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meeting with the latest airplay charts. Grab the latest
Nielsen BDS data updated every Tuesday. Print and go.
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THE PERSON IN THE CUBICLE NEXTTO

YOU MAY BE LISTENING TO ONLINE RADIO

. BILLBOARD
RADIO MONITOR

 DIGITALISSUE _

BY BRAM TEITELMAN

IT HAS BEEN LESS THAN 10 YEARS since the
first Internet radio station began broadcasting full time. And
while most terrestrial radio stations probably haven’t thought
about Internet radio since they stopped streaming their stations
after 1998’s Digital Millennium Copyright Act made it cost-
prohibitive, the medium continues to grow exponentially with
Interner-only stations.

The three largest companies that offer some form of
Internet radio are Yahoo Launchcast, AOL. Radio Network
and Live 365.

Arbitron has been conducting a series of studies since 1998
on Internet broadcasting and multimedia usage. “In the begin-
ning, it was really unique,” Arbitron VP/GM of new ventures
Bill Rose savs. “Only 6% of people over 12 had cver even tried
to listen or watch on the Internet, and they did lean male and
young. Today, those numbers are vastly different. In fact, +4%
have tried it, and 12% have done it in the past week. So it has
grown tremendously in a short

period of time, and with growth,

the phenomenon is always
going to even out and look
more like the marketplace
in general.”

The highest number of
Internet radio listeners tend to listen at
work, dispelling the assumption that listeners are typically young.
“The [heaviest] usage pattern of almost every webcaster is basic-
ally 9 a.m. to 5 p.m. weekdays, spread across the US. time zones,”
says Kurt Hanson, publisher of Radio and Internet Newsletter
and AccuRadio broadcaster. “From that, one could reasonably
infer, and research backs this, that it is people listening primarily
in offices on broadband-enabled computers.” Hanson’s service,
AccuRadio, is one of the top five Internet radio services.

LAUNCH PAD

“The average Launch user is a 21- to 34-year-old professional,”
Launch head of artist and label relations Jay Frank says. “What
we’ve found is that you get people coming out of college that are
very computer-savvy with music, and they go into the workforce.
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The way it used to be was in the office, you would have one
radio that played all the music for the entire office. Now, with
computers, you have people putting on whatever music they
want to listen to while they’re working. This is [easy] for people
in their 20s to progress into, since they’re used to listening to
music on their computer. You see a trail-off for pcople over 33,
because it’s not something that has been ingrained in them.”

As with the other services, the majority of Live 363’s users
listen at work. “If you look at our bandwidth usage, it rcaches a
peak for about two hours from just before noon PST to the
afternoon,” director of business development David Porter says.
“The overall peak range is 10 a.m.-2 pm.”

Online music stores have even gotten involved with Internet
radio, as 1Tunes features some stations from Live 365 and
Napster includes more than 40 stations. Internet radio “is some-
thing that people like when they’re in that passive need, versus
actively hunting,” Napster president Brad Duea says. “When
people initially sign up to Napster, they’re wanting to reconnect
with their favorites and perhaps download the latest songs, but
sometimes they want you to do some programming for them.”

There are several ways Internet radio listeners are finding out
about the services. Frank says Launchcast’s audience has doubled
since Yahoo began bundling Internet radio into its instant-
messaging service. “To me, distribution is the key to getting

more people into Internet radio,” he says. “You can be out
there and have the best programming in the world, but if

vou don’t have the ability for people to hear it

- easily, then they’re not going to listen.

: Putting radio inside of Yahoo Instant

Messenger has allowed casier distri-

bution for a demographic that

wouldn’t necessarily be interested

\ in starting with Internet radio.”
J While AOL Radio Network
; would not report any demo-
graphics, a representative says
49 many of the company’s listeners
g

come through Radio@AOL, as
opposed to Radio@ Netscape.
The network had almost 7 mil-
lion unique visitors in September, with
an average of about one hour of listening,
according to its most recent research.
The company’s most popular streams
were Chevy Country, Alternative Mix
and Top Pop.

Live 365 has relied mainly on word-of-
mouth to get new users. “The thing that’s unique about our fla-
vor of Internet radio is that we don’t have any programming in-
house,” Porter says. “Anyone with a passion for music can create
their own Internet radio station. So, in addition to creating a
diverse range of programming, the first thing a person does after
they’ve put their station up is to tell all their friends.”

Napster’s highly recognizable brand has helped it get users.
“The majority of folks type ‘Napster’ directly into their browser,
which shows the recognition of the brand,” Duea says. “They
also might have heard about it through our onlin¢ partners, word-
of-mouth from fricnds or our print and television advertising.”

Yet for all of the uscrs that Internet radio has, it still has a rel-
atively low profile. “In the carly days of the Internet boom,
online radio was kind of hot [and] got a lot of press and a fair

degree of attention,” Rose says. “But with the burst of the
Internet bubble, it has really been a lot less publicized than its
counterpart, satellite radio, which gets a ton of press. While
satellite radio has under 3 million users, in one week 30 million
Americans listen or watch Internet broadcasts, and in a month
it’s 51 million. So Internet radio far exceeds even the potential
audience of satellite radio, but no one knows about it.”

The number of Internet radio listeners isn’t lost on advertis-
ers, though. Hanson says that typical users tend to be harder to
reach with TV advertising and are technologically savvy
enough to have pop-up blockers and spam filters. Yet advertis-
ers are starting to get more involved, making test buys online
with the goal of significant ad campaigns in 2005. And Internet
radio has its own rep firm, with RL Radio serving as the online
equivalent to Katz and Interep.

Much of terrestrial radio stopped streaming after the passage
of the Digital Millennium Copyright Act. Now that a more rea-
sonable digital-rights standard has been reached, stations
might want to consider getting back online. Yet it may be too
late. “It scems like the vast majority of listening is to Internet-
only stations,” Hanson says.

“One of the biggest boons for us over the last several years
was the decision by many terrestrial radio stations to not pay
the rovalty costs that we pay on a regular basis,” Frank says.
“From a user perspective, they haven’t been able to find their
local radio station that they might have listened to online, and
instead they find [services like ours]. Even now, when some
radio stations are starting to get back to the streaming-online
game, they’ve lost that user. They’ve become used to listening
to us on a daily basis.”

Napster’s Duea believes listeners have turned to Internet
radio as an alternative to terrestrial radio, however. “Terrestrial
radio has filled over one-fourth of a given hour with commer-
cials, and the D] has gone from the passionate music fan that
really wants to connect the audience with new music to some-
onc that has to follow a corporate playlist,” he says. “So many
times, DJs aren’t even telling vou what song just played, let
alone introducing vou to new music. If vou take [out] the com-
mercials and the D] clutter, there’s not a lot of music left. So
what we’re trying to do is reconnect people with music and
help them discover new music.”

But Rose says listenership of online radio has fluctuated
between terrestrial streams and online-only. “In the early
days, it tended to lean more toward a simulcast of radio sta-
tions, primarily because they were talking about it over the
air,” he says. “Also, the Internet broadcast companies were
still relatively new, and it was hard to break through the clut-
ter and get people’s attention.

“Toward the latter stages of Internet development, around
2000 or so,” Rose continues, “issues relating to digital rights
started popping up. That changed a lot, and many stations
stopped streaming. I still see that happening, but it seems like
the pendulum could swing back at any time.”

The final frontier is Internet access on portable listening
devices and in the car, which many believe will happen in the
next several yvears. “As residential broadband continues to
increase in popularity, I think we’ll see more and more listen-
ing in homes,” Hanson says. “And as Internet access gets into
mobile [devices] like mobile phones and PDAs, then people will
be able to listen as they commute and in their car. That’s a few
vears down the road.” .
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IF YOU HAVEN'T
DONE IT, YOU'RE
THINKING ABOUT IT.
THE UPS AND
DOWNS OF TAKING
YOUR STATIONTO
HIGH-DEF.

BY KEN TUCKER

PHOTOGRAPH BY
SCOTT EVANS / RETNA LTD.

Quick Starts
Jock Notes
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Jingles
Commercials
Weather
Indicators

History

IF YOU ARE READING this story hoping for a simple
answer about how much it will cost to convert vour station to
high-definition radio, you’re out of luck.

The truth is that there are so many variables that are fac-
tored into the final purchase price that it’s a difficult number
to pin down.

Imagine that you’ve finally decided to buy that new DVI)
player. You head to the electronics store, pick one out and bring
it home, only to realize yvour '80s-cra TV doesn’t have the
proper inputs for a DVD player. So it’s back to the clectronics
store for a new TV. You're dong, right? Hardly. The salesman
convinces you that you won’t really be getting the full experi-
ence until yvou add surround sound.

