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PUBLISHER’'S NOTE

You'd think that in a world where professionals, the service
industry, bankers and every other organization that deals with
the consumer would be doing their very best to keep cus-
tomers happy.

But hey, guess what. They’re not.

Maybe it's just me. Maybe I'm getting a lot crankier and
harder to please. If so, somebody send a note slappin’ me up-
side the head. Provided you don’t use too many cuss words,
I'll print it in the Letters section.

So, here's the gist of my complaint: Customer Equals Idiot.

Their credo seems to be that a customer is a person who's
wrong, a person whose only “right” is to pay no matter that the service is terrible, the
products inferior, the promises adjustable and the appointments—etched in stone for
the customer—are wildly adjustable by them with, naturally, no notice to the idiot,
um, the customer.

But wait . . . Just so there’s no mistake, I'm not dumping on EVERYBODY. There
are some truly great people at retail outfits and professional services who make a per-
son just want to keep on going back. They're OUTSTANDING.

‘Today, though, because this past week has been a dandy, I'm in high dudgeon.

Get this. On Monday, the 11:30 a.m. appointment with a new optometrist saw me
break a whole bunch of traffic laws to get there on time. What does the receptionist
say? “Oh, she’s running behind by about an hour. Have a seat.” And [ responded, “My
responsibility was to be here by 11:30. What is your responsibility?” Eyes glazed over,
she stared at me as though [ were some kind of twisted soul who had no business ask-
ing questions nevermind actually complaining.

I left.

Tuesday, at the bank, I questioned an item on my statement. | was told that a
microfiche from head office would be necessary to check it out. If I was wrong, [ was
told, there'd be a charge of $5.

“That's alright,” I said, “because I'm sure that if I'm right, you'll credit my account
by $5.”

I didn’t quite earn the idiot look from the banker {(but | knew it was there).
Nonetheless, we agreed that regardless of who was right, there'd be no charge.

Wednesday, | was out for lunch at a local greasy spoon. The food's okay but the
service is marginal. But when I put a $20 bill on the table to cover the $12 check, the
waitperson asked, “Are you gonna need change?”

Did | mention that I'm fed up with the customer-equals-idiot equation?

We now return you to vour regularly scheduled broadcast magazine.
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I, too, applaud Canada's private broad-
casters in overhauling the CAB, a move
long overdue. Like Bill Roberts, though, |
hope there is a thorough review before a
new executive is put in place.

The CAB has sounded like a bunch of
crybabies for far too long. Canada'’s pri-
vate broadcasters have made huge profits
over its long history. Now, like every oth-
er industry, it needs to suck it up in this
rough economy.

The CAB has spent too much time try-
ing to reduce Canadian content on radio
and complained too much about the high
cost of Canadian programs on TV. There
is no shortage of top vocalists and musi-
cians in Canada, many considered the best
in North America. Likewise Canadian TV
programs like: 22 Minutes, Little Mosque,
Corner Gas and others can draw audiences
of over a million.

The airwaves belong to Canadians not
the broadcasters, if you don't like the
CRTC rules then sell out and let others
give it a try.

While you're at it, it's time for the CAB
to stop undermining the CBC. Survey after
survey has shown that well over 70% of
Canadians feel there is a need for the CBC.
You have different mandates, let's get on
with it.

Bill Murphy
Tillsonburg, ON/Sun City, Florida

I just received the March issue of BD
magazine. Absolutely terrific medium you
have developed. There were a lot of famil-
iar faces and names in the articles, and |
enjoyed the read.
Thanks again,
Paul Ryan
President, Sunray Media Inc.
Toronto

What a wonderful tribute to the late lan
Byers in your December/January issue. So
well written. I, too, had a few discussions
with Ian over the years (many years ago
when he was in New Brunswick) by
phone. We never met, but he was a guy
you could never forget. Your article hit
the mark with both humour and sinceri-
ty. Well done!

Ray Zinck

CILS

Yarmouth

The Dreaded RS232

I read Broadcast Dialogue regularly. I'm
a broadcaster, certainly not an engineer-
ing expert... by a long shot. But the title
of your piece on RS232 connections
caught me by surprise. Who could/would
possibly write a three-column article on
RS232 connections? Then | thought, ob-
viously someone who knows something
about them. [ too hate these connections.
And I don’t even know what they are...
or what they do.

It's been two years now that I've been
wrestling with these damn connections
and, as of today, still no success. Perhaps
you might have some magic answers.

I need a decoder box. These things
terminate in the dreaded RS232 plugs. |
guess in the old days engineers would
match the pins, go out and buy relays then
do something with the result. Today, I use
computers. Many of my friends do. Mostly
Macintosh. They have no RS232 ports. |
need to marry a sub-audible tone decoder

via USB to these computers. Is this possi-
ble in the world as we know it today? Or
is this just a dream that may someday be
possible 50 years in the future?

I returned a decoder box last week
as no interface could be figured out.
Yesterday | received a new decoder box
to test, completely pre-wired in a very pro-
fessional way. By professional | mean no
duct tape, no visible glue or scratches...
a thing of beauty. However, the theory of
the wiring is hardly something 1'd be
happy to recommend to others.

From the R§232 comes wires carrying
audio in/out to the pulse wires... and the
mouse cable. Yes, mouse. The mouse is
then plugged into the computer, and the
decoder box issues a left click, right click
or center click.

Great, until | realized I've just lost my
mouse click for actually running the com-
puter. And no I can’t run two mice at the
same time without them doing exactly
the same task.
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Pigttal Medits Systems

O] poLBY|
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I don’t know if the RS232 things car-
ries current, closures, data, or sub-atomic
particles. The question is this... is there
such a thing as a magic box that can allow
this darn RS232 1o plug into, then in turn
exits via a USB plug that doesn't look
like a mouse 1o the computer? A joystick,
foot pedal or aircraft yoke would be fine.

I just don't know how to do it, and 1
haven’t been able to find anyone else (o
do it either. Mind you the fact that I have
no budget for this could be a hindrance
also.

If 1 could find such a magic box I'd
need several of them, for people like me
trying to hook up decoder boxes to their
Macs.

Any tips, ideas, suggestions, free lunch
would be great.

Oh, good article.

Don Andrews
Toronto

Dan Roach’s response:

11i Don:

http://www.blackboxcanada.ca/
Catalog/Category.aspx?cid=308

These guys have some really interest-
ing interface boxes that can be used to
quickly solve some of these problems.
Prices can sometimes seem unreasonable,
but they do have some quick and dirty
solutions.

Hope that helps...

Dan

I really enjoyed AND appreciated Steve
Jones programming piece in the March
edition of Broadcast Dialogue. 1lere the
relationship between sales and program-
ming is a positive one, we have worked
hard to make it that way and it's made us
better all around. As for everyone on staff
thinking they can do the job as well or
better, | grew a thick skin a long time ago.

Listening is a skill, and even when the
comments are a bit nit-picky or personal,
I know they’re paying attention and listen-
ing. And the numbers continue (o grow...
Mile Rose
FM 92.1 & 1380 CKPC
Brantford

I found Steve Jones’ article (Broadcast
Dialogue/March) on what sales needs 1o
know about programming very interest-
ing. | found it a little disturbing, however,
that in this day and age alleged program-
ming and sales conflicts still occur.

Contrary to what Steve may have
encountered, professional account exec-
utives know that clients don't really want
a trivia contest about their business.
Clients who make requests that appal
program directors do so in the absence of
good ideas from radio marketing pros.

Sales professionals recognize that pro
gram directors and clients have exuctly the
same goals... 1o win the hearts and minds
of audiences. Radio account executives
who know their craft, and their craft is
not just getting an order, know how to
present ideas that will win the hearts and
minds of the station’s audience and the
client's prospects.

When client’s make requests that pro-
fessional program directors know would
cause a tune-out factor, it's up to the ac-
count executive to uncover what the client
really wanted to achieve with that request,
than work with programming to develop
a campaign that achieves the objectives
of both parties, the station and the client.

P.S. Sorry if some of your reps don't
behave that way, Steve. Maybe you can
show them this letter.

Wayne Ens
ENS Media Inc.
Lagoon City, ON

Reduce Operating Expenses

TV AUTOMATION

Thank you for Wayne Ens’ insightful piece
in February’s Broadcast Dialogue. As a
new local rep in a big market, your arti-
cle shows me the opportunity in growing
a large book out of small businesses, one
at a time.

lan Hand

KVOS Television

Vancouver

Brilliant! | like it (the digital Broadcast
Dialogue). That's a very good innovation.
| tried it and it works fine for me and
very self-explanatory. | wish we had such
solution for our company magazine. So,
as far as I'm concerned, you can now
stop sending me the printed magazine
and instead forward me the link for the
web-based digital version.

Jens Stockmann

Rohde & Schwarz Gmbll

& Co.KG

Berlin

I look forward to receiving the digital
edition in the future. For the record, it is
one of the neatest digital magazines | have
seen, much better than the TVT or BE
versions. I'm not sure what software they
use, but this software is better. | especial-
ly like how the pages turn!

Kevin Ennmnott

Calrec Audio Ltd.

[ lebden Bridge, England

I know | should pick the digital version
but 1 really like to have the print copy! I'll
keep the print copy please. Many thanks
—and might | add you folks are doing a
great job.

