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Shuman Eyes Evolving Digital Dash

Automotive consultant says dashboard

changes present opport

CHICAGO — Valerie Shuman has
worked in the automotive space for
more than 20 years. As a manage-
ment consultant and an excecutive of the
Connected Vehicle Trade Association.
Shuman is right in the middle of the
evolving digital dashboard discussion.
She's worked on standards ettorts for
intelligent transportation systems. and
helped Navteq transition from deliver-
ing map content via CD-ROM to an
online content delivery system.
Shuman was helping plan CVTA's
fall conterence in Novi. Mich.. when
Radio World News Editor/Washington
Bureau Chiet Leslie Stimson caught up
with her to discuss the connected car
and radio’s place in the digital dash.

RW: In addition to being the princi
pal of the Shiman Consulting Group,
vou're vice president of industry pro
grams for the Connected Vehicle Trade
Association. Please tell us about this
group.

Shuman: The association is a not-for-
profit dedicated to the deployment of
connected vehicles. When we say “con-
nected vehicles,” we're actually talking
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about cars talking to cars and cars talk-
ing to infrastructure. A lot of it is [cen-
tered] around safety types of applications
and solutions.

The CVTA believes that the way to
get these systems out there is to make
connections between the people who
nced to be connected at the business
level, to help those networks happen
and ... serve as a mecting point for the
ecosystem as it evolves.

RW: So car capabilities of the future
and safety issues?
Shuman: Right. There's a lot of differ-
ent pieces to all of that. Some pieces
youre secing out there already. things
like maintaining headway from the car
in front of you. and lane-change type
(continued on page 3)
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(continued from page 1)

of things where your car looks around
and says, “There’s a car coming. Don't
change lanes”™ Those kinds of things
typically are systems that exist within
the vehicle itself. ... There are radar and
all kinds of other cool technologies that
make those happen.

There’s another sct of capabilities
that can happen if the cars can talk to
cach other. They can tell each other
where they are in some very advanced
and very specific ways. Say you're com-
ing up to a traffic light. Somebody else
blows [through] the light. You wouldn't
have had any way of knowing that he
was going to do that. but your car heard
his car say. “Hey, I'm coming through.”
And you get a warning that says, "l
know the light turned green. but wait
a minute.” Obviously, no one’s encour-
aging anybody clse to blow lights, but
there are situations like that. ...

Perhaps someone else is coming up
behind you real fast and they may not
be able to stop. Their car can help them
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Valerie Shuman discusses the connected car at an Arbitron Client Conference.

your spot at the grocery store.
There are those kinds of things that
are already out there. You can buy them.
And there are these other things that
requite a much more complicated sys-

an interest in having the car itself have
connections to the outside world that
allow you to use things. So there’s a lot
of new technoiog:es that are getting put
in place. ...

And then the handseme broadcast console married the
beautiful voice processor and they lived happily ever after.

stop by recognizing where the other car
is. and say. “Wait a minute. That guy’s
going 45 miles an hour. At this speed,
there’s no way we're going to stop if we
don’t hit the brakes now.” and let the
driver know. “Hey. mister, get on the
brakes.” Or in the more advanced cases.
hit the brakes for you.

The other piece of this that gets pretty
exciting is there's a lot that can be done
if the cars are talking to the roadside.
It your car can talk to the traffic light
and know, “It's going to be red in three
seconds. Don’t try to make it through.
You're not going to get through.”

RW: All this is being talked about, and
some pieces of it are being developed?

Shuman: You're starting to sce the
pieces that don't require cars to talk to
other cars — the systems that can be
run on a car. I'm sure you've seen the
advertisements for back-up assistance.
$0 you're not going to run into the shop-
ping cart when you start pulling out of

September is Console Month
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tem, because as you can imagine. there's
a lot of techinology and policy and stan-
Jards that have to go into it if you're
going to get cars talking to cars. Those
are under test. The Federal Highway
Safety Administration has work going
on. and every major car manufacturer is
working with them one way or another.
There’s work going on in other coun-
tries as well. including Japan. Europe
and Korea.

RW: How does radio fit into all this?
Shuman: Where radio comes in is the
other definition of connected car — the
one that is less about safety and more
about entertainment and convenicnce.
{1t's] all those things that allow people
to bring their connected lifestyle along
with them when they’re driving, the
same way that they bring their con-
nected lifestyle with them everywhere
clse. ...

There's an interest in connecting
your smartphone to your car. There’s

All Month Long!

One of the things that you can do
now is get access to lots of other media.
So our friends in the streaming radio
business and the satellite radio business
are jumping all over this opportunity to
serve the consumer.

Where radio lands is sort of right
in the middle. Radio already is in the
car. The fun part is to look at the new
opportunities and see what new things
can be done while remaining interesting
to consumers ir the face of new compe-
tition for the consumer’s attention while
he’s in that car.

