The Professional Association Representing the
World’s Broadcast Meteorology Community

EDITORIAL
A member recently emailed us to
say that he thought that UP
FRONT was getting obsessed with
Climate Change articles to the exclusion of those about the business of Broadcast Meteorology.
So, never let it be said that we
never listen to our members - this
edition is ‘Climate Change Free’.
My thanks to the contributors.
But the contents of UP FRONT are
very much about what members
want to say - so please send me
more articles about broadcasting
- contact details at the foot of this
page.
Also in this edition is the formal
announcement of the Annual
General Meeting. This is an opportunity for members in attendance
to scrutinise the work of the committee and re-elect the committee for the following year. Our
never ending problem in being an
international organisation is getting the committee together for
meetings. The use of email works
well, but nothing replaces eye to
eye contact. We are still planning
to hold a 2nd World Conference
on Broadcast Meteorology. But,
with the world’s continuing financial problems this is proving rather
challenging!
John Teather

AGM 2011
The Annual General Meeting will be held
during the Annual Meeting of the European
Meteorological Society being held from 12th
- 16th September 2011 in Belin.
Members, will in particular, be contributing to
the Communication and Education session
discussions on the provision of meteorological and climate information to society: the
media, the interactions, the impacts. The
conference will provide a platform to exchange experience on far-reaching issues
such as the development of adaptation strategies on regional, national and international
levels, communication within and through all
types of media, customer orientation of meteorological and climate information, practices and advances in education of
atmospheric sciences as well as bio meteorology and the role of meteorology in the education process.

Notice is hereby given that there will be an
Annual General Meeting of the International
Association to be held at 1900 on Thursday
15th September 2011 in the Stanford Room at
the Seminaris Campus Hotel Berlin, Science &
Conference Centre, Takustraße 39, 14195
Berlin, Germany.

AGENDA
1. Apologies for absence, and notification of
postal votes.
2. Minutes of the 16th Annual General meeting.
3. Any matters arising.
4. To receive a report from the Chairman, Claire
Martin.
5. To receive a report from the Honorary
Secretary, John Teather.

The conference is being held at the Seminaris Campus Hotel Berlin, Science & Conference Centre, Takustraße 39, 14195
Berlin, Germany. The conference is being
organized jointly by the Deutsche Wetterdienst, the Deutsche Meteorologische Gesellschaft, the Institut für Meteorologie, FU
Berlin, and the European Meteorological Society.

8. Resolutions.
9. Any other business.
Please note that any resolution proposed shall
be set out in writing proposed by a full member
and seconded by a full member and returned to
the secretary at least thirty-five days before the
date of the meeting. The secretary shall include
the resolutions with the notice to be issued to
the members.
Please send any resolutions or postal votes to:
John Teather
Honorary Secretary
2 Larkshill Close
New Milton
Hampshire
United Kingdom

6. To receive a report from Treasurer, Gerald
Fleming.
7. Election of Directors and Officers.

SUMMER 2011
Edition 31
2 Larkshill Close, New Milton, BH25 5RN, UK. Tel: +44 1425 610383 Mobile: +44 7802 203410

secretary@iabm.org
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VIEW FROM THE CHAIR
Claire-The-Chair
Claire Martin, Chief Meteorologist, CBC News: Weather Centre

In January 2008, Environment Canada effectively started to “muzzle” its scientists, by ordering them to refer all media enquiries to a
central office in Ottawa where a communication officer would help
them respond with “approved lines”. This policy, deemed “insulting”
by a now un-named staff member (who, by the way was one of the
co-authors of the United Nations report on climate change) is currently blocking communication between the media and the scientists.
There is so much I would like to say about this frustrating policy, but
rather than turn this “view” into a ranting commentary, I would rather
extol the virtues of good communication – and reinforce our importance and role as effective broadcasters.
David Suzuki – a Canadian academic, science broadcaster and revered environmental activist – stirred up a minor controversy recently, by some remarks he made in a speech to students at McGill
University in Quebec. He urged today’s youth to speak out against
politicians and policies “complicit in climate change… “

“Complicit” is an uncomfortable and dangerous word. Challenging
authority to understand the importance of “free speech” should not
invoke visions of the days of old – harking back to when Galileo was
imprisoned.
We – as broadcasters – must use the tactic of having our language
work for us not against us. It’s as simple as that. When we deliver
the daily weather forecast, keep the language simple. When talking
about climate change – keep the message simple. Talk about the
science.
We have attempted to make this particular edition of Up Front focus
more on the job of broadcasting – I hope we hit the mark!
On a personal note, we are holding our AGM in conjunction with the
EMS meeting in Berlin, September 12-16th – I look forward to seeing as many of you there that can make it.

8th International Weather Forum, Paris,
October 1st - 5th 2011
The 8th International Weather Forum will this year be based on the
topic “Climate Change: Impact and Adaptation”, and will be held 1-5
October 2011, in the Palais de la Découverte in Paris. Under the
organization of French Meteorological Society, the program includes
animations and educational workshops for schools and the public, with
the emphasis on the activities for professionals in an International
Symposium with around 200 international participants. We will discuss
the recent experience of climate change as most of the countries have
already started to develop their strategies of adaptation, independently
or with the help of international organizations. The uncertainties
related to climate change and possible future climates will gather
different approaches of professional meteorologists, climatologists,
sustainable development leading actors, local and regional authorities,
political advisers, TV and radio weather presenters from all over the
world, researches, teachers and students. The scientific committee
working on this project is chaired by Jean Jouzel (President of SMF/
LSCE-IPSL and a member of IPCC) and Stéphane Hallegatte (Treasurer of
SMF and Lead Climate Change Specialist).
International “Weather & Media” day includes a debate on climate
change and oceans, workshops and weather presenters’ personal

projects. There will be over 50 media representing over 30 countries
with 4 new media participants: CCTV-1 (China), M6 (France); TV4
(Sweden) and Vietnam Television. The additional program of weather
and media also holds training for weather presenters from the Least
Developed Countries, with a theoretical and practical part, in
partnership with World Meteorological Organization.
While 8th IWF is approaching, the 9th edition is planned for March
2012 in WMO’s headquarters in Geneva in the framework of the
International Meteorological Day, March 23rd. The theme will be:
“Powering Our Future with Weather, Climate and Water”.
For more information and registration see http:
www.smf.asso.fr/fim11.html
The 8th International Weather Forum will take place from October 1 – 5
in Paris with two days dedicated to professionals:
Also, if you cannot participate at the Forum this year, do not forget
that the best way for your media to be present at this unique and
international event after all, is to send us your clip!

