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This time we will briefly wrap up our
somewhat detailed look at audio com-
pression by covering areas that some
readers have submitted questions about.
We will then take a look at a technology
that changes the relationship between
pitch and time...Page 14
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Frank Beacham

COLUMN:
The Big Picture

As we approach NAB2004, I'd like to pro-
pose a “what if* question for iocal broad-
cast stations. It's a question that will
strike many as extremely negative, but
one that every broadcast station owner
with a survival instinct had better be pre-
pared to answer...Page 16
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COLUMN:
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It never ceases to amaze me how certain
ideas and misconceptions manage to
survive and even thrive amid large seg-
ments of any population, despite the
existence of copious amounts of informa-
tion to the contrary. Our willingness to
accept...Page 20
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FROM THE EDITOR |

ok

el’s face it, for broadcasters the

year is not measured from

January ta December; the calen-
dar is from April to April. NAB is the
industry’s “new year.”

The annual April show stands out
above all other events as the bell-
wether of new professional broad-
cast technoiogy. Manufacturers plan
their whole product development
and release schedule around the
show. And like accountants, all of
us—manufacturers and publishers—
alike see the busiest time of the year
right now as we prepare for the
main event.

A lot has happened over the past
12 months since the industry last
gathered 1n Vegas. Last April, we
were in the middle of the Iraq war,
the SARs crisis and uncertain eco-
nomic coenditions, which reduced
attendance at the show for the third
year in a row. Despite all of this, the

/ The Main Event

new technology and products intro-
duced at NAB2003 were incredibly
vast and innovative, with new tape-
less production systems, “intelligent”
recording devices, low-cost HD cam-
corders and CMOS-chip cameras
becoming a reality. We had our
hands full when we gave out the
STAR and Mario Awards!

Last year we were preoccupied with
media ownership and copy protection;
this year, a millisccond view of a stars
breast has the country in an election
year uproar over decency standards,
which some pundits say are connected
to media concentration.

Meanwhile, in the background,
the industry has been working to
tidy up some of the lingering issues
that had remained unresolved,
namely cable ready and content pro-
tection standards.

So what should we be looking for
on the show floor this year? Based on

the NAB preview news coming [rom
the manufacturers this year, not as
much as last year; it’s as if so much
new technology was introduced at
NAB2003 that we’re seeing incremen-
tal improvements and enhancements
to existing products—a “product
hangover,” if you will.

Some of the trends you’ll see on
the show floor will focus on prod-
ucts compatible with MXE an impor-
tant component in the IT transition
taking place in broadcast. Lower-cost
HD gear, including camcorders and
editing systems are expected, as well
as new products for the emerging
HDV format—and technology that
will help make all this gear work
together.

See you at the show!

Tom Butts
Editor
thutts@imaspub.com
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LETTERS

Here’s To Larry

Dear Frank Beacham,

Thank you for your always informative and thought
provoking articles. 1 always learn something from your col-
umn and find your information to be honest, candid, and
to the point without significant editorial comment. Bravo!

In particular I felt it appropriate to write to you regard-
ing yvour tribute to Larry Thorpe. (“A Toast to Larry
Thorpe,” Jan. 21) 1 was part of the Sony Broadcast tcam
as a Broadcast Account Manager [or over 11 years. Among
the many fond memories of that time was the technical
knowledge imparted to the sales force. Larry’s energy and
incredible technical knowledge always resulted in a stim-
ulating and informative event, whether it was a training
session or a presentation to a major broadcaster at NAB.
We all know that Larry has only one speed, which is 120
percent faster than the rest of us. Given Larry’s energy it
goes without saying that he wasn't retiring, and in fact 1
hear he’s already taken a position with another industry
manufacturer. [Editors note: See p. 10 to see where Larry
ended up. |

Larry has been through the many ups, downs, and twists
our industry has seen over the years, but one lhing issure:
We will someday look back and thank Larry for carrying
the HD torch when others were afraid or unwilling to fol-
low. Thank you, Larry, for all you've done and thank you,
Frank, lor paying tribute to this industry genius.

Dave Westermann

Sr. Sales Representative
Duncan Video, Inc.
Carmel, Ind.

Send to Editor, TV Technoiogy at e-mall tvtech@Imaspub.com

Dear Editor:

Regarding your editorial of Feb. 4 in which you mention
that my quote at CES about consumers not needing to be
“educated” about HDTV may have been taken out of context.

My words were not taken out of context. I'm sure you,
like most other consumers have no idea how your cell-
phone, e-mail, virus protection, PC, etc., work, and you
don’t need to.

Do you think any satellite customer understands how
their dish, Inb or receiver works?

Nope. The price is right, and they will trust vendors
because at a low enough price, it still works like an old fash-
ioned 1V, only it looks better as a plasma on the wall

Price points cure all.

Mark Cuban
HDNet
Dallas

Dear Editor:

With great dismay, Randy Hollner’s column concerning
audio (lip sync) was right on the money (“ATSC Recom-
mends AV Sync Rules, “Jan. 7).

As a consumer, | made the big mistake of spending my
money on a worthless HTDV set with integrated tuner—
nothing like viewing NBC’s E.R, or Fox’s postseason [oot-
ball with lip sync way off.

E-mails to local stations and networks get no response
or acknowledgement of this problem, so the best this con-
sumer can do is tell everyone “don’t buy into HDTV,” and
ask the FCC and Capitol Hill 10 delay the analog channel
shutdown until major HDTV quality issues arc resolved.
Don't wasic vour money!!

D. Mason
Dallas
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The numbers are in.

In an industry where numbers mean everything, Avid has delivered
more all-digital, end-to-end news production systems than all of its
competitors combined. Avid helps broadcasters improve the number
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Around the world, more and more broadcasters are turning to

Avid for a competitive advantage through integrated rr\edia asset

management, editing, storage, and newsroom solutions.

wwuw.avid.com/broadcast
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-PBS Launches HD Channel .Sony Unveils New HDTVs

ALEXANDRIA, VA.

PBS is now broadcasting a
widescreen, hi-del channel around
the clock. The
PBS HD Channel,
launched March
1, was made avail-
able to the 236 (at
press time) local
PBS stations with
digital broadcast
capabilities, and
through  local
cable svsteins that
have agrced to
retransmit  the
digital signal of
their local public
broadcaster.

PBS HD Chan-
nel programming
consists of a mix
ol new and library
HD and 16:9
material. New
programs will be
simulcasted with
their analog national PBS premiere,
and will repeat on the PBS HD Chan-

nel during the week following a pre-
miere.

Among carly fare, a “Nova”
episode entitled,
“Hunt for the Su-
pertwister,” in
which viewers
go along for a
hidel ride with
a group of tor-
nado hunters;
plus episodes of
“American
Experience,”
“Greal Perfor-
mances,” “Mas-
terpicce Thea-
tre” and other
PBS stalwarts.

Other PBS
digial services
include PBS
Kids, PBS YOU
(“Your Own
University”)
and the VOD
cable package,
PBS Kids on Demand.

Erogamming

-Optibase Stepsin to Buy Media 100

PARK RIDGE, N.J.

Almost two months after CES,
Sony Electronics had its own unveil-
ing of new consumer electronics prod-
ucts, including its first new
POD-enabled HDTV sets.

Twelve new fully integrated sets
were introduced at an Open House
in its Park Ridge, N.J. headquarters.
The sets are compliant with Cable-
Labs’ CableCARD encryption stan-
dard (formerly referred 10 as a POD),
designed to give viewers who pur-
chase cable-ready DTV sets access to
premium HD cable programming.
The models range from 30-inch to

HERZLIYA, ISRAEL

Isracli encoding and streaming
equipment maker Optibase Ltd. took
preliminary steps that would allow it
to purchase the asscts of Media 100,
the Marlboro, Mass.-based company
that introduced desktop editing to
the video business.

Just days alter Media 100
announced that it needed a cash infu-
sion to stay alive, Optibase executed
a non-binding term sheet providing
for negotiation of a debtor-in-pos-
session $1 million loan to Media 100,
and the right for Optibase to buy all
of Media 100% assets in a pre-pack-
aged Chapter 11 bankruptey pro-
ceeding, lor $2.5 million (less the $1
million loan).

At the time of the announcement,
the agreement was not binding.
Should the transaction be consum-
mated, it would allow Media 100 to
continue to develop, sell and sup-
port its 844/X editing-compositing
systems, newly-introduced Media
100 HD system, Media 100 i, and
other content design products.

Tom Wyler, chairman and CEO
of Optibase said his company was
ready to turn Media 100 around.

“Media 100 has created differen-
tiated and valuable technology that

8

we believe can flourish with the right
backing. The advarced products that
Media 100 has developed represent
a growth opportunity for Optibase.”

John Molinari, president and chief
exccutive officer of Media 100, agreed
that Optibase had the resources nec-
essary to revive Media 100.

“With an extremely strong bal-
ance sheet, Optibase gives Media 100
the financial wherewithal to continue
engineering and marketing 844/X
and Media 100 HD and compete
aggressively in the market,” Molinari
said. “The deal is timed well to sup-
port us just as we begin first ship-
ments of our new 844/X Vers. 3
release and prepare (o deliver our
first implementation of 844/X tech-
nology on the Apple Power Mac G5
platform—Media 100 HD.”

The $1 million debtor-in-posses-
sion loan was to be used to meet pay-
roll, vendor obligations and assure
uninterrupted business operations.

Any final agreement betwcen
Optibase and Media 100 was subject
to the approval of the bankruptey
court. Media 100 reitcrated, at the
time of the contingency agreement
that “in the event the transaction is
not completed, [Media 100| may be
required to cease operations.”

March 26, 2004 ¢ TV Technology ® www.tvtechnology.com

60-inch screen sizes and encompass
Sony’s FD Trinitron WEGA CRT mod-
els, Grand WEGA micro-display
LCDs and CRT rear projection TVs.
The CableCARD-enabled sets will
begin shipping in August. |
Also scheduled to ship later this
year is Sony's DHG-HDD2— HD dig-
ital cable recorder, featuring a 250 GB
hard drive for storing more than 250
hours of SD content or 25 hours of
HD. A 120 GB version, the DHG-
HDD100 offers 120 hours of SD and
25 hours of HD as well. The recorder
also includes a chip for over-the-air
digital and analog reception.

i
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USDA TO ASSIST RURAL PUB-
CASTERS’ DTV CONVERSION

WASHINGTON

Sixteen public television stations in
13 states were selected last month to
reccive $15 million in digital con-
version grant funds from the U.S.
Department of Agriculture The money
was specifically aimed at assisting
small rural public television stations
make the digital transition.

Agriculture Secretary Ann M.
Veneman, who announced the
grant, said those stations selected
demonstrated significant service 10
their communities.

In Kansas, Smoky Hills Public TV
will receive $1.4 million for a new
tower, building and digital trans-
mission equipment, and associated
processing, monitoring and test
equipment. Prairie Public Broad-
casting in North Dakota and St.
Lawrence Valley Educational TV in
New York will receive roughly $2
million.

Other recipients include Ten-
nessee’s Upper Cumberland Broad-
cast Council and West Tennessee
Public TV Council; and South Dakota
Educational stations KPSD and KZSD.

The grant program was initiated
by Congress last yvear when it set
aside $15 million for DTV develop-
ment from $52 million in distance
learning/telemedicine funds in the
USD Rural Development appropri-
ation bill.

BARTON TAKES TAUZIN'’S
CHAIR

WASHINGTON

Rep. Joe Barton (R-Texas) has for-
mally taken the gavel of the House
Energy and Comimerce Commitiee,
where broadcast policy was fre-
quently shaped under his predeces-
sor, Rep. Billy Tauzin (R-La.), who is
in his last term in the House.

Barton indicated at the time he
intended to restructure the powerful
committee.

“This commitiee has a long, dis-
tinguished history and 1 will work
hard 10 be true to both where | come
from and where the committee must
go to accomplish its great work. 1 will
have additional announcements as 1o
new committee structure and place-
ments next week, and look forward
to continuing an active agenda,” he
said in a statement.

