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PUBLISHER'S NOTE

Coming up in June, this magazine’s 10th anniversary. |
encourage you (o participate by joining the "Dialogue” with
your fellow broadcasters. 11ave your say (and send me a pho-
1o of yourself, too). Get your stuff in as soon as you can. See
Page 18 for details. If you'd rather go short, a Letter to the
Editor would be terrific.
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Pierre Morrissette, the Chairman and CEO of Pelmorex Media
—owner of The Weather Netivork and Meteomedia—takes his
long overdue place on the cover of Broadcast Dialogue this month. But it's not so
much for the specialty channels’ programming as it is for it does not provide—an
emergency broadcast system for Canada. As one person said, “I can get what's hap
pening in Britney Spears’ life in tive minutes. I can’t find out whether or not a chem
ical fire is threatening my life right now.” The story begins on Page 7.
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Last month, we gave you the NAB information on the exhibits and some of the new
products you can expect 1o see at this month’s BIG show in Las Vegas. On Page 13, see
the whats and whos of NAB2008 management sessions
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The Canadian Suite, sponsored by about 100 Canadian companies, is on again this
year at the Ilamingo llotel during NAB2008. Details are in the boxed item on Page
34. The Canadian Suite is—by far—the likeliest spot 1o run into your colleagues and
friends from Canada because while you're looking evervwhere else for them, this is

where they're going to be!

Transmitter Site Supplies

...we can provide you with hard-to-find materials such as

® copper strap * RF components

¢ RF ammeters and * RF contactors and parts
switch assemblies ¢ insulators and hardware

l

S w DﬂVlS Broadcast Technical Services Limited ‘
« 17 Phone: 604:255:2200 Fax: 604-255-4083
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Revitalizing Radio

Much was lost when radio changed
to business from occupation. When I got
into it owners and managers—often the
same people—invested in radio because
they were intrigued by it. Sure, they made
a living, often a very good living. But
radio was more than that; it was an out-
let for creativity, community influence,
ego gratification and even doing good.

Sure, there was much that was awful
...radio stations that looked like slums.
low salaries and bad working conditions,
equipment often held together with
scotch tape, a disproportionate number
of con men, drunks and philanderers. But
the lowliest 250-watt, small-town station
back then had more magic than the slick-
est big city operation today.

[t was before the word “beancounter”
had been coined. And although there
was much that was truly awful, there also
was room for people to try their own
ideas. That often produced original, cre-
ative, exciling moments, most of which
would not have passed muster by con-
sultants and focus groups.

So how do we revitalize it?

Scrap market research and hire peo-
ple with good “guts” Sure, there will be
failures. There are now. But there also will
be magical successes and the triumph of
creativity over bland uniformity.

Forget narrow demographics with
their ever increasingly thin slice of the
pie. Broadcast to tastles, not age groups.
That, of course, will be impossible until
the ad agencies, which are bastions of
conservative thinking and timidity, also
change their ways,

Iire personalities who actually have
personalities as well as knowledge and
experience of the music they play. And
let them choose what they play and talk
about it. Would you go to see a night club
comedian who was promoted with the
fact he never talked for more than 10 sec-
onds at a time?

Do not slavishly copy LLS. formats but
design new ones that relate to Canadians.
Remember that most Canadian blacks
have very different backgrounds o Afro-
Americans. Remember that there are huge
immigrant groups in Canada and that
some of these cultures produce good
popular music. In the news/talk genre,

why are stations like 680 News, good as
it is, clones of the Westinghouse format?
Why do phone show hosts insist on be-
ing the star rather than the guest or the
caller? Why is there knee-jerk certainty
that Canadian music is inferior unless it
happens to be done by a Canadian who
has scored in the U.S.

Stop regarding commercials as inter-
ruptions rather than part of the overall
program flow. Create new commercials
that people will want to hear. {On-going
story lines; topicality on a daily basis;
funny stuff that is freshened every couple
of days.). 1t should be a firing offense to
say WE'LL BE BACK AFTER THE BREAK.
There should be a seamless, flow of pro-
gram elements including the commer-
cials. And perhaps sales people should
question whether their client is getting
value for a 30-second spot crammed into
a set (and why do we call it a “stop” set?)
of 10 or 12 commercials. Nor should we
promote “commercial free” half hours
and the like. That is so negative, rather
like a butcher shop promoting vegetari-
anism. Or a billboard company planting
trees in front of its signs. We are in the
business of selling advertising!

The big 50K AMs with their huge foot-
prints should reach beyond their metro-
politan markets. That's especially true in
a place like Toronto, where the big sta-
tions ignore events, weather and trends
in areas such as Niagara, Huronia and
Muskoka. If | was running CFRB 1'd have
the morning show on the road, broad-
casting from a public location in one of
these places, two or three times a week.

Dick Smyth
Bracebridge

Want to express
your point of view?

Broadcast Dialogue welcomes your
letters. Whether you have a comment
on something you've read in BD or
something else entirely in mind,
share it with us.

E-mail your letter to:
howard@broadcastdialogue.com.
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“Does the TV have to bhe on?"

'n an age of wild weather, where is an emergency broadcast system
for Canada? On track, on hold or dead in the water?

Back in the 1950s, when Cold War fears meant the chilling prospect of
Soviet bombers incoming over the North Pole, American civil defence
authorities set up an emergency broadcasting system called Conelrad.

Canadians who watched U.S. TV stations in those
days may remember the on-air tests with the circle-
triangle CD logo and an announcer saying that if this
had been a real nuclear attack, viewers would have
been given information on what to do.

(“Simply bend over, place your head between your
knees and kiss your ass goodbye”, suggested some
wags.)

Radio dials were also marked with little triangles
to identify Conelrad frequencies.

Conelrad was replaced with several emergency
alert systems (EAS) over the decades, all administered
by the Federal Communications Commission.

We Canadians did have a system of 1,700 commu-
nity air-raid sirens, which was dismantled in the late
1980s. But apart from a commitment between the CBC
and the former Department of Communications be-
gun in the '50s, there was no true co-ordinated broad-
cast warning system in the country. And today, with
cold fronts replacing the Cold War as a major threat
of lost life and property, there still isn't.

