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"The Begi nners' Q@uide To Beconming A Radio Star"...

is a far reaching e-book for radi o beginners or people who
want to nmake radio their career. Al the information you'l
di scover here is "the basics" of radio. Stuff that applies
anywhere in the world where professional comrercial radio
i s established.

www. al | about r adi 0. net

Wl cone to issue 10 of the Radi o Wave newsletter. W have a
whol e | ot of new subscribers fromthis issue so a very specia
wel cone to you guys.

In case you' re wondering the newsletter is ained at people
who'd like to be in radio, newbies who've just started and
full-time professionals.

Any conments you have about anything you read here pl ease
| et nme have them

Anyt hi ng you need help or advice with...ask. If | can't
provide the answer I'Il find soneone who can

If you'd Iike to contribute an article...you re wel cone.

You can reach ne at ian@l !l aboutradi o. net



PHONY DI G TAL RADI O

An interesting story appeared recently in The NEW YORK

TI MES whi ch reported that MOTOROLA i s readying a new
chipset to create AM FM anal og receivers that take anal og
broadcasts, convert themto digital, and clean the signals
up frommnultipath and interference probl ens.

The first radios with the technology will be car radios to
be available | ate next year. BLAUPUNKT has announced siml ar
t echnol ogy, "Digiciever."

Reacting to this, a conpany called Ibiquity, who are in the
busi ness of produci ng genuine digital receivers, sent out
the followi ng rel ease. (edited)

>Sone of you may have seen the story Monday in the New York
Times "As Digital Radio Stunbles, New Products Fill the
Gp".

There was a simlar story in the Wall Street Journa

and in several of the radio industry dailies. W have
received sone inquiries frombroadcasters and investors
about the articles, and thought it appropriate to try
to put this article in perspective for you.

Chi psets that inprove anal og perfornmance do not offer the
val ue upgrade in quality or the wireless data services
offered by digital solutions, like iBiquity's HD Radio

t echnol ogy.

The Mdtorola chips referred to in the article were actually
unveiled earlier this nonth at the NAB Radio Show in Seattle,
where they did not generate much interest.

We were therefore not surprised to see these stories, but
wer e somewhat benused at the anount of coverage they have
received, since the chipsets do not represent much of an

upgrade fromthe current state of anal og radi o technol ogy.

Sinply stated, these chips digitally process anal og signals
in receivers. This approach and technol ogy are not new —
these types of "digital radi os" have been on the narket for
several years fromvarious manufacturers.

Al t hough the chips nentioned in the article use digita
technol ogy to process the received anal og signal, these

chi ps, cannot enhance the actual broadcast fromthe station —
it is still analog.

Wi le digital processing of an anal og signal does yield

i mportant benefits, analog has inherent limtations that
can only be addressed at the source using digital broadcast
t echnol ogy.

Once a broadcast is transmitted digitally, audio quality is
greatly enhanced, reception is crystal clear and new of ferings
such as the "Tivo for Radio" applications and other wirel ess
data services can be provided. These benefits can be realized
only through digital transm ssion



Qur belief is that Mdtorola has announced this somewhat old
news story with so nuch fanfare because they see a potentia
| oss of business now that digital Radio technology is a reality.

We'd also note that this effort - trying to inprove anal og
in the face of a digital transition - appears to have been
taken right from Mtorola's cell phone business plan.

As the anal og market |eader, they tried to extend the life

of anal og cell phones as the entire industry was transitioning
to digital. The results of that strategy were devastating,

as Motorola |l ost major market share to other cell phone

provi ders who enbraced digital technol ogy.

After many years in devel opment and test, and with support
fromour valued partners, digital broadcasting in the U S.
is on the cusp of endorsenent by the FCC

Every mediumin the U S. has nmade the transition to digita
as consuners are denmanding the latest in technica
advancenents. HD Radi o technol ogy represents a true upgrade
fromanalog to digital in signal quality and wirel ess data
capabi lities.

Enhanci ng anal og will not offer the same range of benefits
available froma digital transm ssion.>

So basically this neans if a radio station is not transmitting
using fully digital equipnment (even including digital

m crophones) and the listeners are not using total digita
receivers then it's phony digital radio we're tal ki ng about.