RW: Who are radio's competitors in the
dash now and who could be there vears

Sfrom now?

Shuman: It’s the streaming radio folks,
so the folks who are bringing informa-
tion into the car over cellular connec-
tions like Pandora, Spotify and certainly
SiriusXM. And you know there are
upcoming additional folks in the stream-

(continued on page 5)
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Marketron, which provides busi-
ness software solutions and services
for the media industry, recently named
Deborah Esayian chief revenue offi-
cer, adding to her duties as co-presi-
dent of Marketron Interactive. She will
thus oversee the sales and business
development operations of all three
of Marketron’s product lines includ-
ing radio traffic, mobile and interac-
tive. She has 19 years of experience in
advertising, media and software tech-
nology; she founded Next Generation
Radio, a new business development
enterprise, and has managed radio sta-
tions and sales teams.

As part of a series of interviews for
our sister website Connect 2 Media &
Entertainment, I asked Esayian about
trends in the business. (Visit the site for
lots more interesting content; find it at
c2meworld.com.)

McLane: What is the single biggest
challenge facing U.S. radio commercial
companies right now?

Esayian: Balancing the need to invest
in the future with the financial chal-
lenges of today’s environment.

McLane: You've been named chief rev-
enue officer of Marketron. How does
this change your current responsibili-
ties; and why is this change important?
Esayian: For close to a year we've
been working to consolidate our efforts
across all three of our product lines —
Traffic, Interactive and Mobile. This
change allows us to carry the ball fur-
ther down the field in working as one
team to holistically address the needs
of our clients.

This is important because our clients
have limited time and resources — our
products and services drive efficiencies,
productivity and revenue — all for a
great value. The more our customers

NEWS
Esayian: A Focus on Digital Is ‘Imperative’

Marketron seeks to participate in industry’s ‘'monumental sea change’

Deborah Esayian

work with all of our software applica-
tions, the more efficient and lucrative
their operations become.

McLane: How has Marketron’s corpo-
rate culture and approach to business
changed since Jeff Haley started as
CEO a year and a half ago?

Esayian: Jeff has a client-focused style
in which he fosters partnership and
creative solutions. He is a terrific rela-
tionship builder and has set the tone that
nothing is unachievable or impossible.

McLane: Mobile is part of your pur-
view, and Marketron has put a lot of
emphasis on that in recent years. Assess
how well the industry has integrated
mobile into its business strategy.

Esayian: We'’re seeing greater and
greater interest in mobile as the con-
sumption on mobile devices continues
to skyrocket. Stations want the capabil-
ity to stream, podcast, offer apps to their

audiences and present content and expe-
riences on mobile devices. Marketron
Mobile has launched two products —
mSite, our mobile website software that
empowers stations to make and create
mobile sites for clients, and Scratch
and Win, our mobile gaming solution,
which offers broadcasters a sophisticat-
ed advertising solution for their clients.

McLane: You also have held the title
co-president of Marketron Interactive.
The digital arena is one piece of the
commercial revenue picture that has
shown consistent growth, on a percent-
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Paul McLane

give their internal change agent an envi-
ronment in which to succeed, which
means they must incent the desired
behavior change across all personnel,
not just sales, and provide the resources
they need to succeed — good technol-
ogy, training and management support.
There is an investment required — but
with a sound revenue generating plan,
that investment should pay out within
12—-18 months.

Given that we're experiencing a mon-
umental sea change in our industry, it’s

o
el

‘The one consistent driver of success has
been having an internal change agent leading the
charge and marketing the opportunities internally

as well as externally.’

age basis; yet it remains a small part
of our industry’s revenue pie. How can
radio grow the digital piece more dra-
matically?

Esayian: 1 remember when industry
executives would say to me “I can’t
focus on digital — it’s only 3 percent
of my revenue.” As the years passed,
the 3 percent became 5 percent, then
7 percent and now is 10-15 percent at
many companies.

I’ve worked with hundreds of sta-
tions helping them develop their digital
businesses, and the one consistent driver
of success has been having an internal
change agent leading the charge and
marketing the opportunities internally
as well as externally. Companies must
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imperative that all broadcasters put a
serious focus on digital.

McLane: How is the radio industry
doing at providing ad verification and
accountability?
Esayian: 1 believe the industry has
always shown extraordinary account-
ability to the advertising community.
Today, the software exists to provide
even more transparency. Our Proof
of Performance service, for example,
provides scheduled, aired, posted and
invoiced spot information that can be
emailed to advertisers and agencies
on demand or on a pre-determined
schedule.

(continued on page 5)
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SHUMAN

(continued from page 3)

ing radio space — Apple iTunes iRadio
has announced that they’re coming in. |
think it’s reasonable to expect a contin-
ued interest by folks in getting into the
business of providing consumers with
what they think consumers want.

Audio entertainment is absolutely a
part of what today’s consumers want in
their vehicles.