So the 8150 DVD playver vou intended to buy becomes a
$1,500 home entertainment center.

Just like this scenario, the key to what it will cost vour station
to convert to HD is in the investments you have (or haven’t)
already made.

“If you come to us as a station owner and say, ‘I really don’t
have a clue. I know I want to go digital, and I have a bag of money;’

10:12:00am 4. 00:02:00
ﬂ;gll’xmm
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While not necessarily required to convert your station to high-definition radio, an add-on such as Broadcast Electronics’ AudioVAULT

software will increase the cost of conversion.

—
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there are many, many ways to get there,” says Tom Jones, direc-
tor of Radio Transmission Products for the Harris Corp.

Harris is one of three manufacturers licensed by iBiquity, the
company that pionecred HI) radio, to provide products for con-
version. Broadcast Electronics and Nautel are the other two.

“You can upgrade existing equipment, you can buy new
equipment, you can do combinations of both,” Jones continues,
“but what we’ve seen so far, if vou take all the sales we’ve had and
average them out, it’s about $90,000” to convert a station to HI.

So, there’s your number: $90,000. Or is it? “You can’t throw

LR}

out a number and say, ‘90K’s going to do it for me,” ” Jones cau-
tions. “You rcally have to analyze each station as to what they
currently have, what do they want to do in the end and what are

the picces that they need.”

TIP OF THE ICEBERG
There is more to think about. Are you converting an AM sta-
tion or an I*M station?

“ANT could be as simple as adding a digital exciter,” accord-
ing to Harris scnior I'M applications engincer David Agnew.
“It’s the exciter that generates the IBOC [or digital| signal. If
vou had a compatible transmitter and a compatible antenna sys-
tem at your AM site, you could implement it by just adding that
exciter.” Jones says the exciter will cost $35,000-840,000.

OK, so vou have to get new processing, too. “You have to add
processing for the HD signal,” Agnew says. “You need an 1D
processor because the signals are processed separately. Analog
and digital are processed through two different types of audio
processors.” Add another $10,000.

For I'M stations it’s a little more complex. “On the I'M side,
itis quite a bit different, because the IBOC signal is an amplitude-
modulated signal and requires a lincar amplifier,” Agnew says.

“FM transmitters today are Class C—in other words, they’re
nonlincar amplifiers. Current I'M transmitters are not compati-
ble with the 1D signal. A station has to cither buy a new trans-
mitter or add a new transmitter that just does the digital portion.”

There are three basic ways to convert FM stations, accord-
ing to T'im Bealor, VP of RF Systems at Broadcast Flectronics.

Method one is to “put up a completely separate antenna to
broadcast your digital signal,” Bealor says. “You broadcast your
analog signal on one antenna and your digital signal on another
antenna. It is the most cost-effective way to do 1t, because vour
transmitter powers are very low and that is where the money
comes in. It’s a very cost-effective way to do it, both in terms of
upfront costs and ongoing costs.”

Method No. 2: “If you get into running both vour signals
through one transmitter, that is, your analog and your digital,
then the transmitters get more expensive,” Bealor says. That
method is called common amplification.

Here’s method No. 3
to do it is to get two completely separate transmitters and com-

high-level combining. “The last way

bine the signals at high power levels,” Bealor says. “That gets
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very inefficient, because you dump a lot of power in the com-
bining process. This method is not quite as expensive an
upfront cost, but your ongoing costs are much higher.”

“Those are the three basic ways to do it,” Bealor says. “Then
there are variations on those ad infinitum.”

The “ad infinitum” is what makes it difficult to nail down a
price. But here are a couple of ballpark figures from 11arris. Ior
a low-power FM transmitter (below one kilowatt) vou’re look-
ing at $35,000-840,000 for the exciter, $35,000-8$50,000 for the
transmitter and another $10,000 for the processor.

High-power transmitters (onc kilowatt and above) can up
the ante. Now you’re looking at $75,000-8203,000 for the trans-
mitter, plus the cost of the exciter and the processor.

According to Bealor, “There are anywhere from around a dozen
different ways to implement and 20 different power levels to
implement at. Each one has a price tag associated with it. That
means it can vary from converting for something under $30,000 to
the cost of conversion being up to a quarter of a million |dollars).”

Confused? Perhaps the best thing to do then is talk to some-
one who has already made the conversion.

Bud Walters, owner/president of Cromwell Radio Group,
flipped top 40 WQZQ_(the Party) Nashville Oct. 29. That
made the station the first in Music City to broadcast digitally.

Walters says his station was already fully digital, except for
the control boards, which means that when it came to plugging
in the final picces to the puzzle, his costs were relatively low:.
For a transmitter and exciter, the company spent $70,000,
Walters says. Since WQZQ had a second antenna available, it
opted for broadcasting the analog and digital signals separately.

Walters plans to convert a dozen more of his stations in the
next two vears. When he does, he expects his costs to be similar,
although he has to consider variables like power (ranging from
6,000 watts to 100),000 watts) and the cost of additional antennas.

Walters says that HI) radio is “an improvement that the
public will come to expect.”

Gary Reid is the faculty station manager for Michigan State
University’s WDBM (Impact 89), a 2,000-watt class-A station.
Reid says his station made the switch Oct. 15 because, among other
things, “universitics are really all about rescarch. If we can explore
the options of HID radio, we can contribute to the industry.”

Reid, for reasons unique to his station’s situation, went with
the low-level combine method. An exciter, transmitter and pro-
cessing cost $90,000, which Reid says he has been “saving for
for the last couple of years.”

The costs won’t end there, though, for Impact 89. Reid says
he hasn’t upgraded his studio and that the station needs a new
studio-to-transmitter link (ST'L.), but that’s down the line.

Which brings up an important point. If there is other equip-
ment that your station needs to upgrade, like an STL or an
audio console, those costs will add up, too.

Oh, and here’s a miscellaneous bit of information that may
cost vou a few dollars. Since the only HD receivers on the mar-
ket are designed for cars, Reid and his staff had to make a slight
modification to hear their station in HD. “For us to hear our
digital signal,” he says, “we had to buy a car radio and build it
into a rack mount.”

Jazz KUVO Denver became the first FM in Colorado to
broadcast in HI) Aug. 1. Chief engineer Mike Pappas went
with the low-level combining option for the 6,200-watt station,
which cost approximately $130,000.

Included in that cost was a new transmitter, processor,
exciter and a new microwave system to get the signal from the
station to the transmitter.

The station has had a digital plant for 4172 years, and Pappas
says that and the HI) conversion are part of the station’s commit-
ment to audio excellence. “We definitely went for the Cadillac,” he
says. “It’s all part of making great audio. We may have mismatched
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furniture at our offices, but we don’t cut corners on the audio.”

N/T WLAC Nashville, an AM station, should begin broad-
casting in 111D before the end of the vear. The station’s conver-
sion, while still ongoing, required an exciter, processing and a
sterco STL, since WLAC had previously broadcast in mono.

Clear Channel/Nashville chief engincer Bob Saunders sayvs
remote broadcasts are a new challenge. Because of the intrica-
cies of the HID system, someone broadcasting from a remote
site is delayed by about nince seconds. That means radios playved
over a PA at a car dealership, for example, will be nine seconds
behind what the jock is saying on-air. The result is that WLAC
had to purchase new cell phone equipment for station person-
nel to use on remotes.

Based on what we know, this conversion will probably cost
CC between $50,000 and $60,000.

i

f Cromwell Radio Group owneripresident

Bud Walters has put his money where his
‘ mouth is—or least where his transmitter
I is—as an early believer ir{ HD radio,

3
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Regardless of what you spend for your station to get into the
HD game, remember that the result is a better listening expe-
rience for the consumer. But what they won't hear is a differ-
ence between a station that spent $90,000 to upgrade and one
that spent $§225,000.

“The price difference is not the difference between buying a
Cadillac vs. a Chevrolet,” Jones says. “The price difference is
based on what equipment you currently have and what you
need to buy to go digital.”

If you think you've got it all down now, there’s one more thing:
the one-time 85,000 licensing fee that you must pay to iBiquity,
since the company developed the technology:

And this is the last thing. According to Cromwell engineer
David Wilson, who helped install the HID components for
WQZ.Q, “You can expect a few surprises.” LA
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WHEN ARBITRON PUTS THE Portable People Meter
through a second round of tests next vear in Houston, a new
enhancement will allow it to differentiate between in-home and
away-from-home media exposure.