Federal
Frequency
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.Canon Snaps Up Thorpe

LAKE SUCCESS, N.Y.

The folks at Canon U.S.A. could
barely contain themselves after
scoring one of the most well-
known veterans of the broadcast
television engineering industry,
Larry Thorpe.

“Thorpe is a renowned expert in
the field of video acquisition, and
is a leader of the HDTV movement
in the U.S. His impressive list of
accomplishments includes pioneer-
ing HDTV market development in
the U.S. Thorpe also holds ten
patents in the field of broadcast
development,” Canon’s announce-
ment read.

And indeed, in snagging Thorpe
to be its national marketing execu-
tive for the broadcast and commu-
nications division, Canon has
landed one of the architects of the
first automatic color studio camera
and the man who ushered several

Sony camera formats into fruition.
Thorpe recently left a senior vice
president position at Sony
Broadcast during a restructuring in
which several senior executives
took early buy-outs.

More recently, Thorpe told a TV
Technology correspondent that he
was thinking of writing a book.

Thorpe joined Sony in 1982
after working for RCAs Broadcast
Division from 1966. In 1981, he
won the David Sarnoff Award for
his innovations in automatic studio
color cameras.

From 1961 to 1966, Thorpe
worked in the designs deptartment
of the BBC in London, where he
helped develop a range of color tel-
evision studio products.

Thorpe graduated from the
College of Technology in Dublin,
Ireland and the Institution of
Electrical Engineers in London.

I CIT Group Designs Transceiver Chip

PASADENA, CALIF,

A group at the California Institute
of Technology has come up with a
chip that it claims could very well
replace roof antennas, DBS dishes
and even cable modems.

The High-Speed Integrated Cir-
cuits group at Caltech has designed
what they're referring to as a “radar
on a chip,” or more specifically, an
eight-path, 24
GHz transceiver,
complete with
inputs for a
phased-array
antenna, all on a
single silicon
chip.

“The chip can,
for  example,
scrve as a wire-
less, high-fre-
quency
communications
link, providing a
low-cost replace-
ment for the opti-
cal fibers that are currently used for
ultrafast communications,” said a
statement from Caltech.

In addition to television reception
and high-specd data ransfer, the chip
could be used for anti-collision radar
for automobiles and sensors for
robots like the Roomba, the self-
directing vacuum cleaner.

The chip contains both a trans-
mitter and receiver and works like a

10

conventional array of antennas,
according to CIT. But unlike, say,
conventional radar with moving
hardware, this chip “uses an electri-
cal beam that can steer the signal in
a given direction in space without
any mechanical movement.”

For communications systems, the
ability to steer a beam would pro-
vide a clear signal without clutter-
ing the airwaves like
omni-direc-
tional cell
phone signals,
according to
CIT.

“But  with
this technology
you can focus
the beams in
the  desired
direction
instead of radi-
ating power all
over the place
and creating
additional inter-
ference,” said Ali Hajimiri, associate
professor of electrical engineering at
CIT and the leader of the group. “At
the same time you're maintaining a
much higher speed and quality of
service.”

The innovation of Hajimiri’s chip,
CIT said, was that it contains multi-
ple, parallel, harmoniously func-
tioning circuits. Most silicon chips
contain a single circuit or signal path.

March 26 2004 ® TV Technology ® www.tvtechnology.com

.Tower Transactions

RAYMOND, MAINE
CARY, NC

While one antenna company
recently announced the acquisition
of a tower company, another well-
known tower company announced it
was getting out of the broadcast tower
building business.

Dielectric has acquired
the assets of Kline Tow-
ers, a division of Kline
Iron & Steel Co. Based in
Columbia, S.C., Kline had
annual revenues last year
of more than $10 million.
Terms of the deal were not
disclosed.

Kline has a 40 year his-
tory in the broadcast
tower business, particu-
larly in the engineering of
tall and multi-array tow-
ers and platform struc-
tures.

“Kline Towers’ quality reputation
in the broadcast market will not only
expand Diclectric’s market presence,
but will also provide customers with
a more complete systems package,”
said John Capasso, Dielectric presi-
dent. “Dielectric and Kline Towers
have worked together on several large
projects over the years and we are
delighted to have them join the team.”

Diclectric’s parent, SPX Corp.
recently reported that broadcast and

communications organic revenues
declined 23.5 percent in the fourth
quarter compared with 2002, “due
to regulatory delays in the HDTV roll
out and a decline in demand for
telecommunications line manage
ment systems,”

Another tower company, Cary
N.C.-based Spectra
Site recently sold its
broadcast services
'business to its own
investment arm, Doty
Moore & Hoenninger,
LLC. Company offi-
' |cials said they wanted
'to concentrate on leas-
ing and licensing tow-
| ers for broadcast and
wireless.

“The sale of our
broadcast services
division represents
the final step in a
multi-step process whereby Spetra-
Site has successfully transformed itself
into a pure play, recurring revenue-
based company focused entirely on
revenues derived from site leasing
and licensing,” said SpetraSite pres-

idenVCEO Stephen H. Clark. “As part |

of this transactipn we have retained
the high margin broadcasting site
leasing business which produces very
predictable revenues and cash flow.”

B HD-DVD Standard Approved

TOKYO

The 20 member steering com-
mittce of the DVD Forum recently
voted 1o approve a compression
standard from Toshiba and NEC 10
develop HD-DVDs.

The approved standard
will store up to 20 GB of
data on a rewritable sin-
gle-sided disc, more
than four times the 9
GB on current DVDs
on the market {
(rewritable DVDs can
hold up 10 4.7 GB). A
read-only version of HD-
DVD, which can hold up
to 15 GB was approved last
year. Toshiba and NEC said they
expect to introduce HD-DVD
recorders on the market by 2005.

The forum also approved several
encoding schemes for HD-DVD,
including MPEG-2, MPEG-4, Pt. 10
(also known as “H.264”) and most
notably, Microsofts Windows Media

9 compression standard. The con-
sensus among the technical com-
munity is that one of the factors
weighing in Microsoft’s favor is its
strong digital rights management

capability, a major plus in
the skittish Hollywood
community.
Microsoft has
already submitted
|its WM9 codec to
| SMPTE.

The approval
pits Toshiba and
NEC against a
competing standard
developed by the Blu-
Ray group, a 12-member
consortium led by Sony, Matsushita
Electric Industrial (Panasonic),
Philips and Thomson. According 1o
the Blu-Ray group the only Blu-ray
recorder currently available is the
Sony BDZ-S77 in Japan at $2,700
with writable discs costing an aver-
age $23.
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TUNING IN

Gary Arlen

blasted into the television envi-

ronment, Madison Avenue and
broadcasters have lamented that these
devices will murder advertising, as
users of these Digital Video Recorders
(DVRs) skip through commercials.

More significant, however, is what
DVRs and their transportable cousins,
recordable DVDs—in all variations
—may do to the syndication business,
the off-hours lifeblood of local broad-
casting. Indeed, Hollywood is already
cannibalizing its own syndication
opportunities as it releases DVD ver-
sions of recent TV series. The DVR
and DVD-R double punch is merely
an accessory to that process.

Of course, an array of other factors
is changing the world of reruns. Most
notably, the current popularity of
short-run reality series supplies the
networks with inexpensive, dispos-
able programs—often displacing
scripted situation comedies, which
have been the mainstay of the syndi-
cation aftermarket.

It is widely assumed that reality
shows have relatively little afterlife
—especially series that focus on a
competition, such as “Survivor,”
“American Idol” or the various
matchmaking programs. To be sure,
Reality Central, a nascent cable
channel, plans to pick up and rerun
some of these series, but that net-
work’s debut is still at an unspecified
future date.

Ever since TiVo and ReplayTV

COPY ME NOW

More pertinently, “The X-Files”
experience presages the home video
future of syndication. Broadcast chan-
nels carrying reruns of the popular
Fox sci-fi show could not at first fig-
ure out why local ratings suddenly
tanked last year. Then someone
pointed out that Fox had released
full-season bundles of “The X-File”
DVDs. The show’s aficionados—and
there are millions, according to sales
figures—could buy boxed sets at
prices ranging from $100 to $150 per
year. And they watched the shows
whenever they wanted—not accord-
ing to a station’s time schedule.

The X-Files situation was hardly
unique. TV shows generated about
$1.5 billion in DVD sales last year,
nearly triple the 2001 figure. More
than 525 TV titles were released in
2003, including many classic episodes
from studio and network vaults; those
oldies-but-goodies are less likely to
affect current syndication. But

12

Whatever
Happened to Reruns?

Amazon’ tally—11 of its 30 top-sell-
ing DVDs last year were TV series—is
a harbinger of what may happen next.
Among those Amazon sales hits were
“Friends” and “Sex and the City,”
both just completing their final sea-
sons and ready for syndication albeit
with reduced appeal if their dedicated
fans buy the DVDs before those
shows hit rerun schedules.

formats; for example: DVD-R offers
permanent storage that cannot be
erased, while DVD-RW can be erased
and written over many times.

As DVRs and the new DVD-record-
able devices fall toward the $200
range, usage continues to grow.
Aficionados can easily pluck their
favorite shows during first run, net-
work reruns or first syndication

A SEASON OF DVDS

Some studio number crunchers
have determined that there’s more
revenue in a seasonful of DVDs than
in the lifetime value of households’
viewing ad-supported presentations
of those shows. One studio recently
acknowledged that DVDs from its TV
shows account for only six percent of
its total DVD sales, but the category
generates at least seven percent of its
revenue. That advantage is expected
to expand.

Other studios are already imple-
menting direct-to-DVD release for
some of their original TV program-
ming, especially in foreign markets
where the shows may never find
broadcast or satellite slots.

Such choices about distribution
decisions recognize DVD’s vast global
success as a playback medium.

HOME RECORDING
DILUTION AHEAD, TOO

Next comes the DVR factor and
more pertinently the recordable DVD-R
opportunity. Right now, early adopters
are figuring out the differences between
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cycle—never again needing to tune
into syndicated reruns.

New combination models that
include hard disk drive (HDD) DVRs
and a recordable DVD drive are com-
ing to market from JVC, Pioneer and
other manufacturers—some versions
include up to 300 hours of storage
capacity. The DVD recorder makes it
easier to offload the shows from the
HDD onto a portable medium for use
on DVD players elsewhere in the
house, at vacation homes and via the
backseat DVD display monitor in
your car.

Although today’s versions of these
DVR/recordable DVD devices are
pricey—typically $1,200 to $2,300—
the prices are likely to drop into the
$300 range. At that point, look for
greater interest in setting up such off-
air or off-cable capture despite the bar-
riers to be erected by copyright police.

Critics contend that such recording
requires too much effort for couch
potatoes. Their expectation is that
such off-air recording will go no fur-
ther than the time-shifting gambits in
the early home videocassette recorder
days. That is, fans may try to capture

and keep their favorite shows, but ulti-
mately they will wind up with bokes
full of recordings they never view.

Moreovel, the copy protection
schemes beihg implemented to pre
vent such hame recording may limit
the usefulness of such duplication for
sharing among friends.

On the other hand, the ability to
have a “fair use” copy of favorite
shows or specific episodes appeals to
the young | audience that has
embraced mysic downloading serv-
ices. That is why Hollywood is trying
to establish copy protection rules for
movies as well as TV shows.

It is also the reason that station
technicians mgay find evermore com-
plex componé¢nts within their video

Hollywood is already
cannibalizing its
own syndication

opportunities as it
releases DVD versions

of recent TV series.

feeds as varibus watermarking,
encryption and bther anti-piracy tools
are embedded i1l shows.

Other factorsi—including networks
current trend ir. ordering short-form
series (eight to 13 episodes)—further
affect the nature of syndication, which
has relied on inventories of 100 o1
more segments fo enable daily strip-
ping. The redu¢tion of off-network
syndicated fare fnay augur the intro-
duction of more loriginal or even local
productions that avoid the home
recording distraction.

Nonetheless, home recording and
playback—whether via DVR, record-
able DVD or other technology threat-
ens to change the program patterns
far more significantly than what we
saw when VCRs were added to the
home viewing equation more than 20
years ago.

