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Attention Radio Managers: 

Congratulations. You're Now a Digital Media Executive. 
Now What? 

All media has become digital media. Traditional media outlets like radio must 
provide rich, deep digital media solutions that go beyond your station's web-

site. Are you prepared? Can you survive in this new world? Do you under-
stand the basics and the sophisticated? Are you pressured to produce 

digital revenue? Are advertisers asking for creative digital solutions? Digital 
media is a reality every radio professional must embrace and thoroughly un-

derstand as part of radio operations. ConVergece is where radio goes to 
learn, grow, stretch, and master digital media for radio. Join Radio Ink at the 

Microsoft campus for ConVergence 11 and you'll leave as an empowered digital media executive. 

HyperLocal • Aud7 • ` . iaI Media • Digital Media • Video 

RADIO'S DIGITAL MEDIA CONFERENCE 

m1r II— I=1 ‘,/ L_ 

MAY 18-19 • MOUNTAIN VIEW, CA 

UJ I—I -1LJL1=1 1=1 -r -r 
Radio CEOs and Senior Executives 

Radio Managers, Sales Managers 

and Program Directors 

Radio Advertisers 

Radio Digital & Tech Executives 

Register Today to Hold Your Seat. Attendance Limited to 250. 

www.radioink.com/convergence or call 561.655.8778. INK 





The formative years for musical 

tastes are ages 18 to 28. Do some 

calculating, and look to those years 

for the core of your gold library. 
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B.ERICRHOADS 

How To Prove Radio Doesn't Work 
I

usually love the creative and effective ideas 
clients craft for their radio ads. But sometimes 
their ideas are just plain stupid. 
My favorite stupid idea comes from the 

client who decides to test radio to " see if it 
works." Testing radio is fine, and it will work 
if done properly. The problem arises when 
the person testing radio doesn't know how it 
works and refuses to spend money to com-
pare radio fairly to a medium where a larger 
investment is being made. 
A major department store in Salt Lake City 

once told me they would never advertise on our 
radio station because we didn't show up on their 
in-store surveys. "Hmm, where have you been 
advertising?" I asked. "And who does show up?" 
Amazingly, the stations the store was advertising 
on showed up on the in-store surveys. Some sta-
dons have top-of-mind awareness based on longevity. We were fairly 
new at the time, but we knew we had listeners. 

The client agreed to do a promotion in which we sent people to 
the store for a special red Valentine's Day sweater. We were the only 
place advertising the special sweater, and it sold out in record time. 

But the in-store survey conducted during the promotion still showed 
we had no listeners. Even though we sold out the sweaters, the store 
still didn't buy us because they believed their own survey more than 
our ability to move product. 

One dassic test is to offer a 10 percent discount on a product if 
someone says they heard the ad onWXYZ. Pretty creative, huh?Yawn. 
First, consumers won't do it. It's begging. Second, the incentive isn't 
very good.They might ask for a special product that's been advertised 
if it's a compelling offer, but it's kind of embarrassing to ask for a dis- B. ERIC RHOADS, 

count. And even if the cus-
tomer is willing, employ-
ees forget to ask where 
they heard an ad, don't 
write down the answers, 
or even fill in their favorite 
stations. Another problem 
is that these promotions 
usually don't place suffi-
cient frequency or budgets 
to move product, but heeler comiencrhoads 

they're being compared to 
20 times the budget spent elsewhere. 

Yes, you can be a money-grubbing fool and 
grab it when a client suggests the idea of testing 
radio, but understand that it won't work. You'll 
fail the test and never see a dime from that client 
again, and you'll pollute their impression of 

To reach me. write: 

E. Eric Rhoads, CEO/PublIshm 

RADIO INK 

2990 Palm Beach takes Blvd. Ste. 300 

Blest Palm Beach. FL 33409 

Phone: 561-655-8118 

Fee: 561-655-6164 

eric.radioink.com 

lacehook.comiencshoads 

radio. Just say no. It's better not to get their business than to lose it over 
an unscientific, harebrained idea that will sour the client on radio. 

You want to test my station? Fine. I'll agree to it, if I can manage 
how the test is conducted, place the spots, determine the budget, and 
control the creative. But testing will still be a bad idea. (Unless it's the 
old, "Let me say bad things about your store on the air" test. They'll 
never agree to that, even though they claim no one listens to your 
station.) 

If a client insists on testing, walk away. There are plenty of people 
who will appreciate your ability to move product. NC 

oc, 

EU/PUBLISHER 

JUDITH GROSS JOINS AS TECHNOLOGY EDITOR 
This issue of Tech Ink, the monthly "flip side" of Radio Ink, introduces Judith Gross as technology editor, focusing on technol-

ogy issues in both the broadcast and new media sectors 

Judith brings three decades of journalism, radio, and production knowledge and experience to Tech Ink, as well as a style 
readers will find engaging, informative, and straightforward. 

Judith began her career as a radio news reporter, anchor, and producer in New York, rising to the position of news director. 
She's worked at both commercial and public radio stations, winning the prestigious NYS Broadcasting Award and numerous 
Genesis awards over her radio career. 

On the trade press side of the industry, Judith has used her sharp reporting skills and experience in "cutting to the chase" to 
explore, explain, and define issues and ideas important to broadcasters. Her work has appeared in publications including 
Broadcast Week and Broadcast Management/Engineering, and she has served as editor- in-chief of Radio World and Radio 
World International. She also launched the first newsletter covering digital radio. 

Along with her media background, Gross has served as creative director at several ad agencies. Most recently, she was mid-
day personality and creative director for Equinox Broadcasting/Binghamton, NY, and she now owns and runs JG Creative Media 

Judith will also serve as host of Radio Ink's 2011 Tech Summit, May 17-18, at the Microsoft Silicon Valley Campus in 
Mountain View, CA. The summit, focusing on engineering and technology, will take place immediately ahead of our annual 
Convergence conference, May 18-19. 

So flip this magazine over and let Judith guide you through the maze of technology and how to better manage and maximize 
your digital assets, in this month's edition of Tech Ink. 
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1.01NAIR 
Kix Brooks performs for the troops at 

Camp Victory in Baghdad. 

Kix Brooks. host of American Country Countdown, spent part of 

December performing for members of the U.S. military serving 

overseas. Kix was part of the USO's arnual holiday tour and joined Chairman of the Joint Chiefs of Staff 

Adm. Mike Mullen in traveling to Afghanistan and Iraq. Also joining Admiral Mullen to spread holiday 

cheet to the troops were seven-time Tour de France champion Lance Armstrong: comedians Robin 

Williams. Lewis Black, and Kathleen Madigan; and country songwriter-and performer Bob DiPiero. 

PRODUCTS, & MORE 

Onstage at Camp Victory ( l- r) Lance Armstrong, Kix Brces, Bb 

DiPiero, Robin Williams, Kathleen Madigan, and Lewis Black. 

7", L;ttie rces 

Brandon Heath recently stopped by Z88.3 in sunny Orlando to promote the release of his newest 

album, Leaying Eden. While in town. Brandon performed a free-concert with his band. The show drew 

more than 1,700 Z listeners. Pictured here is Heath with Dean O'Neal. Tyler McKenzie, Ellis E. Feaster. 

and Jeff Cruz from Z88.3. 

The BBC picked up 

the story of the 

retirement of New 

York State 

Broadcasters 

Association 

President Joseph A. 

Reilly, leading to this 

image in New York's 

Times Square. 

6111k ,deel 
America's Most Wanted host John Walsh chats 

with Broward Sheriff Al Lamberti during taping of 

All Points Bulletin With Sheriff Ai Lamberti radio 

show. Seen here are (. rii back) APB co-host Cmdr. 

Michael Calderin, BSO Fugitive Squad Sgt. Abby 

Tiger (in front) Larnberti, and Walsh. Photo: Mike 

Jachles/Broward Sheriff's Office. 

Syndicated Solutions Inc.'s Rick & Bubba Show 

broadcast live from tne University of Phoenix 

Stadium in Glendale. Arizona, site of the BCS 

Championship Game between the Auburn University 

Tigers and the University of Oregon Ducks. 
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TOM HAMILTO 
GENERAL MANACIN VICE PRESIDENT/GM 
VVSJS WINSTON-SALEM VVPTF RALEIGH 

PHIL ZACHARY 
PRESIDENT AND COO 
CUR77S MEDIA GROUP 

"In a PPM world, competitive ratings alone just aren't 
enough. The Dave Ramsey Show drives appointment 

listening across the entire demographic spectrum and it's 
equally universal in its appeal to advertisers." 

4 

DAVID STUCKEY 

"From a product perspective, having The Dave Ramsey Show 

within our station lineup is like having an umbrella with you 

during a 1;ght rain ... you know you're protected." 

"Having Dave Ramsey on your radio station is like having a 

major sports franchise in your market; his name and his show 

open a lot of doors." 

THE SHOW IS EQUALLY UNIVERSAL IN ITS 

APPEAL TO ADVERTISERS 

% fr./9 //Opens: caller inlet te!,‘. 

LIVE WEEKDAYS 2-5PM/ET 

24/7 Refeeds Available For Syndication, Call 877.410.DAVE (3283) daveramsey.com 



ROYWILLIAlyu 
s THE WIZARD OF ADS 

Random Entry 
The Key To Getting Attention: A Guaranteed Cure For Writer's Block. 

A
recent Yankelovich study established that Americans 
are confronted by more than 5,000 messages per day 
— radio, television, magazines, newspapers, and bill-

boards, floating on an ocean of store signage, posters, 
point-of-purchase displays, and product packaging — 
each hoping to attract our eyes, ears, and attention. 