Thanks to a short-range RI® signal transmitted from the
device’s docking station, PPM ratings will show, for the first time,

whether the exposure occurred at home or not.

In another first, participating Houston media outlets will be
able to detect time-shifted listening or viewing. This is a big
issue in the 'I'V world and, with the advent of new TiVo-like
devices for radio, is expected to become more important there.

The Portable
People Meter

Time stamps placed in station signal codes will be compared
with the time of exposure as measured by the meter. “By compar-
ing those two time stamps, we’ll be able to tell if any exposure
time-shifted,” Arbitron scnior VP of PPN marketing Jay Guyther
savs. “What we do with the data is up to the industry to decide.”

In other words, does the listening (or viewing) get credited to
the time it was broadcast or the time the individual actuaily
consumed it?

Arbitron says it will provide encoding stations with power-
ful new software enabling them to view their minute-by-minute
audience flow. While Arbitron presented similar analyses at
industry conventions this vear, it did not allow test participants
to create minute-by-minute reports on their own. Thus, in
August 2005, when PPM data from July is released, stations
could compare their own internal July program logs with
minute-by-minute data to make connections between indi-
vidual programming elements and actual audience behavior.
Included will be “source and destination”—where they tune
in from and where they tune to.

Additionally, participating stations will have access to the
full multimedia database—radio and TV.

“They would then be able to go back and look at their own
advertising or determine what TV programs their morning-
drive listeners watched the previous night,” Guyther says.
“Should [radio air talent] be talking about what happened on
‘Survivor’ or what happened on ‘CSI’?”

In the PPM’s most Orwellian scenario, six to eight
Houston retail chains (representing roughly 400 locations)
are likely to encode their in-store audio. PPMs will detect
when respondents visit a store and correlate it with any adver-
tising the retailer did. “They may have heard three spots on
Station A and seen two TV commercials and then spent 45
minutes in the store the next day,” Guyther says. He calls this
enhancement the “first tip of the iceberg to try to start
directly demonstrating advertising cffectiveness.”

& there's muck More a1 « www.BillboardRadioMonitor.com

GPS ENTERS RATINGS ARENA
While Arbitron aims to track exposure to radioand TV wherever
listeners are, an Atlanta-based competitor has taken a narrower
focus. Navigauge measures just radio and just in the car.
Employing a videotape-sized device installed in the trunk or
under the dash and incorporating Global Positioning System
data, Navigauge aspires to present a richer, deeper profile of in-
car listening. It is currently tracking a representative pancl of
drivers aged 16-plus across the 20-county Atlanta region, identi-
fving where they are, what they’re listening to and for how long.

Ratings are broken out by age, gender, income and household
size—all of which are recorded during the recruiting process.
With GPS time-stamping every 30 seconds, Navigauge sub-
scribers are able to see when a driver stops at a specific store loca-
tion or which billboards they drive by, allowing them to assess the
effectiveness of a multimedia ad campaign.

“We’re riding along with our panelists, and by mapping loca-
tions, we know where they stop and for how long,” Navigauge
senior VP of research Ted Hawthorne says. “The methodology
and technology we have employed is providing insight that
hasn’t been scen before.”

Unlike the PPM, Navigauge doesn’t require broadcasters to
encode their signals.

Navigauge CEO Tim Cobb tells Billboard Radio Monitor the
new service has been greeted with enthusiasm by Atlanta
advertisers, with NcDonald’s and Coca-Cola inking contracts.

Recognizing that stations are already shelling out a lot of
dough for ratings, the company offers its service to radio on a
spot-barter system.

Cobb says more than half of Atlanta’s broadcasters are evalu-
ating it, and that the company will expand into Dallas, Houston,
Los Angeles, San Francisco and Qakland, Calif,, next year.

In addition to providing more accurate audience measure-
ment than Arbitron’s diary methodology, Navigauge says it can
identify programming trigger points. “When they leave [one]
station, we can definitely pinpoint the stations that they’re leav-
ing it for,” Hawthorne adds. “Are they going to a like-format
station or one in a different genre? Docs it appear to be appoint-
ment tuning, say for a traffic report, or are they just searching
the dial> We capture everything down to the second.”

After three vears of testing in Atlanta, what has Navigauge
learned about in-car listening? “The in-vehicle listener is prob-
ably the most discriminating radio user out there,” Hawthorne
says. “The [in-car| radio cnvironment is very dynamic. It is
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driven by events, be they weather or news stories.” Equally rev-
elatory, he adds, is the amount of time consumers spend in their
cars, and not just in traditional drive times. “The way a daypart
cumes is very different from what people have perceived over
time,” he says. “There are opportunities beyond morning and
afternoon drive for advertisers and stations. Weekends, too, are
an area of opportunity.”

What about capturing the other two-thirds of listening that
occurs outside the car? “Advertisers will tell vou that they buy
radio to [reach| people in the car,” Cobb says. “If they’re trying
to get people at home, there are other vehicles that they use for
that. Advertisers don’t think of radio as the go-to medium to
get people at home or at work.”

DIGITAL DRIVE-BY RATINGS
Cameras that take pictures of cars running red lights aren’t the
only high-tech gadgets you’ll find on utility poles at busy inter-
sections these days. But instead of snapping your picture,
Phocenix-based MobilTrak is tracking which radio stations you're
listening to, with a shoe-box-sized sensor attached to select poles.
Aimed primarily at retailers that buy radio advertising, the
company’s original business model had one sensor per retailer
collecting the data. Now it is focusing on four principal markets
—Phoenix; Washington, D.C.; Baltimore; and Seattle—and
wiring cach market with muitiple sensors.
The company plans to share the data among many clients,

With this videotape-sized device

installed in the trunk or under the
dashboard, and incorporating GPS data, Navigauge
aspires to present a deeper, richer profile of in-car listening.
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including radio stations.

Welcome to digital drive-by ratings.

The 13-25 strategically placed sensors in each of those four
markets pick up tiny signals emitted from car radio antennas as
they go by, painting a “fairly accurate metro picture,” Mobil-
Trak partner Jim Green says. To learn about the most-listened-
to stations in their immediate vicinity, mall retailers, for exam-
ple, access data collected from a sensor near the mall.

MobilTrak’s main selling points are the accuracy, immediacy
and site-specificity of its data. On the third point, Green notes
how auto dealers believe that 80% of car buyvers purchase their
vehicle from a dealer within 10 miles of where they live or work.
“So if T know the radio stations that are popular in my [designated
market area], I can make better buys,” Green says. “It’s also
highly accurate. It’s technology-based; it’s not human recall.”

MobilTrak ratings don’t always match Arbitron data. For

Listeners interact
with touch-screen computers in
Comaquest’s Personal Music Test.

- DIGITAL ISSUE .

example, in the spring Arbitron survey, Univison’s regional
Mexican-formatted KHOT/KHOV simulcast was rated No. 1
in Phoenix. But Green says that in many of MobilTrak’s mon-
itored zones, “it wasn’t even top 10.”

The company has scen similar phenomena in Miami, Texas
and Southern California, he adds.

Attributing the discrepancies to Arbitron survey bias, Green
suggests that advertisers who bought spots on the KHOT/
KHOVY simulcast in the spring probably overpaid.

“We’re not going out there to say that Arbitron is not good,”
Green says. “We are another measurement tool, and we think
we're a very good measurement tool.”

Although MobilTrak doesn’t provide demographic informa-
tion, Green says programmers find its service useful. In
Washington, D.C., MobilTrak has documented how Infinity talk
station WJFK grows from a 5.5 12-plus share into the 11-to 12-
share range when it airs Washington Redskins football games.

“As a programmer, you’re able to see what happens in the
first half of the game, and how things pan out as the game goes
on,” Green says.

Other applications include observing what happens when a
station runs an extra-long commercial stopset or goes into a
special noontime music show. Programmers and marketers can
also spot the specific geographic areas where their station is
strong, or weak.

When a station makes a format adjustment or hires a new
personality, the impact of the change may not surface in
Arbitron ratings for months. The ability to gauge listener

MobilTrak sensors pick up
tiny signals emitted from
car radio antennas.
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response “literally overnight,” Green sayvs, is one of
MobilTrak’s benefits. “Programmers love the immediacy.”

THE PERSONAL MUSIC TEST

Tuesday night auditorium test. No, it’s not a Sheryl Crow song
—it’s reality for countless stations trving to suss out listener
tastes. “It’s a roll of the dice when you do a one-shot auditorium
test,” says Garry Mitchell, manager of research firm Comquest.
“You show up Tuesday night and you either get 112 people
when you wanted 80, or you get 63 when vou wanted 80.”

