. Manufacturers must overcome
the NIH (Not Invented Here) attitude and
band together with compatible products
and de facto standards.

For example, given a little cooperation,
it could be entirely possible to create data
transfer formats containing headers that
identify the compression algorithms used
on an audio file. As a file passes through
an audio chain, its compression history
would be recorded and appended to it.
Subsequent compression systems could
examine this history and select alternate
algorithms that would minimize artifacts.

Finally, manufacturers must help edu-
cate users; where do problems lie, which

continued on page 10 p

signal, whether audible or not. With
PCM, if the audio signal is transferred
digitally via AES-EBU, no further noise
will be added.

The problem of different bit-rates can be
overcome using PCM sample rate con-
verters, or by reducing the coding resolu-
tion. In neither case does the effect of
each coding stage accumulate in the sig-
nal. Rather the lowest bit-rate stage sim-
ply defines either the maximum audio
bandwidth or noise floor for the entire
broadcast chain.

Similarly, for compatible audio com-
pression algorithms, the lowest bit-rate
stage would define either the noise floor
or the bandwidth in the same chain. For
example, supposing Herb Squire’s circuit
composed three stages: a 256 kbps chan-
nel (satellite feed), a 112 kbps channel
(SW-56 telco), and a 256 kbps channel
(digital STL). Is there any single codec,
or family of “compatible” codecs, that
could transmit audio through this circuit
in such a way that noise would not accu-
mulate in the signal at each stage?

The answer is definitely no. All codecs,
including ISO/MPEG, would have to
convert the audio signal back to PCM at
each bandwidth mismatch in this chain,
adding coding noise each time.

Squire alluded to the source of the prob-
lem by mentioning the psychoacoustic
background of most (but not all) com-
pression schemes. At each stage com-
pression is achieved by adding noise at
certain frequencies using the same basic
psychoacoustic calculation.

The result is that as the audio signal
passes through multiple psychoacoustic
coders, the noise added at each stage
accumulates at the same frequencies,
sooner or later breaking through and
becoming acutely audible due to its tonal
quality.

This problem will exist even if only one
algorithm (e.g., ISO/MPEG layer I1) is
used throughout the chain since the signal

continued on page 9 P
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Who's [ AMAX AM Tuner Standard Softened

running |

the ship?
Unattenfled .
operation is

one way to keep your
station profitable, but
you still have to mind
the store. '
The acclaimed Burk
chhnolog ARC-16
Remote Control System
is the first step. You can

control transmitter and
studio from any phone.

But wait. There’s more!

o

ntroducing AutoPilot™
from Burk Technology.

AutoPilot is break-through
computer software that
makes automatic operation
of your studio/transmitter
facility a dream come true.

Automatic power changes ,
Automatic pattern changes
Automatic site changes |
Automatic power trim l
Automatic fault recovery ]
Automatic logging

Now your imagination is

the only limit.

The new FCC fine schedule

is imposing. Why risk a big |
pcnaFt? whgcn AutoPilot

can help you stay within

the rules? ‘

Callus at 508-433-8877
or toll free at
1-800 255-8090
for more information
and a FREE DEMO.

BURK

TECHNOLOGY
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by John Gatski

WASHINGTON With few companies
being enticed to build high quality AM
radios that meet the industry AMAX
tuner standard, the standard is being
softened so that radios that almost met
the original standard can now have the
AMAX logo.

A joint standard implemented by the
Electronic Industries Association (EIA)
and the NAB in 1991, the original
AMAX voluntary standard was per-
ceived as a means to convince compa-
nies to build better AM sections into
their receivers and tuners.

The criteria to be AMAX-certified
included a frequency response of 50 hz
to 7.5 kHz, noise blanking, adjustable
bandwidth, and external antenna connec-
tion. Portables and car radios were certi-
fiable at 6.5 kHz until 1994. AM stereo
radios meeting the AMAX conditions
were given a separate designation.

DC-powered radios exempt

The latest standard revision now
exempts battery powered portables from
having noise blanking, and portables
that operate on battery and AC will have
until Sep. 30, 1996 to add noise blank-
ing to radios. This mean radios such as
the GE Superadio, the dual powered,
high performance AM and FM mono
portable (See RW March 24) can have
the AMAX logo now.

Also, the relaxed standard allows
portable radio and car radio manufactur-
ers to make products that have response
out to 6.5 kHz (plus or minus 6 dB), for
two additional years, until Sept, 30,
1996. Originally, manufacturers had
until Sept. 30, 1994 to use the 6.5 kHz
response, at which time the performance
had to be increased to 7.5 kHz to keep
the AMAX certification.

Although there was much hope that an
AMAX PR campaign by broadcasters
would garner public enthusiasm for
building high performance AM radios,

Clark Listens... [N

Clark listens to its customers and designs its complete
line of audio/video cable accordingly. Now you can
listen to Clark's new 700 Series snncﬂ(es

that are designed, as usual,
with the customer in mind.

Why not give
Clark a listen?

1801 Holste Road ® Northbrook, IL 60062

Listen to Clark!

it, so far, has not worked, according to
an informal poll of manufacturer prod-
uct lists. (There have been charges that
the NAB’s cam-
paign to get stations
to air AMAX pro-
motions was not
pushed with much
vigor in 1991 or
1992 anyway.)

Only a few AMAX
models are avail-
able, including
Delco car radios and
the well-reviewed
Denon TU-680NAB
“super tuner.” And now that the stan-
dard has been relaxed, the GE Superadio
can join the list.

Slow improvement

Beyond these radios, it does not appear
that manufacturers are applying even
incremental improvements, based on the
AMAX standard. In a random sample of
audio magazines that review tuners and
receivers, most AM sections are still
limited to 2.5 kHz-3 kHz response.

The latest
standard revision
now exempts
battery powered
portables from
having noise
blanking.

According to audio industry analysts, the
problem maybe that the public perception
of AM as inferior to FM may be so
entrenched that manu-
facturers have placed
AMAX radios low on
the priority list.

NAB Manager for
Technical Regula-
tory Affairs John
Marino said there
now may be a better
chance for success
because the recent
standard revision
will get a few more
AMAX certified radios out into the mar-
ketplace, and “spur” manufacturers to
make more models available.

In addressing a renewed AMAX public
relations effort, Marino said stations
now can be more enthusiastic about the
campaign because there are some radios
to spotlight.

“The problem (in 1991 and 1992) was
that there were no receivers available
when the campaign first started,”
Marino said.

Plane Clips WKTK’s Antenna;
Pilot, Passengers Die in Crash

by Paul Rebmann

CRYSTAL RIVER, Fla. A collision
of a small airplane with a radio tower
left four people dead in Florida last
month.

But WKTK(FM), licensed to Crystal
River, Fla., and serving the Gainesville-
Ocala market, did not go off the air,
according to Entercom executive vice-
president John Donlevie. Entercom is the
group which owns the FM station.

A resident of the area witnessed the
crash around 9 a.m. on July 21, accord-
ing to Capt. Dave Shewey of the Levy

-
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cut fo length and
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your specs.
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1-800-CABLE-IT!
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County Sheriff Department, which is
assisting the National Transportation
Safety Board (NTSB) in investigating
the accident. The witness said that the
plane emerged from the base of some
clouds north of the tower. Tim Monville,
investigator for the NTSB, theorized that
the left wing hit a guy wire, severing the
wing at the fuselage.

The 1350-foot Stainless Tower “sus-
tained relatively little damage,” said
Peter Starke of Stainless, “but there are a
few parts that will have to be replaced.”
The FM antenna was twisted around the
100-foot monopole as a result of the
impact, although the reflected power
readings remained normal, according to
Donlevie, who added that in addition to
the antenna, the top section of the tower
and the guy wire will likely require
replacement.

The tower is located in southeast Levy
County, between Gainesville and Crystal
River, and was inspected by SG
Communications following the accident.
Starke said the tower had been erected in
1985.

Monville stated that inspection of the
wreckage indicated that there had been
nothing wrong with the Piper PA-28
Cherokee, although the altimeter still had
to be checked. He added that both of the
front seat occupants were rated pilots,
and that they had taken off from Sanford,
Fla, at 7:30 a.m.