RW: In every car at CES, when their
big-screen infotainment system would
come up, Pandora was on the first dis-
play. How can AM/FM stations make
sure thev're on that first screen that
pops up and not buried in a menu that
you have to keep tapping to get to?
Shuman: The most fundamental answer
to that is making sure you are of value
to your consumers. If the consumers
want to have access to that content eas-
ily, they will let their car manufacturers
know because they’ll complain if they
can’t get to it.

If consumers aren’t using it and the
feedback that the car companies get is,
“Well, you know, X percent of consum-
ers still use this, but pretty much every-
one else is using the other stuff,” well,
then it kind of starts to fall off the big-
screen. It really comes down to staying
interesting to your customers, which is a
fundamental business thing that you’re
supposed to be doing anyway.

RW: You're in touch with the automak-
ers. Do vou talk to them about what
thev're hearing from consumers, what
they want for infotainment in general
and radio specifically in the car?

Shuman: You don’t talk a lot about
radio in the automotive space. | know

ESAYIAN

(continued from page 4)

McLane: What is the “Marketron
Triple Play”?

‘Esayian: Customers who use prod-
ucts from all three of our Marketron
product lines — traffic, interactive
and mobile — will enjoy loyalty dis-
counts and holistic customer service.

McLane: Anything else we should
know about Marketron's current
direction and offerings?

Esayian: I think you will see more
and more integration of our product
lines over time. The benefit will
be sharper, consolidated and more
actionable data about customers and
listeners coming from an affordable,
customizable, easy-to-manage soft-
ware system everyone at a station
will use.

NEWS

that is never a warm and fuzzy sounding
thing when I say that to a radio person.
But from the consumer’s perspective,
cars come with tires, doors and radios.
They don’t really come in and say, “Is
the car going to have a radio?” They
assume that there’s going to be a radio
in it. What they are coming in and say-
ing is: “Does it have all of this new
stuff? Can I play my Pandora? Will I be
able to sync my phone? Does it have this
new functionality?”

We're seeing that very, very strongly.
Of the people who buy these systems,
a majority say that the system was a
deciding factor for them to buy that car.

From a car manufacturer’s perspec-
tive, when they hear from their dealers
that people are coming on the lot and
saying, “l want the car that has the Ford
Sync in it. I don’t know which car it is, |
just want the one with the Ford Sync in
it,” that is a very, very big deal.

That’s why you’re seeing so many of
these systems getting pushed out so fast,
because consumers have asked for them.
Car manufacturers are, of course, going
to respond to what their customers say
they want.

radioworld.com | RADIOWORLD 5

RW: Are consumers talking about HD
Radio at all? More automakers are
including it in more of their product lines.
Shuman: In terms of what are consum-
ers saying, I have not personally done a
study. I think there are folks out there
who have done that and would defer to
them about the latest feedback they’re
getting.

In terms of what the car manufac-
turers are saying, the feedback 1 get,
and this is anecdotal and casual, but
as | tell my friends, “Hey, I'm work-
ing with some FM broadcasters. There
is this idea that, of course you would
go HD because the natural progres-
sion of things is from analog to digi-
tal. Everything’s going digital, right?”
Which, of course, is not the perspective
in the radio space necessarily, but you
certainly do share that type of idea on
the car side.

The other thing that HD does have,
which is appealing right now, is that as
the car manufacturers are putting togeth-
er these systems with polished-looking
screens, HD is able to fit into that envi-
ronment pretty nicely. It looks good and it

{continued on page 6)
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(continued from page 5)

has some functionality that lends itself to
integrating some of those things in ways
that are useful. I think, to give credit
where credit is due, is that iBiquity has
done a really large load of work promot-
ing their solution to the automakers and
really getting in front of them and giving
them a strong awareness of it.

RW: Being debated within the radio
industry is: Do consumers know they
have HD Radio in the dash? Some sta-
tion owners are wrestling with how can
they make consumers more aware of
HD Radio so they listen to the digital
stations and not just plug in their iPod
or listen to Pandora or satellite radio.
Shuman: That kind of goes right back
to that whole discussion of, there’s com-
petition there now. If you watch a car
ad, you will see them promote lots
of screens that have Pandora and HD
Radio on them. If you do that enough,
consumers start to pay attention.

There is definitely a challenge in
staying in front of consumers and how

Booth #117 at Radio Show 2013

Orlando, FL

NEWS

things are perceived. Everybody fights
that battle every day.

RW: You took part in an NAB Broadcast
Engineering Conference session this
spring; the panelists agreed it’s a “Wild
West” in the dashboard right now, with
automakers and app developers and
device makers all grappling with con-
nectivity. Every automaker is imple-
menting the digital dash differently.
Shuman: The thing to remember about
all this is even with the enormous
amount of buzz and excitement, it’s
very early days. iPhones have only been
out since 2007. That’s two car cycles. It
takes about three years to spec and build
a totally new car model.

