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Audio Stores, Where
Are the Radios?

In Santa Clara, Good Luck Trying to
Find Receivers, Much Less Antennas

by Joe Milliken

In late February, FM stations KFOG/KFFG, which serve
San Francisco, Los Altos and San Jose, Calif., began a rotation
of HD Radio promotions on their analog signals. So I decided
to see how up to speed our local and national audio chains
were on HD Radio.

Having kept tabs on the radio industry over 30 years, I
might be expected to have a bit more knowledge than the store
personnel, so I went in as “Joe Six Pack,” an everyday guy,
checking out the mobile section, if one was available, and then
the home section.

I rated stores from A for excellent to F for failure. My crite-
ria for ratings took several factors into account, including:

* Home and mobile units in stock and ability to demonstrate
HD Radio;

* The salesperson’s knowledge of HD-R and

® Whether the store had promotional displays on HD-R.

As this article was prepared for press, the HD Radio
Alliance announced that Tweeter and ABC Warehouse/Detroit
will begin carrying HD Radios and Crutchfield would increase
its inventory. Radio Shack also said in April it intends to carry
the Boston Acoustics Recepter HD in some stores, perhaps by
May. So consider this a first-semester report card. Perhaps the
grades will improve next time.

See STORES, page 29 P

When Public Radio

Becomes Richer Media

by Dan Mansergh

SEATTLE Ten years ago, many broadcasters were making
their first forays into the wild and chaotic World Wide Web,
realizing the possibilities and challenges of using the new medi-

um to complement and expand their over-the-air busimesses.
Now that the premise of rich media experiences on the
Internet is being realized through the expanding deployment of
broadband, broadcast managers are taking the opportunity to
look back at their Internet strategies to see if the investment of
See MEDIA, page 3 P>
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Continental Electronics continues to lead the way with
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¢ NEWSWATCH ¢

The Shack to Sell
HD Radios

FT. WORTH, Texas RadioShack
confirmed it will carry HD Radios in
some locations, possibly as soon as this
month.

The retailer announced earlier it
plans to close some locations and
replace old, slower-moving merchan-
dise with new, faster-moving merchan-
dise in higher growth categories in a
plan to boost profits.

HD Radios will be among those
product offerings “in select markets,” a

spokesman said. RadioShack plans to
carry the Boston Acoustics Recepter
HD and is evaluating options beyond
that.

In February, RadioShack said it
intends to close 400-700 stores out of
nearly 7.000 total retail locations.

More Retailers,
More Ads

ORLANDO, Fla. Tweeter and ABC
Warehouse/Detroit have committed to
carrying HD Radios, while Crutchfield
is increasing its product offerings. In-

store and online programs have
launched in 30 markets and more than
100 stores to meet increasing consumer
demand, said Peter Ferrara, presi-
dent/CEO of the HD Digital Radio
Alliance.

The announcement coincided with
the second wave of the $200 million
alliance on-air advertising campaign.
This round of commercials, represent-
ing donated inventory from alliance sta-
tion members, features ABC Ware-
house, Tweeter and Crutchfield.com.
Now that more HD Radios are avail-
able, the alliance expects to end the
lengthy waiting lists for receivers that
consumers are experiencing in the top
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mix engines and /0 resources) using just one CAT-5 wire per studio, plus providing systemwide X-Y control
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REDUNDANCY? We've got that covered too: just add a second WHEATNET and CAT-5 link from each
studio and have an AUTOMATIC standby interconnect for the ENTIRE system!

WHEATSTONE has a proven track record for digital networking; benefit from our experience!

48 CAT-5 PORTS with 128 audio channels

(plus embedded control data) per port.

THAT’S 6144 TRAFFIC CHANNELS IN JUST
TwWO RACK SPACES!

% VWhecatrrtone

tel 252-638-7000 / sales@

GET THE POWER!

30 markets

Tweeter said it is carrying HD Radios
in all of its markets. supported by
online information for consumers. in
store signage and point-of-purchase dis-
plays and special training for salespeo-
ple. the alliance says. The retailer also
will launch an ad campaign to raise
awareness among consumers.

Crutchfield will carry more models
of HD Radios in its catalog and online
site and include assistance for Spanish-
language customers and salesperson
training. Ads for the retailer are airing
on some 260 alliance stations.