The propeller and the carburetor were
not found in the wreckage. Monville,
along with the witness account, said that
the engine RPMs increased and the plane
banked to the right, which would collab-
orate prop separation, and that possibly
the prop hit the guy wire as well.

Although no flight plan was filed, it is
believed that the destination was Panama
City, Fla.

The witness also said that the tower was
visible at the time and that the strobe
beacons were operating.
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Use Appropriate Compression Codec

P continued from page 7
would still have to be converted back to
PCM at each bandwidth mismatch.
Hence, even the same psychoacoustic
algorithm  “duels”™ with itself.
Psychoacoustic coders were developed
expressly for the one-time delivery of
audio to the ear. Clearly this particular
standard has not, and will not, solve
Squire’s problem.

Other predictive compression schemes,
such as G.722 and apt-X100, do not
explicitly rely on psychoacoustics, but try
to simply minimize the coding noise
using prediction across the entire audio
band. Since the added noise is spectrally
flat, such algorithms are inherently more
tolerant to tandem coding than psychoa-
coustic coders.

To reiterate, all codes commonly found
in a typical broadcast chain are incompat-
ible, i.e., noise accumulates in the signal
from stage to stage.

How can this noise be minimized?

The answer must be to use “appropri-
ate” algorithms at each stage. For the pro-
fessional broadcaster, the definition of
appropriate must reflect the coding noise
level introduced by the algorithm, audible
or inaudible, in addition to its subjective
or perceptual quality. Because the noise
level rises as the compression ratio
increases, high compression ratio coders
are less robust to tandem coding and are
not appropriate for use in the initial
stages of a broadcast audio circuit.

" THE SMART CHOICE!
e T
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In our estimation. broadcasters should
avoid the use of algorithms operating at
less than 128 kbps per mono channel
(256 kbps stero) if there is a likelihood
that the signal will undergo further com-
pression in the future.

To summarize some general points
about audio compression in professional
applications may be helpful:
1.All codecs found in the broadcast mar-
ket today are incompatible.
2.Psychoacoustic coders are, by definition,

susceptible to noise accumulation during
tandem coding.

3.Predictive coders are inherently robust
to tandem coding.

4.High compression ratio codecs (less
than 128 kbps per mono channel) should
be avoided since these will always pro-
duce higher levels of coding noise hidden
beneath the signal, leaving the audio
highly susceptible to breaking down on
further compression or processing.

5.The lowest practical compression ratio

should be used at every stage. Particular
care must be taken at the front end, where
192 kbps per mono channel is recom-
mended.

What Squire has shown is that it is no
longer acceptable to assess subjective
quality without reference to its underly-
ing noise floor. Common sense must
apply here together with an appreciation
that there is no free lunch.

Stephen Smyth is a Ph.D and CEO of
Audio Processing Technology in Belfust,
Northern Ireland. Mike Smyth is a Ph.D
and operations manager of the company
in Los Angeles.

The Fairness Doctrine

P continued from page 3

Danforth (Mo.) introduced a fairmess bill
(S. 333) last winter. Senate support for the
doctrine is similarly broad and bipartisan.

A different situation

There is even less scarcity today, Scharff
said, with hundreds of channels available
through cable TV and more broadcast TV
stations now on the air. “Diversity in radio
is even greater.” he said.

Robert Peck, legislative counsel for the
American Civil Liberties Union (ACLU),
said Scharft misinterpreted Red Lion’s
diversity finding, which is that scarcity
exists as long as there are more speakers
than there are outlets for rebuttal. That is
still the case today, he said.

ACLU favors the doctrine, Peck said.
because requiring the airing of conflicting

views enhances, rather than restricts, the
free-speech aims of the First Amendment.

Faimess Doctrine supporters also argued
that the rule does not burden broadcasters.
Most stations settle fairness privately
before anything is filed with the FCC. The
doctrine is needed to protect the public
against the small percentage of “bad
broadcasters” that refuse to provide bal-
anced coverage of issues, doctrine sup-
porters say.

Scharff argued that special interest
groups with frivolous complaints could
use the doctrine to place excessive pres-
sure on broadcasters to change their pro-
gramming. The threat of long and expen-
sive license challenges will be enough to
dissuade many from airing controversial
shows, he said.

He also criticized the idea of government

giving itself the power io define “reason-
able opportunity” for conflicting view-
points. “Five commissioners at the FCC is
different from thousands of stations exer-
cising their individual judgements on what
is new and what are controversial issues,”
he said.

Only one broadcast station—WXUR-
AM-FM Media, Pa., a religious station,
which lost a Supreme Court appeal in
1973—has ever been taken oft the air fol-
lowing a faimess challenge. (The National
Religious Broadcasters cited the WXUR
case as one reason for joining RTNDA in
opposing the doctrine.)

The most famous Faimess Doctrine case
was the 1967 FCC decision to apply it to
the airing of broadcast cigarette commer-
cials. Broadcasters that accepted smoking
ads were forced to air (free) spots pro-
duced by anti-smoking groups. Congress
later banned all broadcast cigarette adver-
tising in the early 1970s.

The Ultimate in Digital Audio Workstations

With the smart choice for Radio, you can:

CUT production time on spots, shows and promos
USE 50 STEREO TRACKS whenever you need them
FAST dialog editing for news

DELIVER superb quality digital mastered audio
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P continued from page 7
hook-ups cause trouble?

Radio engineers must add stacking to
the list of other do’s and don’t’s and
“goes-inta’s” and “goes-outa’s” that
every engineer gets paid to deal with:
Can you get fonts on this printer when
it’s hooked up to that computer? Can you
digitally copy from this CD player to that
DAT? Can you copy from DCC to MD
and then use that telco line?

Engineering responsibility

In addition, that great faceless force of
technological evolution, the standards
committees, must do their work. Standards

committees work too slowly, they are too
cautious, there is too much political/
national/economic backbiting, and they
are absolutely crucial to the process of
technological change.

There will never be a single compres-
sion standard. There are simply too
many applications and users with
diverse needs. However, even when not
universally followed, standard coding
methods will promote compatibility,
and reduce cost. Standards in key areas
act like interstate highways that tie
together the state and local roadways.

One such standard will be the DAB
standard introduced in the U.S. The

FROM
MOSCOW TO NEW YORK
MORE STATIONS
BUY ARRAKIS

Arrakis Systems is a world leader in radio studio
technology. In Japan, Digilink is a brand name for

hard disk audio for radio. For use around the world,
the United States Air Force chose the 10,000 series
console from among all competitors as its console of
choice, When the United Nations needed 6 entire
studios with consoles and furniture for a rush
shipment to Cambodia early this year, they chose
Arrakis 10,000 consoles and Modulux furniture. In
Jamaica, Tahiti, and elsewhere, entire factory
assembled and tested Arrakis studios are on the air.
Around the world and of course in the United
States... more stations buy
Arrakis for their digital audio,
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DGR KS
today. You can replace your cart MloeESuiieR.
machines for live On Air and have

an automation system for walk away at the same
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products.
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compression method specified in that
system will certainly become the most
widely-used broadcast compression
method, in and outside the station.

On-going activities

A more immediate example of stan-
dards in action is the new ISO/MPEG
11172-3 specification and its three lay-
ers of audio coding. Layer I defines a
relatively unsophisticated compression
method that requires relatively high
stereo data rates (perhaps 384 kbps).
Layer II is similar to Layer [ but is more
complex and employs lower stereo data
rates (perhaps 256 kbps). Layer III con-
ceptually differs from I and II and is
more complex; it employs the lowest
stereo data rate (perhaps 128 kbps) and
outperforms I and II at low data rates.

Listening tests have shown that Layer I
(at a data rate of 384 kbps) and Layers II
and III (at 256 kbps) can process a stereo
audio program with no audible degradation
compared to a 16-bit linear signal. At rates
as low as 128 kbps, Layers II and III can
convey stereo signals that are just barely
degraded compared to 16-bit signals.

Tests have also studied the effects of
stacking these coders. In one test, audio was
passed through four coders at 192 kbps and
two stages at 128 kbps and the path was
found to be transparent. On the other hand,
a stack of five coders at 128 kbps was not
transparent for all types of music.

It should be noted that these are first
generation devices. As with any percep-
tual coder, the psychoacoustic model is
contained in the encoder, and it is not
complementary in the decoder, thus per-
formance can be compatibly improved
by revising the encoding model. This
can improve performance outright, as
well as stacking performance.