ORGANISATION IWF 2011 : Société Météorologique de France
Morgane Daudier +33 (0)1 45 56 73 64 morgane.daudier@meteo.fr / Christian Vannier +33(0)1 45 56 57 52 christian.vannier@meteo.fr
TRAINING LDCS : Ana Draskovic +33 (0)6 24 65 83 43 - iwf.fim@gmail.com
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11th EMS Annual Meeting and 10th European Conference on
Applications of Meteorology (ECAM)
Forecasting the
weather - ensemble
techniques in
probabilistic
weather prediction
Underlining the relevance of
applications of meteorology the
focus of the conference will be on
Forecasting the weather - ensemble
techniques in probabilistic weather
prediction; the various aspects will
be discussed in numerous sessions.
Ensemble weather prediction
systems are widely used today
providing the means for a better
representation of uncertainties in
both the initial conditions and the
forecast models. The challenges are
to develop further a wider range of
probabilistic forecast products, and
to support customers in using
uncertainty information to manage
weather-related risks effectively.
Special emphasis will be given to
forecasts of high-impact weather
events.
Media and communication
An important part of the
programme is the session on Media

and communication, that has over
the years developed into a lively
forum of exchange on how to
communicate information on
weather and climate to the general
public.
The session is organized by the
conveners Tanja Cegnar from
Slovenia and Inge Niedek from
Germany. The following topics will
be covered:
• TV weather forecasts including
video clips (the best of them will be
awarded)
• media and climate change issue
• ways to present climatological
information in an appealing way for
the media and
general public
• warnings in case of severe
weather events, role of different
media in the warning system, a
single voice concept

• radio as a traditional media for
delivering weather data and
forecasts
• role of press officers within the
National weather services
Information on the Media Session
can be found directly at
http://meetingorganizer.copernicus.
org/EMS2011/session/8059.
The session will also feature the
ceremony for the presentation of
Media Awards, announced by the
EMS and IABM, namely the IABM
Media Award, the EMS Broadcast
Meteorologist Award, the EMS TV
Weather Forecast Award and the
EMS Outreach & Communication
Award. Details on these awards,
including nomination procedures
can be found at
http://www.emetsoc.org/awards/aw
ards.php

• Internet as efficient and popular
media in meteorology
• monthly meteorological bulletins
and annals

The International Association of Broadcast Meteorology
would like to offer an award to an individual, who is
currently working in the media, and who has in the last
year brought on-air attention to the scientific
concern with the threat of global climate change.
Hence: the IABM Prizes and Awards Committee solicits
nominations for:
An Outstanding Radio and/or Television Weather Presentation.
Programs that aired from August 2010 to August 2011 will be
considered. Nominations can be made for high standards of
scientific content in regards to climate change. The media outlet's
response to a particular weather/climate event can be added to
the application to add value to the nomination. Nominations
should be accompanied with a DVD or, preferably, an electronic
linked copy of the recording of the telecast along with the date
and time of the airing of the program, and the name and e-mail
address of the presenter and station. Nominations will be judged
on the quality of information, the educational value, the appeal to
the audience, and the level of technical and professional
presentation.

Additional Information required to accompany the copy of the
on-air performance.
1) Nominating letters should include the current title, full address
and phone number of the nominee.
2) An up-to-date CV and a summary of the candidate's work must
be included.
3) The nomination should be accompanied by (at least one and at
most four) additional letters of support indicating the extent of
influence of the candidate's work.
4) Electronic format is preferred; however, hard-copy material will
be accepted.
5) Receipt of submissions will not be acknowledged unless
requested. Acknowledgment when requested will be by way of
e-mail.
Nominations received by August 28th, 2011 by The IABM Chair at
chairman@iabm.org will be forwarded to the Committee. This
recipient will be awarded during the EMS AGM in Berlin, Germany
in September 2011.
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Wall to wall coverage of all tornado warnings ?
Beginning in the 1960's
local TV stations in
America and Canada have
interrupted programming
when a tornado warning is
issued. The length of the
interruption was based on
the severity of the storm,
and whether or not a
tornado had actually been
spotted. Now, a new policy
is taking shape at a
growing number of US TV
stations, who now interrupt
programming for wall to
wall coverage of all tornado
warnings in their area.
While at first glance this
may seem the most
altruistic approach, a
growing number of
meteorologists are
becoming more and more
convinced that wall to wall
coverage in every case is
not a good idea. This
opinion has become
especially widespread
among the more seasoned
veterans in broadcast
meteorology, and the
reasons for the changes
may not be quite as
community minded as
viewers may believe.

Weather, is far and away
the number one reason
American viewers watch
local news, and the "need
to win weather" is likely the
reason behind wall to wall
coverage. Wall to wall
coverage allows TV
stations to show off their
latest expensive high tech
weather equipment, and
who can blame them. The
bigger question is whether
viewers are being best
served best by this kind of
coverage.

This new policy of on
warnings effectively takes
away the on air
meteorologists expertise to
judge how serious the
event is, and replaces it
with an "every storm is just
as dangerous" policy. Many
times this coverage
continues even after the

cell has weakened greatly,
and sometimes after the
warnings are expired
because viewers have
already missed most of a
program. Viewers
frequently send in agitated
emails after an event when
there was little or no
damage.

There is no doubt that
tornado warnings should
be aired immediately, but
in the case of a possible
tornado (indicated by radar
but not confirmed), is it
worth non stop coverage in
every case? Many TV
meteorologists think not,
because all tornado
warnings are not equal
Violent tornadoes like
those that struck Alabama
on April 27 of this year
show up very well on radar
and obviously should be
given continuous coverage.
Storm cells that barely
meet the requirements for a
warning could be handled
by occasional interruptions,
along with a text warning
on the screen the rest of
the time.

Many meteorologists who
work in markets where
continuous coverage is the
rule, have noticed an
increase fear of severe
weather, on the part of
viewers. At the same time
there has been a dramatic
rise in emails complaining
that they are overreacting
to the threat. This happens
even though they are
careful to state that there is
no confirmed tornado.
Could it be the wall to wall
coverage that is sending
the wrong message? This
fear may be compounded
by poor spotter training in
some parts of the country
that leads to situations
where a warning activates
storm spotters who
mistakenly report a wall
cloud or funnel cloud. The
combination of wall to wall
coverage and critical

mistakes in storm spotting
can lead to hours of
interrupted programming
when the real threat is
actually minimal.

Local affiliates get little
total revenue from their
prime-time programs and
even less from afternoon
network programs these
days, so the loss of some
revenue for the opportunity
to increase their profitable
news ratings is likely
considered an easy
decision. One consultant
put it bluntly- if you are
number two in weather,
you will never be number
one in news. In bigger
markets, the percentage of
revenues from
programming can be
greater and you see fewer
stations who are willing to
do wall to wall coverage.

When science, and good
warning decisions conflict
with ratings and profit, the
science inevitably loses.
The tone of the coverage,
and the amount of
interruptions used to be
something that on air TV
meteorologists had
significant input in, but
wall to wall coverage does
away with this. In many
respects, this leaves
viewers confused (and in
some cases) overly
frightened. There are a few
stations who seem to be
backing away from this
policy, but it's very difficult
once it starts because the
viewers can see the station
not doing it as having
poorer quality coverage,
even if they are actually
doing the responsible
thing.

Dan Satterfield
Huntsville AL
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The Role of United States Weather Presenters During a Record Breaking Tornado
Season By Paul Gross
Most of you know by now that the United
States receives most of the world’s
tornadoes. This is because we have a
source of very warm, humid air to our
south (the Gulf of Mexico), and a source
of relatively cool, dry air to our north
(Canada). During the spring and early
summer, warm air starts flowing
northward into the centre of our
continent, and this creates a very unstable
atmosphere that is perfect for severe
thunderstorm development as cold fronts
from Canada move south.
Even though the United States is
“famous” for its tornadoes, what has
happened this year is beyond one’s
imagination. Through the time I wrote
this article (middle of July), 13 of our 50
states have been hit by at least one of the
56 tornadoes that killed people (of
course, there have been many more
tornadoes that did not kill anybody). Our
tornado outbreaks have been so severe,
that 2 of the 5 deadliest tornado days
since 1950 have occurred this year: 313
people died on 27 April, and 152 died on
22 May. The 27 April tornado outbreak
hit our state of Alabama very severely, as
one tornado killed 71 people, another
killed 63 people, and two others killed 26
and 23 people. The 22 May outbreak
included the tornado that devastated the
city of Joplin in our state of Missouri. The
151 people killed in Joplin makes this
tornado the 9th deadliest tornado in
United States history and the first single
tornado since 8 June 1953 to kill over 100
people.

weather information at our channels.
However, I will say here that even the
method of notifying our viewers is
changing. As you all know, social media
(such as Facebook, Twitter, etc.) are very
popular means of communication, and
are becoming important tools to helping
inform our viewers. On 2 July, a holiday
weekend in the U.S., we had a large
severe weather event in my area
(fortunately no tornadoes, but a lot of
severe thunderstorm damage). I was
working our news broadcasts that night,
and my weather intern (a university
student who is studying meteorology) was
with me. As the storms developed and
became severe, in addition to my many
live broadcasts about the weather, we
were sending a lot of messages on our
channel’s Facebook page, and on Twitter.
In one message, I wrote that anybody
who observed severe weather should let
me know about it on the Facebook page,
and I would relay the severe weather
reports to our NWS. Later, I told people
to e-mail photos of hail or damage to our
newsroom website, and we received
dozens of photos! By the end of the
night, there were a total of 400 Facebook
messages, and this does not even include
all of the e-mails with photos we received,
which we used on our 2300 broadcast. I
am sharing some of the photos here for
you to see. As you can imagine, these
were very helpful in showing our viewers
some of the widespread severe weather
that moved across my area.