Mitchell’s company offers an alternative: the Personal Music
Test, which is designed to address what he calls the “inherent
weaknesses” of auditorium testing. Comquest gathers small
groups of listeners on multiple days at multiple times and has
them interact with touch-screen computers. Instead of cor-
ralling all the respondents together in one large group, the
company schedules smaller groups at a central testing center all
day long for seven consecutive days.

“Instead of trying to get all the respondents to the Holiday Inn
on a Tuesday night, we get better recruitment by allowing peo-
ple who qualify to come at their convenience,” Mitchell says.

There are other advantages. Personal Music Tests can be more
tightly controlled. Order bias—the research term for what hap-
pens when all test participants hear the same elements in the same
order—is eliminated. (Generally speaking, songs at the end of the
test don’t fare as well as those at the beginning, because of respon-
dent fatigue.) “Doing it one-on-onc allows you to start at a dif-
ferent point but maintain the same order, so vou totally eliminate
order bias,” Mitchell continues. *“The one-on-one nature of the
tests also allows for surveying full-motion video, such as TV com-
mercials, billboard storyboard ideas and morning-show bits.”

Mitchell says the system can be trained to “think logically
during the test to ask a certain line of questions based on how
the people are responding.” For example, when a cluster of
songs representing your station performs well, it would trigger
a different set of questions than when a cluster representing
your competitor scores highly. If the respondent listens to a lot
of morning radio, a round of questions about morning-show
elements arc posed.

In a separate initiative, Comquest developed a Web-based
“thin client” delivery system that gives customers 24/7 direct
access to their raw research data, from any computer via the
Web, in 2 Windows environment. The service offers greater
flexibility than only having access to compiled music rescarch.

“When they have that kind of access, they can then compile
their own results, do all kinds of queries, segment, massage,
manipulate, slice and dice it,” Mitchell says.

Used by Infinity, Cox, Radio One, Univision and others, the
service has special appeal for regional programmers who aggre-
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gate research results based on format and/or geography—R&B
stations in the Southeast, for example. Programmers can then
share the regional results with their stations that can’t afford to
conduct local music testing.

DON’'T TOUCH THAT DIAL
First used in radio for auditortum tests, the research dial is now
used by Edison Media Rescarch VP Tom Webster in focus-
group settings. A relatively new practice for radio, marrying the
dial with the focus group is commonplace in consumer product
research, mock jury tests and politics.

Webster first used the technique on “The Bob & Tom
Show” and John Boy & Billy’s “The Big Show.” Now he offers
it as a service for Edison clients.

Webster says a common obstacle in focus groups is “people
being able to really express what thetr reaction is to what they’re
listening to,” especially when dealing with polarizing air talent.

“Dials in a focus group help you read the minds of the
respondents and find out what their immediate responses are,”
he continues. “How did this person really react the second that
they heard something that was a little too blue or controversial,
or a parody song that was repeated too many times?”

People typically go along with the crowd in focus groups,
Webster savs. But as the moderator eyes the individual scores
respondents gave on their dials, he or she can probe further to

elicit verbal responses that would otherwise be elusive

others in the crowd may share but lack the ability to articulate.
“It’s a way to do brilliant focus groups, which are so impor-

tant to get at the ‘why’ behind things, as opposed to the ‘how

responses

much,” ”” Webster continues.

The offspring of this rescarch marriage are “visceral reac-
tions” to personalities, topics and bits. “The things that light
up the phones, are they really lighting up everybody’s phones?”
Webster asks. “Or is it one or two people who feel really
strongly about it that might sway the group? In a digitally
enabled focus group like this, it’s impossible to let that happen.
You really do know how everybody felt about it.”

Combining dial scores with spoken reactions is only half of
it. “The other 50% is to run a more effective focus group,”
Webster says. “A lot of radio stations have neglected focus
groups and qualitative rescarch.” Having the dials in the room
clues the moderator in to how everyone felt about every bit that
was tested, helping make him or her more cfficient. “When you
marry the dial technology with the focus group,” Webster says,
“you as a moderator are not casily lead astray as to what the
underlying central issues are.” o s

Edison Media Research ’
marries the research dial
with the focus group.
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treaming vour station’s broadcast signal on the Web

can be a cumbersome and expensive proposition, and

" the legal land mines can be daunting. Still, many radio
@ exccutives involved in Web streaming say the benefits
have the potential to far outweigh the risks.

“I think it’s absolutely critical for every station to be stream-
ing as soon as they possibly can,” Bonneville Internet/new
media director Matt Willenbrink says. “Strecaming content is
going to be the way of the future.”

Susquehanna/Dallas VP/market manager Dan Halyburton,

Another benefit is that people who are traveling or have moved
out of town can still listen 1o their hometown station via a laptop.

“In so many ways, it meets the needs of the listeners,” says
Robert Shiflet, Internet director at ABC Radio and marketing
director for its Dallas stations. “It’s allowing people to listen
when and where they want.”

Combined, the 34 Susquehanna stations offer 3.7 million
hours of streaming every month, but less than 2% of the
group’s audience is listening on the Internet.

Is it worth it? Halvburton thinks so. “There isn’t one of our
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who oversees the Web platform for all 34 of the company’s sta-
tions, believes one of the biggest benefits of Web streaming is
that the radio station can be “responsive to [its] listeners in how
they want to get the product. Over and over again listeners have
come to us and said, ‘I’'m at work and I prefer to get my listen-
ing on the computer.” [Streaming is] nothing more than a radio
to them,” he says. “They just find it convenient.

“Qur job is to try to get that listening wherever and whenever
we can, and streaming becomes an extension of [our] signal.”

Asked if it’s profitable, Halvburton admits, “No, it really
isn’t. Evervbody continues to struggle with it. It’s more of a
cost-of-business thing, trving to reach these listeners where
they want to be reached.”

Indeed, broadcasters say another big benefit of streaming is
being able to bypass the terrestrial signal barrier sometimes
presented by dense buildings where AM—and sometimes even
FM-——stations are lost. Additionally, they say many office
workers who aren’t allowed to listen to a radio at work can lis-

ten to a stream all day on their computers.

8 - www.BillboardRadioMonitor.com

radio stations that would ever give that up, because they
believe some of their most important listeners are listening on
the Internet.”

As for the downside, Shiflet allows, “the streaming cost can be
pretty substantial.” Depending on the number of listeners, he
says, costs can range from $3,000 to $12,000 a month per station.
Halyburton puts the cost between 8500 and 85,000 a month for
bandwidth alone, not counting copyright fees and incidentals.

“The more successful vou are, the more it costs,” Halyburton
says. That’s why, he adds, “in the biggest markets there are not
that many stations streaming. The biggest market guys look at
it and say, ‘I can’t really afford it.””

Streaming fees are based on how many people
tune in and how long they listen, Shiflet says. [
Cost is based on a per-gigabyte model, and the |
more people listening, the higher the bandwidth

needed to accommodate them. For music sta-
tions, additional costs include performance- and
composition-rights fees.

/ ON THE WEB

For details on how to

get started with
streaming your station,

go to Billboard-
RadioMonitor.com |
on Dec. 8.
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Those fees are another sticking point. Halyburton believes
that if the legally mandated copyright fees were lower, “more
stations would strcam and the rights holders should, in the long
haul, get more money.”

He is part of what he describes as a “loose-knit coalition of
broadcasters” that have been negotiating with the Recording
Industry Assn. of America over streaming-rights fees. He once
testified before Congress on the subject.

The coalition, which is working in concert with the National
Assn. of Broadcasters, includes executives from Bonneville, Salem,
Cox, Clear Channel and Entercom, as well as Susquchanna.

Willenbrink says all the record-keeping required of stations
to comply with the Digital Millennium Copyright Act is
“tedious and time consuming. It’s almost impossible to keep
track of all of that information.”

Among the other challenges of streaming is that the cost *
impossible to estimate into a budget with any accuracy,”
because it’s hard to predict how many people will dial up the
stream, Shiflet savs. “Some stations that have been streaming
for vears are still showing a 10%-15% growth per month.”

Trying to find a balance between streaming as a program-
ming tool and as a revenue stream is a challenge for most sta-
tions and groups. That’s why many groups still do not have a
corporatewide streaming platform, and others don’t allow their
stations to stream at all.