It is also important to note that the simi-
larity between the layers promotes stack-
ing; for example, with appropriate signal
processing, Layer III data can be
transcoded to Layer II without converting
to the analog domain. More generally, the
ISO/MPEG specification stipulates that a
decoder must be able to decode its layer,
and all layers below it. However, whereas
ISO/MPEG 11172-3 defines decoding
and bitstream rates, it does not define the
file format itself. Thus more work is
needed to ensure compatible digital
exchange from one manufacturer’s 1SO-
MPEG coder to the next. For now, the
ISO/MPEG standard is a tremendous step
toward a workable, stackable compres-
sion network.

The shakeout

I never thought I'd be old enough to cite
personal history, but apparently that time
has come. In particular, today’s contro-
versy over compression stacking is typi-
cal of the gear-grinding that takes place
whenever any new technology is intro-
duced. For example, ten years ago, when
I was still a youngster, the sampling rate
controversy loomed large. A number of
companies and organizations were early
players in the stationary head PCM
recorder industry, and most had their own
sampling rate: Hitachi (35.7 kHz), BBC
(32 kHz), Sony (32, 44.056, 48, 50, 50.4,
52 kHz), Toshiba (50 kHz), Matsushita
(49.152, 50.4 kHz), Mitsubishi (44.1
kHz), SoundStream (50 kHz), 3M/BBC
(50 kHz), and Ampex (50 kHz).

Everyone fretted that this kind of

incompatibility would wreck the digital
audio industry. This concemn was height-
ened by the fact that prototype sampling
rate converters were far from trivial
devices, and promised to rival the cost of
the recorders.

Today, most of these companies don’t
make stationary head PCM recorders, and
if they do, they use 44.1 and 48 kHz.
Moreover, you can buy sampling rate
converters on chips now, at low cost. In
short, the marketplace worked its magic,
with a little help from recommended
standards.

So, should we ignore the issues associat-
ed with compression and stacking? Can
we kick back, and let some clever engi-
neers, and the marketplace, work things
out? Of course not. As in any democratic
process, every voice should be heard.
Everyone involved must become educat-
ed, form an opinion, be vocal, and vote
with your pocketbook. Only then will
these issues begin to untangle, and the real
benefits of data compression be realized.

So, in other words, if you’re a Bills fan,
and you’re planning to paint a “Squish
the Fish” sign when the Dolphins visit
Buffalo next fall, think again. They’re not
fish, you moron, they’re mammals.

Doo

Ken C. Pohlmann is a professor of
music engineering at the University of
Miami. He is author of “Principles of
Digital Audio, Advanced Digital Audio,”
and “The Compact Disc Handbook.” He
also is a fan of the Florida Marlins,
which are fish.

BE Acquires
BP Programs
& Sentry

QUINCY, IIl. Broadcast Elec-
“tronics (BE) recently acquired
Seattle-based Broadcast Program-
ming and its sister company,
Sentry Systems.

BE, a wholly owned subsidiary of
Cirrus Technologies is the second

Broadcasting Programming (BP)
is a major radio programming
company, providing music formats
ang related products and services
to more than 800 radio stations
worldwide.

Sentry Systems manufactures
radio format controllers and digital
audio storage systems, now in
place in more than 500 stations,
according to a BE press release.

“The combined strength of these
companies enables us to provide
our radio customers better-engi-
neered solutions for their operating
problems,” said Howard Crow,
chairman of Cirrus Technologies.
“Blending BP’'s programming
expertise with the digital technolo-
gy of BE and Sentry Systems
enables us to connect radio hard-
ware, software and service in a
way no other company can.”

BE President Jack Nevin said a
“real synergy” exists between BP
and Sentry Systems in their rela-
tionships with radio stations.
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Fall ‘Super’ Show to Start in Los Angeles

P continued from page |

Because of the number of fall shows
relating to the broadcast industry, Rau
said the NAB/SBE/RTNDA collaboration
will reduce costs for members, equipment
manufacturers and the associations.

In the past, major fall shows included
SBE, the NAB, the Audio Engineering
Society (AES) and the Society of
Motion Picture and Television
Engineers (SMPTE).

Cut expenses

“It is now very expensive for the radio
industry to have so many shows in the
fall,” Rau said. He said transportation
costs, room costs, and other convention-
related costs will be cut by having a
joint show.

SBE President Rick Farquhar said the
combined show is a continuation of
efforts to improve the association’s con-
ventions, which have had trouble in
recent years with diminished attendance
and dissatisfied members.

“I think the concept is great,” Farquhar
said. “It has been a long time coming.”

Although one of the complaints about
the SBE show was its annual location
changes, the new show schedule also
will move about the country. However,
the new show will have an added draw
strength the solo SBE conventions did
not have: a larger equipment exhibit.

The new

show will
have an added
draw strength
the solo SBE
conventions
did not have:
a larger
equipment
exhibit.

RTNDA Vice President Robert
Vaughn said the larger show should
enhance participation by RTNDA
members, which now number about
3,600.

Because recent RTNDA shows have
had a TV slant, due in part to the quick-
ly changing technology, Vaughn said
the radio show aspect now may draw
more interest from radio news directors
and management. Because of the NAB
Radio Show’s increasing global visibili-
ty, foreign attendance also could
increase, he said.

Although there may be a perception
that the fall show will be run by NAB,
Vaughn said RTNDA controls its own
activities. “We are totally responsible
for our conference. We are not a sub-
sidiary of the NAB. We are an indepen-
dent body.”

Companies supportive
Manufacturers and distributors said

they like the “mega show” concept

because it reduces the number of shows

by two in the busy fall schedule.

Harris-Allied, the largest distribu-
tor of broadcast and related equip-
ment in the U.S., sees the combina-
tion of the three shows in one venue
as positive.

“It’s very difficult for the equipment
manufacturers to demonstrate at every
show,” Harris Allied’s Ron Frillman
said.

He estimated that vendors spend
$20,000 to $100,000 per show, and
when there are six or more trade shows
each year, especially in the fall, they
start picking and choosing the shows

that can translate into eventual sales.
Some shows have to be ignored, accord-
ing to Frillman.

Frillman said the broadcast industry
has matured to the point it cannot ade-
quately support so many trade shows.
He suggested that the fall show could
become the major radio show, and the
NAB spring show could become the
major television show.

Under Frillman’s ideal show setup, the
TV side of RTNDA and SMPTE would
have to join forces with the NAB for the
spring show.

Frillman predicted that the NAB/

SBE/RTNDA show “would be a more
coherent place to show your product.”
He said instead of maybe just the engi-
neer, program director and general
manager going to the show, the news
director and production people may go.
too.

Radio Systems, also an exhibitor to
numerous broadcast trade shows, sees
the alliance with NAB as a good move
to save the lagging SBE show.

“I think it is good. The SBE had to do
something,” Radio Systems President
Dan Braverman said. “I think it was
wise for them to do it.”

When looking for a digital audio system
for automation of satellite programing or live assist,
there would appear to be many choices. But if
you're looking for a system which is flexible enough
to give you total control without sacrificing your
sanity, there is only one choice. The Phantom by

RDS
You will see the difference as soon as . et cal Moy (ohaaive
you see the Phantom in action. The display provides ' | Mandatary Bresk
you with all of the information you need to see in P iins Yeiis Hebal MMM - Jowe it
a clean, concise manner, without the crowed look peihrs) 510429

that you'll find in other systems. If you are familiar
with the most popular software on the PC, then

you may already know how to use the Phantom.
The Phantom's pull-down menus guide you through
all of the steps involved in setup and daily
operation, from creating and scheduling clocks to
creating and editing logs.

The

HANTOM

Digital Audio Automation

The Phantom ends the confusion of
automation by keeping everything organized. The
Phantom simplifies your daily operations by
keeping information such as input changes, voice
changes, and clock changes in their own individual
schedules rather than in the log. You can leave those
liners and other voice drops out of the log because
the Phantom will do them for you. The Phantom
allows you to date new schedules to begin weeks,
months, or even years in advance. When your
satellite network informs you that there will be a
voice substitution on Thursday, two weeks from
today, you can prepare for it wday.