No wonder we've become so adept at filtering ads 
from our consciousness. Those piranhas are out to eat us 
alive. And they do it so painfully predictably. 

In an overcommunicated society, predictability is the 
enemy of effective writing. 

Predictable ads are spawned when an AE asks predictable 
questions: "What makes you different and better than your 
competitors? What makes you special?" Having focused 
your approach inward, on the client, instead of outward, on 
their customers, your conversation will accelerate in an ever-
tightening spiral as you both circle the drain. 
I have a love-hate relationship with a certain bit of 

stagecraft I use when speaking publicly. 
The stagecraft begins when I ask everyone in the room 

to write down a statement that would catch the ear of any-
one who overheard it. "The statement doesn't have to 
make sense, it just needs to be larger than life, evocative, 
difficult to ignore. The kind of statement that would make 
a passing stranger turn and say, 'Huh?" 
I then ask six volunteers to bring their statements onto 

the stage. "I'm now going to craft real ads for real busi-

nesses using the statements written on these papers as the 
opening lines for the ads. Do I have any business owners 
in the room?" Six business owners take the stage. I ran-
domly pair them up with the colorful-statement holders. I 
have no idea what businesses are onstage or what state-
ments are written on those papers. 
I owe Tom Robbins (not to be confused with Tony) 

for this little bit of stagecraft. In a magazine interview 

that accompanied the release of his novel Fierce Invalids 
Home From Hot Climates, Tom said, "Everything in the uni-
verse is connected, of course. It's a matter of using imag-
ination to discover the links, and language to expand 
and enliven them." 

"Business owner number one. Tell me about your 
business." 

"I have a plumbing company" 
"Name a profit center you'd like to improve." 

"I'd like to get more malls for our 24-hour emergency 
service." 

"Crazy person number one. What did you write on 
your paper?" 

"I came home and the dog was bald." 
The room roars with laughter as I walk to the front 

of the stage and balance there, my toes hanging over 
the edge. 

"I came home and the dog was bald. I haven't been that 
surprised since I woke up at 2 a.m. to pee and stepped out 
of bed into an inch of water. Thank God Martindale 
Plumbing never goes to sleep. At 2 a.m. they were just sit-
un' there, hoping someone would call. They fixed the 
problem while I made coffee. Great guys. Plumbing, 24 
hours a day. But I still got no idea what to do with a bald 
dog. You got any suggestions?" 

That whole thing smelled like a setup, right? Along 
with the fact that no one believes THEY can do it, half of 
them don't believe I can do it, either. 

But not only can I do it, you can, too. Everything in the 
universe is connected, of course. It's a matter of using imagination to dis-
cover the links, and language to expand and enliven them." 

The keys to chaotic ad writing are: 
• Randomly force upon yourself a colorful opening 

statement BEFORE you know what you're going to 
write about. 

• Look for the defining characteristic (s) of that 
statement. 

"I came home and the dog was bald." (surprise) 
"I really need to fart." (embanussment) 
"Her funeral was a day late because the cement vault 

for her coffin didn't arrive." (death, loss and mourning, dark, claus-
trophobic enclosure) 

By the way, those are three actual statements I was 
given in a single city. 

• Interview the business owner. Learn what he most 
wants to sell. Use the defining characteristic of your 
opening statement as the angle of approach into 
your copy. 

"The dog was bald." (surprise) 

"I stepped out of bed into an inch of water." (surprise) 
The business to which I needed to connect the fart line 

was a 156-year-old historic wedding chapel. No problem. 
I just placed that thought into the mind of the groom as 
he stood at the altar with his bride. His moment of relief 
comes when the organ begins blasting the traditional 
wedding exit music. 

The business to which I had to connect the coffin line 
was "Florida's Space Coast, 30 miles of pristine beaches 
and Johnson Space Center, with an IMAX Theater inside." 
The goal is tourism. Convince people to vacation there. 

Go ahead. Give it a shot. 1114K 

Roy H. Williams is president of Wizard of Ads. Inc. E-mail: Roy@WizardofAds.com 
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"John Tesh politely, but 
firmly DESTROYS the 
competition in our 2010 
Nielsen ratings in ALL demos" 

Women 25-54 - #1 with a 15.1!! 
Persons 25-54 - #1 with an 11.4!! 
Persons 12+ - #1 with an 8.0!! 

Curt Hansen 
Operations Manager 

Cumulus New York/Connecticut 

with John Tesh 
TESH.COM 

Over 360 Affiliates - Ever A _dwarf ormat 
Jam rat ihe 

Contact: Scott Meyers • The TeshMedia Group • 
888-548-8637 or 516-829-0964 scottemeyers.net 



IDEBORAHPARENTI I 

The Census And Tomatoes 

Rosa Serrano 

President 

ReSuits Media and 

Marketing 

IVI
ost people assume I like tomatoes. With a name like 
Parenti, I'm supposed to like tomatoes. So when I 
fork them out of a salad, the typical reaction is, 

" Aren't you Italian? Don't you like tomatoes?" 
Well, I am — but I don't. The same holds true for many 

stereotypical assumptions, especially those related to cul-

ture or ethnicity. As global reach continues to expand with 
each new digital platform, such conventions can no longer 

be depended on to neatly 
define people and populations. 
Characteristics that once dis-
tinguished us are now likely 
to have morphed into the 
mainstream. 

The 2010 Census reflects 
significant shifts in our 
nation's population, including 
continued Hispanic growth. 
Beyond numbers, however, 
the data implies a sea change 
for positioning not only 

toward Hispanics specifically, but 
to the general market as well. The influence of Hispanic 
culture and how that influence alters the dynamics of mass 
marketing is something any station may want to consider, 
especially in diverse cultural markets. 
I asked Rosa Serrano, president of ReSults Media and 

Marketing, to offer her perspective on post-2010 Census 
marketing tactics. 

What is the most significant census data that 
will impact the Hispanic population, and how 
should marketers adjust their messages to 
best reflect it? 

Rosa Serrano: The new census will be a wakeup call 
to marketers that the general market is now a multicultural 
market, where minorities have become the majority pop-
ulations in top US. DMAs. 

The census data will not only continue to affirm the 
need for a Spanish-language marketing strategy, but will 
drive home the message that English-language communi-
cations to Hispanics must also be relevant and grounded 
by cultural insights. 

The greatest frustration in the past 30 years has been 
how glaringly English-dominant and bilingual Hispanics 
are ignored by marketers. Essentially, a Hispanic who is 
able to understand English and consumes any amount of 
English-language media is considered to have the same 
cultural cues as the mainstream. Among Hispanic youth, 
to some extent, this is true. Hispanics are trendsetters and 
therefore contribute to mainstream culture. However, 
research shows that Hispanic youth are also very aware 

and proud of their Latin uniqueness. 
Bilingual/English-dominant Hispanics also want to be 

spoken to, invited, and celebrated. This is of particular 
interest to those of us who are parents and struggle to find 
role models for our children in mainstream media. 

What advice would you give to general-market 
stations in terms of reaching Hispanic con-
sumers? 

The single most important message to a general-mar-
ket radio station is to show respect for their Hispanic lis-
teners. It is not about creating a special Cinco de Mayo 
package and event, adding stereotypical Hispanic charac-

ters to the on-air team, or making Hispanic jokes. It is 
about truly reflecting their listeners and their communities 
by hiring and nurturing Hispanic talent. There are many 
subtle ways of showing respect for Latin culture on air by 
partnering to promote culturally relevant events, venues, 
films, cuisine, personalities, books, art, music, and holi-
days (such as Three Kings Day and Day of the Dead). 

Being aware of a station's Hispanic listeners is not only 
for top youth-oriented stations, but for stations of virtually 
every format. 

What aspect of the Hispanic lifestyle has tran-
scended ethnicity to the extent that perhaps it 
is no longer distinguished as such? 

Hispanics contribute to mainstream culture through 
fashion, art, music, language, and affirming traditional 
family values. However, the one absolute, no-longer-dis-
tinguished as-separate Hispanic lifestyle contribution to 
mainstream is Latin food. 

For example, Bobby Flay Cooks American is a cookbook 
filled with recipes that celebrate Mexican flavors and 
ingredients. Latin food fusion is hugely popular, allowing 
us to enjoy Japanese sushi with jalapenos. Korean tacos, 
and kinichi quesadillas. 

What digital platform is most embraced by 
Hispanics? 

Hispanics embrace all digital platforms, but the most 
important has quickly become the mobile phone. We text, 
we talk, we share, we download, and we use the Internet 
— all on this evolving great little device. Hispanics are 
early adopters of new technology, spending more on their 
phones and connecting to friends and family in the U.S. 
and Latin America. The phone is the fastest way to connect 
with someone anywhere in the world and access informa-
tion on absolutely any subject. MK 

Deborah Parenti is VP/GM of Radio Ink. 
E-mail: deharahradioink.com 
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THE MONEY DEMO 

IS WAITING POR YOU 
We commissioned Edison Research to study the wants and needs of radio's 

most sought after audience — the 25-54 money demo. This proprietary 

research dearly demonstrates a huge market opportunity for the Timeless 

Cool "Cool AC" format in every market, 

Download the Research. www.TimelessCoolMusic.com/research 

HERE'S THE PROOF 

tlmelm.. coo 
TM 

WOVM-FM delivers the heart of the money demo in just one book! * 

Timeless Cool delivers explosive growth in the heart of the demo [35-44]; efficient overall concentration in 25-54; 

and great balance between men and women. Ranked #1 in TSL, Timeless Cool inspires huge listener loyalty. 