Dan laylor

CTV Neuws

Toronto

I have to say I'm an old-fashioned kind

of guy who much prefers leafing through

a magazine than navigating websites.
Randy McKeen
CEXY-FM/CKI11)-FM/CIBX-FM
Fredericton

As much as some incredible technology
has swallowed us up, | really appreciate
the actual magazine to hold in my hands
and read in the (raditional way, usually
far away from a computer. So, that would
be one for the print copy. Thanks for
everything.

Dan McAllister

The Zone/The Q

Victoria
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Doing the right thing

Companies today are under intense

pressure at all levels. From the

boardroom to the shipping room,

everyone is feeling the heat.

Managers are being asked 1o add more market share and profits despite being in
the midst of an economic downturn of historic proportions. Meanwhile, most
employees are in danger of getting group whiplash as they collectively shake their
heads at bosses who want more production on more projects with diminished
resources and tighter timelines.

And in the middle of all of this chaotic and frenzied movement, boards are
looking on in dismay as they realize that the earlier headier times had masked what
the current climate is quickly revealing—we have organizations with an abundance
of managers but a frightening shortage of leaders.

Warren Bennis, arguably our most knowledgeable abserver on the topic of lead-
ership today, helped us understand long ago that Managers Do Things Right but
Leaders Do the Right Thing. And today, more than ever, we need people at all levels
of the organization who are doing the right thing,

Leadership is a funny thing; you can’t touch it, you can’t smell it or taste it but
you sure know it and feel it when you see it, and people are desperate for it. For the
proof on that just visit your favourite book store and look at all of the titles on
leadership.

BY RON BREMNER

| believe that leadership is not only about getting the job
done and doing the right thing, but that it's something more
basic. It's not just what we do or what we say. It's more

about what we are.

How we lead or rather, in most cases, how we don’t lead
is a key determinant in the eventual and on-going success or

failure of our organization.

with all of the challenges in today’s workplace we simply
can’t afford not to be developing leaders at every level. We
need strong leadership in each and every department, in all
areas of the enterprise. We can't rely on one or two people at
the top. Everyone needs to lead in their own unique way.

More than ever, we need people to take ownership of
their jobs, their careers and their lives. People need to go to
work each day, look at the company and pretend that it's
theirs. They need to treat every dollar as if it were their own
capital. They need Lo make decisions as if their life savings
weve wrapped up in the company. They need to start using
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Doing the right thing means taking the
time to do the little things that make
people feel special and important.

something that is in short supply these days—good old com-
mon sense. As Bennis suggests, they simply need to do the right
thing.

What does that mean?

Doing the right thing means taking the time to do the little
things that make people feel special and important.

Doing the right thing means making a big deal out of peo-
ple. It means going out of your way to catch people doing things
right, not looking for people doing things wrong. It means tak-
ing the time to say thank you, time and again, to people through-
out the organization who are trying, people who are making an
effort.

Recognize that effort. Let them know that it hasn’t gone
unnoticed. That doesn't mean sending an e-mail. It means tak-
ing the time to get out of your chair, leave your desk and find
that person and look him/her in the eye and say—face-to-face
—how much you appreciate their efforts and what that effort
means to you and the company.
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Doing the right thing means taking the time to write notes
to people to recognize special things that they are doing.

Someone taught me years ago that a note sent to the house
has tremendous impact because people read it and share it with
the important people in their lives. Usually that person is the
one who eats alone when he’s working late or comes in on the
weekend to finish a project. It's not a big thing and it doesn’t
take a lot of time to do, but it shows that you care and it shows
appreciation.

And everyone likes to be appreciated and recognized.

Doing the right thing means taking the time to get to know
your co-workers as people—their aspirations, frustrations,
hopes and ambitions. Getting to know them helps you connect
with them and it helps you understand what motivates them
and what frustrates them.

We spend more time with our work family than we do our
family at home, yet we know precious little about them. Find
ways to get people together, to get people communicating and
sharing ideas.

It pays big dividends and, again, it's the right thing to do.

Doing the right thing as a leadership group means spend-
ing as much time strategizing and talking about your people as
you do projects. Reason? Without the solid support and engage-
ment of your people it's doubtful that your projects will end up
the way you'd like. Talk about people issues and spend time on
them.

During these economically challenging times people are
scared, not sure if they’ll have a job tomorrow. They're not sure
where they fit in. They see the workplace changing before their
eyes and they worry about their ability to keep up. Making

When it comes to your
digital content workflow, one
company gives you the

people a priority takes time and effort, but the rewards are
worth it.

Sure, some will drive you crazy. Many will frustrate you. But
when you see people making personal breakthroughs by grow-
ing and stretching, contributing and making a difference—being
the best they can be—the feeling of exhilaration will be well
worth the effort.

And there are many, many more ways to do the right thing,
not the least of which is attitude. Doing the right thing needs
to be a goal and objective in and of itself. If you have ulterior
motives and/or you're merely looking for a quick performance
boost from the troops, your efforts will be for naught. People
sense when you're insincere. You can't fake it. You have to
believe in your heart and mind that connecting, inspiring,
motivating and getting closer to your people is simply the right
thing to do.

To be effective, you need to live it, breathe it and believe it.
It has to be flowing in your veins. It has to be part of your
make-up. You can't afford to wait. Get going now.

After all, it's the right thing to do.

Ron Bremner is a member of the Canadian Broadcast Hall of Fame
and was formerly President of CKNW/CFMI-FM Vancouver and
President/CEQ of BCTV Vancouver before spending five years as
President/CEQ of the NHL Calgary Flames. He recently served as
Chairman/CEOQ of Professional Sports Publications in New York City
and now operates Gold Medal Consulting Group in King City,
Ontario. He is a much sought after public speaker and consults to a
number of companies on leadership, management and customer
service. He may be reached by e-mail at gold.medal@sympatico.ca.

Only Omneon delivers a complete content platform optimized for your digital content workflows. Our comprehensive portfolio
of media servers, active storage and applications accelerate your workflow — eliminating bottlenecks and improving efficiencies.
And Omneon's heritage of innovation and commitment to service is unmatched across the industry. If you're looking for a
scalable, flexible and reliable digital content platform, the choice is clear: Trust Omneon.

www.majortech.com

Majortech (905) 873-0778

—=.OMNEON

Active Storage for Digital Content
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TREVOR SHAND

Keep being crazy

N ith the economy in crisis and
W loads of people losing their jobs
due to restructuring and cut-

backs, it's easy to get caught up in the
craziness of it all. It’s also easy to lose your
inspiration and creative spark.

These days, especially as a new father
sustained by a liquid diet of energy drinks,
| find that when [ stop shaking long
enough from the caffeine to actually
concentrate in my studio | realize the
extra hurdles when it comes to working
yourself up to create. Nothing to tap into
but uncertainty and uneasiness.

A lot of us, sitting out there in voca-
tions in all sorts of industries, are being
stifled by the unknown. After sitting at
my desk, coming off of that sweet tau-
rine and ginseng high, | realized that this
is pretty much the same thing as refusing
to go outside for fear of being hit by a
car. It's absolutely ridiculous.

The perfect creative environment is
rich with confidence and a devil-may-care
attitude. In these hard, challenging times,
maintaining that headspace isn't always
easy. Here are a couple of suggestions that
have worked for me lately.

When you leave the studio, LEAVE the
studio. Simply get a life outside of your
soundproofed little cave. When you don't
have to be there, get out of there. Hang
with your production buds from work,
but leave the shoptalk for back at the sta-
tion. Go and see movies, check out con-
certs, get excited about stuff that has
nothing to do with your life at the radio
station. Get out there and SOAK IT UP!
Take everything in.

Too many producers I know basically

Birde Marketing Inc.
Florical Systems
Fujinon Inc.

Harris Corporation,

LIVE in their studios. Isn't that kind of
like writing a movie script about Queen
Elizabeth, or someone, without doing
the research?

To keep that passion for the craft going
during difficult times, it's important that
your work has a soul. The soul of your
work is what it’s all about for your listen-
er. If you don't have that you have noth
ing. The old saying, “you are what you
eat” applies very much to what we do.

If you let this one slide, you end up
with the tech part of radio production.
This is where staleness can set in. Then
you REALLY feel like you are simply going
through the motions. Everything you do
starts sounding the same and you might
start losing confidence about your art,
then your gig, etc. Just remember, you
are in that job because of your creative
talents.

Anyone, and | mean ANYONE, can
pull off the technical side of radio pro-
duction. It’s the other stuff that brings it
to life. But first of all you have to make
sure you get a life. Your listener has no
idea what tweaking a filter is ... and they
don’t care.

Spend more time outside the studio
and your writing will benefit... because
you'll actually have stuff to write about.

I always find myself going back to
past conversations [ have had with friends
when approaching a new promo or imag-
ing piece. The first thing | always think
about when [ want to add humour to my
production, is “what have my friends and
my wife and I actuatly LAUGHED at late-
ly?”. Could be a scene from a movie, a
funny voice someone did, a witty one-

liner your buddy made that had the
whole group in stitches.

Bring that real tife stuff into your pro-
duction. Find a way to incorporate it.

A recent example of this from my stu-
dio is a promo ! did for "Cocktails with
Coldplay”. I don’t know about you, but
the first thing that pops into my mind
when | hear the word “cocktail” is snooty
rich dudes. Not sure why. Not just ran-
dom snooty rich dudes, but three dudes
my friends at the station came up with as
an excuse to do a silly rich-guy voice we
made up.