The Phantom can retime spots to fit them
cleanly into a satellite break without inserting
silence, overlapping, or running late. The Phantom

can create reports to keep you informed on a
number of topics, from a list of expired spots to
an analysis of potential mistakes in your log. The
Phantom also maintains a history of system
activity.

The Phantom has the features that others
would want you to believe are theirs exclusively.
The Phantom remains completely functional during
recording, sensing relay closures and starting breaks
as easily as it does when it is not recording. The
Phantom can fill incomplete breaks with spots
from a list you specify without ruining product
separation.

While other systems tie your hands and
limit your Bexibility by only offering 3 or 4 inputs,
the Phantom gives you 6 stereo inputs, using its
AMX-84 solid state switcher, with the option of
increasing the number of inputs to 14 or more. If
your station is News/Talk, you know how important
this can be.

The Phantom allows you to change the
sampling rate, digital format, and stereo/mono
settings at will to meet your needs for an
individual spot. The Phantom offers a number
of digital formats, including the new Dolby
AC-2 format, as an option.

Call us today to find out how your station can benefit from the advanced

technology of the Phantom and the experience of RDS.

REGISTER
DATA
SYSTEMS

1-800-521-5222

912-987-2501 « FAX: 912-987-7595
P. 0. Box 980, Perry, GA 30169
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Our Affiliates are
Talking About Us.

“For the People [on PRN] has done several things for this grand ol’ ““We began carrying For the People [on PRN] about a year ago...
dame of a radio station, not the least of which is bring our ratings [Now] a year later, PRN is our primary network... Chuck [Harder,
up... It pleases me to find something “unique” and good in a Host of For the People] will definately build a strong following on
syndicated program. I have never experienced the “word of mouth” any station... Morning in America adds a real ‘big market/big staff
as that generated by your show... Likewise, I’ve never seen fans feel’ to our morning news block.” ... Bart Walker, President,
express so much devotion & loyalty to a show...” ... E. Brian Wilson, WGNS (AM), Murfreesboro, Tennessee

PD, KCMO (AM), Kansas City, Missouri

“I think Chuck Harder [Host of For the People on PRN]

’ 5 is the single most honest person on the radio... maybe the
‘/ ‘/ e D 0 n t' M l n d best-informed, least emotional talk show host in this
*° country. Our listeners in this area appreciate him more

than we could ever tell you”... Alan Corbeth, GM,
KOPE-FM, Medford, Oregon

“The listeners, I think, sum it up pretty
well... We have boxes and boxes of
unsolicited letters complimenting our
decision to carry Chuck & other PRN
Programs... [We’ve] never seen such a
response from the listening public.”
... Craig Bennett, GM, KBYR (AM),
Anchorage, Alaska

News-Talk Radio
Full Service Network
24 Hours a day

7 Days a week
Consistent
Informative
Successful

Proven
Listener-Friendly
Automation-Friendly
2 Full-Time Satellite Feeds

No Cost ...All Barter

Voice (904) 397-2000
Listen Line (904) 397-4258
Fax (904) 397-4149

(800)397-TALK

People’s Radio Network

Cirde (110) On Reader Service Card
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Turning Radio’s Losers into Winners

by Gary Fisher

DETROIT Increased sales. Improved
revenue shares. Up Arbitrends. Juiced
department heads. Happier campers.
Improved morale. A stable infrastruc-
ture. Good market buzz. Well-regarded
hires. Cash flow increases. Picture-per-
fect income-statements. Laughter in the
halls. Food fights in the kitchen.

These are the unmistakable results of a
successful radio turnaround. Every year the
intra-format fragmentation and micro-nich-
ing that characterizes AC radio in the *90s
produces dozens upon dozens of under-per-
forming stations....and the same number of
opportunities to engineer and experience
the intense satisfaction of a successful turn-
around. There aren’t many radio endeavors
with as huge a financial and psychic payoff
as turning a loser into a winner.

Radio stations flow through product life
cycles just like any other consumer prod-
uct. An individual station’s progress
from one life cycle to another, however,
is often bridged by a transitional period
of lower yield, sluggish focus, and tired
blood until a new team is formed and a
new mission charted for entry into the
next phase (what we often call in radio
“taking the station to the next level”).

Everyone should have one

The abundant turnaround opportunities
that exist in major market radio are noth-
ing of which to be ashamed. Almost
every successful radio group has at least

one major turnaround property in its
portfolio right now. In addition, most
groups have had the character-building
experience of buying a successful station
and “then turning it around” after it had
slipped in productivity during its watch.

Start-ups, move-ins, and turnarounds
are among the most passionate and chal-
lenging parts of the radio business and
are a normal part of the radio dynamic.
Effecting turnarounds also represents the
tail-end and last phase of the rebuilding
equity and reducing leverage process that
our business entered three years ago at
the start of the recession.

In a larger sense, just about any under-
developed or over-performing station can
benefit from the orderly application of
turnaround management strategies.
However, a successful turnaround requires
a unique culture and managerial technique.

For starters, don’t just target—segment
and then hyper-target.

You can’t build a house without a foun-
dation and the foundation to everything
in a successful turnaround is reliable and
actionable research. Only the audience
knows what medicine is needed to cure
an ailing station. Ask them, listen to
them, and obey them.

Research extensively to find out exactly
what age-sex-cell, life group and/or
musical cluster you want to serve and get
ready to silver-cast toward it. In busy
markets right now the AC audience is
breaking up at an alarming rate. The
audience is doing what the business did

ATTENTION P.D.s

Schedule the best in "OLD-TIME RADIO" with

Wes RadioWas. ..

Hosted by ART FLEMING, original star of "JEOPARDY"

Five shows per week—54 minutes each.
BARTER, NO CASH PAYMENTS!
Delivered via Satellite (SATCOM)].

For information and a free demo tape contact David West at

DICK BRESCIA ASSOCIATES (201) 385-6566

WA“* R‘A\’OW celebrates its 4th year on 100 stations.
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two years ago—fragmenting into smaller
and smaller particle markets. Niches are
and will be the rage in radio from now
on; make sure your turnaround is based
on owning one.

To successfully reassert itself in a busy
market, an emerging station needs not
only a viable format but a different one. It
must be distinctive enough from the rest
of the environment to issue a promise and
be the only station that can deliver on it.
Once the chosen format is launched the
station and company’s commitment to it
must be unwavering. These days most
major market stations operate with a
brain-trust consortium of group heads,
consultants, national PDs and researchers
and all must be of one mind about the
format’s viability and shelf-life.

Ready, aim, fire...

A successful turnaround will usually
come at someone else’s expense.

It’s important to estimate who will

probably subsidize the turnaround and to
what extent. The overall population in
most metros is not growing so the suc-
cessful turnaround station’s growth will
probably come out of another station’s
hide by targeting better and selling bet-
ter. Paint a target on someone’s back and
obsess about them daily. Most emerging
stations do a better job when they have a
target to rally around and aim for.
Sometimes you need to go back to the
future. Take in as much data (both objec-
tive and subjective) from the staff about
the recent past as you can handle. The
first weeks of any turnaround effort
should be filled with lots of individual
staff meeting and de-briefings. Talk to the
existing staff, find out who they are, what
they're all about, and most of all what
they think needs to be done to turn things
around. You’ll find some gems as you
mine for data and the staff will feel more
like helping you out to attain success.
Half of what everyone will tell you is
probably true. The trick will be to distill
the true factual history from the person-
al disappointments. It is important in
continued on page 20 P

e Prices start at $3900

l:gitek

DON'T MISS THE CONNECTION!

The Console For Your Future

e New DCA (Digitally Controlled Analog) technology
e The Great Sound of Direct Audio
e Optional bidirectional serial control interface

e Connect to computer based music & automation systems
e Truly modular frames hold up to 6, 12 or 22 mixers

e Four types of input mixers available

e 24 character displays dynamically label each mixer

e Mix-Minus, Machine Control, Talkback & much more!

Cali:
800-231-5870 or 713-782-4592
for your nearest Logitek dealer
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FAMILIAR TERRITORY...
WELCOME HOME!

The most powerful digital audio

workstation is now also the easiest
to use with the introduction of our
new Hardware Control Panel.