I cannot emphasize enough how
important it is for you to embrace social
media such as Facebook and Twitter.
As you can imagine, this has been a very
Even if the weather is not dangerous, it is
busy time for American weather
still an excellent way for you to interact
presenters. If severe weather occurs, our with your viewers. You can have fun and
National Weather Service (NWS) issues
ask them to comment about the many
the warnings. Although your colleagues
days of nice (or not nice) weather you
here in the U.S. have great flexibility to
may have had, you can provide
say what they wish, we all agree that only information about global warming, or you
our NWS issues the official warnings.
can even send special weather forecast
How we respond to the warnings depends messages for a large sporting event.
upon the type of warning and the severe
However, in situations where the weather
weather’s impact. My close friend Dan
does become dangerous, this method of
Satterfield writes in his article that follows communication can be a vital way to both
this article about the philosophy of how
give AND receive information.
some of us handle warning and severe
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As Weather Becomes Big Story, TV Forecasters Play the Hero
July 18, 2011
By KIM SEVERSON

state, a hero for his role when an
Burns in Atlanta since he arrived at the station
unprecedented string of tornadoes bore down
in 1981.
there this spring and killed nearly 250 people.
“I remember when we used to take time away
Without the rapid warnings Mr. Spann sent out from Glenn,” Ms. Pearson said. “Now he takes
ATLANTA - One evening in April, Tina Eller
via Twitter, Internet streams and television,
time away from us.”
had the television on. Glenn Burns, the steely
chief meteorologist for WSB-TV, said a tornado surely more lives would have been lost.
And that is how it should be, said Mr. Burns,
was three minutes away from slamming into
Like firefighters or war heroes, meteorologists
whose fascination with weather began when
her community.
talk a lot among themselves about a job that
he was a boy hanging out at the Miami
has turned from explaining the finer points of a television station his father used to run.
Mr. Burns’s instructions were simple: Take
jet stream to one where lives depend on it.
cover.
“Weather is the reason to watch a newscast,”
“If
somebody
is
hurt
or
killed
by
severe
Mr. Burns said. “It’s king.”
Ms. Eller, 51, rushed to a closet with her
weather, there isn’t a person among us who
mother, two sisters and four dogs.
An evening on the WSB-TV news set makes
doesn’t think, ‘What could I have done
that clear. From late afternoon to the 11 p.m.
“All of the sudden you hear the glass shattering differently? What could I have done better?’ ”
broadcast, Mr. Burns dominates.
and wood cracking and the trees just rattling,”
said Jay Trobec, meteorologist for KELO-TV in
she said.
He runs his empire from two consoles of
Sioux Falls, S.D., and commissioner for
computer screens that rival a Star Trek set. His
Every room in the house was wrecked, except professional affairs for the American
equipment has names like StormTracker 2HD.
the space that held her family.
Meteorological Society, which certifies
At its heart is something called Klystron dualbroadcasters who deliver the weather.
“It was that warning we got from him that got
us into the closet on time,” she said. “I never
“In the old days,” Mr. Trobec said, “it was good polarization Doppler. His is one of two stations
in the country that have installed it.
would have lived through it.”
“It’s life-saving technology,” he said with
As the nation moves through a year of
all the enthusiasm of a seventh-grade
remarkable floods, drought and its
science geek. “I can peel away the
deadliest tornado season in half a
layers of a storm and see inside of it. I
century, the broadcast meteorologist has
can scan a flock of geese 300 miles
emerged as an unlikely hero.
away.”
Increasingly, the weather is becoming a
He is even ahead of the National
bigger part of the national conversation.
Weather Service, which over the next
As scientists explore the implications of
couple of years will be upgrading its
climate change and severe weather’s
160 radar stations with the same
effect on everything from crops to urban
technology at a cost of about $40
infrastructure, broadcast meteorologists
million.
like Mr. Burns are the ones who bring it
home every day in eye-popping computer
It was that radar, installed only a few
Glenn Burns, a longtime forecaster, says: “Weather is
graphics.
days before the deadly storms tore
the reason to watch a newscast. It's king.
through Georgia in April that allowed
“The weather is more extreme, the floods
Mr.
Burns
to warn people like Ms. Ellis.
are wetter and the droughts are drier,” said
enough to be able to rip and read the forecast
Chris Vaccaro, a spokesman for the National
Of
course,
not everyone is impressed with the
from the National Weather Service.”
Weather Service. “That’s going to have real
technological wizardry. The station’s new radar
Exactly when the role changed from the guy
implications on society, and it elevates the
was the subject of a lively discussion at Radiowho fouled up weekend plans with a botched
need for more information and a need for those
Info.com, an online community for broadcast
forecast to community hero remains a topic of
on-air personalities. It’s beyond what to wear
professionals.
debate. But part of the evolution can be traced
for the day or do I need to carry an umbrella.”
to the late 1980s when Doppler radar — a term “It takes too damn long to describe some
Gone are the days when the local weather guy even the casual viewer knows but perhaps
three-dee whatsit and oddball ‘middle of the
had to climb on a tricycle at the clown parade,
storm’ transition color modeling,” wrote a
does not understand — became a tool for
and Diane Sawyer, who got her start delivering broadcast meteorologists.
poster called night manager. “I am not sure the
forecasts in Louisville, Ky., was called a
current way of doing things is much better than
The radar technology, named after an effect
weather bunny. Now, the forecaster is the
the old way when we knew there was a storm
noted by a 19th-century Austrian physicist, is a
egghead of the newsroom. Most have
coming and everybody just took shelter.”
way to measure speed and direction. It allowed
advanced degrees that include courses in
And sometimes, people just want to know if it
local forecasters to be more precise.
calculus and atmospheric thermodynamics.
is going to rain over the weekend. And they
Whereas the technology was once a rarity,
Mr. Burns, a man with affection for Porsches
hold the forecaster personally responsible
now about 350 of the nation’s 762 television
and astrophysics, has for 30 years predicted
when it does.
stations that produce local news own Doppler
the weather for viewers in the Atlanta area. In
“I get people asking me every day, ‘Why don’t
radar systems, Mr. Trobec said.
the old days, he used to have to wait for his
you do something about this?’ ” said Marshall
turn in the newscast, slap a magnetic sun on a Certainly the Weather Channel, which made its McPeek, a popular forecaster in Columbus,
debut
in
1982,
has
made
the
weather
game
map and hope it didn’t rain.
Ohio.
more competitive. But meteorologists maintain
Now he presides over a new $1.7 million radar
His answer?
that there is nothing like a local forecast from
system and has more real estate on the set
someone in the community.
“If I could change the weather, do you think I’d
than the newscasters have.
still be in television?”
Changing weather has had something to do
As that kind of technology offers the ability to
with the popularity of local forecasts, too.
predict with great precision how a severe storm
© New York Times
“When this El Niño stuff started popping up a
will move, the weather forecast has become
lot
in
the
1990s,
that’s
when
weather
started
to
about saving lives.
really have a presence,” said Monica Pearson,
In Alabama, Gov. Robert Bentley called James
a veteran newscaster who has worked with Mr.
Spann, the rock star of meteorology in the
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Back to Forecasting success: Weather business booming
Forecasting success: Weather
business booming
July 19, 2011by Vanessa Lu
The Weather Network’s Chris Scott, a
meteorologist and forecast operations
manager, says five-day forecasts are now as
accurate as next-day forecasts were 30 years
ago.
Looking out your window for the weather report
has long been overtaken by up-to-minute cable
television reports, web alerts and mobile phone
apps.