I got together with them and concep-
tualized the whole promo within five
minutes, by just riffing off of each other.
I remembered the moments in our
improv where we laughed the most, and
wrote those lines into the promo.

| basically put these guys backstage
with Coldplay, just to have their party
crashed by some over-the-top rocker
types. It was a fun day at the studio.
Something we ALL need more of right
now.

Keep bein’ crazy.

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

This edition is broughl o you by:

Incospec Communications Inc.
Linear Systems Ltd.

Omneon Video Networks

Pippin Technical Service Ltd.

Broadcast Communications

RCS Canada Ltd.
Rohde & Schwarz Canada Inc.

S. W, Davis Broadcast
Technical Services Ltd.

Sonotechnique PJL Inc.

Consider these companices first for line produacts and senvices

12

BROADCAST DIALOGUE—The Voice of Broadcasting in Canada MAY 2009



Apart

from the madding crowd

T uring periods of economic uncertainty, rounds of lay-
| 'offs occur, and professionals are consumed with think-
A ing about whether or not they are going to lose their
jobs. After all, there are bills to pay and families to feed.

But is it worth the stress to worry about something that may or
may not happen? After all, 92% of all worries have no substance.

Here is the inside scoop on worrying from Lead the Field by
Earl Nightingale:

* 40% of the things people worry about will never occur
e 30% are in the past and cannot be changed

* 12% are needless worry over health

e 10% are petty, miscellaneous worries

* Only eight percent of all worries are legitimate.

A recession is a time to build capacity and strength, so how
about honing your skills and improving your life. To attain any
level of success,upiofessionals have to master certain skills.
Essential tools tripped-down toolkit of life include:

roblen decision-making skills

Prohlem-solving and Decision-making Skills:

It is virtually impossible to rise to the executive
ranks without solid problem-solving and decision-
making skills, which go hand-in-hand. For profes-
sionals who lack these critical skills, the good
news is that they are teachable.

When facing a problem or decision, a simple
model to use includes these steps:
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e Define the problem or decision to be made

e Collect detailed and reliable information, then analyze it
e Formulate possible solutions

e Evaluate the quality of each solution

e Choose a solution

e Solve the problem or implement the decision

e Test the solution.

Idea-Generation Skills:
Generating and implementing great ideas at work could
make a difference when it comes to downsizing because you
are perceived as being more valuable.
Graham Wallas, known for a popular creativity model, sug-
gests that you:
a) Gather information on the topic.
b) Take a break and do something different.
¢) When you least expect it, you have a sudden flash of insight
where the new idea surfaces.

BY AVIL BECKFORD




d) The great idea that surfaces could be implemented the way
you conceived it, or you may have to refine it.

An Integrated Life:

In an uncertain economy, there is always talk of doing more
with less. To prevent stress, focus on integrating both work and
non-work activities based on what is important to you at any
moment.

Intellectual Power:

As an aspiring leader, how can you stand apart from the
crowd? What knowledge is required for you to succeed at work?
What topics are you interested in? What are you passionate
about?

To develop the intellectual power required to respond with
agility to opportunities and challenges in the workplace requires
stretching and developing the mind. One of the fastest ways to
do so is by reading, and not just any reading but reading that
provokes thought.

Verbal Power:

An extensive vocabulary pays!

Over two decades, the Johnson O’'Connor Research
Foundation (www.jocrf.org) tested thousands of Americans
and found that in nearly all cases vocabulary correlated with
executive level and income.

The Buddy System:
Support systems are critical for anyone wanting great
accomplishments.

Your complete solution.

The R&S*DVMA4A00 — real-time hardware decoder
in a full-featured MPEG analyzer.

Develop a support network of about four people to talk
about what is important to each member and where you would
like to see yourselves in five years. How do you fill the gap
between where you are to where you want to be? What courses
should you take? What books should you read?

Make a decision! When members take a course or read a
book they should write summaries and teach the concepts to
other members to significantly lessen the learning curve for
each member.

The Signature:

What are you known for? Or more importantly, what do
you want to be known for?

Evervone excels at something; the trick is to know what that
something is. Develop that one thing which becomes your
signature. In no time you will become the go-to person when-
ever that one thing is needed.

These seven tools do not
guarantee that you will be pro-
tected from layoffs, but they will
make you more indispensable
in the workplace and set you
apart from the madding crowd.

Avil Beckford is President of
Ambeck Enterprise, a Toronto-
based consulting firm. She may
be contacted by e-mail at
avil.beckford@ambeck.com.

The R&S DVMA400 lets you do it all. It'sa TS
! _analyzer, recorder, apd player, now with BF
interfaces and real-time hardware decoding.
It gives you:
. In-Depth Analysis on MPEG 2 and H.264 Streams
e Detection of virtually all possible errors
e RF and GigE interfaces
e Extensive video and audio buffer analysis
* Detailed analysis of all DVB-H specific
characteristics
| e Hardware and software decoding of all
MPEG-2 and H.264 coded HDTV
| e Triggered error recording and Template
Analysis.

i

Rohde & Schwarz Canada Inc.

750 Palladium Drive, Suite 102

Ottawa, ON K2V 1C7

Phone: {613) 592-8000 * Fax: (613) 592-8009
[ Toll Free: (877) 438-2880

R&S*OVMA400 Digital Video Measurement System

www.rohde-schwarz.com

ROHDE&SCHWARZ H

TORRE-SCAWATZ.CUM/UDA * 1-D00~-03 /=07 /¢

2007 Emmy* award, monitoring,

compliance standards for A[SC
transport streams ,
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right entertaining. CNBC's Santelli

chickens out and doesn’t show up on
jon Stewart's Daily Show. Stewart skewers
CNBC so badly Santelli wishes he'd made
the trip if only to defend his network.

Stewart, out of character, is genuinely
upset at these guys and holds nothing
back graphically illustrating through
words and pictures just how wrong the
so-called financial journalists got it and
the role they played in today's economic
disaster.

Then Kramer, a CNBC host, decides
he’s man enough to sit across from the
still angry Stewart only to eat humble
pie. It couldn’t have been scripted any
better if it was fiction. Sadly, it all reflect-
ed real life.

As the cable services warred over who
is to blame (besides the "greedy Wall
Street financial barons”) for the decline
of the financial system, PBS brings for-
ward their own pundits, including
William Cohan author of House of Cards:
A Tale of Iubris and Wretched Hubris on
Wall Street.

Cohan is a unique beast in that he is
a former Wall Street guy turned journal-
ist who knows the story from the inside
out. He's also an articulate, reassuringly

l fit wasn't so scary it would be down-

NANCY SMITH

Media and the meltdown

calm man who bears little resemblance
to the slick or shrill commentators on
CNBC, or the provocateurs on Comedy
Central.

Cohan knows that there is real money
to be made by a writer who understands
the complexities of the global financial
meltdown and can communicate why
and how it happened.

According to Cohan and Stewart,
many broadcasters (and other journal:
ists) are complicit in the financial mess.
They point to the fact that media outlets
(particularly CNBC) are guilty of: lobbing
softball questions at the money men who
were playing fast and loose with share-
holder's money; touting stocks that on
closer examination would have proven
1o be risky; helping to drive the hysteria
of “buy, buy, buy” and then the paralysis
of “fear, fear, fear”. But most of all, they
charge the financial media of turning
business into a spectator sport complete
with losers and winners and paparazzi,
elevating money to a “god-like” position
and not holding the bankers—who
Cohan says were “looting the system”—
accountable.

According to Cohan, “people are very
simple and rewards determine behaviour
and ultimately outcome. The more rev-
enue they brought in and the more busi-
ness they wrote, the more they made. The
motivation to write new business, even
if it was risky, outperformed any other
obligations.

“As companies became public the sit-
uation was amplified because much of
the risk was taken away from the key
players. They used other people’s (share-
holders’) money to finance their own
earnings and got paid no matter what
the stock did, through generous salary
and bonuses”. And for years they had the
added advantage of being able to elevate
stock value, albeit on shaky foundations,
SO it was a win, win.

As in any fine drama, personalities
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drove the media stories during the hey-
day of the stock market and then again
after the meltdown. Anyone who was
watching closely knew that some of the
lead guys were too busy playing to mind
the store. Three out of the top five exec-
utives at Bear Stearns were world-class
bridge players (Cohan says they were
hired for their bridge rather than finan-
cial prowess).

Bear Stearns became what Cohan calls
“a manufacturing plant for mortgage-
backed securities used as collateral for
the overnight financing market”. By build-
ing the company this way, Bear Stearns
(and other businesses) were all just 24
hours away from a funding crisis, but
Cohan says no one looked closely
enough (o expose it.

And, he says they're still lying to the
media when they suggest that they were
hit by a large and unexpected tsunami.
Cohan says these guys created the prob-
lem by concentrating on the fixed income
division because it resulted in such huge
compensation at the senior level. They
were never going (o change it, even if it
was a risky business, because it paid them
oo weli.

Cohan says that nobody with any
real power chronicled the transition of
bankers from stable, secure conservative
individuals to “creative” financiers whose
only real innovation was ATM machines.

And there still doesn’t seem to be a
broadcaster other than jon Stewart and
Comedy Central who has the will to real-
ly take them on even now. And that just
seems like bad business to me.

Nancy Smith is chair/CEO of NextMedia, a
Toronto-based business consulting and
marketing company. She may be reached
by phone at (905) 468-7774 or by e-mail at
nsmith@nextmediacompany.com.
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STEPHANIE MacKENDRICK

Bye-bye blather,

hello empathy

t's amazing what your average world-

wide financial catastrophe can accom-

plish by way of a collective attitude
adjustment.