The CB-158 control panel is
designed to work specifically with
the ProDisk 464 and its easy-to-use
GUIDE editing screen -- this combi-
nation gives you the speed you need

to save time, and money.

Otari Otari Inc.
Corporation Japan

U.S.A. (0424) 81-8626
(415) 341-5900

Fax: (415) 341-7200

Otari U.K. Ltd.
Technical Center
United Kirgdom

Fax: {0424) 81-8633 (U.K.) 44/0753-580777
Fax: {U.K) 44/0753-542600 Fax: (Germany) 49/2159-1778

This new control panel places
all recording and editing functions on
dedicated keys, greatly simplifying
the editing process and dramatically
reducing the learning curve. And it
provides machine control of up to 4
external video or audio decks!

Call Otari at (415) 341-5900 for
more information about the easiest to
use DAW on earth!

Otari Otari Singapore
Deutschland GmbH Pte., Ltd.

Sales and Marketing Europe (65) 284-7211
(Germany) 49/2159-50861 Fax: (65) 284-4727

Circle {212),0n ReaderService:Cord

KEYSTROKES

St gtrokes
required off
control panel

o strokes
on the control
panel

Brand A Brand B ProDisk

Otari's ProDisk 464 is fast and easy to use.
Here's proof: To record a file and trim head
and tail} it requires fewer total keystrokes.
Even more significantly, ProDisk lets you work
totally on the control panel while its two com-
petitors force you to supplement with either
keyboard or mouse.

*Comparison of many other functions show similar key-
stroke savings.

0/TAR/I]

Otari Corporation Otari N.E. Sales
Foster City, CA N.Y., N.Y.

(415) 341-5900 (212) 297-6109

Fax: (415) 341-7200 Fax: (212) 986-1952
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Huie: Radio is Poised for Bright Future

Editor’s note: This spring, in the middle of
a wave of station duopolies and renewed
excitement over new technologies, Joseph
Huie took over the reigns of Harris Allied
when he became vice president/general
manager. With 70 years experience serv-
ing the industry, the company is adapting
its business to meet the challenges of a
world that might look strange to founder
Parker Gates.

Huie has been with Harris Corp. for 28
years and has radio engineering experi-
ence plus several degrees, including a
master’s in engineering. His interest in
radio began when he was still a youth. He
was recently interviewed by Tech Talk
columnist, Judith Gross.

“Well, like so many teenagers 1 had my
own little radio station on the air.” Huie
said. “When I went to college at
Rensselaer (in upstate New York), 1
worked on two stations: WHAZ 1330 on
AM and WPTR.”

Huie is acutely aware of the changes in
an industry that is now recovering from
some tough economic times. He spoke
about new businesses, new technologies,
and the changing role of managers in
technical broadcast operations.

RW: We've been hearing more positive
news about the broadcast industry’s eco-

Joseph Huie

nomic health lately. What's your impres-
sion, is the industry bouncing back?
Huie: [ think that it is. [ was at the NAB
show this year and last, and this year there
was improved activity. Generally, talking
with our sales people, things are looking
better, especially on a worldwide basis.

In the U.S., where few new stations are
being built, it’s primarily a replacement
market. But in TV, we have HDTV on the
horizon and lots of opportunity. Overall,
we're upbeat and looking ahead with a
positive outlook.

RW: Today we’ve got a very rapidly
changing situation in radio, with consoli-
dation of ownership, LMAs, duopolies, big
groups swallowing smaller ones...how is
that going to change the way Harris Allied
does business?

Huie: With the FCC rules permitting
multiple ownership and LMAs it’s just an
issue of focus on more productivity; peo-
ple are more business-oriented now.
Before, people were in broadcasting for
the love of it; now it’s a dollars-and-cents
standpoint. So for us as well as everybody,
cost is a factor—we have to aim toward

greater productivity. Some tangible exam-
ples are in our DX transmitters which give
higher efficiency and reduce costs for cus-
tomers. In Richmond, in our distribution
of studio gear, digital equipment is replac-
ing tape, again to improve productivity.

We see radio managers having more
focus on, what can it do for us? Also,
ongoing costs are important, that is, reduc-
ing maintenance and the station’s operat-
ing costs.

RW: How about the increasing digital
revolution, what impact will it have on
products and how they are marketed?

Huie: Well, in the most obvious sense,
stations are replacing tape and carts with
hard disk and digital systems. Many in the
U.S. are already sold on digital, but in
some overseas areas we still have to edu-
cate and explain the benefits. We were
first with a digital transmitter, and these
typically give 84 percent efficiency.
Another new recent product introduction
from Harris was the digital FM exciter
with direct digital synthesis and direct dig-
ital composite input.

RW: What about the impact of other tech-
nologies: satellites, fiber optics, interac-

tive, phone companies and cable compa-
nies moving into video. How does a com-
pany like Harris Allied stay on top?
Huie: We keep working on it constantly;
we have our tentacles reaching out a long
way. Radio nowadays serves people on the
move, so we believe that direct over-the-air
broadcasting will survive for a long while.
In the U.S. and overseas, TV serves a fixed
market and is more amenable to changes.
We take all these changes into account. We
have an R&D program and technology
department in Melbourne and we’re always
looking for acquisitions and for new ideas.
continued on page 25 p

SEND YOUR AUDIO
ACROSS THE STREET OR
AROUND THE WORLD™

When you think digital audio, think California
to make all these options available at low cost

1 Off-site announcer feeds

sports, and concerts

I Syndicate your top personality or format

I Add affiliates - gain revenue sources

I LMAs - Increase market share/audience size
I Share programming, talent and costs

I Create events with remotes
I CD-quality live coverage of news,

1 Digital Satellite Networks - C or Ku
1 Regional, National, international Nets
I Remote Broadcasts
I Rugged Fly-away Systems
I Custom Ku Power Control Software
I System Design & Engineering
I FCC Licensing; Installation and Training
I Equipment sales, leasing and financing
1 Switch 56 & ISDN program distribution

COVER THE US WITH SATCOM K1: FULL TIME
STEREO CHANNELS FROM $1100/MONTH

Call for details on cost effective solutions:

CALIFORNIA

California Digital
offers expertise in: I

DIGITAL AUDIO
West Coast Office (805)523-2310 Fax (805) 523-0480
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MUSICAM™ Midwest Office ~ (612) 631-5064 Fax (612) 631-5010
MAKE MONEY BY CREATING A
MUSIC PROGRAMMING NETWORK!
See Us At NAB Rodio Show Booth 639
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by John Cummuta

ALGONQUIN, Ill. Remember the
good old days? You know, when the
transmitter needed a full-time engineer
on site. When good stability was plus or
minus two channels on the band, and
every piece of audio equipment required
almost daily alignment. Ahh....to be
needed like that again.

Well, forget it.

The days of wine and roses are over for
the average broadcast engineer, and we
are clearly in an era where the adapters
survive and thrive, while the stagnaters
become casualties of downsizing and
other corporate code words for getting
rid of dead wood.

You are a product

Most employees, particularly in larger
companies, make the mistake of thinking
of themselves as just that—employees.
They simply do a job, in many cases just
well enough not to get fired. But when
things get tight for the business, the first
things thrown overboard are marginal
employees. Or, at least, those that appear
marginal.

What the American worker seldom
realizes is that they are really a product
that their company buys, every week
when they hand out paychecks. And
since the reality is that the company is
the customer, buying a given amount of

service, they can someday choose to
make a different purchase, or to stop
buying that particular service at all.

Once you see yourself as a product that
is bought by your company each pay
period, you begin to realize that they
don’t have to buy you. Just like you
don’t have to buy a particular loaf of
bread at the supermarket. You can buy
another loaf, or you can choose rolls or
buns. Or you can choose to do without a
bread-like product altogether.

Your market

At that point you grasp the reality that
you must continually make management
aware of your value, so that they contin-
ue to choose to buy your services. This is
marketing. You have to market yourself
continually.

While this may sound impersonal and
dehumanizing to you, it is true nonethe-
less. You can ignore this reality, but you
cannot make it untrue.

To market yourself, like marketing any
other product, you should start with a
strategic analysis.