You can get technology in there a
little faster than that, depending on how
you design things. But Ford was really
in the right place at the right time with
their Sync system because that came out
right about that time. But not all of the
other car manufacturers had something
like that, and Sync was first out of the
box to the consumer.

Six or seven years in car time is not
very much time. In consumer electronics

g“aﬂd prize

mobile@marketron.com
www.marketron.com

time, of course, it’s a billion years ago.

It’s really, really early; so there have
been a lot of new systems that have come
out very quickly, but it’s going to take a
little time for people to figure out exactly
what consumers are doing with all of this
stuff that we’re giving them, and exactly
what they are going to value.

RW: Given all the change in the dash,
will AM and FM always be there?
Shuman: It comes right back to that
point, does the consumer want you there?
If nobody ever turns on their FM radio,
then one day you will go the way of the
8-track. If, everybody keeps turning on
their FM radio, then, why would you take
away something your customer wants?

RW: Love the 8-track reference...
Shuman: As long as you’ve got your
consumer saying, “Yup, I want that,”
then you’re good. If the studies start
coming back, and we’re discovering that
99.9 percent of Americans never touch
that dial, then you’ve got a problem. But,
I think we're a long, long way from that.

And I think it’s too, who are your
consumers, what are you providing them,
are they finding value in it. ... At the end
of the day let’s remember that you’re sup-
posed to have your eyes on the road. One
of the reasons that audio entertainment is
such a big deal in the car is because you
don’t have to look at it.

RW: Ford is pulling back a little on the
whiz-bang features of Sync and return-
ing the radio knob because people want
it. What do you think about that?
Shuman: One of the hardest parts [to
design] is that human-machine inter-
face. You’re trying to maneuver through
traffic and you're also trying to pick
your station from a menu. If you look
across the different systems that are in
the market right now, there’s a pretty
diverse range of interfaces. You have
touch interfaces, voice, gesture, knobs,
buttons, screens, you name it. People
are trying all kinds of things to get to
something that is easy to use.

Speaking as someone who has
watched this evolve over the last two
decades, that’s really hard. You'd think,
and as important as it is, and as hard as
we’ve all been working on it, somebody
would have knocked it out of the park.

. When you see a situation where
someone says “Alright, fine, we’ll go
back to the thing we know people know
how to use, that’s not a total shocker.

RW: Switching to the FM chip, Sprint
has incorporated FM capability in
two HTC model smartphones and says
more are coming. What are the impli-
cations for radio in the car?

Shuman: I don’t have a huge opinion-
type answer to that. I think it’s another
way for people to listen to the radio.
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MORE DASHBOARD

This is one in a series of articles
about radio’s role and future in
the evolving automobile dash-
board. To read other articles visit
http://radioworld.com/dashboard.

The question, again, comes right back
to, will consumers use it? You can put
all the chips you want in anything you
want, but, it doesn’t mean that consum-
ers are going to push the button.

RW: A harsh reality ...

Shuman: I spent a lot of time on the
front lines in private-sector companies
trying to make money, and I’ve also
seen a lot of these companies ... fail.
You really have to keep a very clear
eye on what your customer is doing,
because if your customer isn’t going
to do what you want them to do, or,
you don’t have a value proposition — a
business model that plays out well over
time — it’s not going to work.

RW: How did you get into this line of
work? You've been involved with mar-
keting for awhile. Have you always
been connected with the car?
Shuman: My activities in this are 110
percent serendipity. When I was start-
ing out, my first summer as a summer
intern, I ended up getting a job with
a company that was closely affiliated
with Navteq, one of the digital map pro-
viders. Nokia bought Navteq a couple
of years ago.

In order to sell digital maps, you
needed a market to sell them to. And
I ended up being part of the effort to
build the industry and sell the product.
So I’ve been involved in intelligent
transportation activities since my first
summer working, which is over 20
years ago now. ...

The car is a fundamental environ-
ment but there’s all these new things
coming in and connecting with cars
in various ways over time and there’s
always new industries, and new con-
cepts and new products and services
and new opportunities. As a consultant,
that’s where I live. It’s right in that new
zone where people are trying to figure
out how do you do this? What can we
do? How do we make money?

Which is why, as you and I are hav-
ing this conversation, the whole discus-
sion around radio really resonates a lot,
in particular because of the work that
I did at Navteq on content. Maps are
content. Radio is content. And really
looking at, how do you take this content
and get it in front of consumers and
make money?

Comment on this or any story. Email
radioworld@nbmedia.com.
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HD With Artist Experience, Close Up

Engineer looks at implementation of AE and RDS in GM vehicles
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[n the past few months 1've made
several business trips to Los Angeles. -
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I have always taken an interest in new
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radio receiver technology: these days
my work with Clear Channel Media +
Entertainment has me involved with it
more than ever. That being said, it's nice
to finally sec a product or teature the
industry has been waiting for actually
realized in a final product.