If you're interested in finding out nore check out:

http://ww.ibiquity.com navfranme. ht M ?01lcont ent. ht m

LATE NEW5: (as reported by All Access Miusic Goup this past week)

As expected, the FCC has unani nously approved i BIQU TY' s

i n-band on-channel digital radio systemfor use by terrestrial
radio stations. Stations may i mmedi ately begin broadcasting
digital signals, although radios to receive themare not

yet conmercial ly avail abl e.

The NAB's EDDIE FRITTS i ssued an inmedi ate statenment follow ng
the Conm ssion's 4-0 vote: "W salute the FCC for today's

deci sion and congratul ate BOB STRUBLE and the teamat i Bl QU TY
for hel ping shepherd regul atory approval through the Conm ssion
NAB was pl eased to play a supporting role.

"Wth today's FCC action, local radio stations are poised to
del i ver one of the nobst sweeping advancenents in broadcasting
in nearly a century.

Communi ty-f ocused progranm ng has al ways nmade radi o an



i ndi spensabl e part of the American fabric. W believe
broadcasters will enbrace this new technol ogy because

it will provide local listeners with unmatched audio quality
and a host of new, innovative digitally-based services.”

(Tal ki ng of the NAB)

In the U S. the NAB (National Association of Broadcasters)

i s spending $250,000 with an outside public relations conpany.
The new expenditure is an attenpt to counteract critics of
the industry as well as the threat of XM and SI R US

satellite radio.

Looks like they're taking the threat seriously!

Only one way to counter satellite radio and that’'s not by
throwi ng noney at the problem Terrestrial have to be

| ocal and personality driven to build and keep audi ence

| oyal ty.

That's what | think. Do you agree?

Comments wel cone. ian@l | aboutradi o. net

Meant i me maybe sone noney will need to be spent to counteract
sone critics of the Australian conmercial broadcasting

i ndustry. What's nore sone of these critics are fromWTH N
the industry. Take, for exanple, this posting on the

aus. radi o. broadcast newsgroup...

<Conmerci al radi o has absolutely no ethics.

Wth recent postings about the M X FM (Sunshi ne Coast)
Secret Sound and the question of ethics ... | wonder if
Austereo should be letting its listeners to 2DayFM know
that they are up against listeners in other cities to
win their secret sound?

| have asked no | ess than a dozen people who aren't radio
types ...just plain punters, if they knew that this conp
was not just for listeners in Sydney. They had no idea, and
all said they felt cheated or duped by this!

Just imagine if they knew that half what they hear these
days on radio is pre recorded! Take for exanple the recent
shanbl es on M X 106.5 Sydney - with the broadcasting of an
entire week of pre-recorded breakfast programm ng.

The station received a right spank in the Sydney newspapers
which rightly called it a 'scam. Mnagenent of the

station whinped out with a pathetic "we want to al ways keeps
the best talent on air" or sone bullshit.

This is another pathetic and bl atant excuse for 'our bottom
line just won't allow us to enploy a half decent jock to
play the highlights of our lowy ranked , poorly marketed
br eakfast programme'.



Shane ... Jason and Sammy are indeed great talents and |ovely
peopl e to boot, but they mnmust just be dying there. No direction
and terrible noney - it's no wonder the show pulls |ess than
4.5% This station still autonmates over 80% of its weekend
daytime programmng with just live news and traffic inserts.

Let's not get started on the W6 FM traffic helicopter

it just plainly DOES NOT EXI ST. Here's another radio station
scamming it's listeners. How they can continue to get away
with this is just crimnal, and is taking the theatre of the
mnd thing way too far

Radi o station managenent can't possibly think that |isteners
are that stupid.>

If you re aware of any other exanples of unethical conduct
in radio ANYWHERE pl ease let nme know and |I'll pass it on in
the next edition of The Radi o Wave.

This is not with the intention of undermning radio. Quite
the opposite. Let's try to put a stop to it before it starts
to harmour industry.

Emai |l me your stories. ian@ll aboutradio. net

The recent success of the 1Q Test on TV got nme to thinking
what questions we'd ask of radi o people in order to revea
their true high I Q scores?

When it cones to loyalty -- and regul ar usage of your station
we know from experience that this grows as you exceed your
|istener's expectations in your nusic, personality content,
station inmagery and pronotions.

If you're a news/tal k station,anong a nunber of elenents, |oyal
listening cones fromthe perishable topics and i ssues you pursue
fromhour to hour, day to day. One person at a tine, one quarter
hour at a tinme loyalty starts to grow.

Here's an exercise for you to test your Radio | Q and how wel |
you are doing in creating a beyond expectation experience for
your |istener each tinme he or she cones to your place on the
di al .