ABC Warehouse will carry HD Radio
products in multiple markets in the
Midwest and add online information
and store listening stations; customized
ads are running in the Detroit market.

Gen 2 HD-R
Reference Design

Available

COLUMBIA, Md. Tabletop and
home receiver makers now have an
updated reference design from Ibiquity
Digital.

The IBOC developer says the design
is a base from which manufacturers can
craft their products to speed time to
market and lower costs. Version 2.0 is
optimized for heightened AM/FM sen-
sitivity and reduced bill-of-material
costs for consumer electronics manufac-
turers looking to integrate HD Radio
technology into AM and FM radio
product lines, said the supplier.

The module is available to all HD
Radio licensees.
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time and resources of the intervening
decade has paid off and where they
should be moving next.

This was the focus of the 2006
Integrated Media Association Conference
in Seattle this winter. Approximately 400
representatives of public radio and televi-
sion stations gathered to debate the central
questions facing all broadcasters — non-
commercial and commercial — as compe-
tition and opportunity abound.

If conference turnout is any indication,
integrated media are getting a great deal of
attention from senior public broadcasting
officials, driven in large part by the rise of
podcasting and downloadable content-cen-
tered Web sites in the past year, and the
risk of ignoring disruptive technologies
that have the potential to reshape content
delivery businesses in a short time.

Podcasting wasn’t even discussed at
last year’s IMA conference.

Getting it

The rapid adoption of podcasting, the
rise of downloadable audio and video on
sites such as iTunes and AOL and the suc-
cess of portable media players have shifted
the focus of content delivery from purely
streaming-based services to a blend of
streaming and downloadable content.

How to balance the two — as users
clamor for portability while producers
struggle with issues of control and legal
rights — was a key theme at this IMA
conference.

A number of content aggregators and
distributors were featured in conference
sessions to present their vision of the con-
tent distribution future. Established players
such as Google and Audible, along with
backend-oriented service providers like
The Platform, pitched the merits of their
services for managing and aggregating
content.

Many conference attendees were excit-
ed to hear about Open Media Network, a
non-profit content distribution service built
using the secure Kontiki grid peer-to-peer
backbone, promising faster downloads and
significantly reduced bandwidth costs for
program producers.

After developing and deploying the iMP
(Integrated Media Player) for the BBC
with Kontiki, OMN founder/CEO Mike
Homer said he saw a similar need for a
low-cost way to deliver high-quality public
media over the Internet to users in the U.S.
and created OMN and its non-profit parent
Open Media Foundation to do that.

The service is free to users and produc-
ers of free content; fees will be charged
on content that is sold through the service,
he said.

An interesting trend is that many aggre-
gators and distributors, with the exception
of Audible, which is an audio-only
provider, are building their services to sup-
port both audio and video content since,
from the distributor’s point of view, the
content is all just data.

Conference panelists urged producers of
primarily audio content to recognize this
reality by factoring it into their marketing
and positioning strategy for each of the
various content providers.

Including tailored graphic imagery or
even some video content, as Los Angeles-
area station KCRW(FM) has done with
video podcasts of some of its recording
sessions, may be necessary to stand out on
some of the more video-centric interfaces.

Deciding how and when to charge for
online content and navigating the morass
of licensing rights continue to be the
thorniest issues for producers of public
media, and although these were key
themes at the conference, panelists and at-
tendees agreed that there are still no easy
answers.

Paying for it

Balancing the mission-driven objec-
tives of wide distribution and public ser-
vice with the economic realities of paying
for the production of quality content were
challenging on the nascent World Wide
Web, circa 1996, and are no less so 10
years later, with prevalent broadband and
hundreds of ways for users to get their
media.

Although many in the Internet commu-
nity value free content and disdain overt
commercialism, the distinction between
commercial and non-commercial media
will become less important to most users,
said conference keynoter Andrew Blau, a
media specialist with strategic planning
firm Global Business Network.

Blau argues that non-commercial media
organizations need to ensure distribution
for their content in an environment where
the finite resource is users’ attention and
material is coming at them from all direc-
tions. He believes that funding sources
and revenue models need to change to
accommodate new distribution realities.

This requires a willingness to experi-
ment and collaborate, a new way of think-
ing for many organizations used to taking
the safest path and going it alone, he said.