What's more. since GM is offering
these as a standard feature in 2013
and presumably future models of this
vehicle, obtaining one of these radi
os for cvaluation or purchasc is now
casier. | have seen this receiver on

PASSENGER AIR BAG
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A typical implementation of HD Radio with Artist Experience in a 2013 GMC
Acadia and Chevrolet Traverse. Both GM vehicles offer HD with AE standard.
The author was listening to KBIG(FM) in Los Angeles when he took this photo.
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the demonstration floors at the las
Vegas Convention Center during CES
and NAB. It's one thing to have a few
minutes in the car at a trade show. quite
another to drive the vehicle for a tew
weeks.

IMPLEMENTATION

Focusing on the receiver itself, GM
has done an excellent job with its imple-
mentation.

The tuning knob. volume controls
and touch screen are responsive. It's
casy and intuitive to set an HD! or HD2
station as a favorite. The integrated
steering wheel controls also allow you
to scan stations. presets and change
volume with ease. My only complaint
is the soft buttons at the bottom of
the radio to control the unit take some
getting used to. Because the soft Keys
don’t provide any tactile response when
depressing them, it takes some time to
master their use.

Also. GM provides some tactile
bumpers near these soft keys to help
you tind them while driving. but those
bumpers were confusing to me at first.
I thought 1 had to press those silver
bumpers. but it turns out you have to
touch the “Menu™ or “Seek™ labeling
instead to get the appropriate response.

(continued on page 10)
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ARTIST EXPERIENCE

(continued from page 10)

album art image for a song. to the sta-
tion logo, and into the next song’s album
art image. GM’s implementation of Artist
Experience and station logo has been perfect
under my observations in the past few weeks.
Better yet. it puts a very nice graphical face
to radio — and offers a comparable experi-
ence to when the system plays songs that
have album art off your iPhone or iPod.

COLLECTIVE EXPERIENCE

Perhaps miost concerning is that as of
my last check in mid-June 2013. only scven
stations in the Los Angeles area were trans-
mitting Artist Experience via HD. Of these
seven. six belong to my employer. Clear
Channel.

You may have heard iBiquity and others
indicating automotive rcceivers that support
HD and Artist Experience are coming. Well,
they are out there. GM offers the technology
in setect models now as standard. and the list
of other OEM’s out there with HD and Artist
Experience in vehicles is growing rapidly.

Stations that do not have this technology
implemented are at a disadvantage. Clear
Channel Media + Entertainment and 1 have
been a proponent in providing the industry
with suggestive tips on how to implement
this technology. At the NAB Show in April
I presented on this topic. and 1 wrote an
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in-depth white paper on the implementation
of this technology in the NAB Broadcast
Engineering Proceedings, which are available
from purchase from the trade organization.

I’'m pleased to be partnering with the
Society of Broadcast Engineers to provide
an in-depth, live, interactive webinar on this
topic on Thursday, Sept. 12 at 2 p.m. Eastern.
Registration details are available at she.org.
If you cannot attend the webinar live, it will
be archived by SBE at the same site.

The presentation will focus on Artist
Experience implementation via HD in three
parts. First, I'll focus on what types of
receivers are out there now that support
this technology. including pictures of vari-
ous units and address their implementa-
tions. The second part of the presentation
will examine the technical details of how
Artist Experience works. And finally. I will
discuss implementation strategies of Artist
Experience to help you relate the theory
behind the technology into reality. This
will draw on the experience that we have
collectively learned at Clear Channel as we
rapidly implemented Artist Experience via
HD Radio nationwide in 2012.

Alan Jurison is u senior operations engi-
neer for Clear Channel Media + Entertain-
ment's Engineering and Svstems Integration
Group. He holds several SBE certifications
including CSRE, CBNE, AMD and DRB.

His opinions are not necessarily those of

Clear Channel or Radio World.
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BIG DEALS: Cumulus Media will acquire syndicator Dial Global for
$260 million. The broadcaster is financing the acquisition by sell-

ing 53 stations to Townsquare Media for $238 million. Cumulus CEO
Lew Dickey says the deals give the broadcaster the necessary scale to
program and distribute content on the levels its advertisers want on
broadcast and digital platforms. A Cumulus-Dial combo would com-
pete against Clear Channel’s Premiere Networks and Walt Disney's
ESPN Radio, among others. Dickey expects the transactions, subject to
regulatory review, to close in November.

LPFM: Low-power advocacy group Let The Cities In wants the FCC to
license stations at very low power levels, and it hopes the Department
of Justice will help if necessary. LTCl believes licensing stations at 1 to
10 watts, or at least below 50 watts, may be the only way to fit more
LPFMs in some major cities. The group has asked the FCC to reconsider
its LP100-only approach; as of early September the FCC had not acted.
LTCl continues to push the issue, and has asked that the DOJ intervene
if the agency does not act. It would like to see a filing window for
LP10s after the LP100 window that opens Oct. 15. LTCl's attorney is
Don Schellhardt and its technology advisor is Nickolaus Leggett, both
long-time LPFM proponents.