Emmis Interactive VP Rey Mena says, “Currently, Emmis is
not enabling streaming for any of our radio properties.
Streaming is being left to the discretion of each station. Only a
few stations at the moment are actually streaming.”

Kevmarket Communications does not stream any of its sta-
tions. VP of programming Frank Bell says, “I'rom my perspec-
tive, streaming is a great marketing tool, but given the costs for
equipment and bandwidth and the copyright issues, it does not
seem to be worth the effort.”

But other groups, including Bonneville, Susquehanna,
Infinity and ABC Radio, have a more positive take on Web
streaming.

ABC is able to keep its costs down by streaming only its talk
stations, which require a lower-gigabyte stream than a music
station would. Those talk stations include WBAP Dallas, KGO
San I'rancisco and WIL St. Louis.

“What we are trying to do with our AMs is build a model
where we can at least break even, because streaming can be a
very expensive,” Shiflet savs.

He reports that wbap.com gets about 45,000 unique visitors
each month. The figure for the company’s most popular site,
Chicago’s wlsam.com, is even higher.

NO AFTRA ON THE WEB
Broadcasters say one of the biggest challenges of streaming is
having to strip out spots voiced by American Federation of
Television and Radio Artists talent. Union rules require extra
fees for airing spots that use AFTRA members. A streaming
station must replace those spots with Web-only
content, as well as strip out and replace other
broadcast elements it may not have the rights to
stream, such as network or syndicated content or
franchise sports broadcasts.

In such instances, Shiflet says, the ABC sites
usually repeat a show from earlier in the week.

Halvburton is among those who think the hardest
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part of streaming is “the technology of ad replacement. This
scares people away.” But while “there are a lot of things that might
frighten us off}” he savs, “it’s not as hard as it sounds, and there is
potential for reward.”

Broadcasters agree that failing to replace spots with additional
content, but instead having several minutes of silence in the stream,
is an amateur mistake too many stations make,

“You are killing vourself if vou do that,” Willenbrink says.
“You would never go to dead air on vour stations, and vou
should treat vour stream the same way.” When it goes silent, he
adds, “a lot of people think the stream is broken. You not only
end up with a bad product, but you spend so much time trying
to explain to vour listeners why there is nothing there.”

Besides adhering to union rules, some companies strip out
broadcast spots to replace them with spots sold exclusively for
the Web. “We don’t want to just give away a product [Web
exposure] we think has value,” Shiflct says. If no Internet-only
spots have been sold, the company replaces the content with
station promos and public service announcements.

SELLING AIR

For most broadcast groups, the concept of Web-only sales is
still in its infancy. But creative solutions are being tried. WBAP
is looking into selling longform programming in [5-minute
blocks to replace content it can’t stream.

Last spring, Shiflet began experimenting with trying to
make the ABC streams pay for themselves. Progress on that
front, he says, has “come on really faster than [ anticipated.”
Among the methods the company employs is to have promo-
tional spots in the stream telling potential advertisers, “Your
spot could be running where this one is.”

Does it work? Shiflet says, “I probably average three or four
inquiries a week just off of that.”

Essentially advertising the ad space has two benefits, accord-
ing to Shiflet. “It helps me get in touch with people who have
an interest, and it shows that advertising works.”

Shiflet says buying Web spots at ABC is a good value since
the spots repeat several times a day, running with far more fre-
quency than on the broadcast signal.

Web spots arc also a good way to attract advertisers that may
not be able to afford an on-air spot. In Dallas, Shiflet says, “we
have about 10 advertisers that are buying our Internet Web
spots.” Of those, only two or three are also on-air advertisers.

“The great thing about the pricing structure for our stream
advertising is that small businesses that absolutely could not
afford to advertise on a 50,000-watt radio station are able to
reach the true Pls that listen online,” Shiflet savs.

While there are few national ad buys for Web streams at pres-
ent, Halyburton sees potential. “Radio needs to do a better job of
convincing the ad agencies that those ads arc of value,” he savs.

And while he also thinks the market for local Web ads is
“growing in some places,” Halyburton adds, “I can’t say we’ve
had any station that has consistently made money with it. Some
have been able to cut some of their losses with it.”

TURNING A PROFIT

In the last several months Bonneville rolled out Web streams
for three of the four stations in its St. Louis cluster: WIL,
WYVRV (the River) and WSSM. Willenbrink savs he has been
pleasantly surprised not just about the audience growth for the
streams for all three stations (WVRV is up to about 35,000

users per month, while WIL and WSSM have more than

20,000 each), but also about how long people are listening—an
average of six to seven hours a day, he claims.

But while others say Web streaming has benefits that don’t
include substantial revenue, Bonneville’s St. Louis properties
are, in fact, profitable, according to Willenbrink.

Before each of the three stations went live on the Web, vearlong
sponsorships were sold to advertisers, something Willenbrink
says was “verv important to our management.”

The sponsors get a customized banner on the site and a 60-
second spot in cach break. That’s 48 commercials a day, and
17,000 ads over the course of a year. WIL has four sponsors
while the other two stations each have two, including a
McDonald’s sponsorship for WVRV.

Willenbrink says the sponsorships “pay for the entire cost of
streaming and make us a reasonable profit as well. And we’re
not even talking about the benefits vou get in your ratings.”
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After years of former chief Mel Karmazin not allowing
Infinity stations to stream, the company is involved in a vear-old
pilot program with AOL involving five of its stations, including
country WUSN (US99) Chicago. US99 PID Mike Peterson says
the experiment is still in its infancy, but he plans to move the
streaming project to the front burner carly next vear.

The resistance to streaming was based on the lack of evi-
dence that profit was possible. The attitude, Peterson savs, was
“unless we can make money on it, we won’t do it.” And while
the station has not made any money from its stream, he says
they also haven’t tried to sell it vet.

Peterson likens station streams to carly station Web sites.
“You knew it could be a good thing, but because it didn’t move
the needle with ratings,” it wasn’t a priority. “Now,” he savs,
“Web sites are revenue generators and such a big part of the sta-
tion. Streaming will get there, it just needs some TLC” ¢ -
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Among the stations that have mastered the art of streaming
audio on their Web sites are Bonneville’s WVRV (the River)
St. Louis, opposite page, Infinity’s WUSN (US99) Chicago,
above, and ABC Radio’s WBAP Dallas, right.
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SITTING IN THE DRIVER’S SEAT has never felt
like this before.

Imagine cruising down the highway with a whole band sit-
ting in for the ride. Behind vou, to the left, a crunchy, metallic
guitar rips through a sweaty solo. To your left, a trio of soulful
singers lifts its voices to the heavens. In front of vou, the lead
vocalist brings it all together, prodding vou to sing along.

This is “radio in color,” via 5.1 surround sound, and it is
coming soon to a station near vou.

Consumers are already accustomed to peak-quality sound
through the proliferation of home theater systems. Now propo-
nents of multichannel audio are working overtime to bring ter-
restrial radio into the digital age.

Multichannel audio can and will rejuvenate radio—the last
medium to go digital. But as with the music industry’s transition
from a two-channel to a multichannel physical format, radio’s con-
version to surround sound will be neither quick nor trouble-free.

The first step is the widely heralded high-definition radio
technology, which delivers CD-quality sound to FM broadcasts
and sound comparable to today’s analog FM stereo to AM.
Digital broadcast is static-free, and adds transmission of data such
as scrolling text, displaying news and song and artist information.

At the recent 117th Audio Engincering Society convention
in San Francisco, the movers and advocates of this next step in
terrestrial radio technology gathered to discuss the possibili-
ties—and the pitfalls—of surround sound for FM radio.

PROPONENT NO. 1

Frank Foti, president of audio processor manufacturer Omnia
Audio, spoke in support of his company’s Coded-Discrete 5.1
System, developed with the Fraunhofer Institute of Germany
and Agere Systems.

“The system for HD radio provides us a bit capacity of 96
kilobits,” Foti explained. “For this system, about 80 kilobits of
the payload are dedicated to the audio stereo signal, then a small
portion of that is utilized for side-channel information. As the
design is operated today, it is 16 kilobits. That’s used to carry
the multichannel 5.1 information.”

Foti said the stereo channel is fully compatible with existing
stereo receivers, which will not receive the surround informa-
tion. Multichannel broadcast, however, will be derived from
multichannel music.

“We would be making use of a content source that would be
in the multichannel format,” he said. “It would go into a func-

tion known as the compatible downmix where it creates a stereo
signal. That is then routed forward to the stereo perceptual
encoder. That is basically what is utilized now in the Ibiquity
HD radio svstem.

