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MEDIA FACTS

A Guide to Competitive Media

Radio



Using this Guide

At no time in recent history have there been more unprecedented challenges to the creation
and execution of an effective, results-oriented marketing plan. As consumers struggle to
copewiththe demandsof atime-impoverished society, the challenges of an uncertain economy
and political unease have combined to create amarketing environment that defiestraditional
logic — an environment that requires new approaches, new creativity, and new accountabil-
ity for the bottom-line results of the advertising plan.

Add increases in costs and competition and dramatic decreases in the reach and impact of
some traditional media, and it’s no wonder that many advertisers are looking for help in
designing and implementing an effective, efficient advertising strategy.

That’s why the Radio industry combined its resources to produce this book.

Thispublication isintended not only to help you understand and eval uate the basic strengths
of each medium, but also to make you aware of the concerns many advertisers share about
them. The best decisions are informed decisions, and the material presented in these pages
will help you maketheintelligent choices about what medium or combination of mediaoffers
the best solutions to your sales and marketing problems.

Of course, we believe in Radio’s power to accelerate and enhance the impact of any well-
conceived marketing effort. That’swhy we' ve included some observations on how you can
use Radio most effectively in combination with, or as an alternative to, other media.

Today more than ever, you are accountable for the results generated by your advertising
plan. The Radio Advertising Bureau is ready to help you make the best productive deci-
sions. RAB member stationsin your area have access to thousands of strategic and cregtive
ideas, or you can contact RAB direct, toll-free, at 1-800-232-3131.
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In asociety characterized by time poverty and hec-
tic consumer lifestyles, Radio stays closer to the
consumer for longer periods during prime buying
hours than any other medium. And Radio’s
targetability enablesyou to identify, reach, and mo-
tivate your best target customerswith pinpoint ac-

curacy, efficiency, and minimum waste.

Advertisers who recognized Radio’s power
voted with their budgets to the tune of $19.8
billionin 2000, a 12 percent jump over the pre-
vious year. Even during uncertain economic
conditionsin 2001, advertisers’ confidencein
Radio helped the medium avoid the sizeabl e ad-

vertising slumps suffered by other media.

Thousands of advertiserstrust Radio astheir ex-
clusive advertising choice, and many more rec-
ognize Radio’svalue as an accelerant in the ad-
vertising plan; likelighter fluid sprayed on softly
glowing embers, Radio createsimmediate spark,

excitement, and — most importantly — results!

Network Radio

While many advertiserswork with local Radio

stations, larger regional and national advertis-
erswith broader product/service distribution

may benefit from advertising on network Radio.

Network Radio offers advertisers access to the
local marketplace from anational platform. With
network Radio, it's easy to increase geographic
reach (perhaps as broad as the entire country)
and reach demographically targeted consumers
with enough message frequency to generate re-

sultsquickly.

Network Radio provides affiliate stations with
news, crisiscoverage, sports, entertainment fea-
tures, and myriad other programming options.
Networks al so syndicate high-profile, person-
ality-driven programming in all genres and for-
mats. Livecontentisfed viasatellitedirectly to
affiliate stations, while programsthat are not as

time-sensitive are distributed on CD.

In exchange for network-produced program-
ming, Radio stations agree to air network com-
mercials. Network Radio allows advertisersto

associate their advertising messages with some




RAB Media Facts: Radio

of the country’smost successful music, news, talk,
and sports programs and personalities. Tradition-
aly, network Radio had been heavily concentrated
on news and sports stations. Today, it has signifi-
cantly expanded its programming, reaching women
and younger demos. Thisaffords national adver-
tisers access to more stations in more markets,
across awider variety of program formats than

ever before.

Imagery Transfer

Advertiserswith significant investmentsin television
face aconstant strugglein balancing the need for an
ongoing marketing presence against escal ating prices
and fragmented audiences. Radio offersaway to
perpetuate — and strengthen — the visual images
associated with television advertising through apro-

cessknown as“Imagery Transfer.”

“Imagery Transfer” studies show that by airing the
audio portion of awell-crafted television commer-
cial, Radio can stimulate the mind to recreate the
visual image originally placed there by thetelevi-
sion message. The data proves that “Imagery

Transfer” issuccessful with three out of four con-

sumers, making it avery efficient method of ex-

tending and enhancing abrand’s“visual” image.
Combining Radio and TV allows advertisersto:

» Extend campaign reach

» Substantially increase message frequency

e Improveawarenesswhilethe TV campaignairs
» Perpetuate awareness between TV campaigns
* Maximizethereturn ontheadvertisnginvestment
» Reach active consumers, out-of-home, closer

to their buying decisions

By adding Radio to your TV schedule, you can
reinforce the dollars you spend on television by
using Radio to build the reach and frequency nec-
essary to effectively target your best customers

... with far greater results!

@BUREAU

RRADIO ADVERTISING |
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Declining ad revenue, decreasing cir culation — it’sa one-two punch that one
would expect to knock newspaper out. However, the position most newspa-
persenjoy in their local marketswon’t disappear tomorrow. Many advertis-
ersstill swear by thismedium — even if it’sfrom sheer habit.

In general, newspaper circulation has been declining
since the end of World War 11, and the amount of time
readers spend with their papersisdipping aswell. Ac-
cording to Veronis Suhler, Americans spend 151 hours
per year (2.9 hours per week) reading the newspaper,
15 hours less than in 1995 — and that number is pro-
jected to drop another 7 hours per year by 2005. More-
over, only dightly morethan half of al newspaper read-
erslook at “Section |I” of their paper (the front page
section), and that’sfar and away the most heavily read
part of the paper!?

Younger readers don’'t depend on the print media the
way their grandparentsdid. Readersunder age 35 are

spending less time than ever with their local paper.®

In most markets, circulation isflat or declining, while
paper costs and other factors continue to drive pro-
duction costs up — and that leads to bigger ad rates

for smaller impact.

After increasing 6.8 percent in the second quarter of
2000, newspaper ad revenue dipped 8.4 percent for
the same quarter in 2001, according to preliminary es-

timates from the Newspaper Association of America

(NAA). Thesituation had worsened from thefirst quar-
ter, when expenditures slipped 4.28 percent to $10.4
billion. Thisput thefiguresat a6.5 percent declinefor
thefirst half of 2001 to $21.4 billion.*

AccordingtotheNAA, newspaper advertising accounts
for 20 percent of the total U.S. advertising pie, a per-
centage matched by no other medium and approached

only by broadcast television and direct mail .®

Faced with declining circul ation, the newspaper indus-
try has dramatically redefined what counts as “paid
circulation.” Now, copies sold for any price (even a
penny) count as much as copies sold for full pricein
newsstands or through subscriptions, according to re-
vised guidelinesfrom the Audit Bureau of Circulations,

the newspaper industry’s circulation “watchdog.”®

And other challenges remain. The Internet has given
the newspaper industry continued competition for clas-
sified ads— a $19 hillion category in 2000 represent-
ing 30 to 50 percent of ad revenue for many papers.’
Employment ads in particular are being targeted not
only by Internet companies, but also by enterprising

Radio stations seeking a slice of the recruitment pie.