PIONEER HD: The Pioneer DEH-X5600HD in-
dash CD receiver features an integrated HD
Radio tuner, giving the listener the option of
hearing AM/FM in analog or digital, as well as multicast channels and
song title and artist information displayed. The model is one of eight
Pioneer was shipping to retailers in August. All can accommodate vari-
ous ways to tether a smartphone to the dash and access to Pandora
Internet audio using a smartphone app. The list price begins at $90.
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Clyburn, Morris Headline the Radio Show

Also on the docket: AM revitalization, FM in phones and dashboard trends

BY PAUL McLANE

Here’s a roundup of notable sessions
and programs at the Radio Show in
Orlando, Fla.

The NAB Education Foundation, in
partnership with the Broadcast Educa-
tion Association, starts the show on Tues-
day, Sept. 17, with its career networking
event.

Record labels, artists and radio sta-
tions sometimes make uneasy bedfel-
lows; on Wednesday in Orlando, Carson
Daly of CBS Radio will moderate a
panel called “Radio, Record Labels and
Artists: Creating a Powerful Partner
ship,” aiming to discuss how the three
collectively can grow their businesses.
Panelists are Steve Bartels of Island Def
Jam Music Group, which represents stars
like Rihanna and Kanye West; veteran
programmer John Dimick of Lincoln
Financial Media; and performing artist
Big Sean.

An Advertiser Luncheon on Wednes-
day will feature a keynote from “one
of radio’s most important advertising
clients,” who had not been named at
press time.

How to improve the lot of AM broad-
casters? Numerous articles in RW and
elsewhere have explored this. A Wednes-
day tech session on “Revitalizing AM
Radio” will be moderated by Ben Downs,
vice president/general manager of Bryan
Broadcasting Corp., and feature Mike
Cooney, vice president/chief technolo-
gy officer of Beasley Broadcast; Mark
Denbo, an attorney with Drinker Biddle
& Reath; and Glynn Walden, senior vice
president of engineering at CBS Radio.

Burowing further into that topic
is the aptly named “Digging Deeper:
Discussing  AM  Technical Improve-
ments,” featuring a discussion with
David Layer, NAB’s senior director
of advanced engineering; Steve Lock-
wood, partner/senior engineer at Hat-
field & Dawson; and Ron Rackley, a
principal at du Treil, Lundin & Rackley.

Also on Wednesday, Paul Brenner,
senior vice president and chief tech-
nology officer of Emmis Communica-
tions Corp., will tell attendees about the
“State of the FM-Enabled Smartphone.”
Among other topics he will undoubtedly
discuss is the recent news that Sprint has
begun installing the NextRadio applica-
tion in several smartphone models.

Wednesday tech sessions also include
“Essential Planning for the Unexpected”
and “Recovering From the Unexpected”
(see page 16).

A selection of featured speakers, shown in approximate order of appearance
in Orlando. Top: Carson Daly, Mignon Clyburn, Mary Quass. Middle: Jeff
Warshaw, Gordon Borrell, ‘Shotgun Tom' Kelly. Bottom: The Mavericks,
Ajit Pai, Ginny Morris.

Acting FCC Chairwoman Mignon
Clyburn will deliver the show keynote
on Wednesday afternoon, following
remarks by NAB President/CEO Gor-
don Smith and RAB President/CEO
Erica Farber. Clyburn has served on the
commission since 2009 and became act-
ing chairwoman in May, the first woman
to fill that role.

MAKING MONEY

Leadership will be a point of focus on
Thursday, specifically at a Leadership
Breakfast, “Opportunities in a Changing
Economy,” featuring several prominent,
well, leaders. Participants include Lew
Dickey, CEO of Cumulus Media; Mary
Quass, CEO of NRG Media; Jeff War-
shaw, CEO of Connoisseur Media; and
Larry Wilson, CEO of Alpha Broad-
casting and L&L Broadcasting. The
panel will talk about expanding oppor-
tunities in radio for acquisitions and

revenue in a growing economy; it will
be moderated by Lew Paper, a partner
with Pillsbury, and preceded by remarks
from financial analyst Marci Ryvicker
of Wells Fargo Securities.

Radio’s place in the “connected car”
has been the subject of a series of
Radioc World articles (see radioworld.
comldashboard), and the topic pops up
in Orlando in a Thursday Super Session
featuring presentations by Fred Jacobs,
president of Jacobs Media/jacApps, and
Roger Lanctot, associate director in the
Global Automotive Practice of Strategy
Analytics. Earlier this year, Lanctot told
RW readers in a profile article that “the
mobile advertising experience is in its
earliest stages. What they’re trying to
enable is a location-based experience,
[but] radio has always been a location-
based experience.” He urged broadcast-
ers to take advantage of their ability to
provide localized content.