Not for lack of trying, though.

It’s On Hold

For a dozen years, Pelmorex Communications,
owners of The Weather Network (and its French-lan-
guage counterpart Meteomedia) worked on an All
Channel Alert™ (ACA) system. Using its ACA tech-
nology, The Weather Network (TWN) can target any
region or even municipality and broadcast an official
emergency storm warning. The system is operational
in-house, but a Pelmorex offer in 2006 to provide the
service to all broadcasters and BDUs hooked up to
their system was rejected by the CRTC. A similar offer
had been turned down in 2001.

"For all intents and purposes, it's on hold,” says a
rather optimistic-sounding Pierre Morrissette, chair-
man and CEO of Pelmorex Media, Inc. “They (the
CRTC) continue to be very interested in the concept
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going forward and we're going to monitor that very
closely.”

“The CRTC is looking to see what the industry is
going to be doing in this regard,” he adds, more than
a year after the commission’s rejection. “l never say
never but it's on hold.

“The capability exists for us in Canada to have
one of the most advanced if not THE best system in
the world and that's available today. It's going to hap-
pen some day.”

At issue was the plan’s mandatory nature as much
as its eight cents-per-month fee for subscribers.
Under the proposal, carriers would be obliged to
have Pelmorex equipment installed at the head end
of their systems. Then, an emergency warning from
Environment Canada would automatically be dis-
tributed to all relevant channels by way of an
onscreen alphanumeric text crawl and accompanying
voice message.

Later, it was proposed, non-weather-related disas-
ter warnings from other government agencies respon-
sible for anything from chemical/nuclear spills to
terrorist attacks, could also be included.

Pelmorex had plenty of support, from municipal-
ities and police services and such groups as the
Canada Safety Council and the Canadian Association
of Retired Persons (CARP). But there was near-unan-
imous dissent from cable and DTH satellite providers
as well as other broadcasters who preferred the
option of choosing a voluntary, and more cost-effec-
tive, system.

“We think it is sort of odd to go from forbidden
one day to mandatory the next day,” said Rogers Cable
in its intervention before the regulatory body. “It makes
more sense to go from forbidden to voluntary.”

Rogers went on to suggest that, if ordered by the
government, cable operators would step up to the
plate but that they should be given time to act on
their own.

BY JOHN MCKAY



They found “deeply troubling” the idea of having Pelmorex’s
equipment installed on Rogers” systems when there may be
incompatibilities.

“In Rogers' view, Pelmorex has no expertise in this area,” the
cableco’s intervention said. “Approval of Pelmorex’s applica-
tion would constrain the evolution of Rogers' network.”

Broadcasters such as CHUM, CTV and Global also opposed
any compulsory system that would cede authority to an outside
party to break into their signals, stressing that it would funda-
mentally undermine their editorial independence and journal-
istic integrity. The case was made at the Commission hearings
that broadcasters could build on their existing local emergency
reporting systems instead. Just give them a chance.

Both the CBC and Bell ExpressVu unveiled their own ideas,
expressing a similar willingness to allow BDLUIs to hook-up de-
coders that could carry their service on all the channels they
provide to the public. ExpressVu also noted that it could extend
its alert distribution to its cellular telephone system.

Thought To Be Too Costly

In February, 2007, the CRTC turned thumbs down on the
ideas for a next generation “all hazards, all media” alert plan. But
it encouraged the stakeholders to work towards establishiment
of a voluntary system, giving a February 2009 deadline 10 do
s0, even as it relaxed the licensing rules that served as a regula
tory barrier to creation of such an emergency alert service.

“We're certainly moving towards that date,” assures David
Purdy, vice president of television services for Rogers Cable,
adding that all the BDUs are meeting regularly and while they
would always like things to go faster, they ar¢ making progress
on a common solution for a delivery system that, he says, could
be up and running soon after next February’s deadline. And it
would be one that would eventually work on all platforms,
over the air, cable, satellite, Internet and cellular.

Purdy adds that the Pelmorex application was far 100 expen
sive, that he understood what was in it for the Pelmorex share-
holder but not for the taxpaying Canadian public.

“It seemed like a staggering sum of money,” he says. “When we
ran our cost estimates it was much, much lower. Operationally,
[ think we would be able to build this into the existing infras-
tructure and all that would be required is capital.”

Steven Guitton, execultive director of strategy and government
relations for the CBC and Radio Canada, agrees the Pelmorex
plan was too costly, and that the CBC's own idea would have
been $16 million to start and only a few million a year after that.

At the same time as this BDU process is under way, Ottawa
is involved in its own stream in terms of trving to come up with
a consolidated source of data. The federal initiative to do just
that—called CanAlert, which began at Industry Canada—has
been shifted to Public Safety Canada, where it now cnjoys its
new moniker, the National Public Alerting System.

On January 9 in Halifax, the federal, provincial and territo-
rial ministers responsible for emergency management and rep-
resentatives of the broadcasting industry met. Public Safety
spokesman Bernard Beckhoff says they agreed 1o continue
working towards a 2010 target to have a system in place across
all media, including radio, television and wireless.

“the objective is for this National Public Alerting System to
operate 24 hours a day, seven days a week using national stan-
dards and protocols.”

But Beckholf wasn't sure what the cost would be or how it
would be paid for.

The CBC's Guitton, who has chaired a commitiee of broad-
casters that's been working with the feds to help understand the
technical issues involved, says the government must provide the
industry with that national definition for just what constitutes a
public emergency as well as some protocols for standardization.

“You really didn’t want to have a patchwork system, where
each province has a different type of alerting system, because
that's a nightmare for national broadcasters,” savs Guitton. “It’s
a nightmare for cable systems, it's a nighumare tor everybody,
basically. Cellular providers would have the same problem. So
you really want a national system.

“Everyone has to move forward together.”

CanAlerl began in 2002-2003 with workshops and forums
involving governments and the telecommunications industry.
It was given a boost in attention in December, 2004 when a
tsunami struck Southeast Asia, but critics say was never given
the required public funding,

“CanAlert is just a bunch of bureaucrats meeting,” says Lric
Vengroff, C.AR.Ps vice president of marketing, who testified at
those CR1C hearings. “No budget, no mandate, other than to
keep jawboning on the issue. People’s gums are getting a work-
out, | can tell you that.”