Gary Arlen is president of Arlen
Communications Inc., a Bethesda, Md.-
based research firm that has tracked the
convergence, emergence and divergence
of media technology since the days of
two-inch videotape. You can reach Gary
at GArlen@columnist.com.
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AUDIO NOTES

Tim Garroll

his time we will briefly wrap up
Tour somewhat detailed look at

audio compression by covering
areas that some readers have submit-
ted questions about. We will then
take a look at a technology that
changes the relationship between
pitch and time. Finally, I'll tell you
about what I will be on the lookout
for on the NAB show floor and what
1 will be stopping by 1o ask manufac-
turers.

NO GLUE HERE

You might think that the way 10
encode 5.1-channel audio is to glue
six mono or three two-channel
codecs together. | certainly thought
this would be a reasonable approach,
but as is often the case, what did 1
know? It turns out that in the case of
Dolby Digital (AC-3), Ray Dolby

suggested 10 his codec development
team that the better and more effi-
cient way to do things was to code
multichannel audio as a complete
whole. This allows the technique of
high-frequency coupling that we
described last month to act across
multiple pairs of channels simultane-
ously to save even more data. Note
that this technique is not employed
in Dolby E where the channels are
coded independently. Because the
Dolby E system can actually carry
unrelated programs in each channel,
high-frequency coupling between
channels could create some strange
sounds.

Treating multichannel audio as a
whole also allows channels that are
not demanding as many bits for cod-
ing a given section of audio to
deposit the extra into a common “bit

Dolby, The Chipmunks
And NAB2004

pool” where they can be applied to
other channels to improve quality.
These two techniques, while some-
what useful in a two-channel coder,
become critical tools in successfully
balancing quality and elficiency.

Probably the best introduction to
Dolby Digital (AC-3) coding was
written by Mark Davis as an article
for the now out-of-print July 1997
issue of “Audio Magazine.” I saved a
reprint of the article because 1 {ound
it so readable and understandable.
Further, it describes a very interest-
ing technique borrowed [rom analog
noise reduction that further
improves system performance.
Although focused on Dolby Digital
(AC-3), it is still an invaluable intro-
duction to many aspects common to
most all audio coders.

E— \ TERNATIONAL. INC.
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TIME AND PITCH

I was very lucky to have wurked
with the research and engineiring
teams at Dolby Laboratories for sev-
eral years. One of the most interest-
ing lechnoﬁgies I encountered was
one that is embodied in the com-
pany’s Madel 585 Time Scaling
Processor. This unit allows the dura-
tion of a given audio selection > be
stretched or condensed (i.e. time-
scaled) witt no change in pitch, or
to be pitch-shifted with no change in
duration. Although not a new 1 lea,
there are products that have been
around for Lwhile that can do this.
One product that immediately came
to mind duting the developmen: of
this technolpgy was a unit manulac-
tured by Lexicon many moons ago
that interfackd to Studer analog upe
recorders angd allowed a user 1o vari-
speed the mdchine while it automati-
cally corrected the pitch. It was wsed

Every year | go
hunting for
sometihing at NAB.
| figure you have to
have at Jeast a couple
of goals or the days
just tutn into a blur
of endless walking

and coliecting swag.

quite a bit in jommercial production
to get spots tg exactly 30 or 60 sec-
onds, but it didn't really catch on 100
far beyond this application.

1 bring up the analog tape
recorder application because il 15
probably the dasiest way to explain
how time-scaling and pitch-shifting
are integrally related. If you increas:
the playback speed of a spoken com
mercial (for example) on an analog
tape machine, ‘he pitch of the audio
is increased and so is the speed ol
the spoken words. 1l you were then
able to shift the pitch down by the
same percentage that you increasec
the playback speed, the result woulc
be that the pitch is the same, but the
speech remains faster—you have just
time-scaled the audio. A fine exam-
ple of the reverse situation (pitch-
shift) is from my childhood.
Remember Alvin, Simon and
Theodore? They were from the holi-
day record “Alvin and the
Chipmunks” |created by Ross
Bagdasarian Sr. (aka David Seville).
Here is how he did it: he spoke the
words in normal pitch but did so s-I-
o-w-l-y and recorded it at one speed



on an open reel recorder. Then he
played the recording back at a higher
speed, and voila! The Chipmunks
were born (they had high-pitched
voices but spoke at a normal pace).
Yup, it works (I tried it in high
school once; 1 forget what 1 was
really supposed to be doing), but it is
(and was) tedious and will not work
on anything that has been pre-
recorded because the pitch will shift
and so will the speed.

Since the Lexicon product, mod-
ern digital products and software
plug-ins have been developed. By
various methods, they are all able to
change the speed of the audio and
thereby the pitch. Usually it is by
adding or repeating small sections to
make a selection slower (then play-
ing it out at a higher sample rate to
restore the timing but enable the
pitch to increase), or by removing
small slices of the audio where they
think it might be inaudible 10 make a
selection’s pace faster (then playing
it out at a lower sample rate to
restore the timing but enable the
pitch to drop). Sometimes it works,
and sometimes it does not. For
example, how do you slice up a sus-
tained violin note?

Unfortunately, in addition to
sometimes being very audible in
their actions, most all seem to have
the drawback of needing to be told
what kind of audio they will process.
If I have to tell a unit to optimize for
speech or music, it is probably going
to get into some serious trouble han-
dling a typical film soundtrack that
has both speech and music and
switches back and forth without
prior notice. The Holy Grail thenis a
technology that handles both equally
well, doesn’t need to be told any-
thing about the source material, and
knows where to slice or add.

Brett Crocket, the primary inven-
tor of Dolby’s time- and pitch-scaling
algorithm set out to develop a
process that worked independently
of the type of audio presented to it.
His work stems from research into
Auditory Scene Analysis (ASA), or
how the human auditory system
(i.e., the ear to the brain) breaks
apart the continuous stream of dif-
ferent sounds it is presented with
into separate perceptual events.
What was that? After much discus-
sion with Brett, my simplified take
on ASA is that it is the study of how
we differentiate between the different
components of what we hear: the
sound of a piano, cello and two vio-
lins plus a conductor’s baton being
dropped will all be grouped in cer-
tain ways into so-called “events.” It
may mean that a group of sounds are
perceived as one event, or possibly in
the case of the baton a single sound
equaling a single event. This is criti-
cal because unlike other processes
that may simply rely on the ampli-

tude of a signal for determining
where to act, knowing how sounds
will be perceived helps the Dolby
algorithm make much better
informed judgments about where
and when to add or drop sounds.
The result is extremely natural
sounding audio, just faster/slower or
pitched up/down. For the complex
details of what is going on, 1 highly
recommend Brett's paper from the

AES 115th convention (paper 5948),
which 1 am sure will be published in
the Journal of the Audio Engineering
Society soon.

Some interesting applications
arise for a product such as this. One
obvious one is the video transfer of
24fps film for 25fps PAL countries.
Amazingly, until now this process
has simply delivered films with the
audio 4 percent higher in pitch.

FEATURES

Now, with the timing being increased
by playing the 24fps film back faster,
the audio can be corrected back
down 4 percent and will sound nor-
mal. (Well, it will sound normal to
us but perhaps not normal to PAL
viewers who have become accus-
tomed to Arnold Schwarzenegger
sounding a little bit squeakier.)
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THE BIG PICTURE

Frank Beacham

s we approach NAB2004, I'd

like to propose a “what if” ques-

tion for local broadcast stations.
Its a question that will strike many as
extremely negative, but one that every
broadcast station owner with a sur-
vival instinct had betier be prepared
1o answer.

What if a court overturns “must
carry” and simultaneously the broad-
casl networks move away from the
affiliate system to become exclusive
content producers for pay television?
Under these twin circumstances, how
would your television station prosper
in the future?

Before you say it can't happen,
think again. Former FCC chairman
William Kennard, who as a young
attorney argued the original analog
“must-carry” case before the U.S.
Supreme Court, can tell you how
close that original decision came o0
not requiring cable opcrators 1o carry
the signals of all broadcast stations.

In a media environment of endless
choices and constantly changing tech-
nology, it is dangerous 10 assume a
government policy forcing one media
distribution system to re-deliver
another will be here forever. It’s a thin
assumption on which to establish a
solid business.

As for the networks, the network-
affiliate system was built in an era
when the networks nceded local sta-
tions to distribute their content to
homes. That distribution is no longer
required in an era when the vast
majority of viewers receive their tele-
vision via cable or satellite providers.

Also, the traditional network eco-
nomic model no longer works. Sure,
the network O&O stations are impor-
tant money-making local brands. But
the networks themselves are fast mov-
ing away from being program distrib-
utors to becoming “studios” for
premium television content.

The income from commercial
advertising alone is no longer enough
1o sustain this level of production. In
the future, each network is expected
to do what’s necessary to generate as
many revenue streams as possible for
the programs it creates and owns.

GOING IT ALONE

Back to the “what if” question. I
expect most will say the future of tel-
evision stations is rooted in localism.
Some will proudly point to their local
news programs as examples of how
they are already embracing the future.
Others will argue that their local news
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is so good that it serves the public
interest and justifies their use of free
spectrum,

Now, ask how many of these sta-
tions are actually good enough to sur-
vive without “must carry” and some
network affiliation? How many of
these broadcasters offer original local
information and entertainment thats
so compelling that it would warrant
viewers to reacquaint themselves with
the basics of antenna installation 101?

Maybe there’s a station somewhere,
but I can’t name it. 1 find that what
passes today as local TV news is
mostly fluff without substance—a
combination of accidents and police
blotter siories combined with vapid
“lifestyle” pieces about consumerism
and the exaltation of celebrity. The
powerful technology that enables live
remotes during newscasts is too often
reduced to a “stand-up” by a blow-
dried talking head in front of a static
backdrop.

Since today’s local TV newsrooms
tend to be made up of 20-somethings,
I can’t expect these aspiring journal-
ists 1o know that it wasn't always that
way. One only has to go back to the
post-Watergate years in the 1970s—
after the fall of Nixon—when stations
all over the country wanted 1o create
their own Woodwards and Bernsteins.

I was lucky enough in that era 1o
work as an investigative reporter in
the newsroom at one of the best—the
Washington Post-owned WJXT in

Jacksonville, Fla. On my first day of

work I was personally greeted by Post
publisher Katherine Graham and
encouraged to be aggressive and fear-
less in doing stories that involved
powerful members of the community.

Her pep talk came just after the
revelation that the Nixon administra-
tion had plotted to rescind the Post’s
TV station licenses due to her news-
paper’s aggressive reporting of
Watergate. Mrs. Graham was in a
“take no prisoners” mood. 1 was told
there were no sacred cows and if any
emerged, I was to call her directly.

For the next year or so, before
being hired away by the Miami
Herald, 1 worked in the best television
news operation 've ever experienced.
Yes, the news departiment reported the
routine police stuff, but we were
encouraged 1o “follow the money” to
report substantive stories of corporate
and political corruption, one of which
led to the resignation of a U.S. senator.

Never once was I cautioned not to
offend an advertiser. If I needed
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A Big ‘What If’ for Local
Broadcast Stations

expert help, the station had account-
ants and lawyers on retainer that we
could call at any time. If we had a
breaking story, we'd do instant live
specials.

After the indictiment of a promi-
nent politician, 1 remember leaving
the federal courthouse with a carload
of witnesses en route to the studio.
Within minutes, we were all hustled
onto a set to discuss the case on-the-
air. The memory is especially vivid
because no anchor was available at

Frank (seated center, facing the camera) conducts an
interview during a three-camera news shoot for WJX1

Jacksonville, Fla. in 1973.

the moment and 1 was thrown in
front of the camera live and 1o0ld “10
handle it.”

Of course, those freewheeling days
ended by the early 1980s. The bean
counters took over television. Real
investigative reporting was deemed
too expensive. Soft, innocuous
“lifestyle” content replaced it. The
ratings were good, the risks far less,
and no one was offended. That’s
essentially where we are today.