so many planning activities in the summer that
we become indispensable,” Morrissette said.

as accurate as next-day forecasts were 30
years ago.

Environment Canada, the Weather Network’s
biggest competitor, draws about 47 million
views each month on its website. It announced
a mobile service last Friday, luring 135,000 hits
so far this month.

“We know it’s going to be hot on Wednesday,
Thursday and Friday. It’s an absolute lock. It’s
going to be hot,” Scott said.

AccuWeather, which is based in State College,
Pennsylvania, measures weather conditions in
2.7 million locations around the world. The Star
uses its service for daily weather maps.
It also has provides specialized weather
information for railroads, energy companies
and transportation firms as well as retail

And if technology evolves as
expected, in-car or in-home
weather forecasts on a
dashboard or fridge will be
commonplace.

But the challenge is dealing with severe
weather like thunderstorms, which are less
predictable, and can hit in small areas, such as
striking Mississauga while missing Brampton
altogether, he said.
CBC’s meteorologist Nick Czernkovich says
forecasting a heat wave is easier than a winter
storm. Sunny and hot every day can be a
boring forecast, but this week Toronto is
expected to shatter records
dating back to the 1940s
and 1950s.
“On Thursday, it’s going to
be 37 degrees, although to
be honest, I wouldn’t be
surprised if we hit 38
degrees,” Czernkovich said,
adding with the humidex, it
could feel like 48C. “That’s
exceptionally hot, and that’s
dangerously hot.”

Predicting the weather is big
business, and growing.
Pelmorex Inc., which owns the
Weather Network and
MétéoMédia, has hired 50
employees in the last year and
expects to hire 50 more in the
next year, says Pierre
Morrissette, chairman and
CEO.

Even Czernkovich, who is
known for being very
tempered in on-air
comments, admits it’s going
to be a big deal.

This fall, the company with
more than 400 employees will
add an extension to its head
office in Oakville, where the
Weather Network broadcasts
24 hours a day.

“It is very interesting for me
to watch this play out
because 37 or 38 degrees
in Toronto is pretty unheard
of.”

Pelmorex is a privately held
The Weather Network’s Chris Scott, a meteorologist and forecast operations
company, but the Weather
manager, says five-day forecasts are now as accurate as next-day forecasts were 30
Channel, based in the U.S.,
years ago.
holds a minority stake. In 2008,
NBC Universal, along with
companies trying to figure out what inventory to
private equity firms Bain Capital, LLC and the
stock, said Lee Rainey, vice-president of
Blackstone Group LP, bought the Weather
By the numbers
marketing.
Channel for $3.5 billion (U.S.)
568.8 million visits to Environment Canada’s
The Old Farmer’s Almanac sells 500,000
Morrissette credits local content for his
website at www.weatheroffice.gc.ca, from July
company’s success. It offers weather forecasts copies of its Canadian edition each year.
1, 2010 to June 30, 2011
for 1,400 communities in Canada, from a small
“Most of our readers tend to be from the
135,464 visits to the mobile website, just
village of 100 to the biggest cities, on desktops,
suburbs, but have a background on the farm.
announced last week, from July 1 to July 18.
tablets and phones.
They like trivia, bits of info and wit and
30,000 calls from the public to the Weather
The TV market is going strong, selling up to 12 wisdom,” said editor Janice Stillman.
One-on-One service at 1-900-565-5555
minutes of commercials every hour, and it’s
The almanac bases its forecasts on 30-year
sold out most of the time.
$2.99 per minute plus taxes, cost per call
rolling averages as well as a blend of solar
science, climatology and meteorology, with a
Twenty million weather-obsessed Canadians,
400 employees at Weather Network,
claimed accuracy rate of 80 per cent. It has an
especially in winter and summer months, are
MétéoMédia
online store, selling everything from stationary
tuning in each month across all platforms, he
1,400 communities
to soap to baking items.
said.
20 million Canadians tune in each month on
“The number will vary depending on how active Stillman said the items on the web site try to
the weather is,” he said. “Our ratings on TV can focus on things their readers will like from jams across all platforms
go up as much as 50 per cent on very active
weather conditions.”
While the threat of a big snowstorm is an
obvious reason to check the forecast, the
desire for good weather also draws people in.
“Am I going to play golf, tennis, go fishing or
hold the neighbourhood barbecue? There are

to small items.
“The products and items align with our brand
and the interests and values of our readers.”
The Weather Network’s Chris Scott, a
meteorologist and forecast operations
manager, says computer modelling and more
detailed data means 5-day forecasts are now

© Environment Canada, Weather Network
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The weather down under
Upfront has some wonderful articles
from many parts of the world but you
don’t hear that much from the
Antipodes. Well! That might be about
the change.

I am just finishing my first month in my new
role as Media and Communications
Meteorologist for New Zealand’s national
meteorological service, MetService. When
you think of New Zealand you might think of
a stunning countryside and lots of sheep, but
there is far more to it than that.
Nestled in the South Pacific across the
Tasman Sea to the east of Australia, New
Zealand has a maritime climate that certainly
packs a punch. When the warm moist air
from the South Pacific collides with cold air
from Antarctica they can turn New Zealand
into a weather battleground. It is one of those
places on earth where you can honestly say
that you can have four seasons in a day. It’s
no wonder New Zealanders are fascinated
with the weather, as I am rapidly discovering!
New Zealand has two major islands – the
North Island and the South Island. The
Southern Alps that run up the spine of the
South Island squeeze out copious amounts
of moisture that fall on their western slopes,
giving some places over 6000mm of rain in a
year. To the east across the Canterbury
Plains, warm and dry Foenn effect winds can
push summer’s afternoon highs into the mid30s. The North Island stretches from the subtropical north that hardly ever sees a frost
down to the central plateau with dominating
volcanoes, then on to the capital city
Wellington which lies on the southern tip of
the North Island in the temperate zone,
receiving around 1000mm of rain a year. The
range of weather conditions experienced
creates a unique need for forecasters with
knowledge spanning polar to tropical
conditions.
MetService is also fairly unique among
national met services, in that it is a ‘state