And Vengrott says that it sounded to him like the CBC and
Rogers were merely stalling, perhaps partly because I’elmorex
did stand to profit from the venture.

“They were looking to delay this because | don’t think any-
body’s particularly anxious to pay the bill,” he says, explaining
that Ted Rogers doesn’t want to pass the cost onto consumers
already complaining of rising prices and that il Morrissetie is
leading the charge, he has a formidable opponent in Mr. Rogers.

“We said 'Yes, we're in’, without really understanding neces-
sarily all the cost implications across the board. But we thought
this sounds like a public good.”

Vengroft argues that seniors and shut-ins would require as
much time as possible 10 get to safety in the event of an emer-
gencv—whether a tornado or hazmat spill—and that any cost
for such a service should be borne by the public.

“I think it's shameful... it really is,” says Vengroft about the
lack ol a national broadcast warning systein. “1 don’t think it
takes a genius (o appreciate that we are, whether it's by nature
or whether it's by our own hand, experiencing periods of
extreme weather... we're getting larger than normal accumula-
tions of snowtfall.”

He says it's up to the carriers to come up with a system and
i's up to the federal government to finance it and perhaps 10
conduct an assessment of the social costs of not having one.

“I can get what's happening in Britney Spears’ life now in
live minutes. I can’t find out whether or not... a chemical fire is
threatening my life right now.”

Meanwhile, only Alberta has a working emergency warning
system in place, one proposed by the provincial government
after the deadly tornado that devastated Edmonton in 1987.
Since 1992, environment and provincial and local authorities
have been able to trigger an across-the-board alert—whether
initiated by weather, wildfires, hazimat threats or even terrorism
—through the host broadcaster, CKUA Radio, the non-profit
former university campus station.

Still, it's not exactly an Al L channel operation. An emergen
cy bulletin demonstration on the station’s website says warnings
can be broadcast by participating media within one minute
using the automatic signal override. But because some broad-
casters do not have their programming automatically interrupted
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and have to announce any warnings manually, they could take
longer, listeners are told.

“This could substantially delay the transmission of a warn-
ing of imminent danger to the public,” the voice says.

April Diver, the alerting and notification co-ordinator for the
Alberta Emergency Management Agency, says the system is out-
moded and imperfect but has saved lives.

[t works over-the-air only and with audio-only warnings,
and some local stations are not yet hooked up, not because
they refuse but for technical limitations involving the network
of transmission towers used.

“We are actually in the process of looking at modernizing,
we actually have a project under way to do that,” says Diver, who
adds that they are still providing guidance to other provinces
that lag behind them but who are thinking of proceeding instead
of waiting for Ottawa.

She says they've had 61 activations since '92, mostly weather-
related, including tornado warnings and flooding and even sev-
en times for Amber Alerts, the continent-wide program whereby
police can notify the public of a missing or abducted child.

Weather As Entertainment

Meanwhile, a debate lingers as to whether climate change
really is leading to wilder weather and hence the need for, and
interest in, more detailed and more accurate weather forecast-
ing by the media. Or whether some broadcasters are merely
hyping weather warnings and coverage to frighten the public
and boost ratings (and ad dollars). Or maybe Canadians have
just become weather “wusses”, having lost our traditional win-
ter hardiness. Maybe it's a combination of all three.

“There’s no doubt in my mind that global warming and cli-
mate change is happening, resulting in more active weather
more often, and more extreme conditions,” says Morrissette.
“And it’s not just in our own backyard, it's around the world.”

But in a January feature article entitled Storm Porn, The
Toronto Star cited what it called the Katrina effect that says it's
no longer good enough just to report on the weather, it has to
be entertaining, too, llollywood style, by overstating bad-
weather predictions.

But the article goes on to concede that this on-air hyperbole
—replete with the dramatic sight of storm-tossed reporters,
“atmospheric paparazzi”, smack in the middle of the mael-
strom —is more of an American than Canadian broadcast phe-
nomenon.

Hyperbole or not, weathercasting has come a long way
since the early days when chalk-tossing Percy Saltzman was the
CBC's, and Canada’s, first weatherman TV star.

Morrissette says TWN has 400 employees, and more than
40 meteorologists (although he concedes an on-air weather
personality doesn’t really have to be a certified meteorologist),
to provide the country’s most comprehensive, accurate, and
trusted reporting.

“We work constantly at improving the quality and the accu:
racy of our information. We measure our accuracy against our-
selves, against last year, against others and we pride ourselves in
striving and actually being the most accurate out there.”

Indeed a Canadian Media Research national TVQ study re-
leased in February by TWN showed that BDU subscribers believe
the network to have the best weather forecasts at 62%, with
CTV in second place at only 9.3%.
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The CBC has also restored and boosted its weather coverage
with the launch more than two vears ago of the CBC News
Weather Centre, serving both the main channel and Newsworld.
Its team includes award-winning Vancouver-based meteorolo-
gist Claire Martin who calls it “quite outrageous” that there was
a time when someone at the CBC decided they didn't need
weather reporting anymore.

“Hey, you kidding me? It was almost like a no-brainer when
they decided to bring it back.”

Martin doesn’t know if it's just a growing public awareness of
the environment, but she says the audience is definitely more
weather savvy these days. And, of course, the media technology
for delivering faster, more accurate, more detailed and more
colourful weather reports has improved, too.

“| get severe heat now in the office when we're wrong,” Martin
says, presumably no pun intended. “People expect us now to be
right more often than not.”

Martin doesn’t feel like she's competing with The Weather
Network, which she says does a tremendous job serving those
with an insatiable appetite for weather coverage 24/7.

But she thanks God that Canada isn't America because
Canadians wouldn’t stand for storm porn. She calls it the CNN
effect. In fact, she often urges news directors not to lead with the
weather unless it affects a lot of people or it is very dramatic.

“Part of the reason I came to CBC and left Global was 1 did-
n't want o do it on a competitive basis anymore. Now | want to
do it (because) every Canadian has the right to a decent weather
forecast.”