Advantages

Disadvantages

RAB Media Facts: Newspapers

Plus Radio

History: One of the oldest, most
highly regarded media in the U.S.
Among its loyal readers, it enjoys a
high degree of familiarity, acceptance,
credibility, and respect.

Visuals: The newspaper’s combi-
nation of text and graphics, when
used effectively, can create visual
appeal that reinforces the messages
of its advertising.

Mass Audience: Newspapers reach a
relatively large mass audience through-
out the market with asingle exposure.

Ad Variety: Themedium offersavari-
ety of ad sizes that allows advertisers
to meet their budgetary constraints.

In-depth: Newspaper ads havethe abil-
ity to communicate lengthy, complex, or
detailed information and descriptions.

Ease of Tracking: It's relatively
easy to track response, primarily
through couponing.

Lead Time: Advertisers can place
orders and copy with a relatively
short lead time.

Exposure: The reader controls the
amount of exposuretoagivenad. They
can spend asmuch or aslittletime with
an ad asthey like.

Decreasing Penetration: Inmost mar-
kets circulation is less than 50 percent
of al households® (please ask for the
RAB Newspaper Performance Report
based on ABC datafor your market).

Ad Clutter, No Separation: A typical
daily newspaper is60 to 62 percent ads;
the Sunday edition carries 68 percent
advertising, not counting free-standing
inserts.® Your ad placed next to your
competitors can only be an advantage
if your priceisabsolutely the lowest.

Passive: Thepaper providesinformation
once consumersdecideto buy, but it does
not build brand awarenessor create prod-
uct demand. Newspaper advertising thus
worksmainly for comparing prices.

Browsers, not Readers: Most people
don’t read all sections of the paper every
day. Adsin agiven section reach only
those who read that section. Even the
most-read section (“ Section1”) isseen by
only about half of newspaper readers.®

ReadersDon’'t See Ads. On average,
only 42 percent of readers will recall
noting a full-page ad'* (for specific ad
noting factors, see your market's RAB
Newspaper Performance Report).

Can’t Target: It'sdifficult to accommo-
date sel ective approaches that improve
your cost efficiency and enhance fre-
guency against clearly defined, high-po-
tential customer segments.

Couponing is Declining: Despite in-
creased coupon face value, redemption
has been declining for years.

New Competition from Outside: One
of newspaper’s strongest ad categories
(classifieds) is under attack both from
Internet firmsand savvy Radio stations.

Adults 18+ spend three hours and
three minutes per day listening to
Radio ... considerably longer than
they spend with newspaper (less
than 37 minutes).?

Using Radio together with newspaper
increases the reach of your advertise-
ment among light readers and younger
consumers and adds impact through
message frequency. That meansbigger
and faster results.

Studies show that ad size has little im-
pact on ad recall, so you can decrease
the size of your newspaper ad and redi-
rect those dollarsinto Radio. By doing
so, you'll boost your reach and build
message frequency without increasing
your cost.

Radio reaches 63 percent of shoppers
age 25-54 within one hour of purchase
time — providing the greatest “pur-
chase proximity” of all major media.*®
Combining Radio with newspaper al-
lowsyou to influence your customers
closer to the point of purchase when
they are most receptiveto critical mar-
keting information.

The success of your marketing strategy
depends greatly on how you reach and
motivate your customersbeforetheir de-
cisionto purchase hasbeen made. The
intimate power of Radio can stimulate
new demand by creating emotional rea-
sons to buy your product and then di-
recting customers to the newspaper for
detailed information. It can help main-
tain loyal customers by keeping your
name or brand image top-of-mind.

Radioisvisual. Useitto createavivid
mental image of your product or
service...imagesyou simply can’t cre-
atein print.




BroadCast TV,

In the last 15 years, the three major broadcast televison networks have seen
their shareof primetime TV viewer s plunge from almost 70 percent to just 36
per cent, with theremaining two-thir dsof theviewing audience scatter ed among
dozensof cablechanndsand syndicated programming sour ces.

For more than 50 years, broadcast TV hasfilled our living
roomswiththeflickering glow of amediarevolution. From
The Honeymoonersto WII & Grace, TV has defined two
generations of consumers. Of course, the tube does not
possessthe unifying power it oncedid. Inthepast, ashow
likeElvisPredey’scomeback specid or thefina episodeof
M* A*S*H* drew decisive mgjorities of the viewing audi-
ence; nowadays, withtheexploson of ather viewing choices
suchascable, satellite TV, pay-per-view, rented videotapes
or DVDs, and more, the U.S. viewing audience has frag-
mented. In the 1985-86 viewing season, ABC, CBS, and
NBC held dmogt 70 percent of primetime share; by the
1999-2000 season, that percentage had plunged to just 36
percent, with theremai nder scattered among dozensof cable
channelsand syndicated programming sourcest. Thissplin-
tering of ad viewershasdiluted TV advertisng'spotency.

Broadcast TV ad revenue supportsthispicture; according to
Robert J. Coen'sestimates, the broadcast tdlevision industry
rakedin$44.8hillioninad expendituresin 2000— but only 35
percent of that figureisattributable to the four mgor broad-
cast networks (ABC, CBS, NBC, and Fox).?

Adding to the problem are the recent wars between satellite
TV andcable. Satelitesystemsmay sport hundredsof chan-
nels, cablecosresponded with digital-cabletechnology offer-

ing nearly as many. No wonder the traditiond broadcast
networks attract smdler and smdler audiences.

Equdly sgnificantisthetimeimpoverishment” of themod-
ernconsumer. Themogt attractive consumerslead complex
— even hectic— lives. Ther PDAs are chock-full of im-
portant business and persona respongilities, even astheir
cdl phones notify them of new problems or opportunities
Smply put, consumersnolonger havethetimeor indination
to shop — or consume media— like pagt generdtions. In
fact, 40 percent of dl TV viewersareconddered“ light view-
ers” havingaTV on for lessthan 90 minutesaday®. The
chdlengefor the modern advertiser isto reech these on-the-
go consumers, a chdlenge that is increasingly difficult for
home-basad television to overcome.

Alsoimportant istheinverserelationship betweenincome
and TV viewing. To wit: The more people make, the
lesstimethey spend watching TV. Thelesspeople make,
themorethey watch. For many advertiserswhose prod-
ucts or services require at least some degree of dispos-

ableincome, thisisacritical marketing issuetoday.

Findly, advertisers must assess the impact of the new per-
sondl video recorders (PVRs) such as TiVo— productsthat

help theviewer diminate svarmsof TV commercids.