HYPER-LOCALISM

Back to that “what if” question.
Since most agree the answer is for a
station to become a key brand for
local content, this leads to the follow-
up question of whether the status quo
in local content is good enough.

As you can probably tell, I have
my doubts about “news lite.” 1 sus-
pect the viewers might eventually
overdose on too much sugar. I'd bet
the ultimate winners in local televi-
sion will specialize in “hyperlocal-
ism,” a more sophisticated form of
local news and information that goes
far beyond today’s typical formulaic
local newscast.

The reporters in a hyperlocal
newsroom would have specialties that
provide an expertise in stories impor-
tant to the station’s community. For

example, trained environmental
experts would serve as reporters in an
area threatened with environmental
problems.

The hyperlocal newsroom would
still have general-interest reporters
but would also employ lawyers,
accountants, doctors and professinnal
educators 1o cover their areas of
expertise in “beats.” Only thraugh
routine beat reporting can journalists
gain the deblh of knowledge te dig
out the difficult stories. Serious n: ws-
papers learned this long ago. TV's
time has come.

Finally, it% time to bring visual sto-
rytellers back into the newsroom.
Live remotes should tell a story with
pictures and| be about something, not
just a chance for a reporter to perform
on camera qutside the studio. Using
colorful, corﬂplex graphics as a visual
crutch should be
restrained.
Compelling
images from sur-
veillance cameras
and cellphones are
better than
canned, after-the-
fact video of “the
scene.”

And who said
high-definition
video and sur-
round sound does-
n't  matter in
news? Of course it
does and the first
station 1o use it in
a forceful, meaningful way will leap to
the 1op with the deep-pocketed, most
influential viewers who have invesied
in HD sets.

Such ideas you say, are 100 expen-
sive. Yes, very expensive, especially if
well executed. It would require—as
they put it—a paradigm shift in the
strategic thinking of the broadcast
accounting fupctionaries. Good pe»>-
ple always cost money, and no techt-
nology can fully replace them.

But then if| your station becomss
the number-onte information brand ‘n
its market, think of the new revence
models emerging for your exclusive
content. To mpdify an old slogan: “It
Ain't Just About Television, Anymore ”
It’s also about DVD, print, Web, syn-
dication and ather outlets and serv-
ices limited only by the imagination.

Each broadfasuer will have his ¢r
her own answer to our “what il’
question. That’s the idea. Since none
of us really knows how the future of
the medium that we now call telev:-
sion is going to play out, we should &t
least start to think through the scc¢-
narios. Thosd solutions might bs
needed sooner than we think.

Frank Beacham is a New York City
based writer and producer. You ca
reach him via TV Technology.
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'FOCUS ON EDITING

Jay Ankeney

or the first time in long memory,

this year’s Super Bowl XXXVIII

was actually worth watching for
the game itsclf. You know, thats the
fussing around on the field that hap-
pens between the high-priced com-
mercials that this year averaged $2.25
million for a 30-second spot. But
despite Adam Vinatieri's 41-yard
cliffhanger field goal in the final four
seconds that put the Pats over the
Cats 32-29, much of this year’s post-
game chatter concerned aesthetics,
which my American Heritage diction-
ary defines as “Guiding principles in
matters of artistic beauty and taste.”
No, I'm not yet referring to Janet
Jackson’s peek-a-hoob flashdance but
its relevance will come into play
shortly.

Let’s kick off our annual analysis
of the most striking of this year’s
Super Bowl ads by celebrating the
editing principles behind these mix-
tures of entertainment and hype. This
column has always defined “editing”
as the creative act of combining two
discrete ideas 1o create a third, dis-
parate concept in the mind of the
viewer. This can be expressed in the
formula B + C = A, where “B” and
“C” are the audiovisual elements
being juxtaposed and “A” is the
intended impression the audience is
supposed to receive.

Of course, being an art form, it is
not always guaranteed that the
intended “A” imprint will result. And
being a commercial art form, every-
one involved has to recognize that
the audience views the video fire-
works through the filters of their
own life experience. So editors, or
whoever is responsible for banging
“B” and “C” together, have to be
aware of the higher level of aesthetic
appreciation expressed as B2 + C2 =
A2, because in addition to nachos
and chicken wings, every Super Bowl
partygoer brings his or her own pre-
conceptions to the game.

Fortunately, editors have three
overarching communication ools that
guide their aesthetic alchemy, our
Holy Trinity of context, contrast and
rhythm, and the ads of Super Bowl
XXXV provided prime examples of
each.

THE IBM SPOT

“Contrast” refers to the intentional
difference between shots in a
sequence, and nowhere was this more
effeciively used than in IBM’s mini-
malist spot touting the Linux operat-
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ing system that ran right after the
Carolina Panthers’ Shane Burton
blocked the Patriot’s field goal with
6:08 left in the second quarter. In a
visual style that emulated George
Lucass “"THX 1138” as closely as the
classic 1984 Macintosh ad borrowed
from Fritz Lang’s “Metropolis,” it
started with a pullback from a blank-
faced kid in a featureless white room.
As we hear Muhammad Ali’s voice
shouting, “They’ll never make me an
underdog. They'll never stop me,” the
ad cuts to an overhead wide shot and
we see the child is looking at archival
footage of the famed heavyweight on
a black-and-white TV set perched
atop an isolated table. All the visual
elements of the spot have been estab-
lished in the first five seconds, and its
message is conveyed by the contrast
of cutting between the kid (a com-
puter geek or ghost of the future?)
and the rebellious Ali yelling, “I
shook up the world! I shook up the
world!”

Suddenly a modern Ali is sitting in
a chair opposite the child, telling him
personally to “shake up the world.”
The boy looks up, smiling, and we
cut to a simple graphic: “Linux” that
dissolves into the phrase “The Future
is Open.” Without fancy graphics or
digital effects, IBM’s pitch about not
letting established prejudices block
out maverick possibilities is con-
veyed through the simple contrast
between shots of an old warrior and a
new seeker.

SUPER MACHO

“Rhythm,” or the temporal ele-
ment of editing’s pace, became the
primary element in Gillette’s super
macho 60-second ad during the third
quarter with New England up 14-10
over Carolina. This spot’s mono-
chrome imagery had an even greater
impact since it followed a colorful
trailer for the film “Hidalgo,” but if
you viewed this ad silently without
knowing its sponsor the stream of
images would be almost baffling.

Triumphal quick cuts of men scor-
ing in various sports are intercut with
sensual close-ups of male faces and
female eyes admiring them driven by
a constant rhythm as unrelenting as a
primordial chant. A voiceover
intones, “You know the feeling.
You're unstoppable. Unbeatable.”—
while the Cut! Cut! Cut! editing pen-
dulum marches on. About 20
seconds into the ad we start to see
shots of Gillette shavers quickly fol-
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The Aesthetics of
Super Bowl Ads

lowed by passionate kisses accelerat-
ing into touching and fondling as a
men’s choir proclaims, “The feeling
that you get when you’re at your very
best.” The incessant beat propels us
toward the climactic line, “1 never
want 1o lose that feeling. 1Us the best,
man!” as the logo “Gillette: The Best
a Man Can Get” burns across the
screen.

the same spot with 2:51 left in the
game—a clever and effective ploy

But the strongest invocaticn of
editorial context came towarc the
end of the first hall when Budwriser
opened a cammercial with a beauriful
winter forest scene. We crane cown
on a horse-drawn sleigh nestled in
the snow as the woman says, “This is
so romantic " Her beau replies, “YWell,
it's about 10 get a little bit miore
romantic.” and hands her a candle 10
hold. While he digs some Bud Lights
out of a cooler we are presented with
a sequence of some of the most
unforgettable shots in the context of
family ententainment: 1) The hcrse’s
tail arches up; 2) the woman’s eyes
widen in hoiror; 3) from the side we
see a “mighty wind” accompanie:l by

A modern-day Ali implores a young prodigy to “shake up the world, “ illustrating
the contrast between old and new in conveying revolutionary ideas.

The amorphous content of the
images becomes almost irrelevant to
the reassuring propulsion of that
indefatigable rhythm. Like an urban
drumbeat, rhythm becomes the cen-
tral impetus thrusting the message
forward, telling all men that they can
be winners if they shave with the
proper razor. As much as | admired
the totality of the ad’s production, 1
found myself scratching my beard in
wonder at its confluence of images.

“Context” has been saved for last
since it involves the whole mystique
of the Super Bowl. One of the ads
that most effectively played off the
audience’s expectations of commer-
cial cacophony aired with 6:53 left in
the fourth quarter and the Cats up by
a point. We see a fairly conventional
shot of a Cadillac SRX VG careening
along mountain roads, but there is no
sound. Even a tight close-up of the
driver mouthing “Wow” was M.0.S
(an old film term for a take without
mikes, or “mit out sound”). The
Caddy Daddies had caught us
unawares by double-crossing our
expectations of boisterous Super
Bowl ads, and just to show it wasn’t a
fluke, they repeated the silent treat-
ment 14 minutes later by rerunning

familiar SFX blow the woman back-
ward; 5) the candle’s flame is caught
in the blast; #) cutaway to the horse
looking over its shoulder. 5) the man
joins his now charred and windswept
date asking, “Do you smell barbe-
cue?”

Just as a lopper, some passersby
chime in, “Cdol. A rocket sled.”

Yes, the context of the calm pas-
toral winter scene juxtaposed against
fast-cut editir||g to stun the estimaled
90 million Sunday evening viewers
sure was efféctive. In fact, if Janet
Jackson had not had her “wardrebe
malfunction,” Bud Light’s irreverent
bon mot along with other ads filled
with horny chimps, crotch-biting
dogs and that bikini wax gag prota-
bly would have prompted an even
greater discussion of Super Bow! ars-
thetics. That 1s B2 + C2 = A2 imple-
mented to the max, and in some
people’s minds we now know what
kind of a “bewl” 1o which they are
referring.

Jay Ankeney is a free-lance editor
and post-production consultant based
in Los Angeles. Write him at 220 39%h
St. (upper), Manhattan Beach, CA
90266 or at JayAnkeney@aol.com.



SONY.

After decades of recording on tape, professionals are discovering the sweeping significance of
the XDCAM™ Professional Disc™ system.

XDCAM recording redefines speed, rushing low-res “proxy A/V" into an editor at up to 50x
real time. Not to mention the ability to edit on the spot in the camcorder. The XDCAM system
redefines video by recording your clips as MXF data files, inherently friendly to IT networks and
IT storage. And XDCAM recording redefines robust with a bump, jolt and shock-resistant laser
transport protected by Sony’s 7-year “Powertrain” warranty. (See actual warranty for details).

There's so much more to the story. You'll be amazed by the revolutionary, affordable, reusable
Professional Disc media. You'll choose from DVCAM™ or MPEG IMX® codecs, shooting in interlace,

progressive or 24PsF. And you'll command multi-megabytes of metadata.

You owe it to yourself to experience the XDCAM system, an innovation so powerful, it's a
whole new way to
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" COUNTON IT

Andreé V. Mendes

{ never ceases {0 amaze me how

certain ideas and misconceptions

manage 1o survive and even thrive
amid large segments of any popula-
tion, despite the existence of copious
amounts of information to the con-
trary. Our willingness to accept facile
explanations, especially when the
conclusions drawn neatly fit into our
preconceived ideas and personal
biases, can quickly become the gating
factor in our careers and worse yet, a
burden to the companies that employ
us. Such is the case in a lot of broad-
cast environments today where there
still exists a book of “knowledge”
about what IT is and what it brings to
the table that deviates from real-life
experience everywhere else.

RELIABILITY
You don’t have to look very hard 1o
find folks that will tell you that IT

IT in Broadcast:
Dispelling the Myths

technology cannot be counted on to
display the reliability necessary in
broadcast. But a close look at reliabil-
ity in any technical environment will
quickly reveal a direct correlation
between proper funding, professional
administration, exacting workflow
processes and the high availability
numbers that we all seek.