The success of the NPR/Station Pod-
casting Partnership in aggregating content
and generating revenue as a result of cen-
tralizing the content and underwriting
management was an often-cited example
of collaboration and was brought up in
many of the revenue-oriented discussions.

According to Maria Thomas, NPR’s
vice president and general manager of
NPR Digital Media, the ability to attract
marquee sponsors for the project was tied
directly to the fact that it was a partnership,
including stations, NPR, PRI and
American Public Media. This ensured that
the effort would have wide distribution and
promotion, and enabled NPR to gain
underwriting support for an eclectic mix of
locally and nationally produced content.

NPR will continue to develop and refine
the aggregated podcast directory, adding
new podcasts (including new podcast-only
content under the alt.npr name), working
with the partners to experiment with new
revenue opportunities, she said.

Connecting with it

A third big theme at the IMA was the
rise of collaborative user-centered online
experiences, and how public broadcasters
fit into the emerging landscape of online
“Communities of Content.”

Commonly rolled up in the catch-all
heading of “Web 2.0,” interactive applica-
tions such as Weblogs, user-generated and
-organized media archives like flickr and
YouTube, and broadly distributed informa-
tion tools like Google Earth invite users to
be a part of the content creation process
and the community that arises from it.

From high-profile ventures such as
American Public Media’s Gather, a com-
munity-building site targeted at the public
radio listener demographic, to relatively
modest efforts, such as user comments
invited on individual station blogs, broad-
casters are experimenting with ways to fur-
ther invite audiences into the content.

See MEDIA, page 6 P>

IMA 2006 at a Glance

Many broadcasters have never heard
of the Integrated Media Association,
but if they're at all interested in the
future of radio, they may want to take a
closer look.

The Public Radio Internet Station
Alliance was founded by a handful of
public radio stations and statewide net-
works as a research and development
project in 1997. It took its new name
and an expanded role in 2002 when it
grew to include public TV stations in
its membership.

Shortly thereafter, IMA welcomed
representatives from National Public
Radio, Public Radio International and
the Public Broadcasting System on its
board, ensuring that its efforts would
represent all of public broadcasting’s
stakeholders.

The IMA has become increasingly
influential as its membership has con-
tinued to grow and through its work on
a number of collaborative new media
projects across the public broadcasting
system, but perhaps no greater sign of
the IMA’s growing importance to pub-
lic broadcasters can be found than the
record attendance at the 2006 IMA
conference.

The third annual gathering attracted
more than 400 attendees, blowing past

last year’s conclave of 300 in San
Francisco and forcing conference orga-
nizers to cap registrations to avoid
overcrowding, according to the IMA.

Even so, the assembled masses
packed the conference rooms and hall-
ways of the W hotel in Seattle; many
sessions were standing room only, and
the elevators shuttling attendees
between the two floors of conference
rooms were in constant use.

The attendee makeup of the gather-
ing was different this year as well.
While in past years attendees primarily
worked within the online or new media
units of their organizations, many more
public broadcasting senior executives
were at the 2006 IMA, drawn to a new
special management-oriented strategy
seminar held during the first two days
of the conference.

— Dan Mansergh
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Radio Finally Starts

As it does seasonally every year, the
river of announcements that pours daily
through Radio World’s e-mail box rose to
high levels in the weeks leading up to the
NAB convention.

Newsworthy items are covered in our
online NewsBytes and in our pre- and
post-show issues. But some of the releas-
es caught my eye as indicators of how the
digital rollout is progressing.

Clear Channel Radio announced it had
assigned its Creative Services Group to
come up with ads promoting HD Radio.
The company made those spots available
to competitors that are members of the
HD Digital Radio Alliance, which pro-
motes adoption of the technology.

Clear Channel honcho John Hogan
called the spots a “particularly important
collaboration™ given his company’s com-
mitment to HD Radio. It’s certainly a
good use of its Creative Services Group,
which focuses on “improving the radio
listening experience” and increasing val-
ue to advertisers through better spots.

The HD Radio spot campaign is called
“Are You Def Yet?” It plays around with
the word “def” — as in “high definition”
as well as the hip-hop slang for “very
good.” Programmers hope to be contem-
porary and edgy, going after younger
demos and more urban listeners.

This strategy may make sense in some
formats, though I can’t imagine my dad
responding favorably to a technology
promoted with a radio ad that seems to
ask “Are you deaf yet?”” Nor do I think
this message will resonate with close
friends of mine who listen to country.