IF YOU GO

What: Radio Show,
Produced by NAB and RAB

Where: Rosen Shingle Creek Hotel,
Orlando

When: Sept. 18-20

How: www.radioshowweb.com

How Much: Various packages;
basic advance registration is $495
for NAB/RAB members, $795 for
others

Also on Thursday, Gordon Borrell
of Borrell Associates will lead a Super
Session, “Radical Change in Local
Advertising and How Media Is Morph-
ing to Survive.” He promises to explore
new ways in which focal businesses
spend marketing dollars. Specifically,
he riffs on recent big growth in money
spent on promotions. Borrell sees this
trend as an opportunity for radio, which
knows how to use talent endorsements,
live remotes and contests effectively.

The NAB Marconi Radio Awards
dinner on Thursday will feature a per-
formance by the recently reunited band
The Mavericks, arranged through Big
Machine Label Group in Nashville.
Radio personality “Shotgun Tom”
Kelly will host.

Up for the honor of Legendary Sta-
tion of the Year are KFI(AM) and
KIS(FM) in Los Angeles, KYW(AM)
in Philadelphia, WBBM(AM) in Chi-
cago and WEEI(FM) in Boston. Com-
peting for Network/Syndicated Person-
ality of the Year are Argelia Atilano,
Delilah, Steve Harvey, Tom Joyner and
Petros & Money. For the full list, visit
radioworld.com, keyword “finalists.”

National Radio Systems Committee
meetings also will be held Thursday.
The AM & FM Analog Broadcasting
Subcommittee, Radio Broadcast Data
Standard Subcommittee and Digital
Radio Broadcasting Subcommittee are
all active and scheduled to meet then.

SAVING MONEY

Two technical presentations on Fri-
day focus on “Efficiencies and Cost
Savings.”

Gary Liebisch, eastern region sales
manager for Nautel Ltd., will talk about
ways to cut AM transmitter power bills.

(continued on page 16)
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BY TOM OSENKOWSKY

Every company has established rou-
tines for conducting business efficiently.
The model includes equipment, person-
nel and procedures. Routines can be
disrupted by occurrences manmade and
natural, unintentional and intentional,
predictable and unpredictable.

Preparation for such events can mini-
mize or prevent downtime. Most com-
panies have several departments with
supervisory personnel experienced in
anticipating the types of disruptions
and how to deal with them, should they
arise. A comprehensive emergency plan
is a key element in recovering from a
catastrophic event. In many cases, expe-
rience is the best teacher.

The public relies on broadcasters to
keep them informed during times of
crisis. The Emergency Alert System
may be used by officials to warn the
public of imminent danger and how to
best protect themselves.

Broadcasters must have a plan in
place to ensure that their ability to serve
the public is not impeded by disruptive
events.

Dealing with the unexpected will

-
<
m
>

RARICSHOW

Sessions Focus on Crisis Planning

To survive and recover from emergencies, plan, plan and plan some more

be the theme of two Wednesday tech-
nology sessions at the Radio Show in
Orlande.

THREE DAYS ALONE

Planring for the unexpected is not an
oxymoron, but an essential. In business,
one establishes a plan for normal opera-
tions and anticipates what can disrupt
the norm and what steps can be taken
to respond accordingly. Disruptions for
radio can take many forms, such as
storms, utility failures, personnel issues.

STL loss, fire, accident, sabotage and
flood.

The session, “Essential Planning for
the Unexpected,” will feature Roswell
Clark, director of technical operations,
Cox Media Group in Tampa/Orlando
Radio, and Howard Price, director of
business continuity and crisis manage-
ment for ABC News. The moderator
for both sessions is Bill Hendrich, vice
president and marketing manager for
Cox Radio in Jacksonville, Fla.

(continued on page 18)
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HIGHLIGHTS

(continued from page 14)

Then MaryAnn Seidler, vice
president of sales for Tieline Tech-
nology, will lead a panel on studio
design using audio over IP. Speak-
ers include Cumulus Media Senior
Vice President of Engineering and IT
Gary Kline, Greater Media-Boston
Director of Technical Operations
Paul Shulins and Wyoming Pub-
lic Media Director of Engineering
Shane Toven.

Two new conference tracks —
the Programming Masters Series and
Sales Consultants’ Corner — run
concurrently on Friday, and aim to
give programmers and sales people
“a comprehensive training opportu-
nity in a consolidated format.”

Broadcasters have developed
something of a crush on FCC Com-
missioner Ajit Pai these days, thanks
to his vocal advocacy for the AM
band, so they’ll be pleased to know
that Pai will speak at the Radio Show
Luncheon Friday, to “share his views
on communications policy and how
it affects free, local radio broadcast-
ing.” as well as discuss his involve-
ment in AM issues.

The luncheon also will feature the
presentation of the National Radio
Award to Hubbard Radio Chair
Ginny Hubbard Morris.