It is easy to confuse the ease of
setup for baseline systems with a
proper professional installation dedi-
cated to support mission-critical
applications. Take for example a sim-
ple switched Ethernet network with
Internet connectivity. Nowadays, just
about anybody can march down 10 a
consumer electronics store and pur-
chase everything necessary to set up a
high-performance, wired 100 Mbps
switched network with wireless con-
nectivity at 54 Mbps and with a 3
Mbps broadband connection via cable

A LINKS
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modem for a relatively paltry $200
and with some luck, it can be accom-
plished in less than an hour. Never

ware and software suppliers.
Although we applaud and appreciate
the speed with which these vendors
are incorporating IT “think” in the
form of EtHernet connectivity and
TCP/IP-baséd communications and
control, there are still far too nany
examples of what could be called
“island thinking.” The concept ‘hat
an application will be installed im its
own dedicated server and run in its
own playground without regard te its

You don’t have to look very hard to find

folks that will tell you that IT technology

cannot be counted on to display the

reliability necessary in broadcast.

mind that those specs would have
made most IT managers (not to men-
tion their CFOs) go weak in the
knees just four or five years ago.
Would you trust your on-air automa-
tion to run on it? Probably not and
you shouldn’t. 1t is almost a trivial
task to set up a file and database
server combo—a couple $2,000
servers and a few hours and you are
up-and-running. Should you trust
your ad sales package to run on it?
Not if you want to keep your job.

IT-based systems will continue to
offer dramatic improvements in price
performance ratios, but they must be
treated as the mission-critical infra-
structures that they have become. The
same holistic perspectives that have
historically kept banking systems,
stock markets, telecommunications
networks and ICUs humming 24/365
must be deployed commensurate
with the risk profile of a particular
application. Maybe your station’s e-
mail can be down for a couple hours
a month for maintenance in the wee
hours without major upheaval, but
that certainly is not true of your 1T-
based digital media archive.

CARE AND FEEDING

As we continue to migrate to IT-
based systems, the anonymous com-
ponents that provide the glue in our
plants become part of an ecosystem
where the weakest link can be your
downfall, and as such they must be
handled in a thoughtful and profes-
sional manner. From your authentica-
tion server to DNS, from your high
availability load-balanced database
cluster to your IDS-protected DMZ,
these systems require a care and feed-
ing that we are accustomed to deliver
in our broadcast facilities, but that we
often overlook in what we call the
“IT” environment in many broadcast
facilities.

The same goes for broadcast hard-

neighbors and the world at large is
quickly becoming anathema to 1T’
best practices. In this day and ag: of
global connectivity and streamline:l
supply chaihs, our mission-critical
application h‘@s to be aware of its sur-
roundings and capable of taking
advantage of resources beyond its
immediate Borizons. As the price-
points comﬁ‘nue to change, we are
likely to see'the emergence of truly
hybrid push/pull systems that lever
age cheap-edge storage where neeied
with centraljzed historical archives
where lalenty thresholds allow it
And that interplay necessitates a high
level of integfation that is not easy to
create in “network unaware” applia-
tions. Cluster awareness, XML
enabled touch points, the ability te
leverage integrated security for single
sign-on capakilily, Web services ¢ri-
entation and jeventually the ability to
use network resources like comprt-
ing, storage, bandwidth and “least
cost” routing!to continually optim z¢
its operating characteristics will
become the Hallmark of future gener
ations of broadcasting systems as we
adapt 1o the tiise and demise of difier
ent content distribution channels.

So when We take our annual pil-
grimage to Las Vegas and the NAB
let’s keep our eyes and ears open as
we search for those vendors that ¢id
not just incorporate RJ-45 connect 'rs
in their backplanes and TCP/IP in
their prototol stacks but have
embraced the thought process:s
advances and methodologies that
keep mission-critical IT infrastruc-
tures operating at those near mythi-al
“6 nines” of reliability—because after
all if 1T works for them, IT can we¢rk
for you. Count on IT!

André V. Mendes is the Chief
Technology Integration Officer for PES,
based in Alexandria, Va. He can be
reached c/o TV Technology.



SONY.

THE HDCAM SR SYSTEM.
HIGH DEFINITION RE-DEFINED.

Since 1997, directors and DPs have been depending on Sony HDCAM® equipment to realize their
creative vision. Now Sony takes the next giant step. Presenting the HDCAM SR™ system: Sony’s HDC-F950
4:4:4 RGB camera and the SRW-5000 RGB studio recorder.

Here is the world’s first tape recorder to deliver the staggering beauty of the full-bandwidth 4:4:4 RGB
camera signal for all-new possibilities in blue-screen composites, CGl imagery and Digital Intermediate.
You also get the luscious depth of 10-bit sampling. And you'll be using half-inch videocassettes that you
can afford to send to clients, post houses and distribution outlets.

The SRW-5000 recorder provides robust archival quality. Plus spectacular 4:2:2 recording. Plus 1080i, 1080p
and 720p. Plus three lines of metadata per field. Plus 12 channels of digital audio. Plus, plus, plus...

Welcome to the new world of HD. It's yours when you

VISIT SONY AT WWW.SONY.COM/NABOQ4
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" THE MASKED ENGINEER

Mario Orazio

MPEG-2 Is Alive and Well
And Living in China

ou might not have noticed that it
Ywasn’l just Mark Twain who got

a premature obit. At least once
in your life you probably saw the pic-
ture of a beaming Harry S. holding
the newspaper headlined “Dewey
Defeats Truman.”

Good old analog NTSC is sup-
posed to die one second after
11:59:59 p.m. on Dec. 31, 2006 (and,
if the FCC had its way, it would be a
year ecarlier than that). Will it?

Hey, go ahead and assume that a
dictatorial anti-NTSC regime takes
over the United States between now
and then and bans analog TV broad-
casting. Well, there’d suill be something
like 300 million NTSC TV sets in the
country, perfectly able to be used with
cable and satellite. Ban analog cable
and satellite outputs, and there’d still
be a couple-hundred million VCRs
and DVD players with (quasi-) NTSC
outputs. It ain't easy to kill a technol-
ogy, which is why I'm so amused by
the reports that MPEG-2 is dead.

Allow me to be among the first
million or so to acknowledge that
there are more efficient squeezers
than MPEG-2. So what? We live in
the age of thousand-line HDTV.
About a femtosecond after the first
NTSC proposed 525-line TV in 1940,
there were folks yelling to change it to
a thousand lines. Now it’s 64 years
later, and there’s still one whole heck-
and-a-half of a lot more 525-line TVs
out there than thousand-line TVs—
and it’s going to stay that way for a
good long time.

TWO KINDS ’O FIGURES

That reminds me of something [
saw recently (and at my age, it's a
thrill to be reminded of anything).
There’s an association of radio and
television manufacturers—it used to
be called the “Radio and Television
Manufacturers Association.” Now it’s
called the Consumer Electronics
Association, which is fair enough on
account of there being more con-
sumer electronics than just radios and
TVs these days.

Anyhow, CEA releases two kinds of
figures. One is the figures for U.S. fac-
tory sales to dealers; they get these as
reports from their member manufac-
turers. The other is penetration of
U.S. households based on a telephone
survey. If they call a thousand people
and 980 of them say they own a TV
set, that gets listed as 98 percent pen-
etration.

So far, so good. But what 1 read is

22

that there’s a third figure.

CEA has been reporting astonish-
ing increases in the penetration of
“digital televisions™:

January 2001 - 1%

January 2002 - 2%

January 2003 - 4%

January 2004 - 8%

It’'s a nice, neat, binary progression.
Our Beloved Commish, aka the FCC,
proclaims the figure as often as possi-
ble as proof that the digital television
transition is zipping along apace.

There are two problems with
that—methinks I've ranted about one
of them before. It's CEAs definition of
a “digital television.”

It could be something that’s capa-
ble of receiving broadcast digital tele-
vision signals, in which case Our
Beloved Commish would be right to
point to the figures. But it could also
be something that not only can’t
receive digital broadcasts but also has
not a single digital circuit in it (not
counting the on/off switch)—just the
capability (in a non-computer prod-
uct) to display at least a 480p signal.

As a matter of fact, the vast major-
ity of those “digital televisions” (a
bunch more than 80 percent of them)
ain't got any capability of receiving
digital TV signals. So the 8 percent
would be really more like 1 percent,
except for the second problem.

The second problem is that,
although CEA says its figures for
“U.S. Household Penetration of
Consumer Electronics Products”
are “Based on Telephone Surveys
Conducted by CEA,” at least
one of them ain’t. Guess which |
one. Oh, yes. It’s the one for
“DTV.” Instead, the number is
fudged based on the fac- |
tory-sales figures.

“But, Mario, why
don’t they report
the figure they get
from their telephone
surveys?”

That's easy.
They don't want
to be laughed
out of Washing-
ton.

Their
telephone
surveys
report

4
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upwards of one-in-five American
households owning a DTV. That
would be pretty great news except for
one thing. Factories ain't yet cranked
out that many products that meet
either part of CEAS definition.

What was it that a great, prema-
turely obituaried American writer
said—something about lies, more lies,
and statistics? Hey, 1 just got
reminded of something else: China.

A FOURTH WAY?

China, you may recollect, is a big
country. It’s also highly populous, the
most populous place on earth.

While America, Europe, and Japan
were battling over ATSC, DVB-T and
ISDB-T, China was dropping hints that
it might pick a fourth way. Oh, horror!
One-and-a-half billion digital TVs not
matching anyone’s patents—ouch!
And it ain’t just digital TV.

China might pick a digital-cinema
system unlike anyone else’s. Or it
might choose its own version of DVD.

Let’s see. How does it go? Next to
myself, I like BVDs? Well, next after
DVDs, China likes EVDs—and
Taiwan FVDs. Those are the
enhanced versatile disks and the
finalized versatile disks.

You might think those are mecha-
nisms for avoiding royalties to DVD
interests, and you might be right. But
that’s not all. They also promise
HDTV on a DVD-sized disk.

‘THERE IS ANOTHER
SYSTEM’

Here's where 1 get back to the
death of MPEG-2. Warner Bros. says
that, with some compression technol-
ogy more advanced than MPE( -2,
they could maybe stick HDTV onip a
red-laser disk.

Lo, and behold (I think that means
“Hi, please stay on the line”), therr is
a more advanced compression te-h-
nology' 1t’s chlled the advanced video
codec (AVC). It’s also called the JVT
(joint videa team) algorithm. It’s
called H.264, as well, and it’s aiso
called MPEG-4 Part 10. It’s probably
called a whole bunch more stuff, hut,
with Our Bploved Commish and
Congress in h huff over indecency, 1
ain't going toreproduce that here.

Some tests show that sometines
AVC beats the pants off of soine
MPEG-2 codecs, especially if they're
somewhat old. But wait! As Colossus
told Dr. Forhin, “There is another
system.”

It's called Windows Media Video
9. The way 1 hear it, WMV9 is
approximatgly equal 10
AVC/JVT/HJ264/MPEG—4 Part
10/M.O.US.E. I'm just kidding abcut
the last five letters, of course. The
Mouse made a deal with Microsuft
last month t¢ use Windows digital
rights management.

But wait! As 1 just said, Colossns
told Dr. Forbin, “There is another
system.” JPEG2000 surely ain’t
MPEG-2. |

But wait! As I just said I just said
Colossus told Dr. Forbin, “There is
another systam.” DV compression
can be used for HDTV (D-9 HD and
DVCPRO HD). It ain't MPEG-2,
either.

But wait! As I just said 1 just said I
just said Colgssus told Dr. Forbin,
“There is another system.” On2
Technologies éays China is using its
VP6 compression in EVD. And ont-
and-a-half billlon EVD players are a
lot! '

Maybe China will, someday, use
VP6 in EVD. In the meantime, EVD)
gets its HDTV| via LSI Logic MPEG-
2. Needless to say (which means I'm
just filling up space), each and every
DVD player dn Planet Earth uses
MPEG-2. So does each and everv
digital-cable box and the vast major-
ity of the world’s satellite receivers
DVRs, PVRs, or whatever the generi:
name for TiVg is? MPEG-2. Over
the-air DTV in ATSC, DVB-T, o
ISDB-T flavors? MPEG-2, again.