In good times we have seen that, in
competing for ever-higher quarterly re-
sults and feeding the voracious share-
holder appetite for quick returns, that
many companies also played hard with
obscene executive compensation, lavish
events and other forms of wretched ex-
cess. We saw this to be especially true on
Wall Street, where over the top lifestyle
and conspicuous consumption was the
order of the day.

Social responsibility, while gaining
some momentum, was in t0o many quar-
ters viewed as merely a drag on the bot-
tom line, mostly just blather. The good
will and sweat of employees, not corpo-
rate motivation or support, seems all too
often to have been the driving force be-
hind much of the social responsibility
we've seen to date.

Some sectors have been worse than
others.

However, | would argue strenuously
that the media sector is not one of the
offenders. In fact, our industry has long
been very successful at combining com-
munity service with business. Radio and
TV stations, newspapers and the like have
consistently given back to the communi-
ty, knowing that supporting its people
and programs builds a stronger market
from which to extract future business.

You could argue that this is nothing
new, that social responsibility has always
been an important, if neglected, part of
business. It is clear that dramatic inter-
vention by all parties is now needed to
break the vicious cycle of lack of con-
sumer confidence causing lower results,
which result in plummeting stocks that
undermine consumer confidence and on
and on.

It's not a question of making like an
ostrich and filtering out all the bad stuff,
but of using existing resources to bolster
the greater good.

There is an excellent example of just
such a campaign. Although I'm sure there
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are others doing similar things, the well-
thought out, responsible and constructive
response to the current financial crisis ini-
tiated by Corus Radio caught my atten-
tion. The campaign features a series of
positive public service announcements
as counterbalance to the relentless doom
and gloom, fostering a lightening of
mood that will be crucial to the return of
consumer confidence.

The PSAs encourage listeners to make
the purchases they have been thinking
about—Ilike buying a car—while provid-
ing sound reasoning and facts to support
the notion. They also encourage buying
locally as a further balm to the hand that
feeds. All of this is smart business and
speaks to strong leadership that faces chal-
lenges with creativity and resolve.

Another potential positive by-product
of the crisis may be a reduction in the
labyrinthine, jargon-filled doublespeak
that too often masquerades as commu-
nication in business circles (and certain-
ly in the land of Dilbert).

The Globe and Mail reported in March
that the public is displaying a disastrous-
ly low level of trust in businesses and
their leaders. According to the president
of Edelman Public Relations, Richard
Edelman, there is "zero room for spin”.
He says winning back the trust of con-
sumers will require a broadening of the
“narrow focus on shareholder values... to-
ward a broader class of stakeholders that
include employees and communities.”

Lip service and passive charitable
donations will no longer cut it, he says.

Also intriguing was the invitation [
received from the Rotman School of
Business at the University of Toronto to
an event featuring Dev Patnaik, the author
of Wired to Care: How Companies Prosper
When They Create Widespread Empathy.
The adjunct professor at Stanford
University makes a compelling argu-
ment that the next wave of economic
prosperity will be enjoyed by companies
that can create empathy on a wide scale.

He argues that companies will

“prosper when they tap into a power that
every one of us already has—the ability to
reach outside ourselves and connect with
other people”. Ethical behaviour demands
that you "walk in another person's shoes”
and thus empathy is an essential ingredi-
ent to a remediated business morality, far
more important than rules and regula-
tions that can be skirted by enthusiastic
subversion.

The collapse of equity markets and
the decimation of leading companies is a
brutally painful sort of wake-up call. But
if more individuals and organizations put
their focus on the balanced and positive
kind of efforts being made by Corus and
others, the road back might be a lot
shorter.

Not to mention more pleasant.

Stephanie MacKendrick is President of
Canadian Women in Communications. She
may be reached at mackend@cwc-afc.com
or (416) 363-1880, extension 302.
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ANDREW CARDOZO

ould this be the revolution that the
Internet has been waiting for?

Television and newspaper companies
are in trouble as never before. Trouble
that has been brewing for some time and
the global financial crisis is turning their
woes into a perfect storm. The heat is on
to do something... but what?

The challenge for traditional media is
that the Internet has the potential to be a
“replacement” technology rather than a
complimentary one.

When radio was invented some feared
it would replace newspapers. It didn't.

When television came along some
feared it would replace radio. It didn't.

But while the Internet was a compli-
mentary media for the first few years of
its life, it is increasingly becoming a re-
placement technology—at least for an in-
creasing number of people. Mostly young
people? The folks who will be old people
in the near future aren’t going to abandon
the Internet as they age.

But the challenges are more than
about young people using the Internet.
It's people of all ages using a range of
new technologies.

So what has been happening in recent
years? For the newspaper industry the
Internet has been eating its lunch.
Advertising has been migrating from
newspapers to the net, real estate ads
perhaps most prominently. Instead of a
column inch in a newspaper, you can get

a virtual tour on the Internet with pages
of information and pictures galore.

As the efficiency of Internet has been
growing, the technology to narrowcast
your message to identifiable target groups
has been growing and the cost to do so
has been decreasing. Broadcasting your
message to more people than your target
audience becomes unnecessary. And that's
the crux of the problem facing mass media.

Narrowcasting and targeting is be-
coming the name of the game. Instead of
mass news magazines there is a plethora
of special interest magazines, each with
web presence. And then there are the
thousands of web-only publications.

As people want more of their news
instantly via the Internet, the prospect of
selling newspapers and getting paid
advertising becomes bleaker.

As an increasing amount of broad-
cast media—radio and film content—
can be downloaded from websites, the
argument for advertisers to pay broad-
casters becomes weaker.

The idea that the CRTC's model of
regulating the networks is “broken” seems
trite. It's much bigger than that. For the
CRTC to grant the networks a little more
money may only be a temporary stop gap.

As an aside, what the CRTC really
needs to do is to open up the commercial
deals between broadcasters and distribu-
tors. Virtually everything else about the
finances in broadcasting is public, we have

Choose the most capable team for your

Conversion to DTV
Low & High Power / VHF & UHF

'\ Ixcera.

Your Expert Partners for Effective RF Transmission Solutions
Toll free: 1 800 363-0800 - Montreal - Canada - www.incospec.com
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no idea whether the deals are fair or not

and whether more money can be provid-
ed to network broadcasters without hav-
ing to pass charges on to the consumers.
It's time consumers got an itemized bill
from their cable or satellite company.

This is the picture of the last three to
five years. Then along comes the global
financial crisis and the recession—it’s
like a tsunami on top of global warming.
Maybe we'll end up losing a lot of
Canadian content, maybe we'll end up
with new local models with more
Cancon. Maybe we’ll end up with one
monopoly of dailies, or no dailies at all,
or with only locally-owned newspapers.

The steady wicket in all this is the
Internet, even though the business case
for running lucrative outlets is only show-
ing up in fits and starts, When it comes
to broadcast content, the only limit the
Internet faces is with bandwidth. As
Internet service providers—and govern-
ments—increase the pipelines, and net
neutrality takes hold, new media will
continue to grow.

Heritage Minister James Moore’s move
to create a new unified Canada Media
Fund, replacing the separately-run televi-
sion and new media funds, is a step in
the right direction which acknowledges
the need for a more comprehensive and
multi-platform approach to Canadian
content production.

What Parliament and government
need to do is up in the air. It's a serious
Canadian and global challenge. While the
analysis of the problem is easy, finding the
solutions is a mug’s game. A Parliamentary
committee is a good attempt.

Andrew Cardozo, a CRTC Commissioner
from 1997 through 2003, chairs the New
Canada Institute. He may be reached by
e-mail at andrew.cardozo@sympatico.ca.
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Launches & Makeovers

CFRK-FM + 92.3 FRED FM ...
Fredericton’s Greatest Hits
Greatest Hits

(Newcap Inc.)

77 Westmorland St., Suite 400
Fredericton NB E3B 673

P: 506-455-0923 » F: 506-455-3602
info@fredfm.ca

4 www.fredfm.ca

GM: Hilary Montbourquette

Launched: March 30, 2009 at 12:01 am

CHUM e+ CP24 Radio1050 * News
(CTV Limited)

1331 Yonge St.

Toronto ON M4T 1Y1

P: 416-925-6666

< www.cp24.com

VP CP24: Bob Mclaughlin
VP/CM CP 24 Radio: Bill Bodnarchuk
Launched: March 26, 2009 at 5:00 am

299 Queen St. W.
Toronto ON M5V 275
P: 416-591-5757

CFEP-FM + 105.9 SEASIDE-FM
Easy Listening

(Seaside Broadcasting)

PO Box 196

Eastern Passage NS B3G 1M5

P: 902-469-9231 e F: 902-463-1935
seasidefm@ns.sympatico.ca

¢ www.seasidefm.com

GM/PD: Wayne Harrett

CKFU-FM + 100.1 Moose FM
Country

(663975 B.C. Ltd.)