See The Ratings. www.TimelessCoolMusic.com/ratings 

#1 
IN TSI. 

ADULTS 35-44 0.9 .1d/ 5.0 

WOMEN 35-44 0.2 5.6 

MEN 35-44 1.4 Ad 3.6 
MILWAUKEE e 

MADISON e 
*Source: EastJan Ratings Fall 2010-Appleton,WI 

>-11.11111.11. AMIM 

1.877.384.6353 www.timelesscoolmusic.com 



HOWARDGOLDBERG 
HISPANIC RADIO UPDATE 

Incorporating Mobile Into Your 
Hispanic Marketing Strategy Is A Must 

Source: Scarbor-

ough Research, 

Scarborough His-

panic Multi- Market 

Study, Release 1 

2010 (current six 

months). 

All
obile marketing is increasing in sophistication and 
likely will move from being a smaller piece of mar-
keting budgets into a major line item. This is partic-

ularly true — and necessary — for businesses targeting 
Hispanic consumers. The percentage of Hispanic adults 
who use a cellular phone has grown 26 percent since 
2005, versus 18 percent for all adults. And Hispanics con-

tinue to be a fast-growing consumer group. Taken 
together, this information points to new truth in media 
and marketing today: 
mu This is no longer an "emerging" consumer group. 
• Hispanic marketing strategy that does not include 

mobile is missing a powerful, personal medium 
Hispanic adults interact with throughout their 

allial daily lives. 
In the radio industry, it's important to focus on 

Hispanic marketing and mobile marketing. Whether 
you are a radio broadcaster or have a syndicated 
program, you need to find ways to connect with 
your listeners across multiple platforms. Hispanics 
represent an advertising sales opportunity in main-
stream formats, too. You can show your clients the 
power of Hispanic shoppers and ways to market to 
them as part of your business strategy. 

Current trends on Hispanic mobile marketing: 
• Hispanics use mobile phones for entertain-

ment as well as for communication. Twenty-two 
percent of Hispanic cellular users download or listen 
to music via wireless devices, versus 15 percent of all 
wireless users. Nineteen percent of Hispanic cellular 
users play games on their wireless devices, versus 15 
percent of all wireless users. 
In terms of communication, Hispanics are more likely 

than other cellular users to text-message. Sixty-four per-
cent of Hispanics who use a wireless phone text-message, 
versus 56 percent of all cellular users. This group is also 
more likely than other cellular users to use their wireless 

device to access social networking. Twelve percent of 

Hispanic cellular users social network via a wireless 
device, versus 10 percent of all wireless users. 

'Bun Insights Into Action: Use social networking and texting con-
tests to create a community for your listening audience. Create listener 
promotions that rely on mobile usage to participate. 
• The Hispanic smartphone growth rate is outpacing 

that of the total population. Nineteen percent of 
Hispanic adults currently live in a household that 
owns one or more smartphones — such as 

Blackberries or iPhones — versus five percent in 
2005. Twenty-three percent of the general popula-
tion currently has these devices in their household, 
growing from nine percent in 2005. 

Turn Insights Into Action:The app world provides a new realm for your 
listener to interact with your brand. Consider creating e-commerce, or 
a local news or weather app. 
▪ Hispanic mobile users listen to the radio and have dis-

tinctive listening profiles. Eighty-five percent of 
Hispanics who rank among the most avid radio listening 
audience' are cellular users, meaning that the top 

Hispanic radio listeners are also mobile device users. The 
radio formats Hispanic mobile users listen to are diverse. 

Regional Mexican is the top format for Hispanic mobile 
users; 38 percent of Hispanic mobile users listen to this 
format. The other top formats for Hispanic mobile users 
are rhythmic CHR (33 percent), Spanish contemporary 
(32 percent), and adult contemporary (28 percent). 

Turn Insights Into Action: The appeal to both Spanish-language and 

mainstream formats gives broadcasters opportunities in bilingual areas 
of websites — both traditional and mobile. 
• The Internet habits of Hispanic mobile users pro-

vide digital marketing insight. Hispanic cellular 
users are 13 percent more likely than Hispanic 
adults overall to have read or contributed to a blog 
during the past month, and 13 percent more likely 
to clip digital coupons. They are 13 percent more 
likely to read local news online, 11 percent more 
likely to check the weather online, and 10 percent 
more likely to listen to the radio online. 

Turn Insights Into Action: Is your mobile website ready with the 
features Hispanic mobile users want? Going online to read blogs, 
clip coupons, and catch up on the local news and weather are all of 
interest to Hispanic mobile users. Be sure to feature these on your 
station's or program's website. 
• Know your locals. The Hispanic listening audience and 

mobile audiences will continue to grow, but you can't 
paint the marketplace with a single brushstroke. Mobile 
habits will vary based on locale. Dig deeper and show 
your local advertisers about the benefits of targeting 

Hispanics, and mobile Hispanics, in your market. 
* The top 20 percent of adults in the country in terms of time spent 

listening to the radio. lb« 

Howard Goldberg is senior vice president of radio services at Scarborough Research. 

E-mail: hgoldberg@scarborough.com 
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Wake Up And Smell The Café! 

C
onsider this fact: The United States today is the sec-
ond-largest Spanish-speaking country in the world, 
and it is estimated that the total buying power of the 

US. Spanish-speaking population will top S I trillion. 
Simply put, companies that haven't started a marketing 

campaign aimed at reaching the Hispanic marketplace are 
dangerously dose to missing out on what could be the 
next marketing gold rush. 

Some have already seen the promise of this marketplace 
and have invested their time and money wisely. 
Companies like P&G and McDonald's have seen the mar-
ket for what it is and have reaped the benefits. These com-
panies have decided to treat the marketplace with respect 
and have valued the returns that it has yielded. 

Some advertisers have tried to address the Spanish-speak-
ing market by using Spanish-dubbed general-market com-
mercials, or by simply using their general-market spots on 
Spanish-language media. That approach doesn't work. P&G 
and McDonald's know the Hispanic market is important 
enough to warrant an intelligent and planned approach. By 
doing that, they've endeared themselves to the Hispanic 
community and inspired great brand loyalty. 
Why are some companies still hesitant about advertis-

ing to this incredible audience? It could be fear — fear of 
the unknown, or fear of communicating in a language that 
many at these companies don't understand. Linked to that 
is the fear of making a mistake and alienating a key mar-
ketplace forever. So rather than taking the plunge, these 
companies are paralyzed into thinking that no action is the 
safest course. 

They couldn't be more wrong. Their concerns can be 
alleviated by simply reaching out to the professionals 
already in the field. The pros on the media and agency lev-
els are ready, able, and willing to help. They speak to this 
market every day, in their own language. The important 
message here is to DO IT. 

Another reason more companies haven't taken the 
plunge could be a heartfelt bias, based on a reluctance to 
communicate to this marketplace in any language other 
other than English. In my 30 years in broadcasting, I have 
often heard that companies that continue to communicate 
to Hispanics in Spanish are thwarting Hispanics' assimila-
tion into American culture. 

This argument starts with the history of past great 
migrations to this country, when immigrants arrived eager 
to accept their new American culture and language. Why 
should this new immigration class be treated any differ-
ently than immigrants that came before? 

The truth is, this immigration is different from any-
thing this country has ever seen, because of its size and 
enduring time span (we are still in the midst of it, with no 
signs of slowing down). The flow of these new immi-

FRANKFLORF_S 
HISPANIC RADIO UPDATE 

grants is willing from many different countries that are 
bound together by similar culture, customs, religion, and, 
most importantly, language. Other waves of immigrants 
came from different parts of the world, with each country 
having a different language and culture. 

Another major difference is that while many other 
immigrants came here on a one-way ticket, we did not. 
The ease of travel and communications affords people the 
ability to remain in touch with their roots on a daily basis, 
which keeps our customs, traditions, and language alive. 
This is a jet-set migration, with one foot in America and 
the other in our native countries. This is why companies 
have to treat this market differently. 

The important message here is that as sales profession-
als selling this marketplace, we need to know that fear and 
bias do exist, and the only way to combat them is to con-
front them head-on. Talk openly about the way the adver-
tiser feels. Deal with the facts. Talk up the potential payoff, 
and get the client to focus on the bottom line. The num-
bers are so impressive that they will make your argument 
that much more compelling. 

Leave emotions and feelings behind, and start looking 
at the facts. The facts say you are staring at a marketplace of 
gigantic proportions, and it's growing. The facts say that it's 
here, and it needs to be addressed differently than the gen-
eral market. No time to lose. 
I think I smell café, don't you? lb« 

Fran i Flores is the owner of Flores Media. Sales & Maltetino. 

[-mail i radiotloresid.vahoescom 
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BUZZKNIGHT 
CES 

Buzz-Worthy Takeaways From The 2011 
Consumer Electronics Show 

A
her experiencing the fever-pitch excite-
ment of the 2011 International Consumer 
Electronics Show in Las Vegas, two ques-

tions are rattling around my brain. Why is the 
CES so buzzworthy? And what does it tell us 
about radio? The answer to both: Consumers 
really are the focus. The CES crowd thrives on 
that. Consumers drive their innovation, not 
electronics. And the more we remember that in 
radio, the more our culture will embrace 
change and adapt to a whole new social order. 

The CES is all about hype, glitter, bluster, 
and 077277 Nametags fly by at a dizzying 
pace. Thought leaders and high-tech innova-
tors are everywhere. Where is radio? We are 
represented, but imagine if we saw more 
radio-affiliated names at the event — or, better 
yet, imagine if we were on the vanguard of 
change and invention! 