Chivalry may be dead. MPEG--
ain’t.

Mario Orazio is the pseudo

nym of a well-known televi

sion engineer who wishes t¢

remdin anonymous. You

can| e-mail him at

1\ Mario_Orazic
_ % @imaspub.com.



SONY.
THE LATEST XPRI NLE.

THE SD/HD EDITOR
YOU'VE BEEN ASKING FOR.

Sony's Xpri™ system is quickly becoming the professional editor's choice. This is the world's first NLE to take advantage of the “native”

HDCAM?® and MPEG IMX™ codecs. And that opens up creative possibilities and practical advantages you always wanted. Like real-time
HD effects and economical HD storage. And digitizing SD at up to 3x real time with dual digitizing capability.

The Xpri system also has the ergonomics you always wanted, a combination of an instantly-familiar user interface plus tactile controllers
that work the way you do. The system handles uncompressed SD/HD signals, and offline resolutions, not to mention AVl and QuickTime™
formats. And you can configure either stand alone or shared systems with unmatched Storage Area Network (SAN) performance.

From the cutting room to the finishing suite, from television to motion pictures, Sony's Xpri system delivers what more of today’s editors

want. Which is all the more reason to

tooccoc @ 0

© 2004 Sony Electronics inc. All ights reserved. Reproduction in whole or in part without written permission 1s prohibited Features and specifications are subject to change without notice. Sony, HDCAM, HDCAM SR, MPEG IMX, Xpri and their respective logos are trademarks
of Sony. Quicktime 1s a trademark of Apple Computer Inc.
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DIGITAL TV

Gharles W. Rhodes

Intermodulation Products (IMP)

of two undesired signals will fall
into other channels, one of which
may be the desired channel. In this
case the IMP rides through the
receiver IF filter and can be consid-
ered as co-channel interference. If the
co-channel IMP is 15 dB below the
desired signal, DTV reception is
impossible. 1f the co-channel IMP is
35 dB below the desired NTSC signal,
the NTSC picture will be “snowy.”

Intermodulation products may be
generaled in the receiver by overload-
ing the RF amplifier and/or mixer
with undesired signals on any of the
channel pairs listed in my last colmn.
I noted that RF amplifier devices and
mixers with high third order inter-
cept power ratings can be effective
against this form of interference, but
they must be operated at very high
DC current levels. There are three
other receiver design strategies to
reduce intermodulation in receivers:
Wideband RF automatic gain control
circuitry as previously discussed; an
automatically switched RF attenuator
at the antenna lerminals, also previ-
ously discussed; and RF selectivity
ahead of the RF amplifier and/or
mixer.

It is relatively easy to provide good
RF selectivity at VHF, and much
harder at UHF (where the DTV sig-
nals are tightly packed). This is why
we have Channels 7, 9 and 11 for
example in one community, all carry-
ing powerful NTSC signals, while
heretofore, Channels 17, 19, and 21
were never allocated to the same
community. High RF selectivity at
UHF was hard to achieve in the man-
ually tuned tuners back in the 1950s,

In our last column, we showed that

and it is even harder today with var-
actor-tuned tuners used in all tuners
today. Varactors are actually voliage
variable capacitors and these are sim-
ply back-biased diodes in the signal
path. To get maximum capacitance
(to tune down to Channels 2, 7 and
14) their back bias is reduced nearly
10 zero. Al zero bias, their “Q” factor
drops and selectivity suffers.
Exiremely strong undesired signals
on such channels as 2, 7 or 14 can
drive the varactors into conduction,
which would ruin selectivity and
gencrate IMP.

TUNER PROBLEMS
The life of a tuner design engineer
is difficult indeed these days. All

Getting Real About
DTV Receivers

these technical problems can be
solved but can the cost be justified in
a world where nearly all consumers
are being fed their entertainment via
a cable or DBS sysiem? The only pro-
gramming sources for which tuner
performance is important to the con-
sumer is over-the-air broadcasting.

In addition to intermodulation
distortion, which by definition must
involve two or more undesired sig-
nals, there is cross-modulation dis-
tortion (X-M). This form of
interference can result from one
undesired signal. Cross modulation
is what causes the white vertical
“NTSC sync bar” seen on some
channels on some cable systems. The
actual cause of X-M and IM is the

same—overloading of the RF ampli-
fier and/or mixer. X-M transfers the
modulation of an extremely string
undesired NTSC channel onto the
sidebands of the desired NTSC +ig-
nal. As DTV|signals are usually radi-
ated with much lower power than
NTSC signals, X-M from undesired
DTV signals is unlikely; from unile-
sired NTSC signals, it is likely, but it
will not cause the familiar “NTSC
Sync Bar.” The only remedy is to
attenuate the RF signal to the victim
receiver.

At CES in|January, dealers showed
the latest model DTV sets. Perhaps
some of 1hete had the CEA Smuart
Interface 10 gllow automatic antenna
paramcter sqleclion under receiver
control. This CEA standard was
developed seyeral years ago to facili-
tate DTV reception. 1 wonder if it
will be commiercially implemented in
2004? This ¢olumn would be very
happy to hedr of it. DTV receivers
that have this interface standard
could automatically control the sig-
nal level to the receiver with a pro-
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NAB NOTES

Every year 1 go hunting for
something at this show. 1 figure you
have to have at least a couple of
goals or the days just turn into a
blur of endless walking and collect-
ing swag. 1 will of coursc stop by
the Dolby hooth and hope that the
folks are showing the Model 585. 1
recommend that you stop by to
take a listen—it simply must be
heard to be believed. 1 will be visit-
ing Pixel Instruments to see whal
they have cooked up for fixing lip-
sync issues with certain video
switchers. It turns out it was not an
audio problem after all, but it took
some audio guys to fix it—we’ll

reveal details in an upcoming col-
umn. [ will also try 10 visit all the dis-
tribution encoder and decoder/IRD
manufacturers (o see how they are
coming along with properly passing
compressed audio formats like Dolby
E. Companies like Aastra Digital
Video and Tandberg Television have
it working now, but some still do not
(and you know who you are). Of
course 1 will stop by the Wohler
booth 10 see what they have cooking.
Carl Dempsey and crew never cease
to surprise and impress the broadcast
industry (and me), and 1 look for-
ward to seeing what they will have
this year.

Also, 1 will join Nigel Spratling,
Joe Wellman and friends at the
Sigma Electronics booth where
there will be several interesting
things to see including some poten-
tial in-service lip-sync test and cor-

T

rection technglogies. Plcase stop h-w
for some swag, 10 say hello, or ¢
get a question answered faster tha:
e-mail. !

Special thanks again to Dr.
Dcepen Sinha of Audio Technology
and Codecs (ATC), and to Brett
Crocket from Dolby who is the pri-
mary inventor of the time-scaling
process we distussed this month.

For more information on Alvin.
Simmon anj‘i Theadore, visit
www.thechipmunks.com where you
can even listen to some hilarious
samples.

Tim Carrolllis a consultant based
in New York City. He is prescntly the
chairman of the audio section of the
Systems Evaludtion Working Group
of the ATSC. He enjoys his LM100
and answering p-mail sent to him at:
tjcarroll@ieee.qrg.

REE Online Seminar GR Bl fl 10 r: [ [F: 5

André Mendes

Public Broadcasting Service

Chief Technology Integration Officer

Join Omneon experts, PBS’ André Mendes and TV Technology Editor Tom Butts for a free online
seminar about using Information Technologies (IT) to optimize your broadcast operations.

Learn how you can implement standard technologies and practices to improve efficiency,
reduce costs and guarantee reliability at your station or network.

Register today at www.tvtechnology.com/webinar1

No special software needed, just an Internet browser & advanced registration.

Don’t delay! Reserve your slice of bandwidth— get the best seat in the house!

~ . |
= OMNEON
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SONY.
THE SONY SWITCHER FAMILY.
*1 IN LIVE HD PRODUCTION.

Why are so many switching to Sony? Because with Sony’s family approach, you get
a proven, no-nonsense solution for today’s SD needs into the HD future. No one
else comes close.

Start with our DVS-9000 SD switcher, and upgrade to HD without changing
your control surface or method of operation. Or start with an MVS-8000 and
switch between SD and HD today or until the day you switch to HD forever.
Even the new, compact MFS-2000 enables you to start in SD and move up to
HD with a simple software upgrade!

Thanks to our family, all three switchers offer the ergonomics that Technical
Directors have embraced. The library of effects you build on one Sony switcher can
run on all three. You'll even enjoy two years of SupportNet* service, standard with
the DVS-9000 and MVS-8000! (See actual warranty for details). Proof that it pays to
Work Smart. Work Sony.

VISIT SONY AT WWW.SONY.COM/NABO4

© 2004 Sony Electronics tnc All nghts reserved Reproduction in whole or in part without written permission is prohibited Features and spocifications are subject to change without notice. Sony 15 8 trademark of Sony
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grammable RF attenuator external to
the receiver. Relays suitable for use
in 75-ohm circuits up to 1 GHz are
commercially available. Those with
75-ohm attenuators made with sur-
face-mounted resistors would be
effective in preventing receiver over-
load by the myriad undesired signals
floating in our ether. My friends at Z
Technology Inc. were kind enough to
layout and fabricate such a relay-
controlled RF attenuator for me
recently. Mine has 2 dB steps to 20
dB maximum attenuation. For TV
receiver signal level control, two
relays and attenuators should suffice.
The relays were kindly furnished by
to me by Aromat Corp. US
Distributor for Matsushita Electric
Works. Although there are other
options such as use of PIN diode
altenuators, 1 wanted to be certain
that the attenuator did not generate
any IMP so I sought to evaluate com-
mercially available relays and 75-
ohm stripline wiring for the surface-
mounted resistors in passive 75-ohm
attenuators.

ALL THAT GLITTERS
Speaking of my experimental
work, I measured the power reflected
by the RF input port of some NTSC
receivers with several interesting
results. Most RF instrumentation is
designed to work in a 50-ohm envi-
ronment, not the 75 ohms we know
and love in TV. Someone suggested
that because of this, TV tuners may
actually be designed using 50-ohm
test equipment. 1 created a 50-ohm
reflection test bed with my HP 612-A
UHF generator and 8405-A Vector
volimeter, with its 50-ohm precision

accessories and a Narda dual-direc-
tional coupler. This permits measur-
ing the forward power and the
reflected power for the 50-ohm
device under test. That much was
simple and worked well; the problem
was to create a 75-ohm environment
in which to test TV receivers. | could
not use minimum loss pads for this
so 1 used 50-ohm 1o 75-ohm trans-
formers. The 75-ohm end of these
transformers has a “F” connector. No
problem (1 thought), as 1 have all
sorts of “F” connectors and “F” to
BNC adapters. When 1 hooked these
up back-to-back, 1 discovered that 1
was in trouble. The power reflected
at 600 MHz should have been small
compared to the incident power—
that was the way my 50-ohm test
setup worked. 1 knew the 50/75-ohm
transformers were suitable. Could
the “F” 1o “F” barrels be the source
of the reflection? Yes, those shiny
gold-plated male “F” to male “F”
connectors proved to be highly

Channel | 75 ohm test | 50 ohm test

33 -44.7dBm |- 44.6 dBm
34 -46.2dBm |-45.8 dBm
33 -489dBm |- 57.8 dBm
36 - 57 dBm - 62 dBm

37 -48.5dBm |- 53 dBm

38 -464dBm |- 489 dBm
39 -453dBm {-46.8 dBm
40 -49.7dBm__ |-454 dBm

Table 1

enough to provide a 75-ohm trans-
mission device with the inductance
of the connector. But that was the
problem. The gold-plated units
tested at 4.3 picofarads; the low
VSWR (Jerrold) connector measured
about 1.35 picofarads. Perhaps the
designer of those shiny male “F” to

| hope that engineers developing products for

TV will understand that we live in a 75-ohm

environment and will test accordingly.

reflective. 1 found a Jerrold-branded
male “F” to male “F” connector that
provided what 1 expected in the way
of low reflection.