by Daniel Corbett

owned enterprise’ (SOE) and operates like
any other limited liability company. It receives
no direct government funding and is
expected to return a profit each year to its
shareholders – the New Zealand government
– which it has done every year since it
became an SOE. MetService provides the
official aviation and public weather services
for New Zealand under contracts with the
country’s Civil Aviation Authority and Ministry
of Transport respectively. It also provides
weather forecasting services to commercial
clients as diverse as the New Zealand
Transport Agency (for the management of
road ice in winter) and New Zealand’s
national rugby team, the All Blacks (both at
home and on tour). Its website
metservice.com is one of New Zealand’s
most visited, with the recent wintery blast
across the whole country sending over
217,000 visitors (around 5% of New
Zealand’s population) to the site in just one
day.
MetService also operates a highly-successful
international subsidiary, Metra, which
provides weather presentation graphics and
forecasting products & services to clients
around the world. Metra’s weather graphics
presentation system, Weatherscape XT, was
developed in-house at MetService’s New
Zealand headquarters and is used by many
broadcasters in Australia, Asia and Europe –
including the BBC, the world’s largest
broadcaster. And through MetService’s
skilled team of research scientists and
meteorologists, Metra also provides
specialised forecasting and predictive
modelling services to companies across all
parts of the energy sector.
This year is quite a special time for
MetService as it gets ready to celebrate its
150th anniversary. A formal, national weather
service was first established in 1861 to
supply New Zealand’s shipping trade with
regular observations and storm warnings.
Struggling for resources through its early
years, MetService came into its own with the
advent of World War II. Its meteorologists
served in the Royal New Zealand Air Force
as observers and forecasters, and worked
closely with the United States Air Force
stationed in the Pacific.
This period saw the establishment of
observation centres across the Pacific, many
of which remain active today either as
MetService outposts (such as Raoul Island,
in the Kermadec Group to the north-east of
the North Island) or under the control of the
location’s own government (such as Nandi,
operated by the Fiji Meteorological Service).
The end of WWII saw a continued strain on
resources resulting from the wartime growth
of MetService’s area of responsibility in the
South-West Pacific. However, this also gave
rise to a whole new generation of

meteorologists with first-hand knowledge of
tropical meteorology (useful as you now
know, given the country’s range of weather
influences!).
MetService has continued to grow and
change with the needs of the country’s
economy, becoming a state owned enterprise
(SOE) in 1992. Although the official 150th
anniversary date is in August this year,
formal celebrations and public relations
activity will take place at the end of the year
once the Rugby World Cup and New
Zealand’s national elections have taken
place. Fittingly, this will also mark the
beginning of the organisation’s 20th year as
an SOE.
So what does a Media and Communications
Meteorologist do?
The role of Media and Communications
Meteorologist is a new one, established as
the eventual successor to MetService’s
Weather Ambassador and with a particular
focus on proactively managing relationships
with the media. My role is to act as
MetService’s key spokesperson to the public
and the media, ensuring the most accurate
information is communicated and MetService
is seen in the best possible light by all.
Nowadays with the internet and the public’s
constant desire for information at the touch of
their fingers, weather providers – particularly
National Meteorological Centres – can no
longer just make forecasts then send them

out to the world and “job done”. There has to
be far more engagement with the public and
media to ensure the right weather message
is received and in the right context.
How many times do you see all around the
world a forecast from a weather provider and
then a media report that blows the weather
story out of proportion or is well off the mark?
Most often this is just done to enhance the
media platform (i.e. sell more newspapers or
get more website hits).
At MetService we use a multi-tiered approach
to ensure the correct weather message is
received and understood by the media. In the
days leading up to a big weather event (i.e.
severe weather, heat wave, etc.) our media
team will meet to decide the best means to
convey the news about the upcoming event.
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Initial forecasts are made then a press
release goes out to the media detailing in
more user-friendly language the risk or
impact of the weather. As the weather event
draws closer we will use other media
platforms such as Twitter or Facebook, web
and video blogs to further update and spread
the news to as many end users as possible.

information reaches as many people as
possible and all the necessary steps are
taken to mitigate risk.
In the days after an event we then create
further online content to help the media and
public understand what, how, and why a
particular weather event took place.
Some exciting times ahead at MetService!
Check us out online at metservice.com,
follow @MetService on Twitter or like
MetService New Zealand on Facebook.

Once the weather event is in full swing we’ll
ramp up our media presence with TV and
radio interviews, along with additional video
blogs and social media updates. This
continues through the event and well beyond
its conclusion to ensure the correct weather

Professional Meteorologist Certification
I have to admit that one of my biggest pet
peeves in life is hearing someone on-air
describe themselves as a "meteorologist",
when I know for sure that they're not! So with
that in mind, when the Canadian government
announced a desire to develop a certification
and accreditation process for a
"professional meteorologist", I jumped at the
chance to be on the advisory board.
The process was laborious!
But together with a group of dedicated, like
minded peers we have finally finished, and in
June 2011 the certification was launched.

The Professional Meteorologist Certification
is relevant for those involved in the field of
meteorology at a specialized or conceptual
level and who are engaged in, or managing,
the research of atmospheric phenomena; the
development and application of models,
templates and algorithms for weather
forecasting; the collection, analysis and
diagnosis of meteorological data; the training
of other meteorologists; or the provision of
advice, forecasts, risk estimates, impact
estimates, interpretation for the protection of
life and property, the advancement of the
economy, the protection of the environment,
or the enhancement of the quality of life.

June 6, 2011 – On June 5, ECO Canada officially launched the
new Professional Meteorologist (P. Met) certification at the
2011 Canadian Meteorological and Oceanographic Society
(CMOS) Congress in Victoria, British Columbia.
The P. Met Certification will formally recognize the unique skills
and knowledge of meteorologists working in various fields such
as forecasting, consulting and research, among other areas.
“Professional credibility for meteorologists has become a
priority for the industry. The increased impact of severeweather and natural disasters has drawn public interest around
the work of meteorologists. ECO Canada recognizes that it is
imperative to have a mechanism that provides professional
credibility to meteorologists” says Grant Trump, CEO of ECO
Canada.
“Ongoing professional development is crucial to success as a
meteorologist. P.Met provides a framework for professional
development and will ensure that Canadian meteorologists stay
abreast of the latest forecasting techniques and advancements
in the science” says Christopher Scott, Forecast Operations
Manager at The Weather Network. “Encouraging
meteorologists to be active educators in their community will
serve to broaden the public’s knowledge of our profession and
ultimately improve the understanding of weather forecasts.”

A Professional Meteorologist can be certified
in the following areas of specialization:
• Operational Meteorology
• Research Meteorology
• Applied Meteorology
I am nervously going through the process
now myself. I'll let you know if and when I get
my designation!
Claire Martin

The development of National Occupational Standards for
meteorology, serves as the foundation of the P. Met
Certification program and is a result of the collaborative efforts
of the entire meteorological community including the private
sector, academia and government. National Occupational
Standards form the basis for all certification programs offered
through ECO and are updated approximately every 5 years to
ensure they remain reflective of emerging areas in an everchanging industry.
Claire Martin, On-Air Broadcaster at CBC says “Like it or not,
your local TV weather presenter is often seen as being the ‘face
of the science.’ Achieving and displaying a P.Met designation
will bring a level of confidence in the individual presenter, and
trust in the on-air product that does not currently exist.
Professional certification is awarded based on academic and
experiential criteria as well as the evaluation of an individual’s
competency level as compared to the National Occupational
Standards (NOS) for Meteorology. More information is available
online at www.eco.ca/meteorology.
This program was funded in part by Human Resources and Skills
Development Canada (HRSDC), the Government of Canada’s
Sector Council Program.
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Good Weather Broadcasting starts with initial selection and first class training
It is no use, in my
opinion, in doing the
best weather forecast
in the history of the
universe if the
subsequent weather
broadcast is poor.
No one will watch or listen
so the conclusion must be
that to get the message
across the messenger, or
weather broadcaster, must
be the best and have the
best possible training.
The problem in many
countries around the world
is that the television or
radio weather broadcaster
is employed by the
national meteorological
service that, generally,
pays scant notice when
recruiting meteorologists
as to their communication
skills. So initial candidate
selection must ensure that
they have good scientific
skills but also
presentational and
communication skills as
well. This applies to all
types of weather
presentation whether or
not the broadcaster is a
professional meteorologist
or just a presenter. It is
very easy to spot those
who understand very little
of the science and when a
severe weather event
happens they are not in a
position to explain the
phenomena either to the
television company or,
indeed, the general public.

during any training the
potential broadcaster will
be shown how to be fluent
with a kindly disposition
making them very friendly
and non-aggressive to the
viewers.