10423-101 Avenue

Fort St. John BC V1] 2B7

P: 250-787-7100 » F: 250-263-9749
reception@moosefm.ca

¢ www.moosefm.ca

President/GM: Russ Beerling

CFWE-FM * CFWE The Native
Perspective ¢ Country/Aboriginal
(Aboriginal Multi-Media Society (AMMSA})
13245-146 Street

Edmonton AB T5L 4S8

P: 780-447-2393 o F: 780-454-2820
info@cfweradio.ca

4 www.cfweradio.ca

CEO: Bert Crowfoot

Moving from Classic Rock to Greatest Hits, GM Hilary
Montbourquette says that among changes, is a unique
music position, an entertaining, compelling, relevant and
local morning show and target-specific local content. FRED FM
plays the greatest hits of the 60s, 70s and 80s, helping to
“Wake up Fredericton”. FRED FM, says Montbourquette,
reflects the issues and lifestyles that matter to Fredericton,
positive and upbeat content ABOUT the people who live and
work in Fredericton and area.

On May 27th 1957, the late Allan Waters, backed by a
bunch of crazy deejays and the rest of the CHUM radio
family, turned 1050 CHUM into Canada’s first 24-hour Top
Forty radio station. On March 26 another first: CP24
extended its brand within the GTA with the launch of CP24
Radio 1050, broadening the reach of specialty channel
CP24 local news coverage further by offering 24-hour news
content on a new platform. Following the mantra “we’re
always with you,” viewers can watch CP24 on TV, listen on
the radio and follow along online at ¢p24.com.

Launched: March 13, 2009 at 4:00 pm

Easy Listening Community station SEASIDE-FM (CFEP-FM)
moved from 94.7 to 105.9 March 13, 2009. Up until then,
many Metro Halifax/Dartmouth residents had only been
able to pick up Seaside FM’s signal on their car radios.
Aimed at mature adults, the station has been nominated
four times for Radio Station of the Year by the East Coast
Music Association.

Launched: March 12, 2009 at 7:00 am

First song played: How do you like me now? by Toby
Keith

For one and a-half days leading up to the format switch,
listeners heard only that the station was under construction.
At 7 a.m. March 12, Moose FM Morning Personality Kelly
Doiron "threw the switch” that saw MOOSE FM move to
Country from 80s.90s.whatever!!!

CFWE—"The Native Perspective”—expanded its broadcasting
area to include Fort McMurray at 94.5 FM. Programming
continues to be broadcast from Edmonton. Although the
format is mostly Country, the station says music goes all
over the map. The Aboriginal Multi-Media Society is non-
profit, with the goal of providing culturally relevant
programming to the aboriginal people of Fort McMurray.
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Mike Shanren, Astral Media Radio Regina and Hilary
Montbourquette, Newcap New Brunswickh, Viancton/Frzdericton

Gary Greenway, iNoXl
Associates, Toromito

ott1ze and Dave Dalvert, Rogers Radio ‘Ioronto

TFaul Ski, Rogers Radio

:
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Damon Papudopodos and Craig Gear,
Roge=s Radio Toronto :
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Faj Dhami and Bill Halman, Mark Wreggett, Evanov Radi> Toronto; Jeremy Slattery, Evanov Radio Halifax;
CJXX-FM. Grande Frairie Pau’ Evanov, Evanov Radio Yoronto; and, Dan Barton, Evanov Radio Halifax

Images from
Canadian
Music Week
and The
Crystal

Awards 4

Nelson Millman, The Fan 590 Toronto

Rob Tarrv, Rethink, Vancouver and Gary Belgrave, Josh Greenwcy and Jay Helmus, Rogers Radio Toronto
Rradio Marketing Bureau, Toronto
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GARY BELGRAVE

Know your audience

ing has changed profoundly
from a “brand centric” model to
a “consumer centric” model.

The concept of a brand as the centre
of the universe began to fall out of favour
when consumers increased control of
their media consumption and ability 1o
access information. The Internet plays a
significant role in empowering the con-
sumer. [t is always on, therefore con-
sumers can easily access information
and seek out new opportunities.

Increasing media options place
demands on the media channels for
increased accountability; advertisers are
looking to connect with consumers uti-
lizing vehicles that are relevant and
measurable. Additionally, the fragmenta-
tion of media and increased consumer
distraction has made it difficult for an
advertiser to capture the full attention of
consumers via a single medium.

Where am | going with this?

I recently attended two events that
re-enforced the consumer-centric ap-
proach. The most recent was the 2009
Radio Advertising Bureau conference in
Orlando, Florida. Here is a sample of the
many breakout sessions offered at the
conference; Killer Multi-Touchpoint
Campaigns, Navigating Through A
Challenging Consumer And Economic
Environment, Living In A Multicultural,
Multitasking World, Connecting With
Advertisers And Their Consumers. You
get the idea.

The second event was completely dif-
ferent, but illustrates the value of a con-
sumer-centric attitude. We participated in
Festival and Events Ontario’s annual con-
ference, delivering a presentation on the
value of radio in a session titled Main-
stream Media—More Relevant Than Ever.
Colleagues representing other mainstream
media were on board as well.

(‘") ver the past few decades market-
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Our RMB presentation focused on
the benefits of radio for event promoters
utilizing an actual event, the Lanark
Village Orchid Festival, as an example.
The presentation focused on the people
most likely to attend the event—garden-
ers, the majority of whom are women 45
years of age or older.

Event promoters typically work with
a modest budget that must deliver aware-
ness of their event quickly and efficient-
ly. With that in mind we focused on the
following benefits:

* llow radio’s local nature concentrates
marketing efforts where they are need-
ed—a radio coverage map was used o
illustrate this point.

e How to get the most for the marketing
dollar by selecting station formats with
a high composition of event atten-
dees; women 45 years of age or older.

¢ How radio complements other com-
ponents in your event marketing cam-
paign. In this case, we focused on
radio’s ability to drive listeners to the
Lanark County tourist association
website to learn more about the
orchid festival.

Most of the data was easily accessed
from industry databases such as BBM
and BBM RTS; local information on the
Lanark festival was simply obtained via a
Google Internet search. My colleagues
representing other mainstream media
took a more generic approach to their
presentations, focusing less on the target
consumer and more on the benefits to
the general population.

The results of doing our homework
and focusing on the conference audience
were immediate. The targeted audience,
in this case festival organizers, recognized
the effort made to address their specific
concerns about their target audiences and
they responded overwhelmingly in the
Q&A session and with follow-ups.

By demonstrating your understand-
ing of an advertiser’s consumer you will
immediately capture their interest; the

consumer ultimately determines the suc-
cess or failure of any marketing campaign.
Combining consumer insight with a
sound knowledge of your client's busi-
ness will help you to sell the benefits of
radio and present your station as an inte-
gral component in a marketing campaign.

In the near future, in major markets
across Canada, radio will have another
tool in our arsenal to demonstrate how
radio reaches consumers—PPM.

The launch of PPM will give us greater
insight to the tuning habits of Canadian
consumers—we will know more about
who is listening, what they are listening
to and when they are listening. This data
will help us to better demonstrate the
advantages of radio as a versatile medi.
um that connects with consumers any-
time, anywhere. Better data increases the
accountability of radio and increases an
advertiser’s ability to connect with their
consumers at the right time and place.

Gary Belgrave is president of the Radio
Marketing Bureau. He may be contacted by
e-mail at gbelgrave@rmb.ca or by phone at
(416) 922-5757.
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found changes to radio since the

arrival of TV. It is transforming the
way radio is programmed, sold and mar-
keted. And it will change the way we
research radio.

Frankly, it's about time.

Research has lagged behind the indus-
try’s needs for a number of years now.
The way we research radio hasn’t changed
in any fundamental way in the past 30
years, even though the medium has un-
dergone several major transformations.

Since the arrival of the Walkman some
25 years ago and amplified by the arrival
of mp3s, Internet radio and satellite radio,
terrestrial radio has long been fighting
competition from alternative audio op-
tions. Yet, virtually no research has taken
a big picture view on how all of this has
changed the role that radio plays in lis-
teners' lives, or how listeners use various
types of formats.

At the same time, increased fragmen-
tation, consolidation and now the econo-
mic downturn are exerting a huge pressure
on costs. But the vast majority of radio
research continues to be conducted using
increasingly costly (and increasingly im-
precise) telephone methodology.

I‘ }PM represents one of the most pro-

JEFF VIDLER

Re-thinking radio research
for the PPM era

The shift from diary to PPM measure-
ment may be the tipping point. By moving
the goalposts from generating recall to
increasing usage, PPM changes the nature
of the game itself. And it's up to us as
researchers to either raise our game or sit
on the bench.

Three areas where research needs to
change to meet the PPM challenge:

1. Fewer “top-of-mind” questions, more

prompted recall.
In diary measurement, where listeners
have to remember and write down
what they listened to, it's relevant for
your researcher to ask top-of-mind
questions about which stations the
listener recalls tuning. This approach
is less appropriate in a PPM world.
Ideally, listeners should be presented
with a roster of station names and dial
positions so they can more accurately
remember which stations they actual-
ly did listen to and would have been
recorded on their PPM meter.

2. Fewer positioning and market image ques-

tions, more questions that capture drivers
of usage.
In a diary/recall world, it's useful to
track positions such as “the one sta-
tion you think of first for being your
‘at-work’ station”—the station you re-
member when you are asked this ques-
tion is the one you'll write down in
your diary, even if it's not the one you
actually listen to at the office. But not
when PPM measures tuning. PPM puts
the onus on understanding usage, not
recall-—why people choose one station
over another. This shifts the focus from
the traditional “perceptual” study that
radio has relied on for the past 30
years to the "usage and attitude” stud-
ies common in the packaged goods
industry that probe how and why con-
sumers make choices.