Most of the products on display won't change the 
world, but if you listen to the exhibitors talk about their 
products, it's as though no products exist other than their 
own. That can teach us a lesson about radio's culture: 

Enthusiasm breeds creativity, which fosters success. 

INNOVATION INCUBATOR 
I love tracking the success or failure of some 

of the products seen at the previous year's CES. 
In 2010, Microsoft announced a phone called 

the Kin, aimed at younger demographics. It 
failed quickly. And 3D TV also failed to attract 
mainstream interest. 

What will be this year's dunker? What will soar? 
CES is a barometer of our times and a predic-

tor of the future. If the vibe of this year's show is 
any indication, we'll continue to see positive eco-
nomic signs in the months ahead. Event officials 
estimated that attendance was up approximately 
140,000 people over last year and came close to 
2007's all-time high. 
CEA President/CEO Gary Shapiro said in his 

keynote that CES has "more innovation and cause for 
celebration than at any event in our history" And part 
of that cause for celebration is the pace of innovation 
in the electronics business. 

But what fosters a mindset of innovation? 
Google uses the term "Fail fast." To me, that means 

we need to recognize the success that resides in " failure." 
It means being daring and unafraid to fail. It reminds me 

of learning how to ride a bike: If you think you're going 
to fall, you really start to wobble. 

Radio needs to emulate Silicon Valley by teaching our 
internal teams how to develop their own research and 
development process. Here are a few thoughts to consider: 
• Our approach to HID content. 

• App development for tablet devices, especially con-
sidering items like the Visteon iPad dock for the car. 

The Visteon dock lets the iPad communicate with 
the vehicle's computer via a wireless network and 
makes control of the HVAC, radio, phone, and navi-
gation system possible from any seat in the vehicle. 

• Radio app development for the many TV platforms 
that allow apps. 

• Content delivery via the multiple platforms our 
audience uses (remember the consumers!). One of 
the major themes of CES this year was mobility. 

When I asked brand guru Jack Trout about the mobil-
ity of FM radio and smartphones, he boiled it down with 
characteristic clarity: "It's just turning your phone into a 
portable radio." 

In the smartphone category, Motorola made a very 
strong showing with the Droid Bionic, which will be 
Verizon's first 4G LTE network release. The device has a 
beautiful 4.3-inch HD display, Skype videoconferencing, 
and a built-in radio. Also impressive, the phone user can 
connect the device to an HDTV to view all the HD content 
happening on the phone (like video, gaming, or video-
conferencing). 

Last year, the big buzz at CES surrounded netbooks. 
Another example of how quickly things change this 
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ear: That buzz transferred to a Inn\ 
product category called tablets. 
Forrester Research is predicting 
82 million iPads by 201 5.There 
were some 80 tablets dis-
played this year at CES, but 
apparently most of those 
companies don't believe in 
product differentiation. It's 
still all a blur! 

But one highlight in the crowded 
tablet category is the Motorola Xoom, 
which was named best in show, This is a slick device, with front- and 
back-facing cameras, a gigantic 10-inch display, and a sweet connec-
tion to Verizon's 4G network. 

SO WHY DOES CES ENERGIZE ME? 
I love being around smart people who provide action takeaways. 
My five key items are: 
1. Personalization and customer focus (consumers, con-

sumers, consumers) 
Radio has to learn from the technology business and insist that 

we never hurt the customer experience. We need to keep asking if 
we are truly getting it when it comes to listeners and potential lis-
teners. 

When I asked Gary Shapiro for ideas on radio innovation, he 
echoed the theme, suggesting robust ideas centered on delivering 
what listeners want. These could include: 
• Develop online, call-in, or write-in contests to learn what lis-

teners want your radio station to do or coven 
• Use citizen guest hosts, or even sell time to guest hosts to 

enhance revenue and monetize what radio owns — the abil-
ity to make people local celebrities. 

• Get local by inviting police, teachers, and athletes on air to 
talk about issues or preferences that are consistent with 
your format. 

• Use the Web. Develop apps across platforms for your station. 
Use it to drive listeners, stay current on local information, and 
expose talent. Use RIDS and streaming wherever and whenever 
possible, in every format. 

• Elevate customer/listener focus to priority one. 

2. Urgency 
We must act with competi-

tive urgency to improve mir 

game. Automakers have cre-
ated a battle for the dash-
board, and our content has 
to be impeccable. 

There are add-on devices 
like the Livio Radio, which 

creates listening opportunities 
for 42,000 broadcast and Internet radio 

stations via WiFi, so there is more battle for attention. 

3. Research and Development 
Radio must take the lead from the technology companies and get 

into the business of research and development. Let's break down the 
internal barriers and expand our horizons. 

4. Strategic Partnerships 
We should emulate Ford and welcome strategic partnerships to 

enhance our brands. Ford has developed partnerships in an open-
source manner with its in-car apps, reaching out directly and saying, 
"Become a Ford app developer and partner." 

5. Clarity and Focus for Who We Are 
We need to re-evaluate the clarity of our branding message and 

resist mid-' 80s radio jargon. Let's use pride, passion, and plain lan-
guage. Even a dash of emotional connection wouldn't hurt! 
I love the Ford Sync branding line: "Nirvana for control freaks." 
We can all learn from branding expert Guy Kawasaki, who told 

me, "I think the big lesson that radio can take from CES is that you 
have to innovate and evolve, or you're dead.You can view the Internet 
and Pandora and all of those things as threats, or you can view those 
things as an opportunity" 

But none of that innovation matters if we forget who it's for: con-
sumers. After all, it's the CES, not the ES. 

See you there next year. What will radio bring to the table — or 
to the tablet? bU( 

Buzz Xnig41 is VP/program developmect at Greater Media. 
E-mail: bkright@greatermediabostou.com 
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MIKF-NICVAY 
FOCUS ON FORMATS 

State Of The Format 
Expert advice on the challenges and opportunities ahead 

F
or this issue's focus on formats, Radio Ink asked some of the most respected consultants in music radio to talk about 

what they see ahead in their areas of special expertise. They touch on what's hot now, the competitive landscape, and 

what lies ahead — especially in the ever-more-crucial arena of digital and social media. 

First up, McVay Media President Mike McVay talks about the state of AC, and what he calls today's " heated, head-to-head 

battle" with Top 40. We also asked McVay to tell us a bit about his own hopes and plans, and got some surprising responses. 

AC CAN WIN AGAINST RED-HOT CHRS 

I
t's the official start of the second decade of the 2000s, 
and AC and CHR are once again in a heated head-to-
head battle for female listeners. They both want young 

moms and their kids. The music in the two formats is 
nearly identical; the difference is the gold they play, the 
rotation or frequency of the new songs they expose, and 
the content from the air talent. 

The music available to CHR right now is very palatable 
to adults. It's uptempo, bright, and fun, at a time when we 
need uplifting, positive energy. Every time North 
Americans face tough times, CHR and dassic hits (oldies) 
attract listeners looking for an escape. 

AC, meanwhile, is in its truest sense contemporary music 
for adults. CHR is providing us with some tremendous 
music right now — Katy Perry, Lady Gaga, Beyonce, Bruno 
Mars, Michael Buble, John Mayer, Miley Cyrus, Daughtry, 
Pink, ICesha, Black Eyed Peas — and CHRs are growing the 
ratings that attract more stations into that arena. AC stations 
are facing a challenge, but it's only momentary; as the trend 

trackers change format to CHR, the increased competition 
among them will benefit the heritage ACs in the market. 

Forget Traditional Demos 
Most AC radio stations remain upper-demo in their 

markets despite their efforts to make their music and 
image more contemporary -- hot ACs and ACs are by 
nature still positioned as being older than CHRs. The tar-
get for a hot AC should be a 30-year-old woman, and for 
a mainstream AC, a 40-year-old woman. 

Forget traditional demos, and target the ages 30 to 40 
as the battlefield for hot AC and 35 to 50 for mainstream 
AC. The formative years for musical tastes are ages 18 to 
28. Do some calculating, and look to those years for the 
core of your gold library. 

The musical and production energy level of AC is 
brighter today for both hot AC and mainstream AC, and it 
will get brighter. We believe hot AC will be an oasis away 
from rap and hip-hop while mainstream AC will be more 

At last — an attorney who's been there! 
15 years of programming, sales, and management experience. 

BARRY SKIDELSKY, ESQ. 
Attorney/Consultant 

Creative, cost-effective counsel for today's competitive environment. 

Legal and business assistance for those involved with traditional and new media: 
FCC, purchase and sale, financing, A/P reduction, employment, IP, and more. 

Also an experienced bankruptcy trustee, FCC ownership trustee, and arbitrator. 

bskidelsky@mindspring.com • 212.832-4800 «•' 
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IMAGING sHouLp SOUND 
CONVMPORARY. GET 
AWAY FROM OLD MEN 
GROWLING AND USE 
UNIQUE, dIONTEMPORARY 
VOICE TALENT. 

gold than hot AC and much more familiar than CHR. 
Imaging should sound contemporary. Get away from old 

men growling and use unique, contemporary voice talent. 
Consider females and males combined in your imaging. Bring 
back jingles — they're a musical way to image the station. 
Produce a memorable radio station. 

Your talent and news content should connect with the audi-
ence. Newspeople must sound as if they're living the lifestyle of 
the 25-45-year-old female and provide that connection, while 
your talent need to maximize music quantity and entertain in 
short bites of content. 

You must still target at-work listening, but remember that at-
work listening is not necessarily in an office. The correct phrase 
is "Listen WHILE you work." 