Unfortunately I can’t tell whether the
spots for those demographics will be
more suitable; as of this writing, the cam-
paign’s Web site, promising spots in a
half-dozen formats, had only posted con-
tent for two. And not all of those suc-
ceed. Nevertheless the spots already up
make me eager to hear more.

Some play up the “newness” factor
and the lack of a subscription fee. For
rock/CHR stations, a 15-second promo
— in the breathy, “we’re-cooler-than-you
are” voice style that CHR programmers
love but I detest — asks: “Did you know

(pause) that there are secret radio stations
(pause) that you can only hear (pause)
with a high-def HD Radio? These sta-
tions (pause) are all free. Go to hdradio.
com for details.”

In another, to the rhythm of slapping
skin, a male hillbilly voice performs a
new kind of music called “rural rump
slap,” including the lyric “I’m white
trash and I slap you in the ass, I just
slapped your momma in my GED class.”
Says the announcer, “Rural rump slap
rap: You can’t hear that on regular radio.
But you can on HD.”

Some make you laugh while playing
on your sense of cool: “You still drink the
milk right from the container cuz your
mom always told you not to. (SFX:
belch). If you're such a bad ass, why
aren’t you listening to this on an HD
Radio?” In another, a twerpy teacher asks
the class to define high definition. We
hear an oafish kid stand and say, “Duuhh,
teach, that’s like multiple channels, all
kinds of cool music, anytime you want
it.” A Latino student imagines himself
listening while out driving: “It’s Friday
night, we’re cruisin’ down the boulevard
and we’re gettin’ high ... definitely.” To
which the teacher can only say, “Uh,
thank you.”

Among the spots for news/talk sta-
tions, several emphasize the benefits of
digital on AM. They include funny clips
of talk-show callers and hosts followed
by the line, “America, we know you want
to hear it all, so we’ve made sure you
can! HD High-Definition AM Radio.”
One features Sean Hannity “stickin’ it to
the libs.” Another portrays an aide strug-
gling to help George Bush pronounce
“high definition” properly.

(I recalled the pains Ibiquity took in
the early days to emphasize that the let-
ters in “HD Radio” specifically did not
refer to “high definition.” Those caution-
ary words seem long forgotten.)

I hope more groups will put their cre-
ative experts to work on the HD Radio
marketing challenge. This is exactly the
kind of effort broadcasters need to put
out if consumers are to understand and
get behind digital.

to Go Def

* Kk Kk

Also welcome is the attention given at
NAB2006 to new media possibilities by
some big exhibitors. Broadcast
Electronics calls these “‘emergent, per-
sonalized radio services.” The company
used the show to talk up its “Pavilion of
New Technologies” in partnership with
several organizations including NPR
Labs, Traffic.com, Mozes and FM411.

The manufacturer’s Allen Hartle cites
an “explosion of interactive radio oppor-
tunities for broadcasters.”

BE featured radio text services for the
hearing impaired using RDS/HD Radio
data channels and audio services for the
visually impaired using HD2 multicast-
ing channels. It showed personalized
radio applications for mobile phone and
Web users including a music alert system
from FM411 and Mozes’ application for
bookmarking songs played over the air.

BE also promoted the business oppor-
tunities of RDS/HD Radio electronic
signs; promotional outdoor billboards or
small indoor LED signs displaying sta-
tion Now Playing information; and traffic
data “tunneled” to in-car systems over
HD Radio channels.

It’s exciting to see these specialized
interactive applications that use existing
or newly available data channels.

Emphasizing services for the hearing
and visually impaired was Harris Corp.
Its Broadcast Communications Division
and NPR Labs set up a display demon-
strating how HD Radio can offer radio
service to such listeners via the Ad-
vanced Audio Services data stream.

The display showed captioned radio
text for the hearing impaired and extend-
ed hybrid mode operation of radio read-
ing services for the visually impaired sent
via the HD Radio air chain.

Harris called this a “proof-of-concept
design” that used its transmission equip-
ment for insertion of program material in
the multicasting stream, and Kenwood
and Boston Acoustics radios to receive
the reading service channel and a radio
captioning display of an NPR program.