So, what can be wrong electrically
with a simple device like this at 600
MHz?

1 measured the capacitance of the

Jerrold connector and the gold-

plated connector that had shown a
high VSWR. Their capacitance
should have been equal and just

- HDTV Ready?

The viewers at home sure are.

Broadcasters now face the daunting challenge
of modernizing their broadcasting infrastruc-
ture to deliver digital.

Male “F” connectors worked with a
50-ohm test setup. All that glitters is
not gold.

Tests proceeded with the NTSC
receivers in my home. Table 1 com-
pared the reflected power from the
antenna “F” connector of the
receiver under test in 50-ohm and
75-ohm environments. 1 manually
tuned the signal generator to approx-
imately the visual carrier frequencies
of Channels 33 to 40.

Power reflected is power that was
rejected by the receiver, so ideally
the receiver would reflect power on
undesired channels while accepiing
all power in the desired channel As
you can seg, this receiver reflected
almost none of the desired signal in a
50-ohm environment. This mini-
mizes VSWR and that can improve
the noise figure as well as increasing
Signal-to-Naise ratio. 1 found some
other receivers that showed the min-
imum reflected power in the desired
channel in a 50-ohm environment
One receivef seemed to be equally
reflective in both 50- and 75-ohm
tests, and janother was clearly
designed for 75-ohm input.

From this admittedly limited
experiment, | hope that those draft-
ing minimum performance specs for
DTV receivers will include realistic
specs for noise figure and the reflec-
tion coefficient, or VSWR of DTV
receivers. 1 also hope that enginecrs
developing products for TV will
understand that we live in a 75-ohm
environment and test accordingly.

While I'm in this hopeful mood, 1
hope that rbalistic tests will be
devised for DTV receiver interfer-
ence rejection) at high undesired sig-
nal levels. 1t i time we stop thinking
of D/U ratios that are meaningless in
nonlinear systems such as TV sets
are under moderate and strong signal
conditions.

Charles W. Rhodes is a consultant in
the field of television broadcast tech-
nologies and planning. His caree¢:
includes work }'or Philips Laboratories,
Scientific-Atldnta, Tektronix and the
ATTC. In addition, he is a SMPTE and
IEEE fellow gnd was awarded the
David Sarnoff |Gold Medal by SMPTE.
He can be reached by e-mail at
charleswrhodes@worldnet.att.net.

RECENT PROJECTS

HD 4 Mobile Unit (NMT) used for ABC's Monday
Night Football

Fox Sports Net New England control room and studio
HDTV Retrofit Cabling Infrastructure -- Fenway Park
Technology Consultant for the NFL

One design, consulting and integration firm
is leading the way. Venue Services Group’s
roster of top broadcast engineering profes-
sionals are experts in HD integration and
infrastructure, delivering everything from the
first all-HDTV sports broadcast to the world's
first native 720p mobile truck.

Venue Services Group
www.vsg.tv

914-682-2111

When your organization is ready for HDTV
modernization, call on the leaders with real
HDTV experience since 1998.

VSG is a wholly owned subsidiary of National Mobile Television.
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| SONY.
LUMA LCD MONITORS. BECAUSE
PROFESSIONALS DEMAND MORE. AND LESS.

More flexibility. More cost-effective. And now more models to choose from!

Sony adds a 32" widescreen monitor’ and a 21" 4:3 monitor” to our LUMA family. Like our industry-leading
23" and 17" models’, they feature an innovative two-piece design: spectacular high-resolution panels,
driven by signal-processing Multiformat Engines. With processing optimized to handle the demands of
moving video. Plus inputs so diverse, it's hard to find a signal the monitor will not accept! Opening up more
applications where video professionals can enjoy the benefits of LCD technology.

Along with more, we also give you less. Less space requirements. Less power consumption. Less heat build-up. Less
weight. No wonder more pros are making Sony LUMA monitors their professional choice to Work Smart. Work Sony.

VISIT SONY AT WWW.SONY.COM/NABO4

D2004 Sany Electronics inc Reproduction in whole or in part without written permission is prohibited. All rights reserved Sony, LUMA, and i LINK are trademarks of Sony Simulated pctures on monitors. Festures snd specifications are subject to change without notice “Vieviable
area measured diagonadly. "L.LINK is & Sony trademark used only to designate that s oroduct is equipped with an IEEE 1394 cannector. All products with an 1| LINX conneztor may not communicate with each other, Pleass refor to the documentation that comes with any dev.ce

naving an 1 LINK connector for inf on o bilty, cperating cond , and oroper connection



NAB News

New Attractions Goming to NAB2004

Hands-On Pavilions, Mini-Conferences Provide Something for Everyone

by John Merli

dees who might have missed the last couple of NAB extravaganzas in Las

Vegas may be taken aback—and pleasantly surprised—by how much this
evolving three-dimensional grid of ultra-timely conferences and exhibits has diver-
sified into all~things-media in 2004.

Apart from the major conferences and exhibit halls that everyone has come to
rely on for decades, this year's friendly takeover of the City in the Desert also wilt
provide a number of new events to whet the appetites of even the most seasoned
NAB troupers (who might remember when The Strip ended at Bally’s—which used
to be the MGM), to those who will participate in the world's largest broadcast con-
vention for the very first time.

NAB2004 will prompt more than its share of brand new innovative features —
not to mention the hottest in cutting-edge technologies within exhibit halls that are
now all within easy reach by foot (preferably with rubber-soled shoes). Here’s a
glance at the new attractions that NAB2004 will offer, as the most important week
in broadcasting unfolds. (All events are within the LVCC complex uniess otherwise
noted.) Check your on-site program book and the NAB2004 Web site
www.nab.org, for last-minute additions and updates...

n emember when the NAB show was only about terrestrial broadcasting? Atten-

Digital Cinema Summit
April 17-18

This conference focuses on
the transition from film to
digital media—the creation
and enhancement of works
using digital media tech-
nologies, the distribution and
display of these works via dig-
ital technologies.

Co-produced by NAB, SMPTE
and the Entertainment Tech-
nology Center (University of
Southern California)
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SONY.
THE DSR-390/570WS.

CAPTURE WHAT THE EYE CAN'T SEE.

The DVCAM™ format is the fastest-growing professional video format in history!

Now, we're growing even more. Powered by Sony’s Power HAD™ CCDs, our new DSR-390 DVCAM camcorder
is more sensitive than the naked eye. With F13 sensitivity and 65dB S/N ratio, you can record excellent images
in as little as 0.4 lux. So even in dimly lit interiors or difficult twilight shooting conditions, your subject won't be left
in the dark. Vertical smear is also reduced to -115dB. And it can be studio configured with a multicore studio CCU.

Need to capture widescreen DVCAM images? Sony’s DSR-570WS can shoot in both native 16:9 and standard -
4:3 aspect ratios. And it has a Hyper Gain function that boosts electronic gain to 42dB for superb low-light / s
performance. Plus an i.LINK® interface for digital A/V output. Whichever model you choose, you'll get /

3-hour DVCAM recording, generous warranty protection (see actual warranty for details) and more.

Take a look at Sony’s DSR-390 and DSR-570WS DVCAM camcorders. Even in low light, any eye can see why m
Sony is the camcorder of choice when you need to Work Smart. Work Sony. \

VISIT SONY AT WWW.SONY.COM/NABO4

©2004 Sony Electronics Inc Al rights reserved Reproduction in whole ar in part without written permission 1s prohibited. Sony, i, LINK, Power HAD, DVCAM and the DVCAM logo are trademarks of Sony. Features and specifications are subject to change without notice
‘i LINK 13 @ trademark of Sony used only to designate that a product contains an IEEE 394 connector. All products with an 1.LINK connector may not communicate with each otner. Please refer to the Jocumentation that comes with any device having an 1 INK connector for
i on ¢ P g cond: and proper connection For information on any device having an 1 UNK connection contact Sony at 1-800-686-7669




NAB News

TiVo Turbulence Changes Broadcast TV

DVRs become the wire hangers of the industry

by Frank Beacham

NEW YORK

ta time when the business of tel-
A evision is undergoing accelerated

and sometimes desperate change,
uncertainty over new technology is leav-
ing many broadcasters wary of the future,
while technology companies wonder
how to address the unpredictable broad-
cast market.

Networks, faced with a rapidly declin-
ing audience, are ripping apart tradi-
tional programming patterns and seeking
ways to deal with the most explosive
technology to emerge in years: The TiVo-
bred digital video recorder (DVR).

Cable and DBS are also chomping
away at network audiences. During the
2002-2003 season, broadcast televi-
sion stations collectively held an aver-
age 49 primetime share of U.S.
television households, compared to an
average 74 share ten years earlier.

Pay television providers, also expe-
riencing a shrinking number of tradi-

tional viewers, are banking on new dig-
ital technology 1o generate additional
revenue. The lure of video-on-demand
and VolP telephony is attracting cable
subscribers to broadband. At the end of
2003, there were more than 14.6 mil-
lion cable modem subscribers. Some
predict that number will reach more
than 26 million within three years.

“Today’s teens are growing up in a
world where (conventional) television
is less vital as a form of entertainment,”
said Tim Spengler, executive vice presi-
dent, national broadcast, at Initiative
Media, a global media management firm.
“How we deal with that is a big concern.”

A&E Network used focus groups to
study the loss of young viewers.

“For most [adults], interactive tele-
vision is a contradiction in terms,” said
William Corbin, A&E’ vice president
for interactive production. “We just
want to sit down and waich passively.
But when we looked at the younger age
group—and it’s a scary thought—we
found out that television is a thing
behind them. Their focus is on the com-

AASTRO SYSTEMS, Inc.

ALSO ASK ABOUT OUR OTHER GREAT PRODUCTS INCLUDING HD DISPLAY
MONITORS, SCAN CONVERTERS, SIGNAL GENERATORS, COLOR CORRECTORS
AS WELL AS OTHER HDTV PRODUCTS.

www.astro-systems.com
P:818-848-7722 F:818-848-7799 info@astro-systems.com
See us at NAB2004 Booth #SU7831
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puter. They don't understand how their
parents can be so boring as to watch
only one thing at a time. They want
instant message windows open, they
want to be burning DVDs, and 1o be
watching content—all at the same time.”

Rick Mandler, vice president of Walt
Disney Company’s Internet Group and
ABC’s Enhanced TV, agrees that gener-
ational change is having a huge impact
on TV viewership.

“Do 1 feel overwhelmed (by tech-
nology)? Yes, sometimes. Does my col-
lege-aged nephew feel overwhelmed?

“Today’s teens are
growing up in a world
where [conventional]

television is less

vital as a form of

entertainment.”
—Initiative Media’s Tim

Spengler

Never,” the 40ish Mandler noted. “At the
end the day, the technology you grow up
with is the technology that you're recep-
live to adopting later on. Those 34 and
older may never break down. They get
locked into the media patterns they con-
sume and don’t really have the mental
bandwidth to break themselves out of
that pattern.”

David F Poltrack, executive vice pres-
ident of research and planning at the
CBS Network, notes that the television
networks have transitioned from dis-
tributors to the leading producers of
broadcast content. He is still bullish on
the network television business and sees
opportunity in the DVR.

OUR FRIEND, THE DVR

“We look at all of our television pro-
grams as brands,” he said. “Once a tel-
evision program establishes itself as a
successful brand, we are looking at all
kinds of different ways to exploit that
programming and bring it to the con-
sumer in all different forms.”

That means, Poltrack said, selling
DVDs directly to viewers, archiving and
distributing shows in VOD and pay-
per-view, and even creating traveling
live staged productions based on pop-
ular shows.

“We have been tracking DVR use
among people for two years,” Poltrack
said. “Yes, DVR users skip commer-

We don‘t need|no TiVo-ization...

cials. Yes, they do watch a substantial
amount of their television in the reconi
versus live mode. But what are the:
recording? They are recording the top
ten shows on network television.”
Taking a positive view of the tech
nology, Poltrack said DVRs allow people
to rearrange thelr schedules and sam
ple more new shows than ever. H¢
doubts DVRs will damage the television
business or high-quality advertising,
which, he contends people like.