The first step in a strategic analysis is
determining who is your target market.
In the case of most broadcasting engi-
neers their primary market is the sta-
tion’s upper management and ownership.
But it would be a mistake to ignore other
markets, such as lateral managers (pro-
gram director, sales manager, etc.) and

SMARTGASTER

RUNNING RADIO

DIGIAL AUDI®

BOX

GET SMART AND SEE SMARTS
IN DALLAS BOOTH 833/835

Full CD and hard drive automation systems
using professional DENON CD decks!

Three processor automation, supervisory,
scheduling and audio for reliable walk away!

Digital audio units that emulate CD players
for drop in replacement of CD decks!

The full line of SMARTCASTER digital automation,
satellite automation and live products!
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Market Yourself to Ensure Longevity

the workers in other departments.
Pleasing all these markets will reinforce
the company’s decision to continue buy-
ing your services.

It is important to determine what needs
you can meet for these various markets.
Remember, if there is any difference of
opinion on what are the most important
elements of your job, only the target
market’s opinion matters. If you cannot
adjust to that, find another job.

You’ve heard the saying that the cus-
tomer is always right. You hear that a
lot because maintaining that attitude is
how you stay in business. Well, you’re
in business. You are selling your ser-
vices to a target market. They are your
customers. It is the meeting of their
needs, as they articulate those needs that
they will keep you in business (getting
paid).

If you’re not sure what needs you could
meet for them, ask. And then look for
other needs that you can volunteer to
meet without being asked or told first.

Competition

Today’s broadcast engineer is surround-
ed by competition, the least of which is
from other engineers. Newer, less break-
down-prone equipment is a form of com-
petition. Changing technology, such as
the proliferation of computer-controlled
audio equipment, is a form of competi-
tion. And, finally, contract engineers are
competition for the station engineer.

You should be brutally honest in your
competitive analysis, so that you can
know what you are up against in the
mind of your station management.

Your position in the mind of your target
market can be your greatest asset or your
biggest liability. This is where many
engineers make a tactical error. They do
not see themselves as the outgoing
“salesman’ type, so they keep a low pro-
file, and just expect their work to speak
for itself. They don’t concemn themselves

with how they are perceived, as long as
the equipment is working.

Sorry. That’s not good enough. You
must be perceived as a full and contribut-
ing member of the management team,
and the only way to do that is to position
yourself as such a member in the minds
of the other members.

This means that you must do two
things:

1). You must look, act and speak like a
member of the management team.

2). You must continually be showing
the value of the services you render. You
can do this through memos, reports, and
just plain bragging.

Selling Yourself

Another important facet of positioning
is that of currency. By this I mean that
you must be able to show your value in
light of current technologies, and the
changing landscape of the modern broad-
cast station.

For example: while the transmitter
doesn’t need nearly as much attention as
it would have a decade ago, the station is
now littered with Personal Computers.
So, while you can no longer show a lot
of value as the man or woman who keeps
the transmitter on frequency and on the
air, you can and should be perceived as
the indispensable resident computer
guru.

Selling yourself to your markets is a
continuing process, and the day you
stop is the day you put your job in
jeopardy.

Nothing is more irritating for a station
manager than to have to pay an invoice
(sign your paycheck) for a product or
service for which he or she perceives lit-
tle value to the station. Don’t get into
that position. Continue to successfully
market yourself to your station through-
out your career.

ooog

John Cummuta is an independent mar-
keting and management consultant, and
the author of the “Sales Machine,” data-
base marketing course and “Sales
Machine” database marketing software.
He can be reached at 708-658-9107.

promote your station.
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Spot the Right Personality Type for Sales

by Dale P. Smrekar

TAMPA, Fla. If radio stations sold air
time the way they hire account execu-
tives, the newspapers would be full of ads
stating: “Radio station seeks advertising
client willing to advertise on our station
Monday through Friday. The right client
will possess the ability to pay their bills
on time, will purchase $12,000 in air time
annually, and will not complain when we
raise rates. For consideration please send
your advertising proposals.”

Why do so many radio managers recruit
new account executives by just placing
an advertisement in the newspaper and
reacting to whatever walks through the
door in response? What happened to cre-
ativity?

Hiring account executives should never
be a reactive endeavor, but a proactive
endeavor. The Omnia Group’s review of
hundreds of existing radio account execu-
tives indicates that as many as 40 percent
are not true sales personalities. How does
the station owner/manager make the mis-
take of hiring a sales staff composed of a
large number of non-sales personnel?

Same old song

The answer for most industries is that
managers often seek only experienced
sales personnel. They assume because
the individual is experienced they will
need minimal training and will be able to

generate immediate cash flow. They are
either unwilling, or unable because of
often self-imposed time constraints, to
invest their time training inexperienced
people.

Easy out

The radio executive looks for the easy
way out of the personnel problem and
focuses on short-term rather than long-term
profits. Thus, hiring experienced account
executives often means selecting from an
applicant pool primarily inhabited by non-
sales personalities. The typical sales appli-
cant pool may be composed of as much as
90 percent non-sales personalities.

In order for the station owner/manager to
take the first step in hiring, he/she must
understand the realities of the employment
market. The first question an owner/man-
ager must ask himself is, “Why would a
successful account executive in my indus-
try want to come to work for me?”

The manager/business owner must
come to grips with the primary reality of
the employment market: Top account
executives are rarely available because
they are happy with their current situa-
tions, and their current employer will
make a maximum effort to keep them.

Because true sales personalities are
internally driven by a need for greater
authority, responsibility and income,
their employer has to limit their income
potential or opportunities for greater

responsibility for them to leave. There
are few radio executives who do not
value their top performers.

Larger market stations do have poten-
tial experienced recruitment sources in
smaller markets, because small markets
can only charge so much for air time and
have a limited list of businesses within
their signal range. Thus, the account
executive’s income is limited by geo-
graphical and economic issues.

However the owner/manager needs to be
aware that smaller markets can sometimes
be more order-taking/service-focused than
hard close sale situations. They may
obtain a top account executive from a
smaller market and find that the individ-
ual while somewhat competitive, does not
possess the driven, fast-paced behavior
necessary to succeed in the larger market.

Look elsewhere
The only alternative to hiring experi-
enced account executives is to seek new
sales talent from outside the industry.
The Omnia Group estimates that approx-
imately 20 percent of the human popula-
tion possess personalities compatible
with radio sales. That is one of five. If
there are so many, then why are they not
beating your door down to sell air time
for you? The most likely answer is that
these sales personalities do not know of
your opportunity.
Added to those numbers are the sales

personalities who have negative connota-
tions of sales due to interaction with
overly aggressive or unprofessional life
insurance, auto or door-to-door sales
types. To find new talent, the station
manager/owner must seek true sales per-
sonalities; look for them in environments
likely to attract sales personalities.

To begin the search for true sales types,
the manager must understand that true
sales personalities all share very defined
traits: a need to compete, win, keep score
and seek additional responsibility/author-
ity. Thus, they are attracted to win/lose
and leadership situations. Among the
right environments for radio executives
to seek new sales talent are athletic
coaching and community groups.

Before the various athletic sport sea-
sons, a station can begin recruiting new
sales people by running special, on-the-
air promotions involving interviewing
local high school coaches regarding their
upcoming seasons (with a hidden agenda
to find out if the coach is competitive,
and happy with what they earn for all
their hours of effort.

This will place your station in front of a
number of true sales types. You may
even consider offering the right individ-
ual a summer job in radio sales to give
them an opportunity to experience the
excitement of radio sales.

Youth sports (Little League, soccer, bas-

continued on page 25 p

Now 24-hour operation at a shadow of its former costs.

If the idea of 24-hour operation seems :|
anything but profitable, consider ‘
ACCUWATCH.

ACCUWATCH is a fully automatic,

FCC approved, transmitter and extended
remote control service. Whether you're
using automation tapes or satellite-
delivered programs, ACCUWATCH keeps
your profits in-house and not out-the-door
with labor costs. For as little as $250

a month you can literally leave your
transmitter unattended anytime, day or
night, while still providing your listeners
with continuous, uninterrupted
broadcating. The Accuwatch designated
control point system operates in complete
compliance with all FCC rules for ATS,
EBS, and emergencies such as lightning
or power outages.

With ACCUWATCH you can legally
operate 24-hours a day at a shadow of
former costs and make your profits more
than just a remote possibility.