3. A deeper understanding of different layers
of loyalty.

The traditional approach to radio
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research has been to identify P1 lis-
teners (listeners who name one station
as the one they listen to most often)
as the most important segment of a
station’s audience. P1s are seen as the
rock-solid core upon which a station
depends for the vast majority of its
hours tuned. In fact, PPM shows that,
for a large proportion of listeners, the
station they listen to most often can
change from week to week. Your re-
search needs to reflect this reality,
peeling the onion to help the station
understand how many of its P1 listen-
ers are truly loyal and how many are
regularly shifting allegiance. And, of
course, why.

Some of these adjustments into radio
studies are being done in PPM markets.
Online market studies naturally lend
themselves to some of this, by allowing
respondents to be presented with a list of
stations to refresh their memory of sta-
tions they actually listen to. And new
questions are being included that dig into
those attitudes and motivations that drive
radio listening and station preference.

But, like the programmers and sales-
people who are now dealing with the
new methodology, we're still only scratch-
ing the surface of the full implications of
PPM.

The need for change is clear. George
Bernard Shaw may have said it best,
though I somehow doubt he was think-
ing about radio research at the time:
“The only man | know who behaves sen-
sibly is my tailor; he takes my measure-
ments anew each time he sees me. The
rest go on with their old measurements
and expect me to fit them.”

Jeff Vidler is Senior VP, Managing Director
Radio Research at Angus Reid Strategies in
Toronto. He may be reached by e-mail at
jeff.vidler@angus-reid.com.

23



It's your choice.

www.broadcastdialogue.com

BROADCAST

The Voice of Broadcasting in Canada




PROGRAMMING

Splitting time hetween
your air shift and PD duties

BY EDDIE MATTHEWS

program directors who also do a

morning show wonder if they
are doing an effective job. Are you
splitting your time effectively be-
tween preparing for your air shift
and your program duties?

Any good PD worth their salt will
no doubt have a guilt complex, won-
dering what it would be like if they
could concentrate and commit 100%
on either one. But which one would
you give up?

Personally, I treat every morning
as if it's my first time on the air and
have taken that approach for about
30 years now. The programming side
is just as fascinating and changes on
a daily basis, which is another avenue
that keeps your interest and, hope-
fully, pushes you to learn more,

I've been asked if it would be better to be an announcer and
PD if you had an air shift that was better suited to your pro-
gramming duties. But I see no difference in doing the morning
show along with PD duties than [ would if I were doing the mid-
day or afternoon shift. It comes down to how you manage your
time.

Your day starts at 4 a.m., you go on the air from 6-9 and after
that you either start preparing for the following day’s show or
put on your programming hat and do some voice tracking, lis-
ten to some new songs or features, until you have to go out and
help with any promotional events. And let’s not forget about your
own personal obligations. The hours can add up.

One way to stay ahead of the curve from an annou ncer stand-
point is to let your surroundings do the work for you. Be obser-
vant of what's going on in your world so you can bring that to
your show. Listeners feed off of this, it makes you a part of their
lives because it's something they can relate to.

One thing I've asked potential employees during interviews
is to look out the window and tell me what's going on outside,
tell me a story. It's the old candy bar scenario, hand a chocolate
bar to an announcer and ask what's in it. If they simply tell you
the ingredients, you need to do some work with them. If they
can tell you what's in it that makes it so good to the point that
you want to go buy one, you have an announcer that can paint
a picture in the mind of the listener.

If you can bring some of the outside world into your program

I/m sure there are days that many

on a daily basis you are winning the
game.

There is one other item that will
also help with your program duties
of finding ways to connect with the
listener—use the phones as much as
possible, always encourage people to
call in.

I've even had people drop by the
station just to say hi. While this may
not be advisable in every market, try
and get the listener involved in the
program. I still remember when Bill
Brady at CFPL London, who ruled
mornings at the time, had me on his
show and asked me if [ wanted to
read the weather forecast. | remem-
ber that like it was yesterday.

Think like a listener. I've had
some interesting conversations and
ideas passed along from office workers that listen to the station
four to six hours a day. They were able to offer ideas that worked
better than ideas from some of the best consultants. Hearing
ideas from those not directly involved in the industry but have
a personal interest in the station can have a great impact on
your programming, and can be just as useful as looking at the
trends from your BBMs.

I've found that conducting your own survey when you are at
a function can also be beneficial to your programming and use-
ful information for the sales department. The questions don't
have to be very in-depth, but no matter what promotion you
are doing or what event you are at, anything with large num-
bers and from different demographics can prove to be impor-
tant to your daily programming ideas.

As an announcer who is also a programmer 1 like the fact |
can stay on the front line and experience what the other an-
nouncers are dealing with. And if you work with more than one
format, it helps you listen more closely to the music and other
elements to see if they work or need to be repositioned.

It's having those two lives in this business that I enjoy. If
they could only do something about dealing with that alarm
clock going off at 4 a.m. after you've had just four hours
sleep...

Eddie Matthews is Program Director of 1240 CJCS and 107.7 MIX
FM Stratford, ON. He may be reached by phone at (519) 271-2450
or by e-mail at ematthews@cjcsradio.com.
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RODGER HARDING

The inescapable value of
sustainable business relationships

hile | owe any business devel-
opment success | have to net-
working and am an enthusiastic

proponent of anything involving elec-
tronic/Internet communication, 1 just do
not have the physical, emotional or intel-
lectual resources to drive content on, or
respond to, the hundreds of contacts on
Twitter, FaceBook or Linked-In with any
meaningful depth.

Entering relevant stuff with any regu-
larity on my two blogs long ago became
an impossibility. Adequately answering,
filing and taking action on daily e-mails
remains a constant headache.

[ know others in the business world
are equally overwhelmed. The furious
evolution of Internet technology that in-
cludes e-mail (that fewer and fewer peo-
ple seem to read or answer), interactive
websites, MySpace, YouTube and now social
networking as critical business tools has
had people frantically playing technolo-
gy catch-up rather than concentrating on
their true purpose—building viable busi-
ness relationships.

This phenomenon has perhaps less to
do with technology than with the inher-
ent desire we have to ape the creativity
that has worked for others... to download
winning formulas for success. Easy and
cheap communication tools have third-
rate marketers appealing to fourth-rate
consumers to join a communication vor-
tex leading to nowhere.

Have we individually evaluated the
net worth of social networking? Who has
time or energy to respond to hastily-writ-
ten, context-lacking drivel that crams our
assorted in-boxes and home pages? Are
we really able to read, digest and partici-
pate in the myriad tawdry blogs, many
abandoned after an entry or two? Have
we time to scan YouTube/My Space for
interesting and relevant videos/messages
hidden amid the thousands posted daily?
Do we not sit back and allow others to do
the sifting for us, waiting for the thou-
sands of gigabytes forwarded electroni-
cally every day?

The networkable have long since taken
cover, virtually and in real time. They
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simply refuse to engage in networking
events that appear to have become the
exclusive meeting place of entitled botton-
feeders.

Seriously though, if networking pro-
tagonists continue to exhort the masses
to go forth and network, blog, Twitter,
Link-In., FaceBook, etc. where can the ad-
vantage possibly lie? How many groups
within groups can we join? How many
people/group updates do we have the dai-
ly capacity to scan/monitor/access/notate?
Is this relationship-building? Sure, we will
be busy but will we have time left over to
actually do a day’s work?

To illustrate the danger of potentially
shallow Internet relationships, I thought
to mention a speaker at a recent confer-
ence who droned on about “Internet pres-
ence” as the only way to establish a true
“personal brand” This speaker breathless-
ly touted the exciting news that for the
price of a single book, anyone can write
a critique on any book featured on the
Amazon site. This would “give great
Google exposure”. Imagine if audiences
around the world followed her advice!
Writing critiques to create an Internet
identity that would in turn build a per-
sonal brand.

Then we have to listen to this non-
sense dished up as the “beauty of peer
evaluation”.

It is almost as if the whole business
world is about to degenerate into a mas-
sive American Idol operation. Much ado
about nothing. Is this the cynical out-
look of a Luddite who cannot evolve with
the times, or is it a reflection of the belief
that a successful business demands mean-
ingful and constant relationships?

I remain in awe of the magnificence
of individual thinking and its power to
enhance the good of the greater commu-
nity. Those that share this enthusiasm
understand that the recognition, under-
standing and accommodation of the like-
minded underscores the furtherance of
good business relationships. This would
include the capacity to absorb originality,
creativity and the courage to implement
far reaching vision. Such relationships

would:

e Evolve/change with the passage of time,
requiring the willingness to constant-
ly re-evaluate relationship objectives

e Require generosity and openness of
spirit

* Engender mutual trust that, once bro-

ken, can seldom be repaired.

cannot but remember reading some-

where more that 20 years ago that a

good business relationship will be the

result of having:

e Inspired liking

¢ Inspired respect

e Inspired an awareness of/confidence
in professional expertise

¢ Indicated availability for follow up/
easy access.

Rather than a butterfly type approach,
the pursuit of meaningful relationships
that drive profitable and enjoyable busi-
ness interaction would be a good focus
as we navigate the miasma of social-net-
working venues.

—

Rodger Harding is a business leadership
and corporate intelligence awareness
consultant. He may be reached by phone
at (416) 962-6700 or by e-mail at
staycool@web.ca.
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The

POWER

of radio

You know the expression, every cloud has a silver lining.