The broadcast needs a
beginning, middle and an
end as do all good stories
with a very punchy
opening line to grab your
audience and want them to
watch more.

To enable the broadcaster
to tell the weather story on
television or radio it is
essential for them to fully
understand the weather
forecast. On every
presenter training course
there must be a full and
detailed meteorological
briefing when the main
story of the day is
highlighted. At the end of
the briefing time must be
allowed for the potential
presenter to ask some
searching questions so as
to ensure they have a firm
grasp of the weather
situation for the next few
days and how it is likely to
change.

Rehearsing-this is very
important which should be
done with the graphics in
the studio if possible as it
is no use mumbling the
forecast to yourself at the
back of the room ; you will
find it perfectly acceptable
for a weather presenter to
talk out loud to themself!

The broadcaster then
needs to editorialise the
weather story bringing out
the salient points and how
the future weather is likely
to impact on their
audience. They must also
be in tune with local and
national events and the
time of the week because
the audience will be
thinking about their leisure
time as the weekend
approaches.

Then, and only then, is the
time to consider the
graphics needed to tell the
weather story, but keep it
Broadcasting Training simple because the easiest
way to turn your viewers
Broadcasting auditions
off is to have complicated
should be in the hands of
the broadcasting company graphics. (I well remember,
in the olden days, listening
alone and only to those
to some learned professor
who have shown their
or two talking about some
competence in weather
very interesting topic only
forecasting. Their body
to fall asleep because their
language is of supreme
graphics were
importance because we
not only communicate with indecipherable or
unreadable.)
our words but also with
facial expressions. So

In the early years I found it
perfectly good to practise
the rehearsal procedure at
home looking into a mirror
even though I had to put
up with family teasing me
but they basked in the
reflected glory when I
became more proficient
and accepted by the
television viewers.
And finally one of the most
difficult aspects of
broadcasting is selfcriticism. When you get on
air you need to get all your
broadcasts recorded so
that you and the director of
the television company can
analyse and learn from
them.
It is a daunting task for the
new recruits but a very
rewarding on once you
have succeeded in
controlling your nerves and
start to enjoy this uplifting
job especially if the
forecast is correct as well!
This article was based on
the paper ‘Ten Steps to
Good Braodcast
Meteorology’ by John
Teather and Bill Giles and is
reproduced here by
permission of the Weather
People and remains their
copyright.

Broadcaster Training Course
The 10 Steps to good
Broadcast Meteorology
1. Initial candidate selection
• Ensuring that new entrants
not only have good scientific
skills, but have
presentational and
communication skills.
• Composition of selection
panel must include someone
who can judge broadcasting
potential.
2. Broadcasting Auditions
• Appearance
• Friendliness
• Body language
• Attitude
• Fluency
3. One Minute Studio Test
• Test the ability to talk fluently
and cogently on any subject of
their chose
•

Structure with beginning,
middle and end

•

Ability to focus on camera and
take floor manager timing
instructions
Ability to edit whilst talking

•

4. Briefing and Story of the Day
• To adsorb a Met Briefing
• To question the briefing

5 Editorialising the Weather Story
•

•

•
•

Bill Giles OBE

Prioritise into the story of the
day as relevant to their
perceived audience
Remember your audience is
not the boss of the Met
Service
Think about how the graphics
can best tell the story
Putting it into climatologically
context – agricultural cycles,
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• Remember that the audience
If not – rehearse in the office –
cannot ‘see’ you have to paint
but do it out loud – at the
mental pictures for listeners.
same volume in which you will
broadcast
• Describe the forecast areas
more slowly and repeat them
• Get the timing right
during that part of the forecast
•
• Allow sufficient charts to deal
• Take pauses to allow time for
with over and under runs
the audience to digest what
• Ensure that the charts are
you have said
shown long enough for the
• Think about where and when
audience to adsorb them
6. Making the Graphics
you are going to breath
• Make sure the charts reflect
• Keep it simple
• Think carefully about the
the weather story rather than
beginning and end words
a pre-conceived order
• Remember that your audience
can only adsorb a few
• Respect your listeners
• Do not be afraid to experiment
relevant points at a time
• At the end of the rehearsal to
• Consider using charts that
be completely comfortable
10. Constant Review
develop to show a developing
with both the weather story
• Always try to get your
situation
and the graphics being used
broadcast recorded so that
• Consider using a summary
you can see or hear it back
chart
and learn from it
8. Make the Studio Work for You
• Remember the ‘rule of three’
• Be pragmatic – if you do a
• Be familiar with the studio set
tell them what you are going
bad broadcast do not dwell
up
to talk about; then tell them;
on it – lean from it and more
•
Ensure
that
you
can
see
a
then tell them what you have
forward
prompt monitor
just said.
• Remember you are only as
• Ensure the camera is the right
• Sign-posting change
good as your last broadcast
distance from you
• Make sure the graphics link
•
Try
to regularly organise
• Ensure you know how you will
together
‘peer
review’ where you show
be cued
• Carefully think about the first
tapes of broadcasts to
• Ensure you know how the
10 seconds of the broadcast,
another broadcaster whose
timing is going to be
as it is during his time that you
views you respect. Extend
communicated
must engage your audience
this to producers at your TV
• DO NOT broadcast until you
or Radio station
• Think carefully how you are
are happy – remember you
going to end. Remember you
• Continuing professional
will look a fool if it goes wrong
are a guest in other people’s
development must be a
– not the studio director
homes
priority. Join appropriate
organisations so that you can
• Remember you responsibility
learn from your peer group
to your audience – you are
9. Radio Scripts
their only link to
• Attend as many broadcast
• Attempt to do it by notes – if
understanding the weather –
meteorology conferences as
not write the script in the
they will trust you and you
you can as the industry is
spoken language – not the
must not abuse that trust
constantly changing and you
written one
can always learn and
• Never use ‘jargon’ phrases
improve your skills
7. Rehearsing
such as ‘occluded fronts’,
‘ITCZ’
• If you can rehearse in the
studio – then make sure you
• The term ‘Fine’ has no
do
meaning to the general public
droughts, floods, tropical
storms, El Nino events,
National Events, holidays,
weekends, disease events,
climate change
Always think of the weather in
the terms of how you would
describe it to someone next to
you at a bus stop

•

John Teather & Bill Giles in a training session held during the IABM 1st World Conference on Broadcast Meteorology in Barcelona
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National Met Service data policies in the context of the Web and related services.
At the time of establishment of the IABM,
in the mid-1990s, the problems of data
policy were uppermost in the minds of
many European broadcast
meteorologists.
It was at the WMO Congress of 1995 that
“Resolution 40” was agreed (after long and painful
negotiation) to try and put some world-wide
structure on the availability of weather data. Over
the previous years, many of the European Met
Services had begun to “commercialise” weather
data in a serious manner, in stark contrast to the
data policies prevailing in the US (in particular)
where weather data was made freely available by
the NWS.
Weather data, be it synoptic reports, upper-air
soundings, METARs, satellite imagery or radar
data, forms the raw material for weather
forecasting. The collection of weather data is an
expensive business, and is essentially paid for by
the taxpayers of the nation of origin. Different
governments, with different economic
complexions, make individual decisions as to
whether this data should be freely provided or
whether the provision of weather data should be in
return for some revenue to help defray the costs of
collection. Forecasters (and, to an even greater
degree, NWP models) require information from
many countries, perhaps even from the whole
globe. Resolution 40 of WMO was an attempt to
try and square this circle of global requirement as
against the sovereign right of nations to determine
the conditions of access to “their” data. Resolution
40 defined a set of data (so-called essential data)
that would be made freely available by all
countries.
During the intervening decade-and-a-half the
situation in Europe has become more complex;
some countries have opted for totally free data
policies while others maintain a charging regime
for non-essential data. However the biggest
change that has occurred since the mid 1990s is
the growth of the World Wide Web and related
technologies. This paper attempts to outline some
of the issues that arise when considering data
policies in the context of the Web and Webdelivered interactive services, focussing especially
on those issues that derive specifically from the
nature of the Web itself and those that are peculiar
to Meteorology.