For more information, contact Dave
Woodworth at the Moody Broadcasting
Network at 800-621-7031.
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by Mark Lapidus

WASHINGTON Imagine a rock sta-
tion breaking format to play “It’s Only
Make Believe,” by Conway Twitty or
“The Barney Theme Song” from the
kid’s television show. It happened recent-
ly here in the Nation’s Capitol and I'd
like to share this experience with you,

If a *“Request-a-thon” has not been done
in your market I strongly encourage you
to investigate the possibility. 1t will cre-
ate enormous talk about your station and
remind you how exciting radio can and
should be.

Pay for play

What is a “Request-a-thon™? It’s a des-
ignated period of time in which you sus-
pend your regular programming and do
“pay for play” requests to benefit a chari-
ty. You ask your listeners to call you
with song requests: for a minimum dona-
tion you'll play their song and recognize
them on the air. Here's a quick primer on
how it works:

Select a charity. This is the most impor-
tant decision you’ll make. You’ll be rely-
ing on this charity to take care of most of
your manpower needs, so it should be
relatively large and very well organized.

In addition, this must be an organiza-
tion that your listeners truly care
about; to generate results it’s impor-

tant to strike an emotional chord.

Non-profits to consider include chil-
dren’s charities, AIDS organizations, and
food banks. The charity will receive net
proceeds after expenses are deducted for
phone lines, broadcast lines, banners,
and t-shirts. If your charity is well con-
nected it may get these items donated in
exchange for on-air recognition.

Pick a broadcast location. While you
can do a “Request-a-thon” from your
studios, you’ll obtain more visibility and
it’ll sound better if it's coming from a
popular shopping mall.

You're going to have a lot of workers,
so ask the mall to provide free parking
and a meal from the food court for each
person. They'll be happy to comply as
the event attracts publicity and shoppers.

Pick the right date. Allow three months
for planning and then look for an open
weekend that’s good for the charity and
the mall. Call your local newspapers to
see if there are any other big events hap-
pening during the time you select. Start
with morning drive Friday and finish by
Sunday night. It takes time to build
momentum.

Do you really play anything? Yes, but
not all the time. Unusual requests create
a buzz and prove to your audience that
you’re doing something really different.
The key is placement. Play unusual
songs during a very visible time in the

[RUE BLUE FOR

BROADCAST ™ CARTRIDGES
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Drive time is your busiest time, so make sure your spofs,
liners and music are on the cart more stations count on.

P.O. Box 3100 ¢ Winchester,VA 22601
Tel: (800) 522-CART or (703) 667-8125
Fax: (703) 667-6379
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equest-a-thons Jor Fun and Profit

hour, surrounding them with regular
music. Most of the requests will be for
something in your format; after all, this
is why people listen to your station.

Ask for a minimum song donation such
as $25 for a regular song. For something
really unusual start at $75 to $100. (Tie-
in a record store in the mall to provide
you material you don’t have.) If the
phones are dead, announce that you’ll
play one of the worst songs in history if
you don’t raise enough money not to
play it. To make them get the point, play
about ten seconds of the song. “Kung Fu
Fighting™ works well.

Pick a few "big songs” that you won't
play unless you’ve had a certain total
donated for them. For example, if you're
a rock station, don’t play “Stairway to
Heaven™ until you've received at least
$200 in total donations for the song.
Frequently mention that listeners don’t
have to make a song request to make a
donation. You'll thank everybody on the
air. Accept dedications and donations in
memory of loved ones. Let businesses
challenge each other.

Going once...

Other ways to raise money.: Auction
items can be an excellent source of rev-
enue and add credibility to your event.
Obtain as many unusual autographed
items as you can get. The non-profit group
should assist in obtaining these items.
Every time a celebrity comes to town,
have them sign something: well-worn ties,
jeans, tennis shoes. musical instruments,
photographs, CDs, books, and hats work
well. It sounds great to say you’re auction-
ing off Robert Redford’s pants.

The celebrity items will give the televi-
sion stations and newspapers something to
shoot. Donated items can also come from
your clients. For example, a local BBQ
restaurant could auction off dinner for thir-
ty to the highest bidder. Perhaps you could

get an electronics store to auction off a big
screen television set under your tent.

Broadcast quality

Ingredients for set-up. Put the broadcast
area up on a riser. Seat the telephone vol-
unteers very close to the broadcasters.
You’ll need a rollover phone bank with at
least ten phones. Place a large chalk board
in front so that jocks and volunteers can
see it, writing down the hourly auction
items, the current amount bid, and the
time the item expires. Put banners up
everywhere in case you get television
coverage.

They may refer to you as a “local radio
station,” so a lot of banners and custom
made t-shirts could be the only way you
get credit for the event. Make duplicate
books for on-air talent. your floor direc-
tor, and the volunteers. This book should
contain a description for each auction
item, premiums you may wish to insert
to just generate calls (“for $25 we'll give
the next ten callers concert tickets™),
directions to the mall, and anything else
everybody needs to know.

What will it sound like? Even though
you’re raising money for a serious cause,
make the mood upbeat. It works best with
two announcers going back and forth on
auction items, song requests, and straight
donations. Invite local sports and televi-
sion personalities to help. Because your
air personalities may have difficulty
expressing the emotional side of the
cause, pre-produce short segments with
people involved with your charity. If
you’ve selected a children’s charity, this
is where you can feature those kids who
need help.

Is there anything else? Plenty, but
you'll learn as you go and time will fly
because live community radio is the
most vibrant type of broadcasting. After
it’s over there’s one last request that you
may wish to make...“Boss. can I have a
short vacation?”

Doo

Mark Lapidus is promotions director at
WCPT(AM)-WCXR(FM) Washingron.
He can be reached at 510 King Street,
Alexandria, VA 22314.
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Learn to Manage Your Time Effectively

by Sue Jones

Burke, Va. Management By Objectives
(MBOs) is not just for corporate America
with staffs of thousands. If developed and
implemented correctly, it can be one of
your most effective management tools for
improving the bottom line and market
growth. Continual use will reward you
with consistent improvements in areas
where you choose to concentrate.

The concept of MBOs has been around
for a few years and undoubtedly, you
have some working knowledge of them.
You may have thought about imple-
menting them but never had the time to
develop how it would work for your sta-
tion. As we head toward the fourth quar-
ter of the year and you begin to tally how
the year is going in sales and market
share, it is an excellent time to begin the
planning process for the coming year.

Where the buck stops

One of the major advantages of imple-
menting MBOs is injecting accountabili-
ty for work to be done and objectives to
be met. The advantage of having depart-
ment heads/managers list the objectives
is that they will be making their own
work plan and it will be directly linked
to the station’s overall strategic plan.
They will be participating in and con-
tributing to the management of the sta-
tion, therefore having a vested interest in
the overall operation of the station.
Involving the managers in the planning,
you will be giving them a voice in the
station’s management, improving their
management skills and increasing their
value and commitment to the station.

Start by using general terms to list five
to 10 major goals that you would like the
station to achieve next year. Your com-
posite list should include all aspects of
your station’s operation including sales,
engineering, programming, operations,
etc. This will become the basis for your
overall “strategic plan.”

Examples might include: 1) increase
sales by 15 per cent; 2) 10 percent of
sales should come from new business
that has never advertised on radio; 3)
upgrade the technical plant to take
advantage of state-of-the-art improve-
ments, and; 4) improve profit margins by
reducing make-goods. Once you have a
balanced overall objective list, it is time
to involve your department heads.

In a management planning meeting,
share the overall plan objectives for the
coming year with the department man-
agers. Their task is to take the strategic
objectives that apply to their department
and list five or so ways to achieve each
strategic objective.

One department at a time

Each department’s list of ways to
achieve the station’s objective will
become the “tactical plan.” Examples for
the tactical plan for the strategic objec-
tive of increasing sales by 15 percent
might include: 1) increase the discount
rate for multiple spots; 2) implement a
low introductory rate for first time adver-
tisers; 3) have a bonus for the sales staff
who brings in the most new advertising
clients each quarter; 4) add X-number
new advertisers per quarter, and, 5)
begin a co-op advertising program.

Examples of the tactical plan for

upgrading the technical plant to take
advantage of state-of-the-art improve-
ments might include: 1) purchase new
processing for improved station sound;
2) purchase a backup transmitter for
emergency situations; 3) purchase one
additional critical replacement part per
quarter for equipment to have on hand in
the event of equipment failure, and, 4)
maintain the equipment so that no more
than five minutes of down-time is expe-
rienced in a quarter.