Advantages

Disadvantages

RAB Media Facts; Broadcast TV

Plus Radio

Widespread: Over-the-air television
reaches virtually all Americans.
Ninety-eight percent of U.S. house-
holds have at |east one TV.*

Time Spent: People spend a lot of
timewith their television sets. On av-
erage, U.S. viewers watch television
about 18 hours a week.®> Almost six
hours of this is devoted to the major
broadcast networks.

Way of Life: Baby Boomers (34- to
50-year-olds) and Generation Xers (18-
to 33-year-olds) grew up with TV ...
and the medium continues to attract
new, young audiences.

MassExposure: Sometelevision pro-
grams can reach large mass audiences
with asingle exposure.

Visual Appeal: TV hastheability to
grab attention and create appeal
through the combination of pictures,
sound, and motion.

Audience Share is Decreasing:
Televison'snetwork primetimeaudience
has decreased dramatically, from 90 per-
centin 1980 (ABC, CBS,NBC) tojust 36
percent (ABC, CBS, NBC) in 2000. The
last increase— just oneratingspoint, and
for only oneyear — occurredinthe 1993-
94 season and was the only positive blip
ina20-year downward spiral .

VCR/DVD UseDecreasesViewer ship:
AsVCRand DVD player useincreases,
theimpact of TV commercial sdecreases.
Most homes (85 percent) have at least
oneVCR, and DVD household penetra-
tion in the U.S. has reached the one-
third mark in just afew short years.”

Channel Surfing: When a commer-
cial comes on, many viewers go surf-
ing. They jump from channel to chan-
nel to avoid thecommercials. Personal
video recorders makeit even easier to
dodge the ads, giving consumers the
power to skip over commercials even
in live broadcasts.

Viewing Decreases as Income In-
creases: U.S. adults whose household
incomes arein thetop third are statisti-
caly morelikely tobelight TV viewers®
Comparewith Radio’saffluent listeners,
which actually are morelikely to listen
to Radio asincomelevel increases.

Skyrocketing Production Costs: A
typical 30-second national commercial
can cost hundreds of thousands of dol-
lars to produce.

Restricted Viewing: Almost all televi-
sion viewing takes place in the home,
making it extremely unlikely that televi-
sion advertising will influence consum-
ers close to the point of purchase.

Adults in $50K+ households spend
nearly egqual time each day with Radio
and TV (3 hours 1 minute and 3 hours 19
minutes, respectively).® By adding Ra-
diotoyour mediamix, you canvirtually
double your impact on this important,
upscale audience.

Despite what some advertisers think,
the pretty picturesonyour TV are LESS
powerful than the audio, not more. If
you doubt this, pop a horror movie in
your VCR and watch it with the sound
off — then listen to the sound with your
eyesclosed. Which is scarier?

Radio enhances the visual image you
are trying to portray in your TV ad.
Through the use of Imagery Transfer,
three out of four consumers who have
seenyour television commercial will re-
call the visual images — and the mes-
sage— when they hear the correspond-
ing audio on the Radio. Infact, 75 per-
cent of these consumers actually imag-
ine themselvesin the commercial upon
hearing the audio.

Radio offersunparalleled cost efficiency
and reasonable production costs. By
spending less in the production stage,
you have more budget to maximize the
reach and frequency of your combined
Radioand TV campaign.




Cable TV hascontributed to the fractionalization of viewing audiences. In
most ar eas, thenumber of channelsavailabletotheviewer isfiveto 10times
higher than the total number of Radio stationsin thesamearea! And the
promiseof “aquality environment” rarely hasbeen met.

The Cabletelevision Advertising Bureau (CAB)
states that revenue derived from cable advertis-
ing grew from $5.7 billion in 1995 to an estimated
$13.8 billion in 2000. The CAB projects 2001
revenues of $15.9 billion, or a 15 percent increase

over the previous year.!

Thevast magjority of thisrevenueisderived from net-
work cable advertising — 74.6 percent in 2001, up
from 70.8 percent in 1995. Local advertisers' dlice of
the cable ad revenue pie, conversely, continuesto de-
cline; in 1995, local commercials made up 25.5 per-
cent of cable advertising revenues, but by 2001, that
percentage had dwindled to 22.7 percent.?

In spite of its past problems, the cable industry
has added subscribers steadily over the years.
As of July 2001, households with wired basic
cable numbered 69,532,810, or 68 percent of all
U.S. TV households.® However, the cable in-
dustry, which for so long had no real competi-
tors, now faces a steady stream of defectorsfrom

the ranks of its subscribers. Direct-broadcast
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satellite (DBS) has captured nearly 17 million sub-
scribersin just afew short years, and it i's poised
to acquire even more viewers now that the gov-
ernment has granted permission for satellite com-
panies to offer local channels.* Although its
progress currently is stymied, digital broadcast
TV iscoming; when it arrives, it may force bur-
densome channel loads and further audience frag-

mentation on cable systems.

While cable systems as a whole may reach into
alarge percentage of homes, their audiences are
fragmented among dozens — even hundreds —
of channels. The average system bringsitsview-

ers 62 channel choices.

Cable’s promise of a “quality commercial envi-
ronment” is belied by the ratings. Most weeks,
many of the most heavily viewed programs on
cable are wrestling shows and cartoons. While
cable advertising generally isinexpensive, many
advertisers question the value of their presence

in these environments.




Advantages

Disadvantages

RAB Media Facts; Cable TV

Plus Radio

Growth Spurt: Cablenow reachestwo
thirds of all U.S. TV households, and
even more (80 percent vs. 49 percentin
1985) among househol dswith an annual
income over $50,000.5

Inexpensive: Many advertisers con-
sider cableto be“discount television.”
Cable offers some of the same ben-
efits (e.g., motion, visuals, sound) as
broadcast television, at considerably
cheaper rates.

Targetable: Cablecan subdivideitsau-
dience into much more easily targeted
segments than over-the-air TV can.
More than half (60 percent) of viewers
have 54 or more choices. Suchanarray
of choices allows advertisers to target
specific consumer groups according to
their programs of interest.®

Consumer Appreciation: Most con-
sumerslikethe cablethey pay toreceive.
In 2000, Americans spent an estimated
$39 hillion subscribing to cable services
and ancillary services such astelephony
and Internet access.”

Summer Season: When the broad-
cast networks’ shows go on hiatus
in the summertime, their rerunsyield
pride of place to cable networks’
original programming.

Small Audiences. Because cable TV
gives the viewer so many channels to
choosefrom, cable audiencesare consid-
erably smaller thanthose of broadcast TV.
During primetime, eventhetop cable net-
worksrarely exceed 3 percent penetration
among TV households.® Furthermore,
competition from satellite TV hasforced
operators to offer digital-cable service,
which means even more viewing options
and further fragmented audiences.