“Then there’s what is known as the surround encoder,” Foti
continued. “Here, in essence, is where the magic happens,
where the multichannels, along with the stereo-compatible
downmix, are encoded, and the 16-kilobit surround side-chan-
nel information is created. That is then carried forward into the
HD radio exciter encoder, and that’s what is handed off to the
radio station with regard to transmission over the air.”

Distinct multichannel audio is provided to receivers
equipped with a surround decoder, Foti said, while stereo audio
is provided to receivers not equipped with a decoder.

Others, including Robert Orban, founder of the broadcast
products manufacturer that bears his name, spoke of parallel ini-
tiatives including the Opticodec system, developed with Coding
Technologies for stereo and 5.1-channel Internet streaming.

The Coding Technologies system, Orban said, extracts and
encodes spatial parametcrs so a surround signal can be recreat-
ed from mono and stereo signals.

Rocky Graham of Dolby spoke of his company’s Pro Logic
IT matrix system, which reproduces a surround sound field
from any two-channel source, and is widely used in TV broad-
casts, while many automobile audio and home theater manu-
facturers include decoders in their products.

INDUSTRYWIDE ADOPTION

There is disagreement about the pros and cons of Fraunhofer
Institute’s Spatial Audio Coding technology vs. discrete and
matrix systems. But panelists were united in the belief that
industrywide adoption of one system is critical.

A majority of panelists also held that the catalog of multichannel
content is currently inadequate for broadeast. “There’s not a whole
lot of multichannel audio out there vet appropriate for radio broad-
cast,” Graham said. Speaking of music in particular, he added,
“There certainly is some and it is growing, but it’s going to be a
long time before most things are available.”

At this carly juncture, in fact, the transition from two to mul-
tichannel radio broadcast mirrors that experienced by the
recording industry.

Surround-sound mixing and mastering for DVD-Audio
and Super Audio CD, for ¢xample, were subjects of discus-
sion and experimentation long before product became com-

mercially available.

Unfortunately, with the exception of DVD-Video, physical
formats delivering surround sound have not been widely
accepted by the public.

“Most music, as we know, is not consumed by a listener sitting
in the sweet spot of a home audio system,” Orban said. “Instead,
most consumers consume music casually, using iPods [and] var-
ious carphone-cquipped devices, and listening to the radio, CDs,
Internet, etc., while working or doing other activities.”

The automobile, however, is the ideal environment for sur-
round-sound broadcast. XM Satellite Radio’s Tony Masiello
introduced a seven-minute loop of multichannel music on a
channel added for the demonstration.

Though there isn’t a sweet spot in an automobile—and
reflective surfaces and speaker-placement limitations add
inherent complications—signal processing can be used to opti-
mize the presentation of surround and compensate for speaker
and listener locations, said Alan Kraemer of SRS Labs,

“We have an image clevation control, so if you have speakers
mounted in doors or down by vour knecs, we can raise that image
and create a much more viable surround image in a challenging
environment,” Kraemer said. “We also include a technology called
Dialog Clarity, which pins down the center image.”

One barrier to multichannel broadcast is the infrastructure
upgrades required in the analog-to-digital transmission transi-
tion. Adapting production studios to surround sound requires
a new monitoring system, multichannel sweetening and editing
systems and acoustic treatment.

“Most broadcast facilities are wired for stereo and have
stereo mixing consoles,” Orban says. “Adapting these facilities
may prove challenging.”

But the time has come, panelists agreed, to make the transi-
tion, however costly or complicated the process. Participation
of receiver manufacturers is critical, panelists said, as is a grow-
ing catalog of content featuring multichannel mixes.
Compatibility with existing sterco receivers is also important
for the duration of the transition period.

“FM stcreo occurred in 1961, Foti said. “The FM stereo
system is a discrete system: left is left, right is right. Since we
were able to carry forward discrete two-channel broadcasting
40-some years ago, we should be able to carry the same type of
technology forward today with regard to multichannel sound.

“Unless we act on this and do it together as an industry,” he

concluded, “we will have a problem.” °
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GAME ON EVERYONE'S HOME
Interscope’s the Game, left, pays a visit to KHTS/XHTZ San Diego Avril Lavigne hangs backstage with the WXSS (Kiss FM) Milwaukee crew. Pictured, from left, are PD Brian Kelly,
PD Diana Laird. (Photo: Interscope) Lavigne, RCA’s Amy Kaplan and MD JoJo Martinez. (Photo: WXSS)
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Paris Hilton appears in the latest Won-G music video for “Caught Up in the Rapture.” The song, . =) \ “:‘ -

y I —
Hilton and pet dog Tinkerbell snuggle up with KKRZ (2100} Portland, Ore.,
PD Brian Bridgman. (Photo: Warner Bros.}

which features Gizelle, is a remake of the Blondie classic “Rapture.” Here, Hilton joins the Warmer
Music gang for a shot. Pictured, from left, are Lora Helstrom, Dale Connone, Myra Simpson,
Linda Walsh, Hilton, Rob Cavallo, Felicia Swering and Tom Biery. (Photo: Warner Bros.)

CREATIVE! ..A platform to showcase innovation and the great
thinkerS WhO drive the indUStry. = John Sykes, CEOQ, Infinity Broadcasting
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BY TONY SANDERS

for mobile WiMAX will be established by mid-2005.

he end of this decade is going to be very interesting,

because that’s when some sort of wireless Internet

network, with broadband-speed access for the average

consumer, will be available in cities, suburbs and rural
areas. We'll be that much closer to Internet access every-
where—in the park, on the street, in the back of a cab or on a
Greyhound bus heading down a country road.

Really? Probably. Well, mavbe.

The next corner in the path to a wircless, digital future is out
therce. We all know that. And it scems like all the different digital-
delivery services are approaching that same corner at the same
time. The next stage in wireless-broadband Internct access goes
by the name WiMAX. It’s related, mostly in name, to Wi-Fi.

WHAT IS WiMAX?

Think of Wi-Fi as the coffee-shop solution for wireless
Internet access at nearly broadband speed. It’s good, but Wi-Fi
only has a transmission range of about 100 fect. WiMAX, on
the other hand, has a potential range of as much as 30 miles—
and that’s comparable to the signal contours of some major-
market FMs in castern cities like Boston and Baltimore or mid-
western cities like Cincinnati or Columbus, Ohio.

Right now, the benefit of WiMAX to the Internet service
provider is that it allows for another “fixed™ access point to the
Internet for homeowners to choose from. It is another way to
deliver broadband access to that so-called “last mile” into the
home, and that will mean more competition for cable modem
and DSL providers—and newly available service in rural areas
where DSL and cable aren’t readily available.

What doces that have to do with radio? Plenty. The more
important promise from WiMAX is as a mobile, always-
available means of accessing the Internet from anywhere with-
in that 30-mile radius. The cell phone companies arc looking at
WiMANX. And at the same time, the cellular industry is work-
ing fast to develop its own proprietary networks to deliver
wireless-broadband Internet access.

Ulrimately, if nothing clse, the potential deployment of
WiMAX is spurring the cellular industry to build its own net-
work of major markets with wireless-broadband Internct
access. And that means more places where road warriors with
wireless access can stay connected to the Internct while riding
to meetings in the back of a cab.

Currently, Verizon ofters such a service in 13 major metro areas.
Mark Desautels, VP of wireless Internet development at the
Cellular Telecommunications & Internet Assn., tells Bilthoard
Radio Manitor that Verizon and Sprint plan to expand the number
of metros with such a service rapidly in the next 12 to 18 months.

Desautels also mentions a state-of-the-art “smart phone”
that does a good job of playing music videos previously down-
loaded and stored on the phone. It is easy to imagine onc of the
cell phone companies—Clingular, Nextel, Sprint or Verizon—
announcing a deal to deliver XM or Sirius programming to
your phone for a monthly fec.

This means that it is time to keep an eve on WiMAX, because
the big deal comes when the equipment standards are defined to
allow for mobile—as in constantly moving—Internet access.

WHERE THINGS STAND
Right now, the standards have been set for “fixed location”
WiMAX-ready equipment. Analysts predict that the standards
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Troy Peery, an analyst with Oppenheimer & Co., told The Wall
Street Transcript in August, “What vou really want, for the con-
sumer market, is an ultraportable laptop that allows vou to drive
across the US. or across Europe, maintaining a constant connec-
tion at broadband speeds—coast to coast at 65 mph. That’s the
endgame, and it’s years away. This scenario is more than likely in
the 2009 time frame, and cven then, maintaining constant con-
nectivity at traveling speeds isn’t a given. There are engineering
problems that still need to be overcome. But the potential for
widespread consumer interest is obvious and significant.”