Well, there is a cark cloud cver radio. These are challenging days. With quickly

changing technology, alarg with the current global economic situation, broadcasters

are facing leaner tim2s ad werking even harder to create compelling radio.

And then there are “hose disturbing rumours o
radio’s imminent demise.

But do you really CARZ if the radio comzs ou: o
tiaditioral terrestrial b zek bewes, your computer
phone—or even the fil inzs i1 your teech—if the con
tent is compelling and re evant:

That’s the power of ritio

And if you understand t e power o this mag.ca
medium, what the radic ca» mean to someone whc
is alone in a room or in a car—zrd how, with a touct
of a button, that persor NZVER has o feel alone—
you uncarstand that rafia s st Il onz of the mcs
powerfu. ways to connzct +i-h an audience

While the new technxozies can row o-fer con-
sumers a lot of what rad.c uniquely cffered in the
past; immediacy, brea<iig nzws stories and, o
course, “ew music, rzdiz’s power of the "magina-
tion—along with the istirzacy of the one-on-one

connection with a perso “zlity through «tory telling—
still has the powe- tc¢ cifer listeners unigue exoen-
enczs and journeys.

And, according 1o vhz (LS. Federal Emergency
Maragement r2po-, next to bottlad water, a flash-
gk, a candlz and matches, a battery-aperated mdio
is the h"umber one itzm advised to place n a hcuse-
kold eme-gency ki

Creztivity Costs Nothing

In the PPM markets, woadcasters formerly woh-
ing only with Arbitro1 recall diar'es Fave been
delighred to “ind thet the-e are acwially larger mur-
kers of people listenirg o radio.

Traditionzlly, radio has always donz well curing
harc economic times In past recess ons—when maor -
ey was dear—radio was looked at as free enterar-
ment. More people may ~.nd they're listening to ndio
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(or radio audio on the Internet) because they're not spending
as much on other outside entertainment such as live concerts,
sporting events, films, theatre and so on.

When there’s little money around, the blank canvas can
become a place where creativity can thrive. Creativity costs
nothing.

And now is the time to explore new ideas, risk taking and
experimentation using the three rules of creating powerful
radio:

1. Tell the truth
2. Make it matter
3. NEVER be boring.

Sell for Success

While radio revenues may be down in parts of North
America, that's not the whole story and it's not true for many
other places in the rest of the world where radio is very healthy.
Stefan Moeller, head of RadioMedia in Finland, just announced
that Finnish commercial broadcasters enjoved record profits
from radio. Radio is up in Finland by 7.4% and growing,
expected to be at 10% this year, based on the January-March
quarter results.

Radio is also booming in Ireland, where public radio’s R1E
is enjoying record numbers of listeners (48%). Nearly half the
population of Ireland checks in daily with RTE's morning show.

Mexico is another success story. There are 20 million people
in Mexico City alone, most of whom are listening to radio.

Grupo Radio Centro says its profits were up 15% in the final
quarter of the last fiscal year.

What are they doing? The company attributes its rise in prof-
its to higher advertising expenditures by clients who purchased
more air time. Grupo Radio Centro says: “In a highly competi-
tive environment, the company sought to gain market share by
offering attractive sales packages.”

To get more of the ad buys they were willing to deal on rates.
The company reports the hiring of more sales staff and that its
net income has grown by nearly 27%.

Inspire With Programming—Find Solutions, Not Just Prablems

If it’s all bad news on the air, problems without presenting
solutions, we may lose listeners. Audiences tend 1o move on if
it's all bad news. They actually can’t take it. It's too much.

To keep audiences coming back for more, many North
American stations are using the opportunity to inspire and enter-
tain their listeners by presenting good news segments—stories
focusing on solutions and on how people are coping—ith the
emphasis on powerful story telling and concentrating on the
positive.

KGO San Francisco has added daily, regularly scheduled and
positive solution-based good news features, while in Kentucky
one popular talk host is broadcasting want ads on her show,
helping the unemployed get jobs. Because of her humour, story
telling and personality, she's growing her audience while help-
ing people.

The Best Broadcast Briefing in Canada

'u-uwu DN 41 ONCY BT THS: WATHIN T SLBOCRER' S LOCATIOR.
& T FORWARDT 6 TOND YOUR STREET

March 12, 2009 Vohsme 16, ho. 40 Page One of Thies
KFiL M: CTV has Lud off 24 staffers ot Canada AM and axed Rs Last
TVmumgm moemeng o<l newscast at CTV Montreal (CFCF-TVI
Whie 0o jobs were 103t 2 the Toronto base for e nabonat show nor

(7551 484 2t Haldax, Canada AM employees at other IOCIONS 3CITSS the country
producers of local news segments fos single-markets. are affecled  Mearratule,
London West Consercative MP Ed Holder £ays he intends 10 debver the mail he's
been geting about e koss of jobs at CTW-owned A London to the CRTC He says
Londonecs feel very personal about lacal confeat and that $ what Bes 15 o about
I southwestern Ontary CTV says 4 wall close 4 Wingham and Wingsor statons n August That. coupled wath
the carceSaton of e A Lordon morming show, means 48 people (most in London) adl be out of work  But the
Canadian Media Gud says the Local Frogramimng intiatnve Fund (LPIF ), established tast vet by the CRTC and
meant 1o improve ocat a smal markets s the key to saving 1cal news Whide the LPIF is stil under
develapment, the Gusid says ff could be used 10 save local TV stabons Tnat are bewg adaridoned by the bug medka
congiamesates” The maney wil come fram 2 pescentage of cable and satelile revenues and is expecied 10
aenount 1o S50 mallon m the first yer  The federal government. in an aftergt 10 boost Canadan content over
B MO, B e airgang Uie aay it tuads T and nea media. Mausder Janes Moore advs Yt
the Canadian Tetevision Fund (CTF) and the Canada Hew Media Fund (CNMF ) wil be combined and become
nown as the Canada Media Fund N s

scheduied W launch next April and adi
favour Iv-def projects a5 aell as requiring

NMAA MEDIA MONITORS'

guvernment expects 1o dole out $310
ndkon over the next tao years under the
programs . CBC aont be geting any
help rom the federai govesnment 1 cope
aith s economic woes because. av
FHertage Mexsier Moore says, the publsc

CBC presdent Hubrert Lacrolr has been
cang on Farkament il 1o hetp stave off
potertal cuts 1o staf and peogramming
But the Hertage Myuster says. “The CBC
is recening $1 1 bakon this year and
at's the srlucabon thal they wé have for
us year”  Ziftion TV has been tmnched

' Connect your music scheduler
directly to your PPM" listeners.

introducing

£ M the US. and X has te suppornt of
".““ AMast eveny maxr Amencan content
+ producer Disney. NBC

miodng
Universal, Sony Pictures Television.
20th Century Fox and Wamer Bros
Zilon i3 selbng a $100 set-top box {that

ag i i enads com L)
B replaces 3 Gal cabie dox of satelie

BROADCAST DIALOGUE ELECTRONIC BRIEFING

BRIEFING IN CANADIAN BROADCASTING.

YOU’RE ALSO MISSING THE BONUS OF

ARE YOU SEEING THE ﬁ
EACH WEEK?

IF NOT, YOU’RE MISSING THE BEST

HAVING YOUR COMPANY LOGO(S)
INCLUDED IN OUR
BROADCAST DIRECTORY.

CALL (705) 484-0752
TO SUBSCRIBE!
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What Else Are Stations
Doing Right?

Most successful stations
have begun working effec-
tively across multiple plat-
forms and branding their
product. But mostly they are
working hard to create rele-
vant content for listeners, no
matter what the medium.
Remember, it's what comes
out of the speakers that mat-

ters... and we need humour Michelle Butterly & Erin Davis of CHFI-FM Toronto; Valerie Geller;

and getting through the day.
Radio connects people to
life.

No matter what the eco-
nomic situation, radio is—at
core—a public service. If you
serve your public—inform,
entertain, inspire, persuade
and connect—listeners will
stick with you.

Don’t miss any opportu-
nity to make the world in
which your station operates

now more than ever. and, Mike Cooper, CHFI-FM Toronto a better place.

When times are tough,
humour becomes an essential survival tool. Nothing helps a lis-
tener get through a bad day like a good laugh. Genuine humour
attracts listeners, so it will help you grow your audience.

I recently walked into the office of a station manager and
noticed an empty clear box prominently placed on his desk.
Naturally, I asked why it was there (I also mentioned that he'd
have more desk room if it was gone).

Incredulous, he responded: “Valerie, this is NOT an empty
box. It's filled with what we make and sell here—AIR!”

Radio has magic. And that magic has withstood global
recessions and depressions through time. Radio is not really
about radio. It's about life, the struggle to be a human being

Video Mirror -

MPEG Video Archival Application for ASI streams

» VideoMirror: Transter Started
Fie Heb
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Broadcast consultant Valerie Geller is the author of Creating
Powerful Radio— Getting, Keeping & Growing Audiences and
President of Geller Media International. She works with more than 500
stations in 30 countries to help programmers, on-air personalities,
journalists and managers learn techniques to strengthen the
programming and grow audiences. She may be reached by e-mail
at Valerie@gellermedia.com or by phone at (212) 580-3385.