Inaccur atelocal numbers: Asmany as12
percent of U.S. households get their pro-
gramming fromaternativeddivery sysems
(ADS) such assatdllite TV — and the per-
centageismuch higher in many mgor mar-
kets® Because ADS subscribers cannot re-
cavelocd commerdidsinnationd cablepro-
gramming, any advertiser who rdieson lo-
ca-market Nielsenbooksto get ahandlieon
cable ddivery in hisor her DMA must de-
duct the ADS percentage of theaudience or
et lessthan they pay for.

Limited Commercial Impact: Cabledill
islocked out of athird of all U.S. homes,
and penetrationisunlikely toincreasetoo
much beyond present levels. Cable (ba-
sic + premium) accounts for just 39 per-
centof al U.S. household TV set usage ’

Ad Clutter: It'sevenworsethan over-the-
artdevison. Whilenetwork TV typicaly
cariesa24-unit spot load every hour, cable
often carriesasmany as28 unitsper hour —
17 percent more— making ads that much
more annoying and therefore more suscep-
tibleto zipping, zapping, andtime-shifting.

Quality: Local advertisers spots often
are placed cheek-by-jowl with national
ads. Asaresult, they areforced to choose
between spending an ever-increasing por-
tion of their budgets in an attempt to
achieve comparable quality or accepting
thedisparity in production valuesand air-
ing ads that look cheap by comparison.
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By enhancing your cable television
plan with Radio, you can reach con-
sumers who watch little or no cable
programming as well as those who
do spend a share of their mediatime
with the medium.

Radio, on the other hand, is the pre-
mier targeting medium. Cable may of -
fer more targetability than traditional
television, but still islimited. When
you combine the right Radio stations
with theright cable programs, you can
create a highly focused campaign ca-
pable of generating maximum reach
and frequency with the specific con-
sumers who are most likely to pur-
chase your products and services.

Unlike cable and over-the-air TV, top-
quality commercialsfor Radio can be
produced very cost-effectively. You
even can use your Radio commercials
asthe audio track for your cable spots,
boosting the synergy and creativity
of your marketing plan.

By combining Radio and cable you not
only can deliver more messages to
your customers with greater fre-
qguency, but also can participate in
special promotions that attract cus-
tomers and increase sales.
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Doyou lovedirect mail or hateit? Your answer may depend on whether
you're a marketer trying to stand out in the mind of your best con-
sumer prospect or aconsumer tryingto keep from drowningin ariver

of “junk mail.”

Many advertiserslove direct mail; most consumers
hateit. Theironicthingis, theroot of both feelings
isthe same: Direct mail’simpressive ability to get

into our homes.

Advertiserslove direct mail becauseit helpsthem
focus and target their messages. Using sophisti-
cated computer-database management tech-
niques, direct marketers can target consumers
by virtually any characteristic — location, edu-
cation, age, sex, purchase history, etc. Direct
mail also can be very useful in tracking consumer
response, and its format allows for the distribu-
tion of product samples along with coupons.
That’s why marketers invested more than $44

million in direct mail in the year 2000.

In the minds of many consumers, however, direct
mail conjuresup avery different set of images. Most
people have avery low opinion of direct mail — the
derogatory term “junk mail” is proof of that — and
as much as half of it winds up thrown away un-
opened. When people do read it, they tend to open

mail only from advertisers with which they are al-

12

ready familiar. (Inlight of thetragic eventsof 2001,
this tendency may become even more pronounced,
further complicating the problem of getting the mes-

sage read, rather than just delivered.)

Indeed, many consumers are so annoyed by the ava
lanche of junk mail bombarding their homesthat anew
industry devoted to hel ping people get their namesre-

moved from direct-mail lists has sprung up.

What’s more, time-crunched consumers are not
clipping and redeeming coupons the way they
once did, reducing the impact and accountability
of many direct marketing campaigns. The most
recently available data indicates that despite a
trend of steadily increasing coupon face values,
overall coupon redemption has been in free-fall

for the past 10 years.?

Despite these problems, many advertisers remain
committed to the medium. Thekey isto find media
partners that can enhance the apparent value of the
messages reaching into consumers’ homes — and
Radio isideally suited to the task.




Advantages

Disadvantages

RAB Media Facts: Direct Mail

Plus Radio

Targetability: With direct mail, an ad-
vertiser can target potential custom-
ers by geographical area, product af-
finity, previous purchases, and poten-
tial interest based on accumulated or
purchased databases.

Reach: The medium potentially can
reach every household in the market,
or at least every consumer the mar-
keter wishesto target, usually through
mail-merge options.

Maintenance: Direct mail can behelp-
ful in building and reinforcing existing
consumer relationshipsthrough person-
alized mailings.

Tracking: Marketers can track re-
sponse through coupon redemption
and return-card/call-back options.

Precision: Direct mail allows an ad-
vertiser to convey highly detailed in-
formation about their product or ser-
vice, as well as deliver product
samples for consumersto try.

L ow Response Rate: Most direct mail
marketers consider a response rate of
only 2 or 3 percent to be successful.
This means that up to 98 percent of the
people you market to will reject or ig-
nore your offer.

Attention: Much of thetime, direct mail
is thrown away unopened; when con-
sumersactually do read their direct mail,
they tend to read mailings from adver-
tisersthey know and like.

New Customers: Direct mail islessef-
fectivein attracting new prospectsthan
in reinforcing existing customers. For
any business whose future depends on
expanding its consumer base, thisis a
significant liability.

Consumer Perception: Most consumers
refer to direct mail as*junk mail” — and
they have an even lower opinion of the
more cost-€efficient mail-merge packages
that combine piecesfrom anumber of dif-
ferent advertisersin one envelope.

Outdated Mailing Lists: Evenamong
consumers who are not actively trying
to havetheir names stricken from direct
mail’srolls, there are many who move
each year, making it difficult for direct-
mail companiestoidentify and maintain
accurate databases.

Declining Couponing: Time-crunched
consumersare not clipping and redeem-
ing coupons the way they once did, re-
ducing the impact and trackability of
many direct marketing campaigns.?

Growing Expense: Direct-mail costsare
ontherise. Increasesin postal rates, pro-
duction charges, paper costs, and data
basefeeshaveturned direct mail into one
of theleast cost-€efficient of all media.
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How do you get people to open the
direct mail they usually discard? By
augmenting your marketing strategy
with Radio to call attention to your
mailings and precondition recipients
to the benefits of reading and re-
sponding to your direct mail offers.

Using Radio in tandem with direct
mail allows you not only to build
sales with current customers, but
also to reach prospects — specifi-
cally your competitors’ customers,
who are unlikely to open or read
your direct-mail solicitations.

Unlike the “junk” perception asso-
ciated with direct mail, Radio isthe
medium of choice for millions of
Americans. No one thinks of their
favorite Radio station as a nuisance,
since they select only what they
want to listen to. When these loyal
listeners are exposed to your com-
mercial messages within this more
receptive environment, they are
likely to give your direct mail more
favorable consideration.
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The old joke about the local weather can be adapted to conditions on the
Internet: If you don’t like the way things are online, wait around a few
minutesand they’ll change. Amid all the flux, however, the Net remainsan
excellent way to market certain productsand services— | Fit’sdoneaspart
of a car efully conceived, car efully executed marketing plan.