Some ideas from Economics
It may be helpful in the first instance to introduce
some ideas that attempt to establish a conceptual
basis for considering data policy in the context of
meteorological services. A number of papers on
this topic have been published by Freebairn and
Zillman (an economist and a meteorologist
respectively); notably in Meteorological
Applications (2002) and in a variety of WMO
publications. In their work they attempt to define
“Public Goods”, “Private Goods” and “Mixed
Goods” by reference to the qualities of Rivalry of
Consumption and Costs of Exclusion.
Rivalry of Consumption is based on the idea that if
person A consumes a product or service, there is
less available for person B, person C and so forth.
This is typically seen in, for example, the price of
commodities such as Gold or Copper. As there is
a physical limit to the amount of such commodity,
one person or institution, by purchasing a quantity
of the commodity, can decrease the overall supply
to others and thus drive up the price. Freebairn
and Zillman argue that weather information has

the property of “non-rivalry” – that the use of such
information by an individual to inform a decision
does not in any way preclude another individual
from using the same information to advantage. In
fact, the benefit of weather information to society
will only be maximised when the greatest number
of people possible receive that information and act
upon it when making decisions. This implies, of
course, that the presentation and communication
of that information in an effective manner is an
intrinsic element in maximising the overall benefit
to society.
The second quality they consider, Costs of
Exclusion, is based around the idea of whether or
not you can easily prevent “free riders” from
benefiting from a product or service. If it is easy to
confine the users to a defined group, then the
Costs of Exclusion are low and distribution can be
closely controlled. If it is difficult to control the
“leakage” of a product or service beyond those
designated recipients, then the Costs of Exclusion
are high. In terms of weather information, the
implication might be taken that, as long as the
information has been communicated publicly at
least once, the costs of preventing others from
making use of that information may be high
enough to act as a disincentive to even attempting
that exercise.
An interesting property of this quality of “Costs of
Exclusion” is that it is not static, but is capable of
change over time or, more particularly, as
technology advances. Consider the case of
recorded music. When this could only be
transferred through stamped discs of vinyl or
magnetically-treated tape it was relatively easy to
ensure that anyone who wished to consume this
product needed, at first, to pay for it. The advent of
digitally-rendered recordings and then the ability to
transfer files through fast communication links has
destroyed this business model; now the “Costs of
Exclusion” become very high and the music
industry has adapted (not very successfully) by
lowering the costs of the original products and
devoting considerable resources to chasing the
“free riders” and damming-up the unofficial
breaches in the flow of music information to
consumers. That such a well-resourced industry
has been fighting a largely losing battle in this
matter is instructive.
A related challenge is being faced by the
newspaper industry as news becomes primarily an
on-line commodity. That industry has yet to
converge on an agreed business model whereby
its traditional services can be sustained into the
future. The primary marketable values which a
newspaper now possesses are not the basic
“news” itself – the assemblage of facts about
various happenings around the country and the
wider world – but the quality of the writers on its
staff; the quality of visual presentation on the
printed page, and the flavour of the commentaries
to which it provides a platform. These qualities, at
least, constitute a distinguishing “brand” which has
as much validity on-line as on the printed page.

Public Goods and Private Goods
Freebairn and Zillman use the two concepts of
Rivalry of Consumption and Costs of Exclusion to
help define “Public Goods” and “Private Goods” as
in the matrix shown below. If a product or service
is “Non-Rival” in consumption and “High” in Costs
of Exclusion, it is deemed to be a pure public
service. Public Weather Services are a clear
example of Public Goods but another might be, for
example, access to Irish beaches – the length of
available beach compared to the population

means that there is more than enough for all, and
the cost of preventing access to beaches would be
high. However it is worth noting that in, say,
northern Italy there are fewer beaches and the
population is large; therefore accessibility to
beaches can – and does – become Private Goods.
Application of these concepts will vary with
population density, user base, physical and
technological considerations etc etc.
Most physical commodities fall into the category of
Private Goods because they exist in finite
amounts, so consumption is a Rival property, and
(assuming a functioning legal and justice system)
their use can be confined, with relative ease, to
those who have paid for that privilege.

From Freebairn and Zillman, Meteorol. Appl. 9, 45-54
(2002)

The category of “Mixed Goods” as illustrated in
the top left-hand square of the matrix is interesting
from the standpoint of meteorological information.
This is where the great majority of weather
products and services that are not clearly part of
the “Public Goods” reside. It is amongst these
products and services that choices need to be
made as to whether a particular product or service
is to be deemed “Public” or “Private” – the low
Cost of Exclusion offers this option. These
decisions may be influenced by political or
philosophical factors or by simple market
economics.
Political or philosophical factors lead to further
complications because decisions as to whether or
not to define weather products and services as
public or private must to some degree be
influenced by the uses to which that product or
service might be put. Thus, to take an example, a
forecast of temperatures supplied to an energy
company which allowed them to gain a competitive
advantage over other energy companies in the
purchasing of oil or gas is fundamentally different,
from an economic and social point of view, to a
forecast of temperature supplied to a road
engineer to enable him or her to treat roads on an
icy night as a safety precaution. An institution such
as an Insurance Company might place a monetary
value on a human life and thus integrate human
injury and death into an economic framework. A
Government, whose primary purpose is the
protection and welfare of its people, cannot easily
take this approach.

Weather Information and the national
economy
As noted earlier, in almost every country in the
world the fundamental infrastructure of weather
observation systems, and the provision of weather
forecast information for the general public, is
funded by the taxpayer. It could be argued that the
Aviation industry funds a significant proportion of
weather infrastructure costs, through the Chicago
Convention, but this will almost certainly decrease
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as aviation continues its transition from statesupported business to one driven purely by
commercial considerations. In any case, the
monies paid by Aviation to support meteorology
are often explicitly passed on to the end-user as
“taxes and charges” and can therefore be treated
almost as a tax on air travel and thus a tax to
which a significant percentage of citizens
contribute.

information is made available and communicated.
The Web can be many things;

In all economic circumstances, but particularly in
the straitened economic circumstances of our
times when public resources in many countries are
under severe pressure, we should be prepared to
enquire as to the level of economic return provided
to the taxpayer in exchange for the funds that are
disbursed to support meteorology. This economic
return will be made up of “immediate” gains to the
taxpayer, typically provided through information on
present and future weather that helps to guide
decision-making in weather-sensitive sectors, and
“future” gains that will accrue to later generations
through activities such as research into weather
prediction and the maintenance of the
climatological archive.