The most successful AC client stations are involved in creating, 
or co-opting, events that endear them to the audience. Stations like 
WRAL-FM/Raleigh have become embedded in the fabric of their 
listeners' lives with events like Girls Night Out. Creative contests 
tied to specific days are attractive to listeners and are PPM-friendly 
Mani-Pecli Mondays, Shoesday Tuesday, Win a Wü Wednesda), 
Thursday Ladies' Night, Facial Fridays. Give the women in your 
audience a break. Make their lives better and easier, and they'll give. 
you a button on their radios. Fight for that preset on their iPods. 

Maximize Social Media 

Marketing is critical if you're endeavoring to truly lower your 
station's average age. You'll need to build new and younger cume 
among .35-44-year-olds. The tactics you use should include social 
media, with your talent on Facebook, using Twitter, and writing 
weeldy blogs for the stations website. Train your talent in how to 
maximize the digital platforms available to you. 

Television is the best way to provide your audience with a 
sample of what you present on the air, and you can use your 
website to present online videos and encourage online listener 
to share your station with others. Direct mail is still a tangible 
marketing tool, but couple it with online marketing and you'll 
tremendously magnify the exposure for your station. RUC 

Mike McVay is president of McVay Media. E-mail mike@mcvaymedia.com 

SID L1ES 
What are your hobbies? Exotic cars, exercise and sports, collect-
ing wine. 

Recommended reading? The Primal Blueprint by Mark Sisson 
Who are your mentors or role models? Ed Salamon, Larry "JB" 
Robinson, Tom Embrescia, Lew Dickey Sr. 

Who is the most interesting person you've ever met? 
Ringo Starr is the most interesting person I've ever had dinner with, and 

WBEB/Philadelphia owner Jerry Lee is the most intriguing and complex 

person I've met. My wife, Doris, interests me because of her intelligence 

and perspective on life. She's refreshing. 

If you had 30 minutes to sit down and talk with some-
one, who would you choose? Chuck Knoll, the coach of the Pitts-
burgh Steelers during their 1970s Super Bowl dominance. I'd love to learn 

how he motivated his team of maulers and yet remained above the fray. He 

was the consummate gentleman, at the helm of a destroyer. 

If you could be granted any wish, what would it be? To 
introduce my deceased parents to our grandchildren, Elle and Avery. I'd 

also love them to meet our now-adult daughters and their men, too. I think 

they'd be proud. 

If you could go back in time, where would you go? I've 
never been the kind of person who lives in the past. I like the present. I'm 

excited about the future. I don't want to rush through my life, but I can't wait 

to see how it turns out. Maybe 1957 — then I'd buy a ' 57 Chevy Bel Air con-

vertible for $ 1,200 and keep it forever. I had one in perfect condition. Rosie 

was her name. Sold her two years ago for much more than $ 1,200. 

What radio station did you listen to as a kid? KC:IV/Pittsburgh 
and WIXZ/McKeesport, PA, were the two biggest. They were both Top 40s. 

Jim Quinn was the night jock (now mornings on news/talk WPGB/ Pitts-

burgh) and WIXZ had a morning man using the name Jeff Christie. Today 

he's known as Rush Limbaugh. You never know who's listening to you when 

you're on the air. 

What did you want to be when you grew up? I wanted to be a 
DJ. I built a pirate radio station in my parents' attic when I was 14. I actually 

started at WHJB/Greensburg, PA, when I was 15. 

What is your pet peeve? Sloppy, unprepared air talent who are phon-
ing it in. Be a professional. You're an entertainer -- ENTERTAIN! Great talent 

don't just show up and happen to do a show. They make it look easy, but it's 

hard work. I have zero tolerance for anyone who does anything halfway. 

What is the most embarrassing thing that's happened to 
you in your radio career? There are too many to keep track of. I'm 
not very politically correct. I sometimes say things without my filter being 

engaged. I should have a built-in seven-second delay. 

What has been your most elusive goal? It will surprise some to 
know that I've not yet accomplished my goal. While many see me as suc-

cessful, I've not yet enjoyed the success I desire. Maybe that's what drives 

me. I'm not going to tell you that goal until the chase has ended. 

Is there anything you would do differently? I don't have many 
professional regrets. Perhaps hang on to the radio stations that I once 

owned. I would have passed up on some investments that I made, and I 

wish I'd have become involved in others that I didn't make. My advice to the 

young people in our company and to my children has been to buy tangible 

assets that have value and can be sold. Most of my earnings have come 

from operating a personal services business. The value of a practice is less 

than that of businesses that generate passive income. 
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GARYBERKOWITZ 
OLL.1:.) UN 

AC Trends: Digital + Research 

VII
hile everyone is worried about digital strategy, I 
worry that they're ignoring over-the-air strategy. Our 
on-air product is what still propels 99 percent of 

revenues. Let's get back to research and development for 
the terrestrial frequency and pay more attention to suc-
ceeding with the number one revenue producer we have. 

Competition for Web traffic is enormous, but most 
radio sites are, quite frankly, boring at best. (If you think 
listeners want to see what the Dis look like, you may be on 
the wrong track.) Without a compelling online presence, 
your digital strategy will fail. 

*Pun, 

Ask your listeners what they want from your website, 
and give it to them.You may be surprised at what they say. 
Hint: For AC, think more coupons and less pop-tart show 
business news. 

In 2011, successful digital operations will be run as 
separate departments at radio stations. Hire young people 
who grew up online. They know what consumers are 
looking for and how to get them to react. Dis are not nec-

essarily experts on how to handle Facebook conversations 
and Twitter tweets. 

The music on AC radio is evolving. When my wife told 
me Erninem and Riharma's "Love the Way You Lie" is her 
new favorite song, I knew something big was going on! 
PPM is dearly showing AC changing at a record pace. Look 
for AC to continue moving more contemporary. What was a 
format of Phil Collins, Billy Joel, Whitney Houston, and Rod 
Stewart now also includes lady Gaga, Daughtry, Nickelback, 
and Taylor Swift. Don't be afraid of this music. Embrace it. 

Since PPM measures actual listening, we can now 
learn what needs to be done to grow and keep 
listeners. Not in a PPM market? Put PPM tac-
tics to use in your diary market and watch 
your ratings go up. 

More focus belongs on the on-air product, 
and on promoting it. Unless we get back to 
the basics, we may be looking at yet another 
tough year, not to mention declining listener-
ship and ratings. Research and marketing 
should be part of the basic strategy of every 
radio station, regardless of format. 

Two thoughts: 1. If you are a music station, 
you can no longer guess what the best music is. 
To win, music needs to be researched. 2.We are 
in the advertising business. How can we possi-
bly promote advertising when we ourselves 
don't advertise? 

Radio is designed for Main Street, not 
Wall Street. Please don't misunderstand: It's 
OK that large public companies own the sta-
tions. What I advocate is allowing stations to 
run like local companies. Serve your local 
community with great music, fun personali-
ties, and a great civic presence, and see what 
happens to your ratings. 

Take a hint from national restaurant 
groups such as McDonald's and Panera Bread. 
Most of the menu is the same nationwide, 
but the stores each offer something specific 
to the local community. 

le And remember, competition is everywhere 
you look! I recently played an aircheck for my 

20-year-old son, Corey. It was from my on-air 
days at WPRO-FM in Providence. PRO was fast-paced, it 
had tons of reverb and jingles, and the jocks played a 
major role in the presentation. After listening to it, he 
said, "Wow, that was a great-sounding station. It's really 
too bad radio isn't like that today" Interesting observation 
from a 20-year-old. INK 

Gary Berkowitz is president al Berkowitz Broadcast Consulting. E-mail: gary(q1arYbericcom 
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CHR: Pop On Top 

I
t's been a nerve-wracking few years, but this decade 
looks like it's going to be a glorious time for radio. For 
the entertainment business, and especially radio, 2011 

will be more and more about broadcasting digital content 
that can be viewed on multiple platforms. The music and 
artists that get that kind of exposure have the best chance 
of becoming the most popular. 

Great digital platforms like Clear Channel's iheartradio 
and CBS's Raclio.com, as well as Facebook and Twitter, are 
paving the way for radio to secure its foothold in the dig-
ital landscape. 

Leading the way for radio is mainstream Top 40, which 
does best of all formats during the pop-rebirth phase of 
the music cycle I discovered back in 1991 — that is, a 
repeating 10-year pattern of musical changes, from 
extreme rhythm/rock to pop to doldrums (softening), 
that has held time for the last 60 years. 

Mainstream Top 40 hasn't been this hot in a decade. In 
the top 10 markets, stations like WHTZ (Z100) /NewYork, 
KIIS-FM/Los Angeles, and VVIHT/Washington are among 
the leaders in their markets 12-plus and winning in their 
target. Other Top 40s, like KHKS/Dallas and 
WXKS/Boston, dominate 12-plus overall. 

And there are other reasons mainstream 
Top 40 stations are doing so fantastically in 
both PPM and diary. The country is 
obsessed with entertainment and pop cul-
ture, movies, N news, and the artists that 
make the hits, and there isn't a format that 
does a better job of capturing pop culture 
than mainstream Top 40. 

CBS Radio VP Dom Theodore observed 
that the old model of a radio station as an 
appliance that dispenses music is dead, and 
I couldn't agree more. Radio can't compete 
with every music appliance, but it can create exclusive 
content, with great personalities seamlessly woven 
together with great production values and imaging. 

Radio's future is about getting this content onto any 
device, whether it's audio on radio or audio and visual 
content on the Internet or an iPhone, with all of it keep-
ing listeners deeply connected. 