TheInternet, while still playing catch-up with older,
established media such as newspapers, television,
and Radio, has a record of explosive growth over
much of its short history. From 1988 to 2000, online
advertising climbed from $1.85 billion to $4.85 bil -

lion in 2000 — a 162 percent increase.

Of course, no industry could maintain such a
steep climb forever; the 2000 figure above rep-
resents a 33 percent growth over 1999, and es-
timated 2001 growth has shrunk into the single
digits at 8 percent. Still, growth remained re-
spectable through 2000, with local online ad
spending reportedly growing faster than the na-

tional component.?

As for predictions of the future, it’s hard to say
with certainty how much the medium will grow
in the short term. “Dot-com” companies always

have done the majority of online advertising —
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but a dishearteningly high number of such com-
panies either have gone under or teeter on the
brink. As with virtually every advertising me-
dium, online advertising had to break out the red
ink in the first half of 2001, with losses slightly
offset by modest gainsin the second half to reach

the projected 8 percent growth cited above.

Still, the Internet remains an intriguing place for
many advertisers to market their products and
services. Inthe past, online campaigns for prod-
ucts geared to the Net’s original user demographic
(namely males age 18-34) were most likely to
succeed. However, in the last couple of years
the online population has changed to more closely

mirror the general population.

While e-commerce is off to a slow start, many
consumers use the Web to gather information

before making a purchase.




Advantages

Disadvantages

RAB Media Facts: Internet

Plus Radio

Direct Response: With the Internet,
you can reach highly educated and
affluent consumers who are able to
purchase your products or services
with aclick of the mouse.

Interactivity: The Internet allows
your customers to communicate di-
rectly with you; they can tell you
what they do and don’t like, what
they want, and what they will buy.

Tracking: Internet technology al-
lows you to measure exactly how
many people saw your message ...
and how they responded.

Immediacy: Thanksto online com-
merce, your message can reach con-
sumers just before they buy online
... and offer detailed information to
shape the buying decision.

Flexible: The Internet allows you
to change your message frequently;
in fact, Internet experts suggest that
you must continually change your
offerings to keep them fresh.

New and Exciting: As more and
more consumers buy their first com-
puter or finally get around to acquir-
ing an Internet connection, there is
asteady influx of consumers experi-
encing the Web for the first time.
This sense of novelty and wonder
will persist for some time before Web
surfing becomes an experience to be
taken for granted.

Per ception: Advertisingisbecoming
more accepted on the Internet. How-
ever, the flip side of increased accep-
tance is decreased awareness. Many
Internet users simply tune out ads or
even block them with software de-
signed for the purpose.

Consumer Concerns: In theory, e-
commerce is safe, simple, and easy.
However, despite evidence of the se-
curity of online transactions, publi-
cized reports of credit-card theft on
the Net have made many consumers
hesitant to use their credit card num-
bers online.

Time: Although theinstalled base of
high-speed Internet access technol-
ogy is growing, a significant base of
users still is accessing the Web using
modem speeds of 56 kbps or slower.
Hardware bottlenecks make navigat-
ing the Net a slow, tedious process.
Many users, turned off by the time it
takes to view graphic-heavy pages,
move on quickly when they don't think
the site isworth the wait.

InfrastructureProblems: The 2000
online holiday shopping season
taught e-tailers some bitter lessons.
As consumers flood the Internet
looking to shop and buy, sites that
don't sufficiently prepare for the
onslaught will be plagued by pain-
fully slow loading times or outright
crashes. Moreover, e-tailers are
very dependent on timely shipping,
apossible weak link that could break
down just when it’s needed most.
Loss of online visitors means your
advertising will be less effective.
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Radio and the Internet make perfect
marketing partners. Radio has proven
its ability to drive consumers to ad-
vertised Web sites, and many Radio
stations have their own Web sites of -
fering advertisers unique multi-media
marketing opportunities.

With Radio you can target specific
customers by demographic group,
lifestyle trends, and specific product
affinity. And sincethe average Radio
listener spends more than three hours
each weekday and more than five
hours per weekend with their favorite
stations, it’s easy to generate enough
message frequency to get them to
check out your online advertisement.*
As Radio draws consumers to your
online message, it can encourage them
to print special coupons directly off
the Web and redeem them at your
place of business.

Radio is virtually the only medium a
computer user can enjoy while brows-
ing the Internet; in fact, streaming au-
dio allows usersto listen to hundreds
of both offline and Internet-only Ra-
dio stations through their computers
whileonline. Your Radio message can
draw the attention of potential online
customers before, during, and follow-
ing their Internet use.
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Namejug about any human endeavor you can think of, and chancesaretherésa
magazinedevoted toit. However, theflip Sdeaf widetitlechoiceisthat many maga-
zinesdon’t reach enough consumer stobeeffective—and survival inthecompetitive
magazine busnessistough. Witnesstherecent collapse of some of the bext-funded

and most heavily promoted publicationd

M agazine advertising revenue totaled $17.7 billion
in 2000, a 14 percent increase over 1999.! There
were 347 new magazines launched in 2000, adding
to a base of nearly 18,000 titles on nearly every
subject ever put to paper.?2 Look at 2001, however,

and things seem alittle cloudier.

According to the Publishers Information Bureau,
magazine advertising pages fell 6.8 percent in the
first quarter of 2001 compared to the same period
in 2000. More disturbing for publishersis that ad
pages fell 14.3 percent in the second quarter. Rev-
enues slid from $10 billion to $9.7 billion for that
six-month period according to PIB, thefirst drop in
nineyears.® Inthelatest six-month audit, the Audit
Bureau of Circulations reports that of the top 200
consumer magazines, nearly 40 percent saw circu-
lation declines.* Several high-profile magazines

have badly missed their circulation targets.

The magazine industry is worried about the future
of reading in this country — and with good reason.
The sad fact is that Americans read less than they

used to (many because they simply have less free
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time to devote to reading). Reaching that coveted
18-34-year-old demo by advertising in magazinesis
becoming increasingly difficult. Advertisers are
looking at the next generation of time-challenged,
seemingly print-indifferent shoppers and feeling
some well-justified concerns about the nature of

magazines' readership base.

Consumer magazines do mesh well with the needs
of some advertisers, however. Specialty magazines,
with their well-defined niches, can offer targeting
opportunitiesfor the advertiser willing to do careful
research into consumer behavior and magazines'
audience composition. Moreover, magazines' port-
ability meansthat a magazine ad may in some cases

be seen outside the home.

Of course, the flip side of wide title choice is that
many magazines serve too small a niche to be ef-
fective advertising tools for companies wishing to
reach a broad market segment. Also, some maga-
zines practice of clustering ads meansrecall of your
ad may suffer unless you purchase a full-page ad

— an expensive proposition.