4. A means for social and professional networking;

This is a crucial point because, if a publicly-funded
body decides to withhold certain information from
general dissemination and release it only to those
who are prepared to pay – i.e. to treat it as “Private
Goods” then, in terms of overall contribution to the
national economy, the economic value of what is
sold commercially is simply the revenue received
from selling it. That has to be weighed against the
total (ie aggregate) benefit that could possibly be
gained by all of the individual users in the
economy if the data or information were freely
available to them as a Public Good.
It is a significant weakness that there are relatively
few economic studies of the value of publiclyavailable weather information; not many estimates
of the amount of aggregate benefit gained by all
the users in the economy have been made. Some
such studies have been carried out, especially in
the USA; see for example Lazo et al, BAMS, June
2009.
Detailed economic studies of the European
context might, were they available, provide a guide
in deciding how to maximise the overall benefit of
weather information to the European economy,
and indeed help National Met Services (and Public
Service Broadcasters) demonstrate to their
political and financial masters the value returned to
society, and to national economic activity, from the
investment in Public Weather Services. Such
studies would also help inform where to draw the
line (if such a line is to be drawn) between
information released into the public domain and
information reserved exclusively for those who can
pay for its use.
Without a proper economic analysis we have to
use some judgement as to where to draw this line
between Public and Private weather information.
However, as the economic return to the taxpayer
of “Private” weather information is simply the
revenue received from selling it, the degree of
revenue earned should be a significant factor in
helping to decide whether that information should
really belong in the “Private Goods” sector or
might offer a better overall return to the economy if
it were to be classified as “Public Goods”.

1. A library of information for consultation;
2. A shop for the examination and purchase of
products and services;
3. An advertising medium;

5. A broadcast medium;
6. A source of news, capable of rapid updating
7. And so on....
The concept that information be freely available on
the Web, without direct charge to the consumer, is
strongly embedded in the culture of the medium.
Although the technology would allow for microcharges, through debit or credit cards, this is rarely
used in the context of making information directly
available. In contrast, the business models for web
sites that provide information revolve around
advertising and sponsorship; what a website does
is effectively to “sell” its visitors to commercial
firms who piggy-back on the “reach” of the website
to users. Thus, the more useful and attractive the
website, the greater its value in the advertising
marketplace.
The same model is applied to apps, which are
simply another means to access information using
the newer generation of smart phones. The only
fundamental difference is that the app is a local
programme residing on the phone that allows for
some greater functionality and faster service. Apps
can be sold, provided at a nominal cost or
provided at no cost. In the latter case they may still
generate revenue through sponsorship or
embedded advertising. Recent coverage of the
app market in the UK in the “Sunday Times”
newspaper has suggested that 2/3 of all apps are
provided for free.

Weather on the Web
In publishing any weather information a National
Met Service (NMHS) must be mindful of data
policy and IPR issues, especially those which
relate to other NMHSs or to trans-national
organisations such as ECMWF and EUMETSAT.
The agreements between European NMHSs which
are codified in the ECOMET regulations also need
to be considered. However, there are some
specific aspects to the publication of weather
information on web sites and related interactive
services that also need to be taken into account;
1. There is a vast range of weather information
available on the web and through interactive
services;
2. Almost all of this information is provided for
free, at least in the English-speaking web
environment;
3. Most of the web sites draw from the same pool
of basic information; synoptic reports, METARs,
satellite imagery, radar imagery and model data
(usually the GFS or some other freely-available
source).
4. There are at least six distinct groups of
weather-information providers on the web
a. National Met Services;

The character of the Web and Interactive
Services.

b. Commercial Met Services;

Policies can only be implemented if it is practical
to do so, and this in turn will be dependent upon
the technology which underlies the delivery of
services. The development of the World Wide Web
has fundamentally changed the manner in which

d. Academic institutions;

c. Broadcasters;

e. Amateur societies and weather-interest groups
f. Niche users of weather information such as
surfers, hill walkers etc

The category e. – amateur societies and weatherinterest groups is interesting because the
existence of such groups is probably peculiar to
meteorology, astronomy and a few other
disciplines. These web sites, put together and
maintained largely by enthusiasts, though
frequently with some advertising revenue, can be
more dynamic and visually creative than many
institutional web sites, and illustrate that
“resources” in the context of web and interactive
services is not necessarily to be measured in manhours or budgets, but must encompass also flair
and creativity.
The challenge for National Met Services is to build
and maintain a strong brand amidst this plethora of
information providers. The fact that so much
information can be sourced for free precludes the
option of a direct charging model. Even the idea of
reserving some information for premium content is
difficult to implement effectively as, at little or no
charge, such information is usually available in any
case via another route.
As a source of high-quality information an NMHS
or a major broadcaster should match the quality of
information with quality of presentation – which
implies committing resources (to include flair and
creativity – wherever they can be found within the
organisation) into designing, maintaining and
developing web sites which of their nature have
little prospect of a direct return on investment. It
would seem that, if NMHSs or broadcasters are to
seek revenue from web sites and interactive
services, the advertising and/or sponsorship
routes are the only options worth pursuing. The
information needs to be free to the user at the
point of use, otherwise the user will simply look
elsewhere.

Some policy guidelines for interactive
services.
Applying the thoughts and analyses above to the
specific situation of National Met Services and
Public Service Broadcasters, the following general
policy guidelines might be proposed for
consideration:
1. All information placed in the public domain
(“Public Goods” as per the definition from
Freebairn and Zillman) should be freely dispersed
as widely as possible, by all available means of
communication, to ensure ease of access and thus
effectiveness of use of these Public Goods by the
Irish taxpayer.
2. Protocols for re-use of forecasts and warnings
should include a commitment by the re-user to
update content frequently. Conversely, forecasts
and warnings should be provided in technical
formats that allow for rapid updating (RSS feeds
etc).
3. Decisions to retain some information (or, a
premium level of weather data) for release only via
subscription should be informed, insofar as
possible, by some consideration of income earned
versus potential economic loss to the taxpayer.
4. Charging models for any general content (i.e.
not provided to a specific user for a specific
purpose) provided through web or interactive
services will need to be based around advertising
and/or sponsorship rather than direct payment at
the point of use.

Gerald Fleming

16

IABM CORPORATE
MEMBERS

Your Committee Members

AccuWeather
Ask Innovative Visualis
erungslösungen GmbH
BBC Weather Centre

Claire Martin
Chairman

Tomas Molina
Vice Chairman

John Teather
Secretary

Bill Giles OBE
Publications

Inge Niedek
Membership

Dieter Walsh Ordinary
Director

Gerald Fleming
Treasurer

CNN (Cable News Network)
Meteorlogix
MeteoMedia
RTE
Richard Chapman
Ordinary Director

SAM (Servicios
Audiovisuales de
Meteorologia)
The Weather Co.
The Weather People Ltd

Panos Giannopoulos
Ordinary Director.

Paul Gross
Ordinary Director.

Stephen Quao
African Representative

Yoshikazu Idesako
Asia Representative

Weather One
WSI (Weather
Services International)

The Association is
grateful to these companies for
their continuing support

Mauricio Saldivar
S. America Representative

t committee
n
e
rr
u
c
e
th
These are
ociation who
s
s
A
e
th
f
o
members
th Annual
6
1
e
th
t
a
d
te
were elec
ctober 2010
O
in
g
n
ti
e
e
General M

Easy Payments Plus (formally Fee Pay) IN OPERATION
We are leased to announce that the online
system to allow members to pay their dues
(subscriptions) is back on line.

had to go through a lengthy process to reestablish our legal identity. This is all related to
money-laundering legislation.

Changes to the regulations enforced by the
European Commission has meant that we have

The system allows members to pay online and
provides the Treasurer and Administrator with an

easy way to track payments and keep records.
To access the system there is a link on the
website.
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