Jupiter Research analyst Joe lLaszlo tells Billhoard Radio
Monitor, “We don’t have a forecast for the mobile WiNMAX mar-
ket” vet, and his gencral expectation is that “although WiMAX
may emerge as the dominant alternative to fixed-line broad-
band,” the number of unresolved variables—the engincering
problems Peery mentioned—mean WiMAX “will not radically
change the U.S. broadband landscape in the next four vears.”

Laszlo expects “only about | million” U.S. houscholds will
opt for a broadband hookup from WiMAX rather than from
cable modem or DSL..

MUSIC AND PORTABILITY
After 2008, however, Laszlo thinks “the opportunities are going
to grow wildly.”

“Music and portability go together very well,” Laszlo points
out, adding that the greatest demand by consumers is still for
content that is “programmed by the network.” PDs and MDs,
take heart, because having someone else program the music and
put it into rotation is still preferred by most consumers.

Laszlo says, “There’s an established pattern for streaming—
as opposed to digital downloads—and those models are casier
to follow.” His examples were the online services, such as Real’s
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Rhapsody or Yahoo'’s Launch.

And that is where terrestrial radio, satellite broadcasters and
record companies are in a strong position to help guide the
process, Laszlo says. Take it as a given that the demand for
streaming audio and video—delivered to your cell phone or that
laptop on the back of your golf cart—will increase over time.

The question is not so much about which delivery platform
will succeed in the end. The question is about the relationship
between the content owners and the middlemen who control
these platforms.

“In the early days, you're going to see a lot of wircless
providers chasing a limited amount of content,” Laszlo says. In
the end, he suggests, the winner will be “the network that
delivers music and video.”

Laszlo also expects to sec a “big wireless shakeout” in the
next five or six vears. “I don’t see how all of these [services] can
survive, especially if they’re dedicated to data. They have to be
able to provide voice and strcaming content.”

Some industry observers like to talk about “access” rather
than delivery platforms when they describe the convergence of
industries in the future. What that means is consumers would
wind up buying access to the Internet from one company that
has built itself up so that it provides in-home and out-of-home
content and Internet service.

Imagine if Comcast bought Verizon. That would let Comcast
offer cable programming, phone service and wireless access to a
consumer inside his or her own home and to provide those same
services when he or she stepped outside. The only thing left is
for that consumer to plug a set of car buds into that Comcast cell
phone and start listening to music—or news/talk program-
ming—that’s delivered, in real time, over the wirceless network.

The question then becomes, Who will he or she be tuning

>

in to? .

OF AREA NETWORKS

RANGE

PERSONAL (PAN) One meter to

CHARACTERISTICS

Very short range, designed

10 meters for synchronization, data
transfer between nearby
devices; unlicensed spectrum

LOCAL (LAN) 100 meters Data communication between

PCs in an office, building or
campus environment;
unlicensed spectrum

Five kilometers
to 10 kilometers

METRO (MAN)

Data communication across
an entire metropolitan or
equivalent-sized area;
licensed or unlicensed
spectrum

10 kilometers

WIDE (WAN)

SOURCE: JupiterResearch (6/04)

Networks designed to extend
and cover areas even larger
than MANs; licensed spectrum

© 2004 JupiterResearch, a division of Jupitermedia
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__DOTS TO YOUR WEB SITE

ONLINE
CONNECT THE

.

[FREQUENT VISITORS TO radio station Web sites know that while there are
quite a few great ones, there are just as many that need a little help. Building
\and maintaining your station’s Web site can be as important to your listeners
as your on-air programming. Billboard Radio Monitor asked Internet expert
and broadcast veteran Ken Dardis of AudioGraphics to offer a few tips to help
imake your Web site a winner.

Recently | looked at a selection of 28 broadcast radio Web sites. All were
sports-talk radio’s attempts at connecting with listeners online. My intent was
to see how well these stations were using the Internet.

What | found was not unexpected: Most radio Web sites used standard
online design templates, across a variety of formats.

When listeners find your radio station online, they want to know the city of
jorigin. Where is the station located?

Fifteen of the 28 station Web sites did not mention where they were located
lon their home page. Six had it listed in a not very visible position. Only one
lhad the city of origin highly visible.

This reflects the conventional thinking that physical location isn’t important
online. But people are still used to addresses and phone numbers. Not having
these familiar identifiers in an easily found location on your Web site is a negative.

Another area | looked at across the 28 radio stations was, “How do | listen?”
Or, more appropriately, “Where do | click to get the sound?”

Not all radio station Web sites stream programming. In this survey, nine did not.

The rest were judged on the difficulty or ease a user would have in getting
the stream going. | gave each site a score between 1 and 10, with 1 the most
difficult while 10 screams “listen.” The average Web site ranked 3.4.

The listen button or graphic should be simple. It should say “Listen.” Not
“Listen online here,” “On air,” “Listen live online” or any number of multiple-
word—or cute —phrases. The less said, the less the audience has to digest.
“Listen” says enough.

The listen button should contrast with the Web site’s background color and

immediately give the user what they came for: sound.

One question any station that wants to stream has to ask is, “Which audio
format should | use?”

An RRadio Network sampling of 2,049 online radio listeners found 52.7% use
Windows Media Player, 20.2% favor the Winamp player, 6.8% have RealPlayer and
QuickTime is used by 4.6%. The remaining 15.7% choose lesser-known players.

Though it may make sense to have your logo be the first thing visible on
your home page, users are seekers. Most time spent online is spent searching.
Users will look to see what Web site they’re on as surely as you note the name
of each one you visit.

But consider this: Some logos take up more than one-third of a page. That
space may be better used delivering information of interest to keep your audi-
ence coming back.

Getting them to come back has always been radio’s online problem.

Finding a way to contact the station and personnel was another item in my
survey. Rated on a 1-10 scale, where 1 is difficult and 10 is easy, our stations
averaged a 4.6.

Most had an e-mail link to at least one department, usually sales. Some used
a form. Forms are not fine. Imagine requesting information from a company but
having them say, “Who are you?” first.

A few offered no method of online contact. Two had no contact information at all.

Contact analysis gets a little more complex if you intend to use the Web site
for feedback from the audience and clients. For this | looked at how many
stations listed job titles and which had a person’s name attached. A disap-
pointing 38% had a GM’s name listed. And 70% of those had an e-mail link
attached to the name.

Of the Web sites sampled, 73% had a general sales manager’s name, but
only 61% of those made direct e-mail contact with the GSM possible. Half of
the Web sites mentioned the PD position, and 84% of these had it linked to an
e-mail address.

Radio has always been a one-sided medium. We transmit. They receive. But

be larger than the station’s logo.The logic for having a large listen button is to

BUNDLING UP
z OLD O i

ndustries built for the long

term adapt to changing

market conditions; those

that don’t go the way of
the buggy whip.

But it is a safe bet that the
buggy-whip manufacturers
didn’t suc their customers and
issue daily press lobs about
how their business was being
stolen from them by the steady
and certain march of techno-
logical advancement.

The advent of the Internet
and its myriad applications for
digital piracy like ¢-mail, instant
messaging, the World Wide
Web and peer-to-peer networks
have provided the old school a
prominent bogeyman for its
desperate attempts to protect a
fading legacy business and out-
‘()f—scopc top exccutive salaries.

But many inside and out-
side the major labels are
beginning to address the much
more fundamental problem—
the economics.

If the Recording Industry
Assn. of America had its way
today and passed any of the
“Internct lockdown” laws thev

14 "

have been pushing on Capitol
Hill, the music business would
still be faced with a crisis that
comes down to simple arithmetic.

According to Niclsen
SoundScan, consumers are
choosing to purchase singles
over albums at a rate of 25-1.
So, if the average price of a CD
is somewhere around $12.99
and the average price of a sin-
gle is 99 cents, then the lost
revenuce is . .. HELLQO, ARE
YOU GETTING IT NOW?

Sorry for shouting. Simply
put, the problem is something
called “unbundling,” which
means giving the consumer a
choice regarding how much
music they wish to purchase
from a given package.

It is something the industry
has long resisted but recently
introduced with services like
Apple Computer’s iTunes
Music Store.

Unbundling fundamentally
alters the underlying economics
of the record business in such a
way that every step along the
value chain is under grave pres-
sure and most likely will have

- www.BillboardRadioMonitor.com

to change. Yes, I'm talking
about very dvnamic adaptation,
and the time to get started on it

is—how vou say>—vesterday.