Advantages

Disadvantages

RAB Media Facts: Magazines

Plus Radio

Readership: According to spring
2001 Simmons data, 89 percent of
adults age 18 and older say they read
one or more magazines.®

Targetability: Specialty magazines
allow advertisersto target consum-
ers demographically, by product af-
finity, or by lifestyle.

Strong Visuals: Magazine ads can be
highly creative and aesthetically appeal -
ing through the effective use of pho-
tography, graphics, color, and copy.

Portability: Magazines can be car-
ried by consumers and read almost
anywhere, at any time (in-car being
one notabl e exception).

Advertorial: Anin-depth advertis-
ing message can be created to ap-
pear more like editorial copy than an
advertisement, although most maga-
zinesrequire such advertorialsto be
identified as advertising rather than
editorial content.

L ocalizing: Regional/locd editions, poly-
wrap inserts, andlocal “ vista’ magazines
offer local advertising opportunities.

Competition: Therearetoo many maga
zines— and too many choices. Adver-
tisersand consumers have nearly 18,000
magazine titles from which to choose,
many of which do not survivetheir first
year of publication.®

Time: Theaverage person spendsonly
5 or 6 percent of hisor her daily media
timereading magazines.”

Clutter: Magazines contain so much
advertising that ad readership and re-
call isminimal. Thetypical magazine
contains over 50 percent advertising,
so there’s little opportunity for con-
sumers to absorb both the editorial
content and advertising.

Reach: Theproliferationinthe number
of magazines means audience fraction-
alization, and most magazines actually
miss most of their avowed target audi-
ences. The average issue of Business
Week reaches less than 3 percent of all
professional managerial adults, and
Good Housekeeping misses more than
86 percent of adult women®.

Inflexible: Becauseof lead time, adver-
tising must be prepared long before
publication dates, prohibiting advertis-
ersfrom responding instantly to chang-
ing market conditions.

Expensive: Increased distribution and
production costs have forced maga-
zines' cost-per-thousand to almost
double in the past 10 years.
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Radio reaches 94 percent of all maga-
zine readers in the average day. Al-
though adults typically only browse
through a fraction of all the titlesin
the rack, Radio’s superior reach (96
percent of adults each week and 78
percent of adults each day) can draw
attention to the magazine just for them
... and your ad.®

Radio can break through the ad clutter
found in magazines by conditioning
readersto identify with— and respond
to — your magazine advertising.

You canimprove on magazines' low ad
readership and recall scores by adding
a cost-efficient Radio schedule to your
mediamix. Thisway you can extend the
reach against your target consumer and
build the message frequency necessary
to a successful campaign.
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| n an advertising climate mar ked by demogr aphic segmentation and tar get-
ing, billboardsand other outdoor ad for matschampion the br oad-based and
all-inclusive. They’'rehighly visibleand — at least for commuters— virtu-
ally inescapable, but they arelimited in theamount of detail they can convey.

Most advertising media operate in an age of ever-in-
creasing specialization, focusing ontheir ability to de-
liver more and more narrowly defined segments of the
population. Outdoor advertising, on the other hand,
remains the champion of the mass media, touting its
ability toreachlarge, undifferentiated audiences. And
theindustry issuccessful; the Outdoor Advertising As-
sociation of America(OAAA) reports estimated year-
2000 billboard revenues at over $5.2 billion, the eighth

consecutive year of revenue growth.?

For many, billboards are synonymous with outdoor
advertising. However, the category includes other
types of out-of-home advertising include signage on
transit and bus shelters, airport and train stations, bus
and subway ads (interior and exterior), street furniture
such as public benches, moving billboards, and more.
Still, billboards account for more than half of outdoor

ad revenue.?

For thefirst hundred years of its existence, the humble
billboard itself changed little, other than to adopt astan-
dard size around 1900. In thelast decade or so, how-
ever, advancements in technology have boosted bill-

boards’ ability to attract attention.
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Vinyl overlaysand computerized painting havedashed

thetimeit takesto put up abillboard;

» Compuiterizedlighting effects, backlighting, and digi-
tal & LED technology increasevisud interest at night;

» Three-dimensiond effectshelp abillboard’'smessage

break out of theflat realm of the mere sign; and

Rotating panel sallow three different imagesor mes-

sagesto show in succession on asingle billboard.

Of course, outdoor advertising hasits drawbacks. The
need to communicate amemorable messagein a split
second sharply limitsthe level of detail an outdoor ad
can convey and results in relatively poor consumer
recall. Additionally, many peopleconsider billboardsa
visual blight on thelandscape.

Tobacco advertising, a former outdoor stalwart, has
practically disappeared from the nation’s billboards.
In the wake of tobacco’s retreat, dot-com advertising
loomed large in the outdoor industry’s fortunes, now
that the Internet and e-commercefirmsfueling that ad
boom have gone “boom” themselves, the OAAA re-
ports that dot-com advertising in the first quarter of
2001 isdown $7 million from first-quarter 2000. The

result has been amore diversified clientele.




Advantages

Disadvantages

RAB Media Facts; Outdoor

Plus Radio

Brevity: Outdoor advertising is effec-
tive for conveying brief messages and
simple concepts.

BuildingWord of Mouth: Billboardscan
generatecuriosity in“teaser” campaigns.

Low Cost: Outdoor’s cost-per-thou-
sand is significantly lower than that of
any other advertising medium — in
some cases by afactor of 10 or even 20.

Attention Grabbing: The combina-
tion of size, color, and illumination
attracts attention.

Full-time Audience: Outdoor’s mes-
sage can appear year-round. For addi-
tional fees, outdoor advertisers can pur-
chase evening lighting — or, in some
cases, even 24-hour illumination.

Directional: Billboardscan beused as
directionals, pointing out the locations
of a given business.

Strategic Placement: Billboardscan be
placed at high-traffic areas or other stra-
tegic locations, while transit signs can
be affixed to the backs and sides of
buses, in bus stops, and in rail stations.

Brevity: The very nature of outdoor ad-
vertisng demands that the commercia
message be brief and relatively simple.
Therefore, it is difficult to communicate
product details, competitive advantages,
and specific consumer benefits.

Limited Availability: Prime outdoor
locations (in high-traffic areas) often
are controlled by large, long-term ad-
vertisers. Construction of new bill-
boards is restricted by costs, space
availability, and rigid municipal codes
and environmental regulations.

L ack of EffectiveM easuring Tools: Un-
like other advertising media, outdoor ad-
vertising has no truly reliable method to
measure its effectiveness. A few studies
have been done, but they mostly apply to
limited geographical areas and employ
widely varying methodol ogies.

Low Recall: Commuters behind the
wheel and other potential customers
are exposed very briefly to outdoor
messages, minimizing message reten-
tion. Such adverse conditions as
heavy traffic or bad weather also can
[imit message impact and recall.