And she does support the idea of an emergency alerting sys-
tem, whoever sets it up.

“I would rather it be us but no, if it's them, great. Canadians
need this.”

She notes that in the U.S there are now cars with a localized
weather radio service that can interrupt whatever station is on
to provide an alarm to the occupants. And last fall, when a
typhoon threatened, the Chinese issued 60 million text mes-
sages to alert people along the coastline.

“1 don't understand why in Canada this isn't just law,” she
says about the time it's taking to set up a common alert service.
“All of them have got 1o sit down together and realize compe-
tition be damned.”

Incidentally, a FAQ sheet provided by Pelmorex to help ex-
plain its plan includes what has to be the ultimate idiot question:

“Q: Does the TV have 1o be on?

A: Yes, you must have the television on in order 1o see the wuarnings.”

Which at least emphasizes the importance of a wireless or
cellutar component to all this.

And so a final word from a Manitoba blogger who calls him-
self Spirited Kenny and who worries about what he calls the 3
a.m. question.

“It's 3 a.m., you're asleep in your bed and there is a freak
hail and lightning storm with gale force winds heading in from
the south. How are you warned?”

He goes on to say current systems are based on you “pulling”,
or actively looking for a warning, whereas warning systems
should be “push”, something that wakes you up and let's you
know what's happening and what you should do to get safe.

John McKay is a Mississauga-based writer on media issues. He may
be reached by e-mail at mckay1169@rogers.com
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ANDREWCARDOZO

Canada more diverse

- the numbers

anada is becoming more
diverse with each passing
census report. The 2006
results being released gradual-
ly show that two of the rapid-
ly growing demographic groups
are Aboriginal Peoples and
Immigrants/Visible Minorities.

Aboriginal population

Point 1—Ower 1 million: For the first
time, the 2006 census revealed that the
Aboriginal population has surpassed the
million mark with an official figure of
1,172,790. That’s like Manitoba or
Saskatchewan, and constitutes 3.8% of
the Canadian population (although many
suggest the census undercounts Aboriginal
peoples so 4% is perhaps more like the
real thing), up from 2.8% a decade earlier.

This is a combination of First Nations
Peoples (once referred to as North Ameri-
can Indians), Inuit (formerly referred to
as Eskimos) and Métis (of mixed First
Nations and French ancestry). Almost
700,000 are First Nations, 50,000 are
Inuit and about 390,000 are Métis.

Point 2: This population is becoming
increasingly urban with 549% living in
urban centres. Winnipeg had the highest
number of Aboriginal people, 68,380,
representing 10% of its total population.
Edmonton, with 52,100, had the second
largest number of Aboriginal people (5%),
while Vancouver had 40,310, (2%).

Toronto’s Aboriginal population is
26,575 (0.5% of its population), Calgary
(26,575 or 2% of its population). Regina
and Saskatoon have 9% Aboriginal pop-
ulations.

The cities with the highest percentage
report 36% of the population in
Thompson, Manitoba, 35% in Prince
Rupert, B.C. and 34% in Prince Albert,
Saskatchewan.

Point 3: The Aboriginal population is
much younger than the rest of the
Canadian population, which also means

it is growing rapidly. In 2006, the medi-
an age was a mere 27 years as com-
pared to 40 vears for the non-Aboriginal
population.

Almost one half (48%) of the
Aboriginal population is under the age
of 24 compared with 31% of the non-
Aboriginal population. Further about 9%
of the Aboriginal population was aged
four and under, compared (0 5% of the
non-Aboriginal population.

Immigration

The 2006 Census found 6,186,950
foreign-born in Canada, representing one
in five (19.8% to be precise) of the total
population—the highest proportion in 75
years. Between 2001 and 2006, Canada'’s
foreign-born population increased by
13.6%, tour times higher than the
Canadian-born population, which grew
by 3.3% during the same period. Keep
in mind our annual intake is around
225,000 immigrants.

Interestingly, at 20%, Canada has a
higher proportion of foreign-born than
the LL.S. at 12.5%, but lower than Australia
at 22%.

Recent immigrants born in Asia made
up the largest proportion of newcomers
in 2006 at 58%. In contrast, in 1971 only
12% of recent immigrants were born in
Asia. In short, the non-white population
is growing by leaps and bounds.

Newcomers born in Europe made up
16% of immigrants in 2006 whereas in
1971, they accounted for 61%.

Seventy percent of the foreign-born
population in 2006 reported a mother
tongue other than English or French. The
largest proportion (18.6%) reported
Chinese languages. It was followed by
ftalian (6.6%), Punjabi (5.9%), Spanish
(5.8%), German (5.4%), Tagalog (4.8%)
and Arabic (4.7%).

As expected, the "MTV cities”, to use
demographic lingo, Montreal, Toronto
and Vancouver, were home to 69% of
recent immigrants. In contrast, just 34%
of Canada’s total population lived in
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these three census metropolitan areas.
This is causing the balance of immigrant
to non-immigrant to change consider-
ably in these areas. It is noteworthy that
many other cities are projected 1o have
significant immigrant populations in the
next ten years, such as Kelowna, Ottawa,
Edmonton, Calgary, Winnipeg, London
and IHamilton.

What does this mean for broadcast-
ing?

As Canada'’s population changes, there
is a need for broadcasting to change. We
have developed a significant multi-lingual
and third-language system in recent years
of both Canadian and foreign services.

I would say it's time to hold the fort
on that side and start concentrating much
more on reflecting cultural and racial
diversity in the mainstream English and
French systems. The census also found
that 85% of those elegible to become cit-
izens have become Canadians. The elec-
tronic meeting space—that’s where we all
learn about each other. We have had some
successes in some services, but others are
falling behind.

There also needs to be new Canadian
services that can act as a crucible or incu-
bator of diversity programming that can
then migrate to and help other services.

Or... we could just ignore these demo-
graphic changes.

(Source for the above figures: Statistics
Canada; wwwestatcan.ca)
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Theatre of the mine

ey kids, let’s talk about
sound libraries. When-
ever | talk to other pro-
ducers, the first thing they
usually bring up is the sound
libraries they use, which ones

to get or what's out there.