THERE AT BITTER CREEK

That view is shared by Jeff DeJoseph,
vice chairman of Doremus, a leading
branding agency.

“One of the reasons that entertain-
ment branding is a hot topic is because
people are scared of TiVo,” DeJoseph said.
“People are still going to watch com-
mercials because they have always loved
great commercials. They will use TiVo to
eliminate most of the bad commercials.”

That said, use of DVRs is creating
change, De]oseph said. Brands are
becoming more aggressive with spon-
sorships of entertainers and in television
content development.

“The sophisticated ones are going way
beyond product placement,” he said.
“They are going to try to find a group of
producers and get inbolved in story devel-
opment early enough so that the brand
message can be woven into the story in
a credible way.”

Networks are also considering the
elimination of the traditional television
season, the 35-week period from mid-
September to mid-May. NBC has been
especially aggressive with plans to intro-
duce new shows year round and to have
fewer repeats in the summer. There’s
also active consideration of eliminating
the three yearly “sweeps” periods.

These changes have given rise to real-
ity shows that cost little to produce and,
when successful, gammer high ratings and
huge profits. The downside is the pro-
grams usually have no syndication, and
little future earning, potential.

“We are concerned about reality tele-
TURBULENCE, PAGE 36



THE DXC-DS50 SERIES. WHAT IT
TAKES TO MAKE A BETTER CAMERA.

What sets this camera apart? Its major parts. Every integral part of Sony’s new DXC-D50 Series Digital
Video Camera — the next generation in the DXC-series of cameras - is designed and built to work

together by Sony. The result of this match is extraordinary picture quality and operational convenience
in a camera packed with an array of performance features.

Avaiiable in two different versions: the DXC-D50 4:3 model and DXC-D50WS 16:9/4:3 switchable
model, both feature the new high-performance Power HAD™ EX CCD sensor and precise 12-bit A/D
conversion built into a highly sophisticated LSI for superb picture quality, high sensitivity, and low
noise and smear characteristics. Excluding the lens, all these critical components contributing to
quality performance are made by Sony. For the ultimate system versatility, these cameras are available
in multiple packs or configurations, based on individual production needs and can be paired with
Sony's new RCP-D50/51 Remote Control Panels.

Whether the application is studio or location, the DXC-D50 series cameras provide an ideal solution
at an affordable price. Work Smart. Work Sony

ViSIT SONY AT WWW.SONY.COM/NABO4




NAB NEews

SBE Explores the IT World at NAB

Engineering association’s Ennes Foundation sponsoring day-long focus on IT future

by Fred Baumgartner

LAS VEGAS

or broadcast eﬁgineers, the
FNational Association  of

Broadcasters (NAB) spring con-
vention in Las Vegas is the nation’s
largest 10y show—and an opportunity
to learn about, see and touch what is
new and useful for keeping broadcast
stations on the air and productive. But
there is much more than the show
floor—even before it opens, the
Society of Broadcast Engineers,
through its educational alfiliate the
Ennes Educational Foundation Trust,
presents a day-long tuto-
rial designed to bring
broadcast engineers up
1o speed with advances
in the technology and
operations of broadcast-
ing. In years past, the
well-attended sessions
have covered networking
for broadcasi engineers,
centralization, digital
radio and more.

This year, SBE mem-
bers attending the
Ennes/SBE program, “Converting
Broadcast Operations (0 an

Information Technology Platform,”
on Saturday April 17, will receive a
$200 discount off the NAB non-mem-
ber, full conference registration fee
(the form is available at www.sbe.org),
saving roughly the cost of a well-
bought plane fare to the show. Las

apart,

available for interference avoidance.
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A Gircle of Silence

i

« No buttons to push
« No belt packs

« No base stations

« No dangling wires

34

Chris Golson

need for pushm huﬁonsi belt packs, base
stations, or external wires. System 903 consists
of 3 headsets, single or double ear style, with
molded carrying case. Each headset has a built-in
transmitter, receiver, battery, and microprocessor
which can select any one of 8 channel pairs

) i m{ Operation is in the 900Mhz, license-free, ISM-band.
@ . Sidetone lets the user know that transmission is
taking place. An audible tone warns user of a low
battery condition.

System 902: The same as the System 903 above,
except that it consists of a matched pair (two)
wireless headsets for operation as a full duplex

2-way talking network. Choose single or double ear
style headsets. Request catalog CZ-25.

R-Columbia Products Co. Inc.
2008 St. Johns Avenue « Highland Park, IL. 60035-2417
Ph: (847) 432-7915 « Fax: (847) 432-9181 « www.rcolumbia.com

Vegas remains the most popular desti-
nation for NAB, in no small part
because of the low cost of airfare,
rooms, meals and entertainment.

NO LIMITS

Clearly the craft of TV broadcasting
is changing from cameras and tape
machines to computer-based play-
back, distribution and storage sys-
tems, in fact becoming an application.
The hardware platforms are now—or
fast becoming—interchangeable, and
seldom does hardware limit what we
can do with our broadcast applica-
tions running on them.

The selection, setting up
and modification of soft-
ware, and even more
important, the architec-
ture of the data and stor-
age networks and
organization of content
have more bearing on the
usefulness and success of
the broadcast station.

At one time, almost
every station operated
like every other station.
Odds are that any
employee could move across the
country to another station and plug
into a very familiar world, whatever
their specific skill is. Today, the
workflow can be very different, as
many of the tasks from traffic to on-
air talent are more highly integrated
and automated. Any task can be done
by any number of people and in any

" NEW

“CIRCLE OF SILENCE"
EXCLUSIVE FEATURE THAT SHUTS 0UT
DISTURBING AMBIENT NDISE
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number of different ways.

This year, Ennes has invited inven-
tors, broadcast engineers and manu-
facturers who are driving the 1T
conversion to talk about their suc-
cesses and failures. Broadcast engi-
neers have a good story to tell the
industry, and the Ennes sessions are
where it happens.

Al Kovalick, Pinnacle System’s chief
technology officer, starts off the day
with a broad tutorial on storage archi-
tectures and connectivity, covering
the often distinctive decision points
that each broadcast operation must
make. Kovalick worked for 25 years
al Hewleti-Packard as a designer, sys-
tem architect and technical strategist
before joining Pinnacle, and he holds
18 patents.

Ted Mina will follow with a tworial
on the IT aspecis of managing con-
tent from a service level perspective.
Mina is a principal of the Technology
Solutions Group (TSG) within EMC’s
Telco, Media and Entertainment divi-
sion, delivering strategy and
solutions development serv-
ices 10 EMC’s top media, telco
and enterprise clients. He will
focus on case siudies and the
best 1T practices from his own
experience.

Isilon co-founder Sujal Patel
will describe the limitations
and pitfalls of approaching a
broadcast project with stan-
dard IT tools. Prior to found-
ing Isilon, Patel spent nearly
five years at RealNetworks, in
part as chief architect behind
the company’s second-generation core
media delivery sysiem.

Considering the “what to do, and
what not to do” of IT conversion, Lynn
Rowe, CEO of One World
Technologies, rolls up his sleeves and
covers the edge where traditional IT
infrastructure breaks down in the
broadcast world. Rowe is well known in
tiie broadcast industry for being on the
leading edge of technology, which is
where his company thrives.

Finishing up just before the lunch
break, John Hoehn, from IBM’s
Business Consulting Services, takes
up the topic of Middleware—the
secrel sauce that allows the islands to
be combined in the IT conversion
process.

AFTERNOON SESSIONS

As morning moderator Andrea
Cummis, CBT, CTO, Oxygen
Network Senior Vice President of
Engineering and SBE board member,
finishes her sessions, Bill Hayes,
Director of Engineering and
Technology for lowa Public Television

Bill Hayes

and author ¢f the “Digital Journal’
column in TV Technology, takes
over. The afternoon sessions turn to
case histories and what several work-
ing broadcast engineers have experi-
enced. But firjt we cover V-ISAN and
the challenge of maintaining the
“card caialog” in a purely digital
world. Craig Finseth, Firwoed
Consulting, will speak of Universal
Media Identification, and the next
world where central registries cataleg
and define content.

Clear Channel Vice President of
Engineering Mike DeClue will cover
the new, morel flexible and reliable
modes of operation Clear Channel
derives from its new IT paradigm
DeClue is a long-time broadcast engi
neer, well-rooted in the business of
operating broadcast facilities.

Kevin lvey, who is currently serving
as BBC Technolbgy’s Project Director
for ESPN’s Digital Conversion
Project, will fotow. BBCT’s project
team at ESPN i building the pilot
and full implemen-
ftation of Media
Assel Management
and Command &
Control systems to
support ESPN’s new
digital production
¢enter and the net-
work’s high-defini-
tion television
afferings. lvey previ-
ously held the post
of Vice President,
Research and
Development at
CNN.

Turner Entertainment, under Vice
President of Engineering Clyde
Smith, has made the 1T move into a
new 198,000-squarp-foot facility with
an extensive IT infrastructure, and
Smith has a lot 1o thlk about with the
many channels arld media outlets
supported.

Chris Golson, SGI’s senior director
of marketing strategy for the media
industries, has a front row seat to the
IT conversion and Takes the perfect
close to an 1T-centrio day.

SBE and the Ennes Trust provide
several educational opportunities
throughout the year, but NAB is an
annual opportunity to gather a num-
ber of top-quality presenters together
for a full day of education. We prom-
ise that you will have your share of
“take away” points, making the trip to
NAB and the Enned program well
worth the time and effort. @

Fred Baumgartner is currently the
Director of Engineering for Comcast
Digital Programming Center in Denver.
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vision, which is a cheap alternative to
address rising program costs,” said Ste-
fanie Kane, a partner specializing in media
economics at PricewaterhouseCoopers.
“Reality television cannot sustain a life-
cycle in syndication. The audience for
reality diminishes rapidly. This is of great

concern to the economics of television.”

Though the broadcast networks still
express public support for their local affil-
iates and regard their O&O stations as
important local branding vehicles, there
is virtually no public talk among indus-
try players of the transition to digital ter-
restrial broadcasting.

The subject seemed mostly irrele-
vant at the recent Media Summit in
New York City sponsored by several

McGraw-Hill companies. One partic-
ipant noted that local stations might
become more relevant in the big media
picture when they finally figure out a
business model for digital broadcasting,

Even HDTV is now viewed mostly in
terms of luring the cream of the crop in
high-end pay television subscribers.

“The satellite guys were the first 1o
roll it out. Cable was pained to lose their
best customers and that’s obviously driv-
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ing their decision to add high definition
at a rapid pace in all the major MSOs,”
said Karl Meisenbach, director of adver-
tising at HDNet.

The topsy-turvy economics of televi
sion is causing media companies to re
aggregate their assets and take a nzw
look at the profitability of creating pro-
grams, said Leonard Asper, president and
CEO of CanWest Global Communi:a-
tions, owner of the Global Television
Network in Cgnada.

“Today you have to accept that the
first run of your new TV show isn't going
to get the same license fee it used ‘o
get,” said Asper. “Itisn’t going to attract
the same adventising revenue. But that’s
OK, because the show is going to get a
little bit more in syndication, it will get
more in pay-per-view, more in VOD,
and you will sell the DVD. And mayle
you'll create a music soundtrack. New
revenue has te come from the frag-
mentation to pay for the content.”

BIGGER ISN’T ALWAYS...
With this re-aggregation comes
management hurdles, Asper noted
“Media becomes powerful becaus«
they've aggregated a bunch of asset:
under one roof,” he said. “However, this
is very difficult 10 control because there
are people involved. I don’ think media
companies are n¢arly as powerful as the
media itself makes it out to be.”
Global media conglomerates are
headed for trouble, said Patrick Vien
president of network enterprises at the
Universal Studios Television Group.
“I think these oligarchies are going
to get very difficult 10 manage. All
empires eventually break down. They
are then rebuilt by true independents.
So over time that will happen in this
business as well,” he said.
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