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GUEST

OPINION

Reasons to Embark on a ‘Green Strategy’

Manufacturer Explainsy Why It Chose 1o Adopi
Environmental Practices and Why You Should Too

by Bruno Rost
CEO
The Audemat Group

Dear industrial friends and broadcast customers,

For a number of years, the Audemat group has invest-
ed in sustainable development. We have always integrat-
ed practices that are relevant to the environment. We con-
sider the environment when we design our new products.

Last summer, we obtained 1SO 14001 certification.
Today we are one of the few members of the broadcast
industry to engage itself in global environmental
awareness.

This action becomes more relevant as the planet is
becoming “asthmatic” The majority of scientists agree
that global warming is at least partly due to human
activity. The majority of world leaders are convinced
that urgent action needs to be taken. Help and support
for limiting greenhouse gases is growing, development
around renewable energies is advancing.

As passionate participants in the radio and television
industry, we are all under pressure to reach objectives
set by our shareholders and our customers, the broadcast
operators.

On that note, T want to state that, to our surprise,
being a “green” company doesn’t mean restraints and
the imposition of drastic, anti-business or anti-profit
practices. On the contrary. In the case of Audemat, set-
ting some environmentally friendly measures in place
was quite easy. Today, we even realize that there are
many economic advantages within this approach.

We identified five good reasons to embark on the
“green strategy.”

Good for business, good for the planet

First, the “green™ strategy is as good way to save
money.

Here is a list of simple actions that can enable you to
save without much effort: Use less paper by printing on
both sides of a page: decrease energy consumption by
using low-consumption light bulbs; switch off comput-
ers and unused equipment; recover rain water to walter
plants: heat water using solar panels; use mugs and
glasses for coffee and water instead of disposable cups;
and put a filter on tap water instead of buying bottled
water.

Second, the “green” strategy is a marketing feature as
it can save money for our customers, both radio and tel-
evision, when we design products with low electrical
consumption and longer life spans.

At Audemat we have designed a multi-function prod-
uct with its own label: “Radio All in One.” Our
Digiplexer is an audio processor, stereo generator, RDS
encoder, remote control unit and audio backup within
one single rack. For our customers, the electrical con-
sumption is reduced by 75 percent and at the end of the
product’s life, there is less waste for the planet.

‘We are always working on increasing the lifespan and
efficiency of our products. A product that lasts twice as
long means half the environmental cost of manufactur-
ing and recycling. A more efficient and longer-lasting
product also is a good benefit for our customers.

Our FM liquid-cooled transmitters (5 and 10 kW)
benefit from the liquid-cooled technology. Compared to
their air-cooled equivalent, the components operate at a
lower temperature and last much longer.

Our R&D department works daily on replacing fea-
tures that used to require hardware with new and power-
ful software modules.

Third, the “green strategy™ can be a positive manage-
ment tool that drives energy and establishes values
throughout the company. An employee who respects the
environment is more likely to respect his co-workers,
and respect the place at which he works as well as its
customers, if the company adopts “green” practices.

Environmental values are a positive guide during the
acquisition of another company. The employees coming
from the purchased company can find common values

a common goal are encouraged. Our
customers are individu-
als too, who have chil-
dren and wish to raise
them in a safe and
“green” world.

Finally, the “green”
strategy is good for inno-
vation. I am thoroughly
convinced that progress
will save us from progress.
Our engineers, and many
from other companies in our
industry, are ready to find
clever solutions. Give them a
challenge and a direction.
and soon they will come up
with a solution.

I still can remember the

answer of our team when we

asked them to reduce electrical
consumption and product
waste: “Let’s create software
and stop building hardware.”

After that, we began the transi-

tion to a more digitally-based

architecture.

Why not create an award for

“Green Innovation™ at the NAB

within the new group, which
helps them to give the best of
themselves.

The “green™ strategy also
is a way to drive brain-
storming for employees.
Everyone has ideas in this
domain; positive thoughts
are easily shared.

Fourth, the “green”
strategy™ is good for busi-
ness. Many customers in
the world today impose
specific requirements on
suppliers that integrate
concrete benefits for the
environment, such as
recyclable packing.
management of batter-
ies and recycling prod-
ucts at the end of their
lifespan. Many clients
around the world are
sensitive to the issue
of the environment.
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Fortunately we
can be proud that we live in

a world where citizenship and positive actions for
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Fill the Engineering Pool

In response to your interesting editorial on recruit-
ing broadcast radio engineers (“Who's Speaking to the
Students?.” Dec. 5), you should try recruiting from the
ranks of amateur radio operators.

Technologists who are oriented towards radio fre-
quency fechnology tend to start out and continue in
amateur radio.

You could place advertisements in QST, the maga-
zine of the American Radio Relay League. The
ARRL is the national organization of amateur radio
operators. Its Web site is www.arrl.org.

Also, the broadcasting industry may be suffering
from “credentials creep,” where they are expecting too
many technical job holders to be graduate professional
engineers. It may be the case that many of these tech-
nical jobs can be filled by technicians who are not pro-
fessional engineers.

Various organizations such as the SBE, NARTE and
ISCET certify electronics technicians in the radio field.
With a broader pool of qualified applicants, the radio sta-
tions should be able to fill their technical staffing needs.

Nickolaus E. Leggett
Reston, Va.

I enjoyed your follow-up article about the dearth of
future engineers. One of the IEEE groups I belong to
strives to promote engineering as a career.

The IEEE has some tri-fold brochures I use whenever
I can. I bring them to my ham radio club meetings, flea
markets and other suitable places. If you want some you
can contact the IEEE Precollege Education Committee
in Washington at (202) 785-0017. Ask for the “My
Science, My Math, My Engineering” brochures. I asked
for 50 and they gladly mailed them to me.

Along those lines, have you noticed the PSAs that
have been running on TV (or at least on PBS) promot-
ing chemistry? Chemistry has gotten a bad rap over
the past decade or two, so there is a corresponding
lack of chemists and biologists. Now the industry has
had these PSAs made.

To illustrate the downplay of chemistry. have you

Show this year? That will drive
our engineers, for sure. &

noticed that DuPont has changed its slogan from
“Better things for better living through chemistry”™ o
simply “Better things for better living™?

There’s also a very old company in New Jersey
called National Lead. About 20 years ago it changed
its name to just “NL" to hide the evil “L"” word.

It would be nice if the IEEE or some similar group
organized an ad campaign like the chemistry people
have. No wonder other countries trump us all the time
in math and science scores.

H. Robert Schroeder, N2HX
Communications and Warning Officer
N.J. Office of Emergency Mgt.

West Trenton, N.J.

Focus on Content

The “Recalibrate Expectations™ editorial (Oct. 10) gave
me pause for a variety of reasons. The “slow and steady
progress toward default status among stations and
receivers” smacks of mandating IBOC across the country.

The entire editorial gave me the impression that the ini-
tial marketing scheme of IBOC has failed and now needs
to be subtly implemented to the point that broadcasters
and consumers will have no other options. Forcing an
unpopular and technically inferior broadcast medium on
everyone today is, at best, an evolutionary dead end.

Nothing will take the place of compelling program-
ming. This will be most readily apparent with the later
iterations of the WiMax technology. Satellite and tervestri-
al radio, as we know it today, will then become a quaint
technology used only by a small niche of the population.

Until that occurs, radio needs to focus on content
and total product quality, and not more poor-quality
same ol'-same ol” in our current band space.

R V. Zeigler

Director of Engineering
Nebraska Rural Radio Assn.
Lexington, Neb.

RW welcomes reader IBOC experiences and perspec-
tives, pro or con. Write to radioworld @ nbmedia.com.