So, let’s talk. Pull up a chair and a
diet soda.

Sound libraries. All those weird noises
and movie drops put on a CD or a web-
site. They usually are quite pricey affairs
that you have to talk your PD into get-
ting but are very useful. The basic premise
of these libraries is a group of producers
acting as collectors of sounds. They'll scan
through movies, music, and pull sounds
out and organize them for you. Some of
these services have their own audio
engineers who, | can only suppose, bend
spoons and bang pots and pans through
a flanger and slap a phase/delay on it.

Where else do they get all those weird
noises? My interest in radio production
goes far indeed but not all the way into
some hidden million dollar recording
studio with a microphone aimed at a
sandbox.

You almost done that soda? tlere's
another one. I know there’s some chips
and salsa in here somewhere. Hmmm.
Alright, so, wanna build your very own
personalized library of sounds? Oh, [
found the chips and salsa. Enjoy.

It takes lots and lots of time to go

through and to find the BEST music beds
and the BEST movie drops—and when
you're done doing all that, finding the
BEST spot to use them in.

Your day-to-day production schedule
probably won’t allow for this much
searching around without taking away
from your assignments and deadlines.
I've seen lots of producers do this on
their own time at home, after-hours at the
radio station or even on the weekends.
I've seen so much detail and time go into
projects like this and all I think is, “Man,
I don't have the patience for that!”

What [ like to do is work these sounds
out, in real-time, on a project-to-project
basis.

Let's look at it from the standpoint of

producing a promo. After | have written
my promo and | get it voiced, | build the
skeleton of the promo by simply editing
and arranging the voice parts with no
music or anvthing. This is when | look for
holes in the script or accentuation points
that might benefit from a movie drop or
something like that. For example, this past
weekend 1 was doing a promo about a
Countdown Weekend that we were bring-
ing back because of positive response. So
I scoured the Internet and YouTube for
the line “Back by popular demand!”

Once | found the drop and edited it
down to how | want it, before throwing
it into my session, | saved a copy on a fold-
er in the hard drive called TREVSCOOLI -
SOUNDLIBRARY under DROPS.

Boom! ['ve instantly started my very

With Sundance Digital, good broad-
casting and good business go hand
in hand. Our automation sottware
can improve the efficiency, accuracy,
productivity and profitability of your
broadcast and news operations.
How's that for smart thinking?

SUNDANCL

BROADCAST AUTOMATION SOLUTIONS

www.sundancedigital.com 972.444.8442

DIGITAL
A Part of Avid.

12

Trevor
Shand is
promo pro-
ducer at
KROQ-FM
Los Angeles.
He may be
reached by
e-mail at
trevor@
krog.com.

own archive of cool stuft. Next we'll look
for that whipperzapper thing to start your
promo off. You know, that quick sound
that separates your promo from whatev-
er is going on at the time on-air. This is
when you go to your favorite movie trail-
er website. Seeing as most of this stuff is
now downloadable in 1D, the sounds are
fantastic, plus it gives you something to
watch to break the monotony of a busy
day in the studio.

Horror and sci fi trailers usually work
wonders and have some of the coolest
sounds. Record a couple of seconds of that
into your editor. Pick something that has
that impact you are looking for and throw
an effect on it. Reverse it even. Pick anoth-
er cool sound from the trailer and stick
that sound onto the end of the first one.
Sounds good. Saving it into TREVSCOOIL.-
SOUNDLIBRARY right now under SFX.
Drop it into your session and build it
into your promo.

Time for music. The soundtrack to your
promo. Looking for something kind of
cartooney? Maybe you've written some
great comedy? Try some 60s kitsch like
Esquivel or perhaps the great Carl Stalling.
lise the preview feature on any online
mp3 store, sample a few seconds and
change the tempo and pitch. Excuse me
while | save this into my folder! Rinse
and repeat.

After a few weeks of this, you'll have
your very own sound library for fun and
profit!

Or I'll sell you mine for a great deal.
Haha!
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Last month, Broadcast Dialogue featured what you can expect from the 2008 NAB Show's exhibits
floor. This month, we're taking a look at who'll be appearing and speaking. The NAB Show takes place
April 11-17, 2008 in Las Vegas, with exhibits opening April 14. It is the world’s largest electronic media

show covering the development, management and delivery of content across all mediums.

Anthony Zuiker, the executive pro-
ducer and creator of the CSI tele-
vision franchise, will show how
creative ideas, great talent and a
healthy dose of risk can open
new pathways for existing brands.
With CSI: Crimne Scene Investigation,
Zuiker has mixed traditional tele-
vision with evolving broadband
opportunities 1o create one of the highest-rated franchises
in television history, with all three of the shows (CS!
Miami and CSI New York) regularly appearing in Nielsen's
weekly Top 10 broadcast ratings.

Barry Sonnenfeld, the famed direc-
tor and executive producer, will
present a keynote address during
the NAB Show. Sonnenfeld will
look at changes in film content
and how it is consumed, includ-
ing the kinds of projects that stu
dios are now producing, the im-

: pact of home theatres and the
Internet, and new directiais i, storytelling. Sonnenfeld
has directed a number ot feature filmSuacluding Men in
I_The Addams Family, Addams Farg)alues and

| I

!

i

Bob Barker, the retired host of
CBS game show The Price is Right,
will be inducted into the NAB
Broadcasting lall of Fame during
the Television Luncheon. Barker
retired in June of last year after 35
years as the show’s host. TV
Guide called The Price is Right the
“greatest game show of all time.”
The longest running in TV history, it was also one of the
highest rated daytime shows during Barker’s reign. Barker
has been named twice in the Guinness Book of Work
Records as 1V’s “Most Durable Performer,” with over 3,500
consecutive performances on Truth or Consequences, and
the “Most Generous Host in Television llistory,” for
awarding $55 million in prizes on his various shows.