Mainstream Top 40 radio has an amazing advantage it 
hasn't had in years, with talent like Ryan Seacrest and great 
morning shows like Clear Channel's Elvis Duran on WHTZ 
(Z100)/New York and in syndication and Matty in the 
Morning, based at WXKS/Boston, propelling stations to 
the top of their markets. And the top-rated mainstream Top 
40s, especially in major markets, have exceptional air tal-
ent in all dayparts. 

Radio has never had the advantages it has now for cre-

ating deep connections with its listeners. When Clancy 

GUYZAPOLEON 
FOCL.J.2) UN WRMAN 

Woods and our team launched hot AC ICHMX/Houston in 
1990, it was our dream to create a database with the name 
of every listener and to make deep and lasting connections 
with them through faxes, phone calls, mixers, and exclu-
sive events. Exceptional promotions director Joe Pogge 
helped us create the magic that made Mix 96.5 a success. 
But never in my wildest dreams could we have imagined 
the possibilities available today through social networking 
sites like Facebook, Twitter, and Tumblr. 

Clear Channel's New York cluster is an amazing exam-
ple of social networking excellence, especially at Z100. 
Radio hasn't been nearly as important to listeners who've 
grown up in the last decade as it was to the generations 
before them. But radio can now go where those younger 
listeners live, through the Internet and social networking. 
These platforms will be critical as we fight to regain a 
foothold with the under- 25 generation. NC 

ley /apoleon is president of / apoleon Media Strategies. Email: guyempoleon.com. 
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JAYEMBRIGiff 
FOCUS ON FORMATS 

Country Leads Into 2011 

A
rbitron's "Radio Today 2010" makes it official: 
Country was America's number one format during 
the past year. 
Two thousand, six hundred and twenty-six U.S. 

radio stations program country music full-time, and 
country remained the nation's top-rated format as of 
fall 2009, with a 13.4 12+ share. And it's not only 
number one nationally, but in most dayparts and 
among most age groups. 

Country gained in national audience share for the 
second straight year and reached more than 64 million 
consumers each week, second only to AC. 

Country ranked number one in the growth of col-
lege-education attainment and in increased affluence 
(S50,000-plus in household income) between spring 
'02 and fall ' 09, was the undisputed leader in many 
states, and was broadcast on more terrestrial radio sta-
tions than any other format — including nearly twice 
as many FMs. 

Some storm clouds did appear on the horizon when 
Arbitron released the 2010 edition of "Hispanic Radio 
Today," showing country with a 5.3 share in diary-
based national averages but only a 2.3 in PPM panel 
stats. And PPM appears to be treating country stations 
that are alone in their markets a lot more kindly than 
in PPM metros with two country stations. 

But very attractive Hispanic demos await the coun-
try leader who can attract Latinos in those markets. 
Fifty-three percent of country's 12-plus audience is 
femal and 48 percent is male; 19.9 percent is 25-34, 
18.5 percent is 45-54, and 17.9 percent is 35-44. 

The total (ethnic + non-ethnic) audience for coun-
try is 53 percent/47 percent female/male, but the 
audience skews older, with the largest cell being 45-54 
(20 percent), followed by 35-44 ( 16 percent) and 25-
34 ( 15 percent) . 

Two percent of country's audience is black and just 
7 percent is Hispanic, so it would seem that a chal-
lenge for the format in the near future will be to grow 
younger by appealing to a more diverse audience 
without losing the traditional, upper-demo core. 

Fortunately, country's superstar artist base has been 
shifting for the last few years, with little polarity, low 
levels of dislike and burn, and extremely high positive 
passion across all segments of the target audience as 
exciting new performers like Miranda Lambert, Lady 
Antebellum, Zac Brown Band, Billy Currington, Luke 
Bryan, Josh Turner, Blake Shelton, Carrie Underwood, 
and Jerrod Niemann produce exciting songs that are 
testing at the same levels as longtime music and con-
cert-ticket sellers as Alan Jackson, Toby Keith, Brad 
Paisley, Tim McGraw, Reba McEntire, and Kenny 
Chesney. 

The output of this new class of country acts is 
rapidly displacing the previous high-water mark in the 
history of the format, the "Class of 1989," as the cur-
rent favorites of narrow segments, both male and 
female, from 18-34 to 45-54. 

Country's audience favorites, as ranked in a 

December 2010 A&O online gold and recurrent test, 
by average net positive: 

Josh Turner/Your Man 80.6 percent 
Trace AdkinsNou're Gonna Miss This 75 percent 
Toby Keith/You Shouldn't Kiss Me Like This 74.4 
percent 
Alan Jackson/Remember When 74.3 percent. 
Brad Paisley featuring Alison Kraus/When I Get 
Where I'm Going 73.7 percent 
Billy Currington/Good Directions 72.7 percent 
Brad Paisley/He Didn't Have To Be 72.3 percent 
Joe Nichols/Gimme That Girl 72.2 percent 
Billy Currington/People Are Crazy 71.2 percent 
Jo Dee Messina/Lesson In Leavin' 71 percent 
Each year, Albright & O'Malley measures prefer-

ences and attitudes of our client stations' listeners as a 
part of an annual "Roadmap" perceptual study. In 
2010, we surveyed 8,867 people at stations from all 
sections and market sizes throughout the United States 
and Canada. 

Respondents who reported listening daily for more 
than two hours and for between one and two hours 
has been holding steady for the last several years, but 
there has been some erosion in daily usage by folks 
who listened for under one hour daily. Satisfaction lev-
els, after slipping slightly last year, recovered in the lat-
est report. Those who were less satisfied singled out 
song repetition and high commercial loads as their 
reasons for feeling that way (see graph below). 

Radio: Satisfaction Level (Trend) 

3818 3830 

.888881888 88.88808888081 .8•88.301/1/888188818881 

These country listeners now consider themselves as 
being about average in adopting digital technologies 
(see graph next page). 
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When It comes to things like using email, texting downloading podcasts 
and resting videos online, do you consider yourself: 

47.4% 44.3% 

Sews 

•Asseespe 

•Behert Ammons 

DO% 
2400 2049 2010 

Almost six in 10 respondents report having listened to a local 
country station online in the last six months, and the amount of 
time they spend listening is growing: One third listen for an 
hour or less online per week, 25.9 percent listen one to three 
hours per week, 11.1 percent say they listen for three to five 
hours weekly, 6.6 percent listen for six- 10 hours, and 11.1 per-
cent listen online for more than 10 hours each week. Twelve 
percent say they never listen to local country radio online. 

Three out of four respondents use a computer to hear local 
country stations online, while about 10 percent listen on iPods 
and MP3 players, 6 percent on cellphones and smartphones, and 
20 percent on other devices. So it's become increasingly impor-
tant to a significant portion of our audience that country radio 
stations be available online on all platforms — and that online 
listening increases the amount of time these folks spend with 
their favorite country radio stations. 

Listeners also have specific expectations of a country station's 
website: Sixty-three percent say they want to buy concert tickets 
early, 59 percent look for country music news, 54 percent want 
discount coupons, 46 percent want info on things to do in 
town, and 45 percent cite CD reviews and songs to download. 

The "Roadmap" survey also found that FM radio remains the 
primary source of new music discovery for today's country 
music radio audience (see graph below).( 

Where do you most often discover 
new songs and singers? 

, 

frorn a Friend 11.11 
10% 

TV Music Video Channel 111111 19% 
20% 

Online TV Music Channel likeC.MT 11% 
ME 11% 

Facebook, YouTubs. etc 11111 57: 

Other 
7% 

Online Music Site like iTunes 45Z 

91% 

91% 

0% 10% 20% Xi% 40% SC% 00% 70% X% 93% 10C% 

•2010 

.2000 

Jaye Albright is a consultin partner at Albright & O'Malley . E-mail:jaye@albrightandomalley com 

AS PART OF OUR FOCUS ON 
FORMATS, !POLLACK MEDIA GROUP'S 
JEFF POLLACK PROVIDES SOME 
CROSS-FORMAT INSIGHTS. 

A
s we all lock forward to improving conditions in 2011, the 

two biggest trends this year, regardless of format, will be 

the PPM and the growth of digital. 

The PPM is the biggest radio research project in history, and 

we're learning a lot about how people really use radio. The problem 

is, we know what they're doing, but we don't always know why. 

Still, we're gaining a lot of valuable information that is just as 

applicable to diary markets as it is in PPM markets. There are few, if 

any, tactics being adopted by stations ii PPM markets that won't 

also help you win in the diary, and stations that realize this will have 

an advantage — for a while. But soon those that don't adopt PPM-

friendly tactics will be at a competitive disadvantage. 

The other key word is digital. Every company realizes that radio 

has to do a better job of getting digital dollars. Online is now a big-

ger market than radio, so why sn't radio aggressively focusing on 

getting a big share of it? Local advertising dollars are leaving tradi-

tional media for digital sources. With the PPM,, we now know that 

virtually every station has a much higher cume (better reach) than 

we previously thought, so we have tie power to drive a lot of eye-

balls to other platforms. 

And digital encompasses a lot more than a website. A suc-

cessful digital strategy also includes sccial media, database mar-

keting, texting, and mobile apps. We have to realize that our sta-

tions must be on the same platforms as our tisteners, and we 

must make it easier for listeners to find us on their preferred 

devices and screens. 

Right now we're asked mcre for guidance on using social media 

than about anything else. Rates of adoption for Facebook, Twitter, 

and other platforms may vary by demographic, but stations must 

be in the lead with these technologies. You don't hang back and 

wait for them to be adopted by the majority of your listeners, you 

get out in front of them, then increase your focus on the ones that 

listeners adopt. 