I’m very pleased to see this kind of

From the Editor

]

Paul J. McLane

attention to the needs of the visually
impaired. I’'m a former volunteer reader
for the Delaware Association for the
Blind and a former public director on the
board of the International Association of
Audio Information Services. Harris man-
ager Hal Kneller currently sits on that
board. As the manufacturer pointed out
in its announcement, many NPR member
stations broadcast reading services to
approximately | million weekly listeners.
As Mike Starling of NPR Labs noted,
some 32 million Americans qualify as
visually or hearing impaired, “with that
number growing significantly as baby
boomers reach retirement age.” Discus-
sion of their needs at the NAB conven-
tion is a welcome addition to the talk of
commercial benefits of digital.

* K %

And the HD Digital Radio Alliance
announced in April that three retailers —
Tweeter, Crutchfield and ABC Ware-
house/Detroit — are *“joining the radio
industry in supporting consumer demand
for HD digital radio.”

The retailers will be offering HD digi-
tal radios in their stores and they have
announced marketing and education cam-
paigns to support customers.

It’s welcome news. But as the first-per-
son account by Joe Milliken on page | of
this issue suggests, we need many more
such announcements. When XM and
Sirius were launching, not that long ago,
the river of press releases and partnership
announcements that streamed through my
e-mail box reached flood stage. @
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VOA: Less Shortwave = Less Global

Sites Like the IBB Shortwave Facility
At Kavala, Greece, Will Be Missed

by Kim Andrew Elliott

The Broadcasting Board of Gov-
ernors, which oversees U.S. government
funded international broadcasting, has
decided to shift resources to newer
media, such as satellite-delivered televi-

sion, and to languages associated with
the war on terror.

The BBG intends to close Voice of
America’s News Now, its global English
service, along with five other language
services and radio, while keeping televi-
sion, in six additional languages. In-
ternational Broadcasting Bureau relay sta-
tions in Greece have already shut down.

The cuts are part of the proposed fis-
cal 2007 budget of $671.9 million for
U.S. international broadcasting. It has
not announced a specific date for the
closure of VOA News Now, however it
would probably happen by Oct. 1, when
the new fiscal year begins.

When the power is cut

These days, international broadcasters
achieve their largest audiences by plac-
ing programs on television or FM sta-
tions inside the target country. For
cross-border delivery of detailed news
and current affairs reports, a Web site is
the most efficient means.

But in closed societies, and in more
open societies when they descend into
crises, these local television and FM
relays are not available, and Web sites
are blocked.

Some recent examples: The State
Department’s human rights report for
Togo reported that in February 2005
“the Voice of America affiliate in the
northern city of Sokode, Radio
Tchaoudjo, had its power cut just before
each VOA news segment.

Power was always restored 30 min-
utes after the scheduled start of the
thrice-daily broadcasts. Togo would turn
off electricity to the local FM station
during the half hour it rebroadcast.” In
February 2006, according to Reporters
Without Borders, Uganda joined the
expanding list of countries blocking
Web sites, the first sub-Saharan country

to do so.

Shortwave can also be blocked, by
way of jamming, but rarely with com-
plete success. This is because shortwave
is the only medium of international
broadcasting granted immunity from
interdiction by the laws of physics.

Signals from distant broadcasters are
often heard with stronger signals than
closer jamming transmitters. A short-
wave broadcaster can usually overcome
jamming by transmitting on as many
frequencies as possible, from as many
locations as possible.

For VOA, this is becoming less possi-
ble.

The United States needs the ability to
deliver a strong shortwave signal into
any part of the world at any time.

This is why the IBB shortwave facili-
ty at Kavala, Greece, will be missed.
The site — off the air as of March 26 —
was an amazing performer.

On my VOA program “Communi-
cations World,” which ran from 1995 to
2002, it was not uncommon for me to be
heard by listeners from New Zealand to
North America, who were listening on
the same Kavala frequency at the same
time. Kavala is strategically located one
or two ionospheric hops away from
countries where domestic media are
suppressed, or could be in the future.

Global shortwave coverage?

Without Kavala, or some replacement
facility in the same region, VOA’s global
coverage is in question. The IBB is left
with no major shortwave site between
Morocco and Sri Lanka.

VOA’s shortwave transmitters may be
needed in the future for languages now
most effectively served by local televi-
sion and FM rebroadcasts, when those
relays are taken off the air because of a
crisis or a new dictator in the target
country. For now, these shortwave trans-
mitters can usefully be occupied with a
global English service.