NATIONAL ASSOCIATION OF BROADCASTE

——=m
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Jason Kilar, CEO of tlulu, an on-
line video joint venture between
NBC Universal and News Corp,
will present a keynote address dis-
cussing the trends and technolo-
gies enticing content providers to
distribute and deliver content as
never before. I'lulu is a free online
video service that streams premi-
um television shows, movies and clips. Via the destination
site I'lulu.com, distribution partner sites and embeddable
video players, Hulu enables extensive distribution online.
Kilar joined !lulu after nearly a decade at Amazon.com
where he was senior vice president, Worldwide Application
Software. During his career at Amazon, Kilar also served as
VP/GM of Amazon's North American media businesses.

Robert Pittman, former Co-COO
of AOL Time Warner, President
and COO of America Online and
founding member of media invest-
ment firm Pilot Group LLC, will
provide the keynote speech during
the NAB Show Radio [.uncheon.
Pittman led the programming con-
tent team that created the MTV
cable network and helped launch the music video indus-
try. M1V Networks became the first profitable cable net-
work group, a status that was held throughout Pittman’s
tenure at M1V. 1le began his career in radio at age 15,
when he worked as an announcer at a Mississippi station.
Pittman moved on to successfully program radio stations
in Pittsburgh, Chicago, and WNBC in New York City, NBC
Radio’s flagship station.
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Charles 0Osgood, anchor of CBS
News Sunday Morning and of CBS
Radio Network's The Osgood File,
will be honored with the NAB
Distinguished Service Award dur-
ing the All Industry Opening Key-
note. Known as CBS News' poet-
in-residence, Charles Osgood has
anchored Sunday Morning, consid-
ered one of the L1.S.A's highest quality television programs,
since 1994.

I'lis radio program, The Osgood File, has been the five-
time recipient of the Washington Journalism Review’s “Best
in the Business Awards.” tle is also a recipient of the Paul
White Award, presented by the Radio-Television News
Directors Association, for lifetime contribution to elec-
tronic journalism. He was inducted into the National
Association of Broadcasters I1all of Fame in 1990.

Larry Lujack, “Lawrence of Chicago,”
will be inducted into the NAB
Broadcasting I'lall of Fame during
the Radio Luncheon. Lujack began
his Chicago radio career in 1967
at WCI'L. Four months later he
went (o WCFL's Top 40 competi-
tor, WLS. Lujack returned to WCFL.
in 1972 and was there for four
years before moving back to WLS where he remained for
11 years before retiring in 1987. In 2000, Lujack came out
of retirement and spent six more years on the Chicago air-
waves. 1lailed as one of Chicago’s most renowned radio
personalities, Lujack has been inducted into both the
[llinois Broadcasters Association’s [lall of Fame and the
Radio 1lall of Fame.
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Mark Shapiro, a veteran of the TV
industry and now president and
chief executive officer of Six Flags,
will present a keynote address ‘
April 15. In his From Theme Park
to Third Screen, Shapiro is expected
to discuss his newest media ven- |
ture, Six Flags Media Networks.
The interactive media solution

Carlton Cuse and Damon Lindelof,
the executive producers of ABC's
megahit series Lost, will discuss
challenges associated with creat-
ing a distinctly original television
program, along with their vision
for delivering compelling pro-
gram content to increasingly
mobile audiences. An immediate

ratings hit following its debut in
September 2004, Lost tracks the
lives of an ensemble cast of sur-
vivors of a plane crash on a mys-

will allow advertisers to reach a captive audience by intro-
ducing new content, innovative technologies and experien-
tial marketing opportunities. Shapiro is also spearheading
Six Flags’ acquisition of Dick Clark Productions. )

- = S e terious island that appears to be
in the South Pacific. Cuse began
= — his career in feature films as a cre-

ative executive before partnering
with feature writer Jeffrey Boam
z 4 with whom he developed the
films Lethal Weapon 2 and 3 and Indiana Jones and the Last
Crusade. In television, Cuse was creator and executive pro-
ducer of the CBS series Nush Bridges and Martial Law. Cuse
also worked as a writer on the NBC TV drama Crime Story.
Wave and Revolutionary Wealth—is Lindelof, prior to Lost, also wrote for CBS" Nash Bridges,
a scheduled speaker. Toffler was | the ABC drama Wasteland, and the MTV anthology series

described by Time magazine as “the standard by which all J Undressed. He has also written and produced for NBC's

subsequent would-be futurists have been measured.” _ Crossing Jordan. ,)

Alvin Toffler, author of Future Shock
—the book that accurately forecast
the disruptive influence on global
economics by transformative in- |
formation and content delivery |
technologies—whose other best-
selling books include The Third l
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CIGY-FM ¢ 97.7 Calgary FM e Eclectic

mix of roots, acoustics and folk

(Rawlco Radio Ltd.) 977
6807 Railway Street SE, Suite 110

Calgary, AB T2H 2V6 Cal aryFM
P: 403-385-4000 Your City. Your Music.
4 www.977calgaryfm.com

Station Manager / PD: Kent Newson

Promotions Director: Marianne Vibert

Sales Manager: Rick Burgess

Launched: March 6, 2008 at 10:00 am

First song played: Who Said You Can’t Go Home by Bon Jovi and
Jennifer Nettles

Rawlco’s new 97.7 Calgary FM (CIGY-FM) has launched what it
describes as an eclectic mix of roots, acoustics and folk. Company
President Pam Leyland said, “One thing became very apparent—
Calgarians’ music choice was not dependent on genre.” Not unique
is the three-person morning show. Unique is that two of the three are
women (Sue Deyell, Jenna Holbrook and Beesley).

CFCO/CFCO-FM ¢ Country 929/630 AM CFCO
Today’s Fresh Country * New Country
(Blackburn Radio Inc.)

117 Keil Dr., PO Box 100

Chatham, ON N7M 5K1

P: 519-352-3000 e F: 519-354-2880

4 www.country929.com

Program Director: Dave Palmer

Launched: March 3, 2008 at 9:00 am

First song played: Play Something Country by Brooks & Dunn
CFCO, in its 80th year of broadcasting, relaunched with a change
from Classic Gold to New Country which is designed to appeal to the
25-54 demo. The relaunch also saw a change in on-air personalities,
with Dave Palmer and Adrian Day doing mornings, George Brooks
middays, Mike Regnier afternoons and Trevor Thompson evenings.