Morris manages the strategic
direction of Hubbard’s stations,
which serve big markets: Chicago,
Washington, Minneapolis/St. Paul.
St. Louis and Cincinnati. Over the
past two years, the company made
notable acquisitions from Bonn-
eville International and Sandusky
Radio (the latter notably ending San-
dusky's 36-year history in radio),
thus bringing Hubbard’s station
count to 30, once pending deals are
complete.

Morris joined the Hubbard fami-
ly broadcasting business in 1982 and
worked her way up; she also is a for-
mer chair of the NAB Radio Board.
She joins a list of National Radio
Award recipients that includes Dan
Mason, Charles Warfield, Ed Chris-
tian, Jerry Lee, Lowry Mays, Jeff
Smulyan and Erica Farber.

A few other session titles that
caught our eye throughout the agenda
are: “The Mysteries of Compensa-
tion,” “Are You Ready to Drive Rev-
enue From Health Care,” “Program-
ming and Digital: Different Metrics,
Same Goal.,” “Imaging for a PPM
World,” “Managing Controversy”
and “Adventures in Copyrightland.”

The full program can be found at
www.radioshowweb.com.
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Three Takes on the Radio Business

The view from managers in Alaska, Alabama and the Delmarva Peninsula

With the Radio Show coming up
this month, Radio World invited station
managers from a variety of business
sertings and markets to comment on
the issues of most concern to them right
now. Here are three.

DENNIS WEIDLER

General Manager

KICY(AM/FM)

Arctic Broadcasting Association Inc.
Nome, Alaska

As a radio manager, what's the biggest
challenge facing vou for the rest of this
vear and early 2014?

Though both KICY AM and FM
are commercial, over 80 percent of our
operating budget comes from dona-
tions, mostly from the Lower 48. I travel
three or four times a year, cooking wild
Alaska salmon in a series of fundraising
dinners. Travel costs and logistics often
present interesting challenges.

We are also statfed by volunteers.
The Salmon Dinners are an important
time for full-time volunteer and summer
work team recruitment.
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What do we need to do to improve com-
mercial radio’s revenue performance?

Adbvertisers often need to be remind-
ed that radio works. Then, we need to
educate them how to make it work effi-
ciently for them and to properly gauge
results.

What are your sales people hearing on
the street about radio?

We don’t have a sales staff, per se.
We do receive statewide orders from our
representative in Anchorage. While the
economy in Alaska was largely unaf-
fected by the financial collapse of 2009,
many advertisers are still reluctant to
invest in their businesses as they did
before.

Unfortunately, our traffic director

FRED HOLLAND

General Manager/Managing Member
WTKI(AM/FM) and WEKI(AM/FM)
Focus Radio Communications
Huntsville, Ala.

What's the biggest challenge facing you
in coming months?

It’s always more revenue. We are just
approaching our fourth year in business
after launching in an economic down-
turn. Fortunately for us, the numbers are
moving in the right direction.

What do we need to do to improve com-
mercial radio’s revenue performance?

September 11,2013

enters orders | know can't work and
won’t work for the client. So many adver-
tisers and agencies don’t know how to
make radio work like I know it can.

Locally. we are faced with huge ener-
gy costs with gasoline at $6.13 a galion
and heating oil just under $6. Even with
those challenges, we are able to sell out
our basketball and Iditarod coverage, as
well as our Fishing Reports.

Has Pandora (andfor other new audio
services) affected your business? How?

No. We have no 3G or 4G coverage in
Bush Alaska, so devices are extremely
limited to access audio content. We also
have data caps, so streaming is limited.
There is the promise of fiber optic cable
coming to Bush Alaska, but we are still
waiting.

Are there certain regulatory issues you
are concerned abour at the FCC, or
changes you would like 1o see? What
are they?

The cost of music licensing is at the
top of my concerns. I hope this quickly
becomes a non-issue.

Has your organization made any capi-
tal or facility improvements recently
to improve your business, or have any
planned? Briefly describe them.

We have upgraded our automa-
tion computers, as we were still using
Windows 98 as the operating system.
We have also taken delivery of new
capacitors for our 50 kW transmitter.
They are about five years beyond their
life expectancy.

Has your station been approached
by DigiMedia/Mission Abstract Data
about automation licensing? What's
your stance on thar?

Not yet.

Who is the radio person you admire
most?

He’s now retired, but that would
be Stephen C. Trivers of Kalamazoo,
Mich.. where | began my broadcast
career over 40 years ago.

Remember the soul of our medium is
still local. Customer and listener access
at the local level is critical if we are to
fend off the other platform choices. It's
not rocket science.

Whar are sales people hearing on the
street about radio?

Budgets are tight. We have to make
a stronger case for staying the course.
Good ideas still sell.

Has Pandora (andfor other new audio
services) affected your business? How?

Not yet.
(continued on page 22)
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