Stations have to be prepared to answer these questions: 

a Does your app do more than just stream the station's audio? 

You now have real estate on personal devices. Be sure to take 

advantage of that, without abusing the privilege. 

a Are you using your database properly? These are your biggest 

fans. Are you cultivating a relationship with these fans, or are you 

just pushing out birthday e- ma Is and monthly newsletters? 

• What are the biggest mistakes you can make with social 

media? This isn't the same thing as answering the request line. Lis-

teners have specific expectations about how they want to interact 

with people, media entities, and consumer brands. 

a How can we use digital assets to get more revenue out of our 

clients, instead o' cannibalizing spot revenue? 

a What are the possibilities for using location-based services? 

a What other strategic partnerships do you need to develop to 

ensure robust technology, open new reienue possibildies, and pro-

vide a steady stream of new content? 

Jeff Pollack is chairman/CEO Global Media & Erterainment for Pollack Media Group. 
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5 MAVERICKS! 8 WINNERS? 

KHJ Maverick-A- Day winners: Guy Zapoleon, elen Denis, DJ Charlie Tuna. Marsha Ctearwater, 

Ec Brinkley, and Kevin Fahrer. 

What better way to oe bitten by the radio 
bug? Guy Zapoleon, far left, picks up his 
1970 Ford Maverick from Boss Radio 
KHJ/Los Angeles. And that's Boss Jock 

Charlie Tuna at center. 
go 

We just made five of our listeners winners of 1970 Ford Mavericks. They made 
us a winner too. A winner with the influential 18-49 age group. Our comests are 
designed to appeal to everyone, especially the 18-49 year olds. The Maverick-A-
Day contest is a good example. The five winners, ranged in age from 16-43... 
from studert to housewife. 

Be a winner with the 18-49 year olds. 

Get with... 

93/01J 

SEARCH YOUR ARCHIVES. Pull the boxes fr um 
your storage closet Radio Ink magazine is seal( h-
ing for old tor should we say mature?) pnotog,  
of people, s:ations. c oromotions to use on our 
Bla;t page All photos will be returned, but peafe 
LABEL them with identifying captions, Acludino a 
return address and contact name. Marl to: Ed trr, 
Rack, Ink, 2090 Palm Beach Lakes Blvd.. Ste.300, 
We:;t Palm Beach. FL 33409. Photo: 
Radio Ink collection 
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The iPad App based on Eric Rhoads' best-selling book 

Blast from the Past: Radio's First 75 Years. 

You are the DJ in this virtual radio studio. Use authentically styled 

equipment to navigate through the app. Stream broadcast 

archives, browse classic DJ charts, and view HD photos from 

radio's Golden Era, all with a touch of the screen. 



THE ART OF 

INTEGRATION 
PICTURE THE POSSIBILITIES 

The seamless distribution of content produced to inform and entertain audiences 
. • 
/  around the corner — or across the globe — in any number of formats. This is the 

art of integration. 

Experience the gallery of innovation that is the NAB Show'" and let your next 
masterpiece take shape. Here you'll find the technologies to reach more 
consumers at home, work or play; solutions to redefine how you engage your 
audience and enhance the listener experience; network tools to expand your 
community beyond the reach of terrestrial broadcast; and the asset management 
know-how to build new revenue streams and drive business forward. Learn more 

and register at www.nabshow.com. 

1;1;
1 Conferences ApriC9-142011 • Exhibits April 11-14 

Las Vegas Convention Center • Las Vegas, Nevada USA 

rum www.nabshow.com 
NABSHOW 

Where Content Comes to Life"' 
Get a free code reader at getscanlife.corn 

Visit the NAB Show online gallery to view the entire collection of Integration-inspired paintings. 



Perspective/ JUDI 1 H GROSS 

What Are You Doing To Your Signal? 

W
hy do radio stations need to use 
processing? At first, stations used 
processing to compensate for 

limitations in technology. Think about all the 
pathways sound travels through, from studio 
to eardrum. The earliest role of processing was 
to reproduce audio at the fullest volume 
possible. 

The bandwidth limitations of first AM, 
then FM, provided another set of problems to 

be overcome. The range of human hearing is 
generally 20-20,000 Hz. But AM radio's 
bandwidth is 100-5,000 Hz and FM's is 50-
15,000 Hz. Processing a signal can overcome 
some of those limitations as well. 

Then there's concern about over-
modulation. As more and more stations 
populated the FM dial, it became more 
important than ever not to have your station 
bleeding over into the next station's signal. 

But the popularity of audio processing 
for radio owes at least as much to the 
competitive environment of radio as it does 

to technology. Along with the rise of 
higher-fidelity stereo music, on home hi-fis 
and on the radio, came the need to stand 
out on the radio dial. The psychology of 
radio listening dictated that if several 
stations were playing the same type of hit 
music and you wanted listeners (and ad 
revenues) to be attracted to your station, 
you had to be louder on the dial. In the 
great modulation wars of the late 1980s 
and early1990s, before deregulation came 
into full force, loudness was the goal. 
How can you be loud without 

overmodulating? The pioneers of audio 
processing found unique ways to accomplish 
that, sometimes with level compression-
reducing the dynamic range, sometimes 
applying different techniques to different 
frequency bands, sometimes even clipping — 
brutely cutting off the high and low peaks to 
fill up the bandwidth with sound. 
I remember a group of radio engineers 

showing a newbie — an audiophile whose 

experience was in produced sound — what 
a station's FM signal looked like on an 
oscilloscope after all those manipulations. 

"They do that to their sound 
voluntarily?" he asked, incredulous. 

The emergence of digital audio has given 
rise to new ways of accomplishing the original 
tasks, processing the digital signal instead of 
altering the analog. And there are new 
challenges to be faced in the world of 
processing audio for radio. There's streaming 
to be perfected, overprocessed CDs to deal 
with, processing for HD Radio, and 
imagining all the listening environments 
from which a listener might demand you 
deliver that perfect sound. 

Though there are 19-year olds content to 
hear their ¡Tunes downloads in MP3, a format 
that used to make analog purists cry with 
alarm (it's lossy!), thanks to digital, radio 
signals can strive to reproduce the cleanest 
audio possible. Now it's not just about being 
loud. You also have to be good. WI 

. neierence: Audio 
Product 
Omnia.11 
Optimod FM 8600. 
Vorsis Air Aura 
Model 718 DAVID III 
AirTools Broadcast DSP 
CP-803 Composite Processor 
Silver 48 Mini-FM 
Podblaster 
Sound4FM2 (4) 
B40 and B41 

ig 
Company 
Omnia Audio 
Orban 
Wheatstone Corp. 
Inovonics 
Symetrix 
Modulation Sciences 
Audemat-Aztec 
Audessence 
Sound4 
Junger 

Website 
www.omniaaudio.com 
www.orban.com 
www.vorsis.com 
www.inovon.com 
www.symetrix.co 
www.modsci.com 
www.audemat-aztec.com 
www.audessence.com 
www.sound4.biz 
w-ww.junger-audio.com 

Phone 
216-241-7225 
510-351-3500 
252-638-7000 
800-733-0552 
425-778-7728 
800-826-2603 
305-249-3110 
+44(0) 870-850-2237 
+33 (0) 413-415-540 
+49 (30) 677-721-0 

Have you ever read product reviews or seen an ad for a certain category of product and thought, "I wish there was a 
simple list of the companies that make these products?" 

Good idea. 
This quick reference chart is by no means intended to be exhaustive. It provides an at-a-glance look at the major 

players in the category of audio processing for radio stations. The products represented are for processing the station's 
audio signal at the transmitter. 

This list does not include the plentiful product offerings in the realm of audio production, including equalizers and 
microphone processors. Broadcast delay and effects are also a separate category. 

What Tech Ink hopes to do with Quick Reference charts in the coming months is provide an all-in-one-place resource 
for obtaining more information about products in a specific category. 

Additional products, detailed descriptions, and product literature are available on each company's website or by 
calling the numbers listed. The chart is in no particular order, but. U.S. companies are at the top of the chart ,with those 
headquartered outside the U.S. on the bottom of the chart. 
If you would like your company included in future Quick Reference charts, please contact Tech Ink Editor Judith Gross at judith@radioink.com. 
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CBS LABORATORIES _  
TECHNICAL  
BULLETIN 

AUDIMAX III 
SOLID-STATE 
AUTOMATIC 

LEVEL CONTROL 
FEATURING 

processing, the 8000 sounded loud and 

open, but when it was used to create a 
signature sound or do gain control, the 

Optimod-FM couldn't prevent heavy bass 

from changing the midrange loudness with 
every kick-drum hit. That was a problem, 

since the disco craze had arrived. 

It was time to take the next step. With 

the attitude that "Good enough is not good 

enough," I formed Gregg Laboratories in 

1976 in Los Angeles and started providing 

my own multiband audio processing, built 
with a custom audio crossover/combiner 

plus audio compressors. 
This system was then fed to an Orban 

Optimod-FM 8000 with the single-band 

compressor disabled. To ensure that all Gregg 
systems sounded identical, we developed our 

own VCA-based precision compressors. 
While at an AES in Anaheim, I mentioned 

to Bob that I had a multiband compressor 

design he might want to hear for the up-and-

coming 8100 design. The combination of our 

experience inspired the design of the Orban 
Optimod-FM 8100, which to date has sold 

more units than any other broadcast audio 
processing system in the world. 

As FM powerhouse stations became the 

stars of radio and competitive stations 

started seeking a unique sound that would 

be, first of all, loud, my design evolved into 
an FM system. 