(

CICX-FM ¢ KICX 106 » Country
(Larche Communications Inc.)

7 Progress Dr., PO Box 550

Orillia, ON L3V 6K2

P: 705-326-3511  F: 705-326-1816

4 www.kicx106.com

President: Paul Larche

Launched: March 3, 2008 at 5:30 am

First song played: Famous In A Small Town by Melissa Lambert
With the purchase of CICX-FM by Larche Communications from Rogers
Broadcasting Limited, the format changed from AC to Country, return-
ing to the format of 12 years ago at the station. Carey Moran joins
veteran Jack Latimer in the mornings.
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CICZ-FM « 104.1 The Dock ¢ Classic Hits
(Larche Communications Inc.)

355 Cranston Cres., Box 609

Midland, ON L4R 4L3

P: 705-526-2268 s F: 705-526-3060

4 www.thedockfm.com

Launched: March 3, 2008 at 5:30 am

First song played: It’s Only Rock ‘N Roll (But | Like it) by

The Rolling Stones

“The Dock”, with a classic hits format, is a perfect name and format
for Central Ontario since almost all of the communities served are on
or near water, so says president Paul Larche. The on-air lineup
includes mornings with Roop, Wix & Meg. The station strives to
reflect the communities served with a focus on local news, sports,
weather and community events.

CIQX-FM ¢ XL 103 fm * Greatest Hits
from the 60s, 70s and 80s
(Newcap Inc.)

1110 Centre Street NE, Suite 100

Calgary, AB T2E 2R2

P: 403-271-6366 o F: 403-278-6772

General email: feedback@xI103calgary.com

4 www.x|103calgary.com (little loudspeaker)
General Manager: Stephen Peck

Operations Manager: Murray Brookshaw
Launched: March 3, 2008 at 3:00 pm

First song played: Crocodile Rock by Elton John
The new XL 103 fm is an evolution of the previous california 103. The
station had been operating under a restricted licence which required it
to play a high proportion of unfamiliar music. Based on listeners’ feed-
back, the new XL 103 fm, “Calgary’s Greatest Hits Radio” was born,
playing Calgary’s Greatest Hits from the 60s, 70s, and 80s. The new
XL 103 fm speaks to adults 35+.

Ugan,s 5127

CFAX » C-FAX 1070 » News/Talk
CHBE-FM ¢ KOOL-FM » Hot AC

(CTVglobemedia) [T S

Victoria, BC V8W 2B1

P: 250-386-1070 (CFAX)

P: 250-382-1073 (CHBE-FM)

www.cfax1070.com

www.1073kool.fm Today's Best Music
Moved: March 1, 2008

After close to 30 years at 825 Broughton St., CFAX/CHBE-FM moved
to join A-Channel Victoria.
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CKMH-FM ¢ Rock 105.3 « Rock
(Rogers Broadcasting Limited)

208-1741 Dunmore Rd. SE

Medicine Hat, AB T1A 1Z8

P: 403-548-7581 ¢ F: 403-548-7598

< www.rock1053.ca

GM/GSM: Tony Marsh

PD: Jason Manning

Launched: February 25, 2008 at 1:05:30pm
First song played: For Those About to Rock by AC/DC

Rock 105.3 is the first local rock station and features artists such as
Red Hot Chili Peppers, Nickelback, AC/DC and Tom Petty and the
Heartbreakers. Rock 105.3 is broadcasting from a "boom box" and
trailer beside the Trans Canada Highway. A permanent facility is in
the process of being secured. The station launched without announcers
on its first day. With the addition of Rock 105.3, Rogers now has 12
radio stations in Alberta and 52 stations across the country.

10S5.3

The Hat's Best Rock

CHBD-FM -« Big Dog 92.7 « Country
(Astral Media Radio G.P.)

4303 Albert St., Suite 100

Regina, SK S4S 3Ré6

P: 306-337-2850 ¢ F: 306-359-0931

4 www.bigdog927.com

General Manager: Mike Shannon
APD/MD: Paul O'Neil

GSM: Gary Wilson

Launched: February 20, 2008 at 3:00 pm
First song played: Gone Country by Alan Jackson

Listeners who tuned-in to 92.7 prior to 3 p.m. February 20 were
greeted with the sound of a ticking clock. But when the clock struck
3, Big Dog 92.7 hit the air with Alan jackson's "Gone Country." As
part of its launch, Big Dog played 5,000 consecutive songs over the
20 days leading up to the unveiling of its on-air personalities March
10, coupled with a contest to win §500.

Les idées de ma maison
(Groupe TVA inc.)

1600, boul de Maisonneuve est
Montréal, QC H2L 4P2

P: 514-526-9251 ¢ F: 514-598-2909
http://lesideesdemamaison.canoe.ca/tele
General Manager: Claire Syril

Launched: February 19, 2008 at 6:00 am
First show: Les saveurs d'Emeril (Essence of Emeril)

Les idées de ma maison, TVA's new French-language specialty channel
launched February 19, geared primarily towards women. It's entirely
devoted to decorating, renovation, crafts, cooking, landscaping and
“the art of living”. Shows are produced in Quebec and some also
come from foreign productions. Les idées de ma maison is distributed
on digital television by Videotron, Bell ExpressVu, Star Choice and
Cogeco.

Les idées e de

maison
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BIO
(Rogers Broadcasting Limited)

545 Lakeshore Blvd. W.

Toronto, ON M5V TA3

P: 1-866-260-0033 » F: 416-260-3810
www.thebiographychannel.ca

General Manager: Alain Strati

Launched: February 18, 2008 at 11:00 am
First show: Brigitte Bardot Biography
Launched on Sept. 7, 2001 in Canada, The Biography Channel re-
branded with a new name, look, logo and programming. Bio, the
network for ‘Great People Watching,” focuses on reality programming
ana features newsmakers from around the world.

bio.