The global English-speaking commu-
nity consists of the elites of virtually
every country, as well as expatriates of
the United States and other countries,

workers abroad, international students,
Peace Corps and other volunteers, NGO
employees, missionaries, seafarers,
diplomats, military personnel and so on.
This is perhaps the most influential
audience in the world, and they make
the effort to be well informed.

Many of these people live or travel in
areas where CNN International or BBC
World are not available on the local
cable television system, or where
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Internet access is unsatisfactory. And so
they carry along their shortwave radios.

This audience can’t be served by
VOA if the broadcaster does not have a
global English service. VOA may not be
able to deliver programming to the glob-
al English-speaking community, nor to
future overseas hotspots, if it has a gap-
ing hole in its global shortwave network.

Kim Andrew Elliott, here expressing
his own views, is an audience research
analyst for the International Broad-
casting Bureau. His Web site is kiman-
drewelliott.com.

RW welcomes other points of view. @
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¢ NEWSWATCH ¢

TSL Drop Hits
Satellite Radio

GLENDALE, Calif. Radio’s average
time spent listening is declining due to
the impact of digital music devices. Now
so is listening for satellite radio, accord-
ing to a study from Bridge Ratings.

According to a report that compares
TSL for traditional radio, satellite radio,
Internet radio and MP3 players, terrestrial
radio’s 12+ weekly listening has dropped
from 19 hours and 15 minutes to 18:45
since the second quarter of 2005. Satellite
radio, impacted as well by a multitude of
entertainment options, saw its weekly TSL
slip from 16 hours per week to 12:36.

“What we’re beginning to see is that
traditional radio is no longer isolated as
the only audio medium that is competing
for ears, according to Bridge Ratings Pres-
ident Dave Van Dyke.

News Roundup

MORE THAN 20 radio manufacturing
companies based in Asia are developing
HD Radio products, Ibiquity said. The
list includes companies such as Kiryung
Electronics, RockRidge Sound Company
Ltd., Orient Power, City Electronics,
OPUS Art and Technology Co. Ltd.,
Sangean and Jazz Hipster.

FCC CHAIRMAN Kevin Martin
thanked newspapers for their coverage of
Hurricane Katrina during an appearance
before the Newspaper Association of
America. He used the occasion to call for
revision of the newspaper/broadcast
cross-ownership ban. He said the media
landscape has changed substantially since
the rule’s inception in 1975, when there
were about 7,500 radio stations, com-
pared to nearly 14,000 today.

The commission eliminated the rule in
2003 under Chairman Michael Powell,
but a federal court overturned the
changes and sent the matter back to the
agency for revision, along with most of
the other changes to the media ownership
rules the FCC had voted to adopt that
year. Once the commission gathers new
comments on media ownership, it can
decide whether to handle cross-owner-
ship separately or to bundle it with all of
the other media ownership rules, he said.

THE LONG-STANDING battle of
pirate station Radio Free Brattleboro in
Vermont vs. the FCC seems to be over. A
federal court upheld the commission’s
previous decision and ruled the station
can’t resume broadcasting without a
license; the station’s attorney said an
appeal is not likely. The case is unusual
because the pirates won the support of
the town to broadcast.

A FEDERAL COURT in New Jersey

ruled that a flea market is liable for copy-
right infringement for selling pirated CDs
and cassettes. In a case brought by the
Recording Industry Association of
America, a U.S. District Court ruled in
favor of music companies against the
owners of the market. Damages will be
determined at a later date; they could
range from more than $500,000 to $125
million under copyright laws.

COX RADIO EVP Dick Ferguson will
retire at the end of May. The 30-year

radio veteran will consult the company
on acquisitions and station upgrades.
Ferguson has been with the company
since April 1997, when Cox Radio
acquired NewCity Communications, a
company he co-founded and headed as
president and chief executive officer.
Previously, Ferguson was president, chief
executive officer and a director of
NewCity Communications, Inc. since its
organization in 1986. Ferguson is a past
chairman of the NAB Joint Board and a
member of the Radio Operators Caucus.

Media
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But where and how these experiences
should be made available to audiences is
an open question.