It first appeared at CKLW-FM but made 

its mark at KPWR (Power 106) in Los 

Angeles and WQHT (Hot 97) in New York, 

shaking up the status quo. It was at this point 

that I signed a formal consulting agreement 

with Bob Orban. The world's first 

commercially successful broadcast audio 
processor, Optimod-FM 8200, emerged from 

a collaborative effort between us 
As the world grew increasingly digital, 

the powerhouse FMs in the major markets 
that were so much a part of the 80s and 

'90s gave way to the demand for pristine 

digital quality. Then lossy compression 

formats such as MP3 gave rise to even 

newer challenges. 

Today's audio processing casks include 
dealing with overprocessed CDs and with 

coded audio sources sent to digital 

destinations such as HD Radio and 

Internet streaming. 

After all these years, the goal of audio 

processing is still to deliver a substantial, 
consistent, aesthetically pleasing sound 

that will attract and hold listeners. New 
media such as netcasting require 

processing for the same reasons radio did. 
Even though netcasting has no legal 

modulation or bandwidth limits, it still 

needs audio processing to prevent overload 

distortion and to achieve consistency by 
controlling levels and tonal balance, 

especially when you consider the wide range 
of quality in the speakers used to hear it. 

Programs are often consumed on the go, 
in mobile environments like autos or 

public transportation, and that trend is 

accelerating. Because of the high 
background noise in these settings, failure 

to use audio processing is an audience 

irritant that can drive iisteners away 

Appropriate audio processing holds 

audiences by making listening comfortable 
and effortless. 

Today, Orban Optimods are still 

popular and widely used in stations 

everywhere. And a radio owner would no 
more consider not using an audio processor 

than he would consider not using a 

transmitter. My contribution to this 
technology all started with hearing the 

hits. Inspiration works! 31 

Greg]. Ogonowski is VP of product development 

at Orban. 

Time 
to 

324 72 Ts sé Is less GPS MAST", 

ES-185U/NTP GPS Master Clock 
With ESE's Master Clock, you can display Universal Time Code 

via the 12-channel GPS receiver and generate many types of 

Time Code ( NTP, SMPTE/EBU, IRIG-B, ESE-TC89, ESE-TC90 

RS232C/ASCII, & USB), and an extremely accurate 1PPS signal. 

You can also easily interface with new or existing computers, 

automation and clock systems. Visit www.ese-web.com for 

all your time synchronization needs. 

ESE, 142 Sierra Street, E Segundo, CA 90245 USA, Tel (310) 322-2136 
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Soapbox/ GREG J. OGONOWSKI 

The Roots Of Radio Processing 
How today's technical sound of radio was shaped. 

A
s anyone who's listened to radio 
over many years knows, the 

technical sound coming from your 

receiver has changed dramatically. 

If you were around in the '60s, you'll 
recall listening to AM on tiny transistors. 

What we heard, and what our ears tolerated 

back then, was the result of limitations on 

technology from the microphone or 

phonograph to the antenna and receiver. 

Having studied piano as a child, I began 

to appreciate the sound quality and 
musicality of various sources. It was my ear 

candy, and my infatuation with commercial 
Top 40 radio would eventually help shape the 

way radio audio processing sounds today. 

It was the summer of 1967. The 5th 
Dimension had a hit with "Up, Up, and 

Away," and I noticed it had a fresh new sound, 

thanks to engineer Bones Howe. Through a 

fluke of Top 40 programming, one day I 
managed to catch the song simultaneously on 

CKLW and WJR in Detroit. I switched 

between the stations, fascinated by how 
different the two sounded. 
Why did WJR sound so inferior to the 

big, full sound of CKLW, whose audience 
share was growing daily? That question 

was about to change my life and alter the 

sound of radio broadcasting and, later, 
audio on the Internet. 
My first radio gig had been when I was 

in high school, at WWWW/Detroit, a.k.a. 

"W4." W4 used a CBS Audimax/Volumax 

combo for audio processing. It was 
considered to be the best at the time, but it 

pumped excessively on bass and dulled the 

audio when processing for loudness. 

I learned that designing a good audio 
processing system requires a delicate balance 
of science and art. The science can be dealt 

with by disciplined design, but the art is 
trickier, since "one man's art is another man's 

trash." A winning system is one that provides 

the radio audience with a loud, consistently 

high-quality sound that can be tailored to 

various programming formats. 

Since the CKLW format had its roots in 

Bill Drake's 93 KHJ Boss Radio in Los 

Angeles — where many hit groups of the 

day were recording — I knew I had to be 
where all this cool stuff was happening and 

make my mark in the world of sound. 

It took several years of hearing the hits 

from Motown and the L.A. Wrecking Crew 

before I finally understood what was 

needed to create a broadcast audio 

processing system that could produce that 
big, consistent sound and make the music 

shine over the air. 
In 1973, as I left Detroit, it was time to 

seriously figure out all this audio 

processing stuff. I soon met Mike 
Dorrough, who was selling what he called a 

discriminate audio processor, or DAP. The 

DAP operated independently on low, 
middle, and high frequencies. As a tireless 

evangelist for the concept, Mike had a lot 

of success selling DAP units out of the 
trunk of his car. He was on to something, 

but when I suggested improvements to his 

design, Mike wasn't interested. 
In 1975, I met Bob Orban at an NAB 

Show, at the Belar booth, where he was 

demonstrating the first Optimod-FM 8000 

processor. The 8000 was the first audio 

processor to address the peak control 
problem that plagued other FM processing 

solutions. What Bob had done allowed an 

incredible, and I do mean incredible, 
increase in loudness. 

The 8000 would go on to become the 
next FM processing standard, displacing all 

those Audimax/Volumax combinations and 
most DAPs. When run using light 
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Cliff Effect / JUDITH GROSS 

Recasting The Vision 

N
ormally, I'd start by saying its good to be back in the radio 
industry. But you can't really come back to an industry you 

never left. 

its been a few decades since I last devoted myself to 

following the latest technology, talking with the players, and 

working through the issues that surround the technical side of 

creating good radio. The industry has gone through a tsunami of 

change since then, mostly due to the digital convergence. Radio is 
not unique in that respect. 

What is unique is that the kinds of day-to-day operations that 
mark successful stations everywhere are especially suited to the love 

of all things digital. It's almost as if radio was waiting all along to be 
reborn in the digital age. 

Think about it: Portability, convenience, being ubiquitous — 
doesn't that describe the very essence of radio? 

OK, perhaps today's engineers are programming code instead 

of soldering wire. Perhaps product development researchers are not 
so much designing a completely new product as they are getting the 

most operability and networking out of existing product. Perhaps 
we have platforms instead of mere products. 

The basics, for all the state of the art, have not really changed. 

Still listening 

Whenever I'm in within shouting range of a group of 20-
somethings or teens, I do a little informal research and ask them if 

they listen to the radio. The answer, for the most part, is yes. When I 
ask them why, they talk about staying up on the latest music, the 

element of surprise in not knowing what's coming next, and their 

affinity for a certain on-air personality. 
Sounds a lot like me, circa the Beatles era. They may buy their 

favorite song on iTunes and download it to their cellphone instead of 

rushing out and grabbing the 45 at the record store, but, as the song 
says, "The fundamental things apply, as time goes by." 

Not everything remains the same, of course. There are fewer 

full-time engineers at individual stations. Over the past two years 

there's been an economic paring down — as has happened in nearly 

every industry. 

You, managers, no longer rise up the ranks exclusively through 

station sales. You are more likely to understand the techie side of 

radio than your predecessors were. And you insist that every dollar 
spent bring you a return. 

You, engineers and engineering 
managers, have learned or are learning that 

you need to educate those in the chain of 
command who sign the checks for equipment 

purchases. And that radio staffs are more 

hands-on than ever, thanks to the fact that 

they are comfortable around computers, which 

has been both a blessing and a curse. 

And you, equipment manufacturers 

and vendors, realize that you no longer have 

to sell only an engineer on your product's technical merits, you must 
bottom-line it for a busy manager without too much tech-speak. 

Which brings me to my new position, as editor of Tech Ink. 

Info, controversy, and fun! 

Over the next few months, I hope to recast the vision for what 

this magazine can be and how valuable it will be to all three of the 

above-mentioned groups, and beyond. 

We'll pay close attention to the current technical issues and 
connect them to what you work with every single day. There is 

more media vying for your attention than ever before, so we won't 
take up valuable time by rehashing what you might see in the 

techie publications. 

I'll be encouraging product manufacturers and vendors to 
"bottom-line" their new product info in a way that will be easy for 

you to understand and will tell you what you most need to know. 

But we'll be interesting and provocative, too. Everyone likes a 
good story. There are a lot of them still untold, and I'll make it my 

task to ferret them out and keep them as fascinating as they can be. 
And controversy? Anyone who has followed me in the past 

knows I like a good debate as much as the next guy. There are lots of 
points of view out there, and we'll be encouraging respected 

industry pundits to let loose when called for. 

I don't intend to do any of this without 

staying closely connected to you, the reader 

so I'm looking forward to hearing from you as 
we recast this vision. E-mail, phone calls, or 

in person when possible, let's get a dialogue 

going and see where it takes us. We're going 

to have fun — and it's great to be back. III 

Coming Next Ti 
In the March 

me in techIN 
7 issue: 

. ,• Spotlight on networked audi l '• hat are the challenges? 
Consolidated vs. Distributed networ e s 

. ii Hotspot: a new point-counterpoint 

on radio's hottest technical issues 

And more! 
Judith Gross is technology editor of Radio Ink. 

Email her at judith@radioink.com. 
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