THE BIOGRAPHY CHANNEL

S

Cosmopolitan TV
(Corus Entertainment Inc.)
64 Jefferson Ave., Unit 18
Toronto, ON M6K 3H4

P: 416-534-1191
www.cosmotv.ca

EVP/GM Lifestyle, Drama and Movies: Susan Ross

, Launched: February 14, 2008 at 6:00 am ET

B First show: Manhattan Matchmaker

Corus Entertainment, in partnership with Hearst Corporation and
inspired by the world’s bestselling women’s magazine, launched
Cosmopolitan TV on Valentine’s Day. Targeting women 18-34—a
younger demographic than Corus’ W Network—CosmoTV program-
ming runs the gamut from comedy to drama to relationship and real-
ity programming. Like the magazine, the focus is men, sex and
relationships. CosmoTV is available on Bell ExpressVu, Star Choice,
Shaw and MTS. Negotiations with additional carriers are continuing.

COSMOPOLITANTV

CFBK-FM « MOOSE « AC
(Haliburton Broadcasting Group Inc.)
2-15 Main St. E.

Huntsville, ON P1H 2Cé

P: 705-789-4461 ¢ F: 705-789-1269
www.moosefm.com

Station Manager: Sean Connon
Launched: February 4, 2008 at 6:00 am
First song played: New Kid in Town by The Eagles

Witn the sale of CFBK-FM to Haliburton Broadcasting Group, 105.5
More FM was integrated into the MOOSE family. Targeting adults
25-54 with a 60/40 female skew, the station plays AC with a classic
twist. Located in cottage country, the station promises listeners that
they are never longer away from weather forecasts than 15 minutes.

i
MOOSE
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CIKZ-FM » KICX 106 ¢ Country
(Rogers Broadcasting Limited)

305 King St. W., PO Box 936 KI%106.7Fm
Kitchener, ON N2G 4E4

P: 519-743-2611 ¢ F: 519-743-7510
{ www.kix1060nline.com)

PD: Don Kollins

Moved: |an. 31, 2008

With the sale of CIKZ-FM from Larche Communications to Rogers
Broadcasting Limited, CIKZ-FM joined the other Rogers stations in
Kitchener. It was a gradual move since studios were rebuilt to
accompany the new station.

CHLF-TV « TFO

(OTELFO)

21, rue College, 6th Floor

Toronto, ON M4Y 2MS5

P: 416.968.3536

vos_questions@tfo.org

www.tfo.org

Directrice générale: Claudette Paquin

Moved: |anuary 31, 2008

In April of 2007, TfO became independent from The Ontario
Education Communications Authority (TVO) with its own board of
directors. By the end of January 2008, TfO had completed its move
to 21 College St.
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CHVO-FM » KIXX Country FM ¢ Country
(Newcap Inc.)

1 CHVO Dr.

Carbonear, NL ATY TA2

P: 709-596-1560 ¢ F: 709-596-8626

{ www.kixxcountry.ca

PD: Bill Gregory

Launched: January 7 at 5:30 am

First song played: Our Country by John Mellencamp

On january 7, CHVO flipped to 103.9 FM from 560 AM. KIXX Count-y
FM, maintaining its format, has broken away from the VOCM network
and now provides the community with its own newscasts. The 560
signal will be on the air until summer.

Help us celebrate 10 years of serving Canada’s broadcast

community by writing a column for the June edition that
demonstrates your passion about and/or insight of an
industry topic.

If you wish to discuss your idea before pouring your heart
out, give me (Howard Christensen) a call at 705/484-0752.

But work fast! We need YOUR column and hi-res colour
photo by April 15.
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The opening BCAB Golf Tournament will be held at the spectacu-
lar Sandpiper Golf Club, where the scenery is so breath-taking that
playing the course the first time adds strokes to the handicap.
Sandpiper’s layout and easy walk-ability combines brilliantly
with the area’s rugged beauty, creating an unforgettable golf
experience.
This year’s conference has as its theme Innovate
Communicate and will see presentations from
world-class speakers on many of the top-of-mind
topics that engage B.C’s leading broadcasters.

The conference opens with Canadian Para- the
Olympian and wheelchair Silver medalist Kelly bod
Smith, who brings his inspirational belief that “it 55 T
is the choices we make every day that define the life ST fi-2Tell!
we live and the life we can have ...and it all starts 1e'll be the
with believing”. person letting
Leaping forward from there, Jamie Ollivier and delegates know
Bruce Warren of Anton Sledgehammer Creative will where they stand—
take attendees through what we hope will be an en- oAl e Rsres:
lightening presentation entitled Digital Strategies for The challenge of at
470 Ter.’resma( Br‘o’adcasters rmd{ Useerei?emred Content. To tracting and retaining top
S describe Ollivier's and Warren's session in broader terms, talent in today’s competitive
they’ll bring a ton of perspective on how to stay rele- marketplace is something for
vant in the evolving media landscape. which most everyone has some
lLater, look to David Baxter of the Urban Tlutures familiarity. Leslie Keen, a principal
Group to share his insights on the changing demo- of the Knightsbridge Vancouver office,
graphics in the B.C. market. Baxter, one of the most quot- will lead an interactive session on hiring
ed business experts in the country, will present—in his and retaining staff in a low unemployment
usual engaging manner—an easier understanding of the economy. Pay attention, folks. Keen knows
issues broadcasters face and how the challenges can be met. his stuff and has provided consulting services
Tod Maffin, no stranger to the BCAB, will round out the to clients across North America and Europe.
day’s program with The Future of Broadcast News in a YouTiibe If there is anyone who really knows how radio
World. Since his last visit with our association, broadcast works it's Jaye Albright of Albright & O'Malley. She has
news is now being consumed differently than ever, and tech- programmed or consulted some of the most successful
nology has enabled the audience to be the journalists, con- radio stations on this side of the world. One of radio’s
tributing their news stories. most-honoured consultants, Albright—a 40-year broadcast
On Thursday evening, dinner in the Harrison Hot Springs veteran—takes a look at Finding Your True Talent—Making The
Hotel's renowned Copper Room where BCAB delegates and Most Of Your Character To Build Loyalty.
their sign?ﬁcam others can dance the night away to the And Wrapping up the speaker series for this year's BCAB is Bruce
sounds of the famous Jones Boys. Kirby. Kirby, you may know, as host of CBC's NOW: No Opportunity
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