NOTE: This guest column is from Valerie Geller's keynote speech pre-
sented at Canadian Music Week's Trailblazer Breakfast honouring
CHFI Toronto morning co-host Erin Davis.
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Hunger For Hope

Corus Radio Winnipeg's | lunger For Hope has raised more than $139,000
for Winnipeg [larvest. The fundraising initiative is aimed at ending child
hunger in Manitoba. Efforts in 2008 included: a compilation CD featuring
new Canadian and Manitoba artists (net proceeds going toward the
initiative); Texas [lold 'Em Poker Tournaments in conjunction with the
Casinos of Winnipeg; golf tournaments and various other awareness-

building events.

Winnipeg | larvest feeds over 40,000 individuals each month and over

half of its recipients are children.

Hospital says thanks

Variety 104.5, Rock 101.9 and AM 1220 Cornwall staged
the third annual Corus Caring IHearts Radiothon and raised
more than $102,000 for the Cornwall Community
Hospital Foundation’s equipment appeal. A tag team of
announcers from all three stations played host to 13
hours of interviews and testimonials from hospital staff,
donors, patients, volunteers and local celebrities.
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4th Annual ‘Kids Can't Wait' Radiothon for
KidsAbility Raises $210,406.00

More than $210,000 was raised at the 4th Annual 'Kids
Can’t Wait’ Radiothon last Friday, with all three Rogers
Kitchener stations taking part. The KidsAbility foundation
is the beneficiary of the efforts by the folks at 96.7 CHYM
FM/KIX 106.7 FM/570 News. Each year, KidsAbility—
Centre for Child Development provides assessment and
therapy services in the Waterloo Region and Wellington
County to over 3,300 children with challenges that range
from communication disorders and developmental delays
to physical disabilities.

WE GAVE BECAUSE WE CARE.

BROADCAST DIALOGUE—The Voice of Broadcasting in Canada MAY 2009



JJUJJJH |
emneimn rJJJJJU
AJJ i .JJdJJJ

1184 bgo dcast

Bl - wre- Ejllﬁﬂl'mﬂ’( ‘_:

4

4
les¥
nuJII reuﬂsma'gr,adm "‘

4{"‘"‘




Accom Affinity nonlinear
eciting svstem and Abekas
8150 switcher.

ST C

o BROAVIZESMBR TS

| mchittion Ce
‘and Profille XP

Semies video servers,

CALL YOUR LOCAL APPLlE ELECTRONICS SALES REPRESENTATIVE FOR MORE INFORMATION ON THESE FRODUCTS.

Broadcast 8 Post P-oduction Sroduct List

360 Systems ITC

Accom Itetco

Acrodyne JBL

AKG Kintek

Altec Lansing Leader

Altronic Leitch

Andrew Listec Yideo
Angeni " Jne

Anton Bauer Magni Systems
Aphex Manfro to

Arrakis Mark Attennas
Asaca/Shibasoku Maxell

Autocue McCurdy Radio
AVP MEL Caoinet

Belar Mirand3

Beyer Dynamics Moduladon Sciences
Bryston Moseley Associates
BVS Multidyne
Camplex Odetics Broadcast
Canon Pacific Research
Coaxial Dynzmics Panasanic/DVCPRO
Coherent Peaveyp

Comrex Petersen
Continental Bectrories Potomas

Crown Prestee

Datatek QEl Corporation
Delta Electrcnics QTv

Dielectric Quantd

Digital Audic Radamec

Digital Vision Rane

DNF Controls RF Technology
Dorrough Roland

DPS Scala

DRS Schwem

DSC Sennheiser

EEG Shure

Electro impulse Skotel

EV Sounceraft
Eurologic Sounc Trax

Evertz Spectral

EVS Steadicam

For-A {Ciner-a Products)
Fostex Symetrix

Fujinon TascarwTeac
Gentner Tektrcaix
Graham-Patten Telex/RTS

Grass Valley Group  Vibrint

Hotronic Winsted

Ikegami Electronics
Inscriber Tecnology

Wohler Tech. Inc.

Presentation Syswems Product List
(call us regarding sustom p-ojection

enclosures)
AMX (panja) Krame~
Arnscott Lectrosonics
Audio-Technica Lutron
Bretford Middle Atlantic
Bryston Mitsubishi
Buhl NEC
Canon Panasenic
Chief Picture-Tel

Christie Digital Systems.
(formerly Electroharr e}
Crestron remote conirls
DA-LITE

Dai-Nippon

Draper

Elmo

EV (ElectroVoice)
Extron

Gentner

JBL

Jve

Plus C=rporation
Polycam

Quick Set

Rane

Sanyo

Smart Technologies
Sennhaiser
Shure
Tascan/Teac
TOA

VTEL

MONTREAL

2900 de Miniac

CALGARY

3, 1815-27th Ave. N.E.

TORONTO

5*70B Tirr berlea Blv3.

EDMONTON

102, 4104-97th St.

Calgary, AB St-Laurert, QC ‘lississauga, ON Edmonton, AB
T2E 7E1 H4S 1N5 L4V/ 285 T6E 5Y6
(403) 291-5143 (514) 333-3324 (905) 625-4321 (780) 462-8275

Fax: (403) 291-5188 Fax: (514) 333-1512 Fa«: (905) 625-4333 Fax: (780) 462-8238
calgary@appliedelectronics.com montreak@appliedelectronics.com torntodappliedelectronics.com edmonton@appliedelectronics.com

VANCOUVER
3741 Deltrook Ave.
North Vancauver, EC

V7N 3Z4

(604) 988-7228

Fax: (604) 988-7217

www.appliedelectronics.com

.COm



It

LETTERS 5

DIALOGUE 12

JI Johnston, Vice President of Programming for Standard Radio,
remembering Alden Diehl

FEATURE ARTICLES
A PENNY A MONTH SECURES

THE FUTURE OF VOICEPRINT 7
John Stubbs

HERO OF BROADCASTING il
Robert Coyne

THE SHADOW SIDE OF TV 14

Daphne Lavers
RADIO INDUSTRY UPSTART

CELEBRATES SILVER ANNIVERSARY 30
Bill White

ROBTv RE-LAUNCHES FROM

NEW BRAODCAST CENTRE 34

Mark Jan Vriem

NEW TECHNOLOGIES COULD REPOSITION
RADIO AS THE MARKET-DOMINANT MEDIUM 38
Ralph Lucas

INTERNET INTELLECTUAL PROPERTY ISSUES:
@1ssue.com BEYOND THE TYPICAL GRIPES 4]

Jason Scott Alexander

Copyright

Style Mark

Security

Web Coding CoLumns By

Viarket ['5!';\\1%‘\.-\\% Barbara Brebner ¢ Maureen Bulley e Marc Chambers
John Gorman e John Harding e Stephanie MacKendrick
Michael McCabe ¢ NABA (Guy Skipworth) e Nancy Smith
Doug Thompson e Jeff Vidler e Janet Yale

DECEMBER 2000/JANUARY 2001 3



Dialogue

HOWARD CHRISTENSEN, publisher
BARRY HAMELIN, executive editor
JANE INGLIS, sales director
INGRID CHRISTENSEN, marketing director
SUSAN WAHAY, art directer
DAPHNE LAVERS, senior writer

feature columnists
BARBARA BREBNER
MAUREEN BULLEY
MARC CHAMBERS
JOHN GORMARN
JOHN HARDING
STEPHANIE MACKENDRICK
MICHAEL MCCABE
NABA {GUY SKIPWORTH)
NANCY SMITH
DOUG THOMPSON
JEFF VIDLER
JANET YALE
Broadcast Dialogue, a controlled-
circulation magazine that speaks
to all broadcast constituencies,
is published 10 times a year by
Christensen Communications Ltd.
The contents of Broadcast Dialogue
may not be reproduced in whole er
in part without written censent of
the publisher. Subscription rates and
infermation are available on request.

Head Office
414 St. Germain Ave.
Toronto, Ontaric MSM 1W7
Tel: (416) 782-6482
Fax: (416) 782-9993
E-Mail: broadcastdialogue@home.com
Web: www.broadcastdialegue.com

Canadian Publications
Mail Product
Sales Agreement #1289152
ISSN # 1480-9443

We invite stery submissions.

E-mail to broadcastdialogue@home.com

PUBLISHER’'S NOTE

It was just two days before Christmas 100 years ago—
December 23, 1900—that Canada’s Reginald Fessenden
spoke the first words ever transmitted by radio: “One. Tivo.
. Three. Four. Is it snowing where you are, Mr. Thiessen? If it is, tele-
. graph back to me.”

A mile away, Mr. Thiessen, his assistant, quickly reported by
Morse code that it was indeed snowing, and that he could hear
Fessenden’s voice.

Reginald Fessenden was born in East Bolton, Quebec, and
produced more than 500 inventions. But, no question, his
greatest invention—and a gift to the entire world—was radio broadcasting.

The Canadian Communications Foundation (CCF) is working to preserve
Canada’s broadcast history. And it invites you and your station to share in honour-
ing lessenden’s achievement on the 100th anniversary of radio’s first broadcast.

To learn more about Reginald Fessenden, visit the Canadian Communications
Foundation Web site at: www.Broadcasting-history.ca.

For more information on CCEF, a registered charitable public foundation, contact
Ross McCreath at (416) 221-7965.
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This is the very best time of the year for all of us at Broadcast Dialogue to acknowledge
the tremendous support readers and advertisers have demonstrated for our efforts
on Canadian broadcasting's behalf. We are committed to truly speak—for and to—
all sectors of the Canadian broadcasting craft.

To you, our warmest greetings for this special season.

Merry Christmas! Happy 2001!
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