The folks at Universal Music
Group made a bold first step
toward addressing the meltdown
of the current model by
announcing a new digital-only
label, which doesn’t include mas-
sive advances, expensive album
recording budgets, flossy videos
and otherwise prematurely lofty
commercial expectations.

UMG’s Bruce Resnikoff
candidly told The New York
Times: “The economics don’t
necessarily work todav. But the
cconomics of the business are
constantly changing.”

Sure, it seems like an obvi-
ous observation, but it is maybe
the first admission by any
major-label executive that the
declining fortunes of the music
business may not be entirely
the fault of music thieves.

It is a brave and welcome
assessment of the industry and
one that will probably draw
the ire of the old guard, which
views any departure from the

well-worn “blame, cry and
sue” strategy as heretical.

UMG’s inspired new initia-
uive will surely be well-received
by some of the industry’s more
prominent critics, like Dallas
Mavericks owner and tech
entreprencur Mark Cuban, who
on his weblog recently wrote a
scathing critique of the indus-
try’s digital-retail strategy.

Cuban has long lobbied for
all-vou-can-cat subscription
plans that target consumers
where they already live and pay
for digital services: the Internet
service providers.

Cuban writes, “Why in the
world haven’t you gone to AOL,
cable and DSL. providers and
offered your catalogs by genre
for 10 or 20 cents per month, per
subscriber? Universal, take a les-
son from vour NBC/Universal
pals. Create a rock channel, an
*80s rock channel, a hip-hop
channel, an oldies channcl, etc.,
etc. It’s so much more profitable
than anything that could ever
happen with per song down-
loads. Two hundred million
singles sold gets vou $200 million
in gross revenue. One song at a
time. Five million people buying
five channels at $5 per month
gets vou $300 million in pre-
dictable annual gross revenues.”

online, we transmit, they receive, and they offer feedback. .

What Cuban is saying is,
make unbundling a positive
instead of a negative.

Meanwhile, a digital pundit of
the highest order, Digital Music
News’ Paul Resnikott (no rela-
tion to UMG’s Bruce), was gen-
erous cnough to pass along some
recent sales data and calculations
he made regarding unbundling.
His figures reflect sales from
Jan. 1 through Oct. 8, 2004.

Resnikoff tallied digital sales
as 93,580,000 x 99 cents =
$92,6-+,000; while CID sales for
the same period were 463,008,000
x $13.04 = $6,037,624,320.
Accordingly, the digital market is
approximately 1.53% of the
physical market.

“The chief question is, just
how many digital downloads need
to be sold to equal existing C1)
revenues?” Resnikoft noted. “The
conclusion is that for artists, labels
and others to receive comparable
revenue streams from digital dis-
tribution, download revenue will
have to grow enormously.”

Unbundling and digital labels
arc here now. All-vou—can-eat,
consumer-friendly subscription
plans could be next. .

Joe Fleischer is a principal of
BigChampagne, a Caltfornia-based

company that tracks downloads.
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FOR THE WEEK OF DEC. 6

Artist
Titte {Label}

MAINSTREAM TOP 40

Oiana DeGamo
Emotionat {RMG)
Keane

Somewhere Only We Know

{Interscope)

RHYTHMIC TOP 40
Nina Sky

Turnin' Me On {UMRG)

RE&B/HIPMOP
Mase

Keep It On {(UMRG}
Snoop Dogg

Let's Get Blown {interscope)

ADULT R&B
Brian McKnight

Everytime You Go Away {UMRG)

COUNTRY

Randy Rogers Band
Tonight's NotThe Night {Smith}
Vem Gosdin

Back In The Swing Of Things

{GoldRhyme)

MODERN ROOK
Finger Eleven
Thousand Mile Wish
Jimmy Eat World
Work

Unwritten Law

{Wind-up)

({Interscope)

Save Me {Lave)

ACTIVE ROCK
Motley Crue

If | Die Tomorrow {{DIMG)

HERITAGE ROCK
Motiey Crue

If | Die Tomorrow {IDIMG)

TRIPLE-A
R.E.M.

Aftermath (Warner Bros.}

CHRISTIAN
Adam Watts
God Of Grace
Bethany Diilon

{BEC)

0O Come, O Come, Emmanuei
{Sparrow)

Jeremy Camp

O Come All Ye Faithful

Katie Giguere

(BEC}

Silent Night {ECM Nashvitle)
Shawn McDonald
O Holy Night (Sparrow)

Submit titles to silvio@billboard.com.
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BY ANTHONY COLOMBO, WADE JESSEN, PATRICK McGOWAN AND MINAL PATEL

DO YOU ‘BELIEVE’
IN CHRISTMAS
MIRACLES? YES!

As an increasing number of adult

contemporary stations head the all-

holiday music route, the AC chart is

taking on a festive glow. For the

fourth consecutive year a seasonal

song sits atop the AC list as Josh

Groban flies to No. 1 with “Believe”

(Reprise). The track is his fourth No.

1 at AC and his second holiday-

themed chart-topper in three years, following 2002's “O

Holy Night” That track was also the last song before

“Believe” to hold the No. 1 position while claiming

Greatest Gainer and Most Airplay Adds honors.
“Believe,” which is featured in the animated film “The

Polar Express,” makes the biggest climb to No. 1 on the

AC chart in the Nielsen Broadcast Data Systems

era, rising 19-1. The prior mark also belonged to a holi-

day track, as NewSong’'s “The Christmas Shoes”

jumped 10-1 during the 2000 season.

By climbing to No. 1in three weeks, “Believe” matches
the record ascent for the chart last accomplished by “O
Holy Night” and “The Christmas Shoes!” The only non-
holiday track to climb as quickly on the AC chart was Bob
Carlisle’s "Butterfly Kisses” in 1997

GREEN DAY IN
SEVENTH HEAVEN

Green Day scores the seventh modern rock No. 1 ot its career as
“Boulevard of Broken Dreams” (Reprise) moves 2-1. The group
is now in sole possession of second place among acts with the most
No. Is at the format, trailing only Red Hot Chili Peppers and
U2, which are tied for first with eight chart-toppers.

On the active rock chart, “Boulevard” climbs 18-9 and marks
the longest jump into the top 10 since Nickelback moved 16-7
with “Someday™ in the Aug. 13, 2003, issuc.

Flsewhere on the rock charts, 3 Doors Down’s “Let Me Go™
(UMRG) debuts at modern at No. 33, at active at No. 28 and at
heritage at No. 23, with Greatest Gainer and Most Airplay Adds
honors on all three charts. The track is only the sccond song in
2004, following U2’s “Vertigo,” to enter all three charts with
Gainer and Airplay Adds honors.

Rimes Returns
To Country Top 10

LeAnn Rimes cracks the top 10 on the country chart for the first
time in more than four years, as “Nothin’ "Bout Love Makes Sense”
(Asylum-Curb) jumps 12-10. Rimes last saw this arca of the country
list when “I Need You” peaked at No. 8 in the Oct. 13, 2000, issue.

Meanwhile, Sawyer Brown makes its first chart appearance in
more than a year, assisted by Robert Randolph on “Mission
Temple Fireworks Stand” (Curb), which opens at No. 53. The
group’s last charted title was “I’ll Be Around,” which peaked at
No. 48 in the Sept. 19, 2003, issue.

‘OVER’ FALLS JUST UNDER
MAINSTREAM MARK

“Over and Over” by Nelly Featuring Tim McGraw falls just
shy of the mainstream top 40 detection record, seemingly
having peaked at 9,421 spins last issue. The track dips by
29 detections this week.

Avril Lavigne’'s "Complicated” still holds the one-
week record at the format with 9,481 plays in the
Aug. 16, 2002, issue.

‘Calls’ Makes
Lasting Impression

After a record-setting 97 weeks on the adult R&B chart, including
two weeks atop the list, Kem’s first single, “Love Calls”
(UMRG), falls below No. 15 and moves to recurrent status.

Elsewhere on the chart, Lalah Hathaway carns her first top 10
at the format with “Forever, for Always, for Love,” more than 10
vears after she first bowed with “Let Me Love You.”

WHERE CROW GOES, U2WILL FOLLOW

On last issue's triple-A chart, Sheryl Crow moved into
second place among acts with the most appearances on
the list by notching her 13th charting song. But it took only
one week for U2 to regain equal footing as “All Because of
You” (Interscope) marks the group’s 13th track to hit that
chart. “Because” enters at No. 19 and earns Greatest
Gainer, Most Airplay Adds and Airpower honors.
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