Once the tactical objectives have been
identified by each department manager,
ask them to further define how they will
achieve these goals by quarter. Some of

the earlier examples state the objective in
terms of quarter goals. If possible, have
each manager state their tactical objec-
tives in quarter milestones.

Defining the tactical objectives in quar-
ters will be invaluable in evaluating how
well each manager is achieving his or her
stated objectives. It is advisable to have
pre-arranged dates marked on the annual
calendar for the managers to evaluate
how well he/she achieved his/her objec-
tives. This can be done on a written
review form or in a one-on-one confer-
ence with the department managers.
Reviewing the strategic and tactical
plans on a quarterly basis gives the

department managers and you an
overview of performance to objective.

Quarterly checks

It is best to do this analysis quarterly
before it is too late to recover in the
event that something has dramatically
changed or objectives are not being met.
Discovering unmet objectives at the end
of a quarter is far easier to correct than
discovering it six, nine or 12 months into
the year. As the general manager, you
will be able to provide guidance and
oversight to strengthen weak spots

before they become serious problems.
continued on page 23 p
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Share programming among your
station group or with other
stations by sharing day parts,
entire formats or by delivering
your top-rated talent to other
markets coast to coast. You can
spread overhead costs, increase
the quality of programming at the
local station and build your
audience by creating a satellite
radio network. And now new
digital satellite technology makes
radio networking more affordable
than ever before. Let us offer you
a complete solution for your radio
networking needs.

Call us at (202) 822-2626.

See Us At NAB Radio Show Booth 539-541
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Turning Radio’s Losers Into Big Winners

P continued from page 13

any turnaround to not throw every baby
out with the bathwater. Sometimes you
need to study what was working (when
it was working) and possibly remodel
after that to rekindle any equity left in
the market.

In the case of WNIC this meant rededi-
cating to the Harper-and-Gannon con-
cept in moming drive, “Detroit’s Nicest
Rock™ as the slogan or brand name, a
warm and fuzzy family-values based
“stationality” and bringing well-known
“Pillowtalk” host Alan Almond back to
the party to handle nights.

Ready your flanks

Don’t just plan to “get around” to fixing
sales.

Start fixing it first so that it is ready to
capitalize as the first signs of the turn-
around materialize. In a typical turn-
around situation, the station’s sales
department is suffering from tired blood.

Gary S. Fisher

A history of not achieving budget, losing
share of market and experiencing income
erosion is bound to pull down confidence
and morale. Given the urgent need for
revenue and sales improvement in any
turnaround situation, it’s important to start
upgrading the sales effort right away.

Start working in all possible ways to
bring non-ratings-related demand to the
station’s inventory.

A key ingredient in a successful turn-
around is momentum, or at least the percep-
tion of momentum. Make lots of direct
retail sales and celebrate the orders internal-
ly. Commit totally to the law of massive
numbers—massive numbers of sales people
calling on massive numbers of accounts
working in massive numbers of develop-
ment areas selling massive numbers of
commercials to generate massive results.

Nothing soaks up inventory at decent
rates like retail sales, jingle sales, yel-
low-page sales, recruitment sales, prize
catalog sales and the like. Do anything
and everything to press the existing
inventory.

Demand more, subtly

Gradually and steadily raise the thresh-
olds of acceptable performance in pro-
gramming and sales.

This is far different and more complex
than merely raising expectations via new
sales budgets and ratings projections.
Raising acceptable performance thresholds
involves establishing a new vision for the

station, a new culture of winning and
showing how even the most basic activi-
ties contribute to winning. New levels of
productivity and new measures of winning
need to be defined within the station’s
mission statement. The mission statement
needs to be broken down into subgoals
with a separate action plan for each goal.

Fortify the administrative and back-
office ranks as soon as possible.

The station will need a smooth running
business infrastructure to capitalize on a
successful turnaround. Lock it in early
and let it percolate while you work
toward the turnaround. Always be in a
constant state of readiness to upgrade

weak links as they become apparent.
Aim for a smooth-running infrastructure,

WNIC:

Lot Nacedt Kook

savvy sales support and streamlined
paperflow to better manage the results of
an ever-improving product.
Do informal strategic planning with
department heads each month.
Continually update the station’s mis-
sion statement and regularly compare

where you are now with where you were,
where you want to be and where you are
budgeted or required to be. Analyze what
is sure to be a fluid competitive environ-
ment and spotlight problems or opportu-
nities as they become apparent. Con-tin-
ually update action plans for every sub-
goal in the station’s turnaround plan.

Take no prisoners
Create strategies and action plans for
every hill you don’t own but want to in
programming, sales and promotion.
Also create defensive action plans for
any hills you might already own but find
continued on next page P
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under attack. As an example, if your goal
is to “own” vendor sales and to have the
best vendor sales program and profile in
your market your strategy might include
hiring an experienced vendor director,
allocating a start-up budget, setting up
hotel and printing trades, and joining the
proper associations.

The action plan could state what the ven-
dor director would/should do, a timeline
for critical path activities and how the
program’s progress would be measured.

Keep communicating omni-directional-
ly and aim to be ultra-accessible when-
ever possible.

Everyone’s individual role in helping
turn the station around must be communi-
cated. Every department head and staff
member should have a clear understand-
ing of how his/her performance influences

made possible through reduced transponder costs. Or you can
send multiple program channels for the same cost of your
current transmission without sacrificing sound quality.

No wonder some of the world’s largest retailers,

national radio networks and news organizations rely on

other departments. Department head
meetings, state-of-the-art meetings, walk-
a-mile-in-my-shoes, cross-training ses-
sions all provide forums for celebrating
wins and recognizing progress. Create an
open door policy, making sure the needs
people have for daily/weekly communica-
tions are known and workable.

In the early stages of a turnaround every-
one’s needs for productive access to the
boss can sometimes be overwhelming.
But as the tumaround gels and progresses,
the staff will quickly get its sea-legs.

The one-minute manager is right on for
radio.

Manage people, not paper

Roam the station with an eye to catch-
ing people doing things right. Put com-
munications boards up, publish and cele-
brate small wins and successes, rave

RUNNING RADIO
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about one department to another, lock in
get-togethers and burn up the trade as
fast as possible. Wipe out classism, lock
in cross department thank yous.

Be a catalyst for the department heads
successes—and then let them own those
successes as their own.

A station full of “owners” will outper-
form a station full of employees every
time. The best way to build a manage-
ment team of owners and then keep them
bought in over the long haul is to let
them own their own piece of things.
Decentralize at the outset.

It often takes 2-3 months for an infra-
structure to form, another 2-3 months to
design, field, and receive the results of a
research project, and 2-3 more months
after that, e.g. one or two books for the
effort to start paying dividends. Thus

long-term buy-in by the department heads
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is key to sustaining the turnaround effort.

Hiring smart, managing loose, decen-
tralizing quickly, and praising often is
the sure-fire way to keep things high-
tech yet high-touch. Mental prepared-
ness and toughness will be needed in all
the departments to blast through the
plateaus and resistance levels that all
turnaround efforts encounter. Help your
staff stay excited, enthusiastic, and rar-
ing to go everyday. Help them build
their staying power by showing them
how much you enjoy the turnaround
process yourself.

Cheerlead the staff along the road to
success every day. Your optimistic,
uplifting attitude must infect the staff
and keep them pumped. An unwavering
positive demeanor will be job one, espe-
cially during the rough periods.

Monitor everything

After the turnaround is under way, stay
obsessively close to the station’s three
different constituencies: The listeners,
the advertisers and the staffers. Right
now WNIC is probably delivering on
and reconciling expectations of its three
constituencies better than at any time
since its first life cycle in the 1980s...
and we are doing it at a much better
profit than ever. The staff is thrilled
with the program and process—and
everyone is now acting as a catalyst for
it all to keep happening.

The uncertainties and delayed gratifica-
tions of a turnaround project require
more one-to-one face time than other
types of stations. All three of the sta-
tion’s constituencies—listeners, advertis-
ers and staff members—need highly
individualized attention. Go for meetings
with clients rather than letters, <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>