Ugly Image: Because of growing en-
vironmental concerns, many commu-
nities have eliminated, reduced, or lim-
ited the volume and placement of out-
door advertising.

Inflexible: Onceamessageisup, it gen-
erally stays up through the duration of
the contract, evenif the advertiser’ sneeds
have changed. Ads must be purchased
anaverage of 28 daysprior to showingto
allow timefor production and placement,
which prohibits any corrections or addi-
tionsthat may result from changing busi-
ness conditions.
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Your outdoor message can be seen only
whereit isdisplayed, but Radio allows
your message to travel with your cus-
tomers wherever they go — at home or
at the office as well asin the car. By
combining Radio with outdoor, you can
build your message's range and fre-
guency — and reach more of your cus-
tomers more often.

A billboard can grab your customers’
attention; Radio can give them the de-
tails. By combining thesetwo comple-
mentary marketing forces, Radio can
deliver all the information on your
products and services your custom-
ers need in order to make intelligent
purchasing decisions.

Bad weather and adverse traffic condi-
tions both are known to decrease out-
door ad exposure, but Radio listening
actually increases under these circum-
stances. American consumers depend
ontheir car Radiosfor weather and traf-
ficreports, so billboards and Radio make
an effective drive-time combination.

To be effective, billboard messages
must be brief. That’swhere Radio can
help. Use Radio to enhance and ex-
pand on the message displayed in
your billboard showing.




Point-of-Purchase........

Point-of-pur chase mar keting hasbecome ubiquitousin American society and
has proven effective at increasing sales when properly executed. However,
it isrelatively powerlessto bring shoppersin from the street, and itsability

totarget new consumersislimited.

Place-based or point-of-purchase marketing has
a fine tradition, reaching at least as far back as
the 1800s. In those days, cough-drop maker
Smith Brothers was battling a slew of cough-drop
copycats. William and Andrew Smith chose to
place their distinctive bearded portraits on their
point-of -purchase materials (glass bowls to dis-
play their wares and small envelopes in which
the cough drops were dispensed). From such
humbl e beginnings, the P-O-P industry has grown
to touch nearly every kind of product and crops
up throughout the store — wherever a shopper

might be about to make a choice.

The Smith Brothers story alsoillustrates another prin-
ciple associated with P-O-P marketing: theimpulse
buy. An enterprising distributor, the story goes, pro-
vided signage touting the drops' 5¢ price and told the
shopkeepers, “ Make sure every customer getsanickel
in change.” Reportedly, the result was that many
customersimpulsively flipped the nickel back at the
shopkeeper and bought some cough drops. This
simple principle — trying to influence the consumer

just before a buying decision is reached — now is
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applied to a host of productsin venues such as gro-
cery stores. And the numbers show that the approach
works. PROMO Magazine offers figures claiming

18.1 percent growth and $17 billion in 2000 revenue.

On the consumer side, there has long been little
data to conclusively demonstrate P-O-P's effect
on sales. Point-of-Purchase Advertising Interna-
tional (POPAI) set out to change that in 2001
with its groundbreaking study, “In-Store Adver-
tising Becomes a Measured Medium.”? This
study’s goal was to quantify P-O-P advertising’s
return on investment for supermarkets, mass
merchandisers, and convenience stores. The su-
permarket segment of the study found that prop-
erly displayed P-O-P boosted sales anywhere

from 2 percent to 65 percent.

It's important to keep in mind that there’'s one
critical task that P-O-P marketing cannot do, and
that’s to bring customers into the store. What's
missing is a “friend on the outside” — a compo-
nent to reach shoppers before they reach the

store ... a perfect job for Radio.




Advantages

Disadvantages

RAB Media Facts: Point-of-Purchase

Plus Radio

Placement: P-O-P advertising can be
placed almost anywherein stores— next
to merchandise, on shopping bags, at the
checkout counter, even suspended from
theceiling or laminated into floor tiles.

Targeted: P-O-P is most effective
when it ispositioned to reach aclearly
defined consumer target closest to the
time of purchase.

Effective: Place-based advertisngdirectly
affects sales, brand switching, portfolio
purchasing, and multi-unit sales.

Influential: P-O-Padvertising givesre-
tailers the opportunity to influence con-
sumersin acompetitive environment.

Incremental Sales: P-O-Padvertising
can persuade shoppers to purchase ad-
ditional quantities of a product, or to
buy related products that are merchan-
dised together.

Limited Reach: By definition, place-
based advertising only reaches that
small group of consumerswalking past
displays, waiting at the checkout
counter, or carrying their bags to the
car. Moreover, studies show P-O-Pmar-
keting works best when geared toward
younger, single, less-affluent shoppers.

Product-Oriented: Place-based adver-
tising influenceswhat products consum-
ers may buy, but not where they will
buy them. Though often effective for
improving product sales, place-based
mediainherently arelimitedin their abil-
ity to attract new customers, build traf-
fic, and improve market awareness for
retail advertisers.

Consumer Per ception: Many consum-
ersreport that in-store TV monitors, elec-
tronic signs, and in-store broadcasting
have little impact on them asthey shop
(they also claim that these devicesblend
into the environment).

Shoppers: Only about 20 percent of
supermarket shoppersbrowsetheaisles
in drugstores or discount stores; the
rest completely miss promos, displays,
or specia signage in those stores.

Limited Targeting: Despite its key
placement, general-reach place-based
advertising (such asin-storetelevision)
deliverslimited results and can be pro-
hibitively expensive.
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By adding Radio to your place-based
promotions, you can greatly enhance
the frequency and impact of your cam-
paign. Radio reaches consumersevery-
where — at home, in the car, at work,
and onthestreet. Onweekdays, 78 per-
cent of U.S. adultsage 18 and up listen
to Radio an average of more than three
hours per day.?

Radio is a synergistic companion to P-
O-P advertising. If you want to pro-
mote a specific product or service, Ra-
dio can deliver the customers you want
and even offer on-site broadcasts that
are proven marketing winners.

By using acombination of Radio and P-
O-Padvertising you can “ sell the store”
aswell asincrease average unit sales.

Place-based mediatargetshighly likely
potential prospects ... and Radio will
expand the targeted reach and message
frequency of your program. Because
each format attracts a specific segment
of the population, Radio can help you
influence your best prospects effec-
tively and efficiently by age, gender,
race, income, and lifestyle.




Alternative Newsweeklies.

Proud of their self-perceived roleaswatchdogsof thelocal daily newspaper,
alter native newsweeklies attract a young, hip audience. However, their lib-
eral ad policiesmay leaveamainstream advertiser “lost in thewrong part of
town,” surrounded by adsfor liquor and adult businesses.

Nowadays, most markets are served by just one
daily newspaper with no real competition. More-
over, the editorial content of many of these pa-
persisonethat leaves younger peoplefeeling dis-

enfranchised. Enter the alternative weekly.