This Radio 1Qtest assists you to find out how 'different' your
product is. The good news is that it won't take very long for
you to do. Just one quarter hour or less, if your station or
daypart is truly 'differentiated" fromthe rest.

To commence the test, listen like a |listener (not as easy as

it my seem so try and do it outside of the station, preferably
in alocation that's not at hone because you can get easily side
tracked). Ask yourself howlong it takes to hear everything

your station stands for.

If your nusic position is "today" or “classic," how | ong does
a listener need to listen to hear a strong current song by
a core artist, arecurrent that hits the core listener with



a strong enotive feeling, or a high testing gold song?

If you're a news / talk station, how |long before a |istener
hears a topic or an issue that affects thempersonally in
their every day life. Have you answered their question of
“yes, but how does this issue you re covering affect ne?”

How nmany m nutes does a |istener have to spend with you to
hear Discretionary Tinme Information; stories that touch issues
like the hip pocket nerve; their heartstring; what you may
call relatable, topical content which connects with their
expectations and val ues?

By the way, the sanme also applies in varying forns for
nusic fornats.

If improving at work listening .. Enhancing your 'fun'

i mge .. inproving phone interactivity ... being active and
doi ng good things in the community .. tal ki ng about things
listeners care about .. is your station's goal, how | ong does
soneone need to listen to hear you actually doing these
things in a way that positively endears themto your station?

One thing is for sure as you take the radio IQtest, the
qui cker and nore often you pay off for your target |istener
the better the ratings will be through increased TSL and of
course cune.

Why? Because you start to provide that elusive “day to day
tune in factor”. In other words, giving thema reason as to
why they shoul d keep com ng back to your station day after
day — that’s what building loyalty is all about.

Thi s doesn't nean how often you SAY what you stand for. It

neans how often you DO the things you prom se in your positioning,
bot h spoken and inplied. This is what nmakes a station, a
personality truly different and conpelling .. or not.

The challenge is to take the Radio IQtest by listening in a
random quarter hour to your station and those of your conpetition
Can you hear the full variety of the nmusic mx you prom se?

How wel | do you live up to it?

Are your personalities living up to the values and lifestyle
of the target audience, talking about 'real' things listeners
care about, nmmking themfeel nore secure (or are they just
selling the radio station)?

Do you sound alive? Caring?

Hel pful ? Li keabl e? Are your announcers noving away from bei ng
“pedestrian” by re-working the way they do liners from day

to day.

Do the things that set your station apart from conpetitors
tell stories, entertain, surprise and delight in every single
quarter hour?

The 'instant' we all have to provide gratification has becone
shorter than ever now. How 'divisible are you?

The final question is this and it's probably one that only



you and your |isteners can answer..

if you took all the nmentions of your station's call sign and
positioning statements away, does what's left still clearly
differentiate you fromyour conpetitors so that any |listeners
cum ng up and down the dial recognise you instantly the nonent
they tune in.”

"1l leave you to tally up the answers for your Radio | Q score.
DAVI D ROGERSON

*** David Rogerson is Managing Director of Strategic Media

Sol utions. A nmedia and comuni cations consul ti ng conpany

whi ch provides program narketing and research sol utions
toclients in the Asia Pacific rim He is also the Asia Pacific
consultant for Arbitron.

Davi d can be reached via e-mail at: snspacific@ol.com

Listen to your aircheck tapes a few
days after they’'re recorded. That way
you're slightly “renmoved” fromthem and
tend to hear themnore fromthe
perspective of a listener.

If you're working in an "oldies" nusic format this site is
for you.

Ron Smth's A dies Music brings you a daily cal endar of births,
deat hs and events in rock and roll history. It's very nuch
based on past Anerican charting performers but nost of them
are known worl dw de. You can find oldies news and there's a
big list of links to web sites of artists fromthe 50's,

60's and 70's. Plus you can get to sone really good song

lyric sites.

http://ol di esnusi c. conf open. ht m

A FI NAL NOTE FROM THE EDI TOR

Pl ease help growthis letter so we can nake our voice | ouder
in the industry.

If there is anyone you know either in or outside the radio
i ndustry who would like to receive THE RADI O WAVE t hey shoul d



sinply ask to be subscribed by sending a blank e-mail to:
radi onave@l | about r adi o. net

As you know it's free and you can unsubscribe at any tine.
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