Many conference attendees expressed
the opinion that public broadcasters
already have established communities of
content, albeit somewhat geographically
limited, and the opportunity exists now to
bring these communities online and
strengthen connections to users who have
a natural interest in being more deeply
engaged on the content of their local sta-
tion, primarily through local station sites.

Equally common was the concern that
this strategy recalls the original justifica-
tion for developing individual station Web
sites and that now, 10 years and, by one

Eight Towers,

Phasing System:
The Way It Ought To Be.

estimate, $50 million later, little of that
early promise has been realized. Now is
the time, these attendees urged, to collab-
orate and pool resources across stations
and networks to realize the promise of the
Internet through investments in common
digital content and community tools.

This critical debate between proponents
of more or less online collaboration across
the public broadcasting system may well
become the legacy of IMA 2006, with the
potential to reshape how online resources
are distributed and managed.

This may be just what the system
needs, according to IMA Executive
Director Mark Fuerst, who recently wrote,
“Only with a radical change can we
unleash the intense creativity and sense of
ownership that so many of us felt as we
were building the public radio system.”

The next 10 years are off to an interest-

ing start. @
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Radio’s Command PERFORMance

More Legislation Has Been Proposed to Stop
Record Industry Bleeding, But Is It the Best Solution?

by Skip Pizzi

Although we rarely acknowledge it
today, the process of sound recording
must have seemed almost magical when
first introduced. The ability to capture
and replay temporal experience was
akin to the fictional time machine —
yet it was real. Of course, early record-
ings were of low fideljty, but it hardly
mattered. (If your dog started talking,
no one would complain that he used
poor grammar, at least not at first.)

Since those early times, myriad
improvements and breakthroughs have
occurred, each bringing improved
fidelity and usability. This process had
broad additional resonances, however,
with impacts ranging from the creation
of superstar recording artists to the
development of royalty-collection busi-
nesses.

As the involved technologies pro-
gressed, the business side of the indus-
try had to keep up and adapt itself to
new models of distribution. Like other
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We designed the Mosaic to stand
up to the rigors of radio life—
whether it be an over-enthusiastic
music jock, an emotional talk show
operator, or simply a need to reach

the ceiling.

Even more important is the Mosaic’s
performance. Behind the sturdy
construction, the Mosaic gives
you the operational capabilities you
need. An advanced control surface
for our Audio Engine Router,
the Mosaic console gives you
fast, flexible access to sources
and provides key information at

a glance.

With the Mosaic, even a
light bulb change is easy.

such processes, new techniques are
modeled on the old, just as the first
fonts for Gutenberg’s printing press
looked like handwritten calligraphy.

What today seems like an arcane
process for music royalty payments
resulted from this incremental model-
ing, with its roots based on compensa-
tion schemes for live musical perfor-
mances and sheet music sales. But it’s
always a challenge for business and
government to keep up with the pace of
technological change.

A different worild
Music distribution certainly has gone
through a lot of changes in the last few

WFCJ's John Graham does a
little studio maintenance.

Mosaic consoles are available in a wide range
of sizes, and the modular construction lets you
customize your installation for your operators’
needs. Call today to see how the Mosaic can
handle life at your facility!
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The Big Picture
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by Skip Pizzi

years. Unfortunately, some of the tech-
nologies used had the unintended con-
sequence of allowing musical content to
be distributed with little or no compen-
sation flowing to the musicians and oth-
er rights holders. This has created a cli-
mate in which the music industry now
acts with extreme caution in any new
media licensing negotiations, while
stressing the need for reliable content
protection technologies in any new dis-
tribution modes.

It has also engendered a process by
which the music industry is attempting
to correct past lapses via litigation and
enactment of new regulation and legis-
lation.

One such legislative approach that
has recently been introduced is called
the Platform Equality and Remedies for
Rights Holders in Music Act of 2006 —
the PERFORM Act, for short — the

The proposal is
aimed at curbing the
abilities of new
satellite radio
recording devices;
but if adopted, it
could easily be
extended to apply
more broadly.

draft bill for which was proposed by
Sen. Dianne Feinstein (D-Calif.).

It is aimed specifically at curbing the
abilities of new satellite radio recording
devices; but if adopted, it could easily
(and some feel is quite likely to) be
extended to apply more broadly.

The bill has three primary points:

1) Satellite radio recorders would be
limited to real-time recording of com-
plete programs or blocks of time, and
could not be programmed to record
only music from specific artist<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>