Many weeklies consider themselves watchdogs dedi-
cated to keeping an eye onthe daily’sactionsaswell
as news outlets for stories not covered by the major
papers. Indeed, alternative weeklies frequently are
characterized by hard-hitting (some might say bor-
derline muckraking) investigative journalism and edi-

torial content with anintensely local focus.

According to the Alternative Weekly Network, the

typical newsweekly reader is:

* Male (52 percent)
e Single (47 percent)
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e Young (40 percent are aged 18-34; nearly
three quarters are aged 18-49)

e Affluent (Average household income
tops $50,000)

* Twenty percent more likely than average to
be a college graduate

e Thirty-four percent morelikely to bein apro-

fessional or managerial job.?

As part of their reputation for catering to the young
and hip, many alternative newsweeklies have much
moreliberal ad-acceptance policies, welcoming adver-
tisers such as hard-liquor and tobacco companies —
even adult-oriented businesses — that often have dif-
ficulty finding a place in other media. However, the
result of this open-handednessis, asone might expect,
aglut of adsfor massage parlors and spirits manufac-
turers... an image that many mainstream advertisers

may not want to be associated with.




Advantages

RAB Media Facts: Alternative Newsweeklies

Disadvantages

Plus Radio

Distribution: Weeklies usually are
distributed free throughout a city.

Pass-along Readership: Because
most are free, readers often leave them
behind when they’re done — to be
picked up and read by someone else.

Hip Image: Many newsweeklies are
targeted to hip, youngish readers who
rarely look at daily newspapers. In
particular, the local newsweekly isthe
source of choice for entertainment
news among young demographics.

“Budget” Print Ads: Anadin a
newsweekly offers many of the same
characteristics as a newspaper ad, at
ratesthat are usually lower than those
of the local newspaper.

Accepting Ad Policies: Adsfor cat-
egoriesthat may have difficulty find-
ing a home in other media, such as
liquor or tobacco advertising, are usu-
ally welcome here.

Advertising Environment: Theflip
side of newsweeklies' openhanded ad
acceptance policy isthat the environ-
ment created by certain types of ads
may not be suitable for mainstream
businesses or products.

Limited Publication Schedule: The
name “weekly” saysit all. Themajor-
ity of these publications are produced
only once aweek — and that may not
be often enough to achieve sufficient

message frequency.

Production Quality: Although some
weeklies boast production values ri-
valing or even surpassing the local
newspaper, many others are produced
as cheaply as possible, resulting in a
“cheap” ook that may affect consumer
perception of the quality of product
or service being promoted.

Narrow Appeal: Weeklies' appeal
among younger demos may be fine if
that's the target audience. However,
advertisers seeking consumerswho are
older — and have more disposable in-
come— may not find agood match here.

Inflexible: To meet the weekly’s
schedule, ads usually must be locked
in as much as a week or more in ad-
vance, limiting an advertiser’s ability
to introduce copy changes.

Ad Clutter: Most weekliesrely com-
pletely on advertising for revenue, so
thetypical issueis crammed with ads,
often clustered together in groups.
Thispractice can makeit difficult for a
given ad to stand out.
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Radio and alternative weeklies share
many characteristics. Both haveties
to the local community, both have
loyal followings and a unique bond
with their constituents, leading to
highly synergistic possibilities.

Radio can be used to drive readers
to print ads, increasing recall and
effectiveness.

Clubswith live music, record labels,
music stores ... all of these core al-
ternative-weekly advertisers can
benefit from a cross-media campaign
featuring the ultimate music-
friendly advertising medium: Radio.

Recruitment advertising can be par-
ticularly effective when the campaign
includes both Radio and print. With
Radio to reach currently employed po-
tential applicants on the job and an
alternative-weekly classified ad to fol-
low up and provide detail, you'll at-
tract a better class of employee.




Yellow Pages.......mm.

While considered by many as a good sour ce of reference, the Yellow Pages
do not bring advertisers the benefits provided by other more * proactive’
media. Lack of competitiveseparation, inflexible publication schedules, and
limited reach totoday’s" on-the-go” consumer combinetolimit thismedium’s
effectiveness asa modern marketing vehicle.

For more than a century, Yellow Pages advertising
has been has been asignificant part of the advertis-
ing equation. Despite thislongevity, however, the
medium has not been immune to recent changes
which affect its ability to deliver predictableresults

for advertisers.

It is no longer accurate to speak of “the Yellow
Pages” as if it were one coordinated entity. The
Yellow Pages Publishers Association (Y PPA) lists
more than 6,000 directory titles and many metro-
politan areas now have several versions of the Yel-

low Pages competing for usage.*

A particularly important development in the Yellow
Pagesindustry isthe availability of syndicated, ob-
jective, third-party research to track and rank Yel-
low Pages usage. NFO AD:IMPACT supplies rat-
ings to the industry, with coverage of most major

U.S. markets.

Advancesin printing technology not only haveimproved
artwork reproduction, but also enabled the use of color in
adsto adegree far beyond the traditional red accents.
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While the Yellow Pages perform well as a refer-
ence tool, they fare less well when considered as
aproactive advertising medium. For one thing, con-
sumers expect advertising clutter when consulting
the Yellow Pages — one study revealed that two-
thirds of respondents felt their directories carried
“just theright amount” of ads, and an additional 12
percent wanted to see more advertising!? This ad
clutter may suit shoppers, but it also exacerbates
the difficulties in having an ad message stand out
and truly seize attention. The YPPA states that
half of all visits to the Yellow Pages are made by
people who have yet to choose a brand/supplier
and who read multiple advertisements. In such

cases, it’s a matter of chance whether the pros-

pect picks your ad.®

Perhaps most significant, Yellow Pages publishersare
facing competition from “ electronic Yellow Pages’ on
the Internet. These companies directories offer such
features asuser-customizablelistings, real-time updates
of advertiser information, precise tracking of who ac-
cesses an ad, and more — features that the traditional

print book can’t match.




Advantages

Disadvantages

RAB Media Facts: Yellow Pages

Plus Radio

Widespread: Almost every homein
America (96.9 percent) and business
has at least one copy of “the book.”*

Usage: Almost threeout of five (58 per-
cent) of all adults say they check the
Yellow Pages for a phone number and/
or address at least once per week, with
76 percent using the book monthly.®

Reference Tool: The Yellow Pages
serveasadirectional referencefor con-
sumers who already have decided to
purchase a product or service; of the
consumers who use the Yellow Pages,
50 percent do not know fromwhich store
or businessthey will buy prior to look-
ing in the directory.®

Emergency Reference: Consumers
often rely on the Yellow Pages dur-
ing emergency situations.

Targets Consumers. Ads primarily
target consumers already interested in
purchasing your product or service.

Limited Exposure: Justover hdf of U.S.
adults 18+ refer tothe Yellow Pagesinthe
averageweek. The other 42 percent will
not see your ad.”

Minimal Consumer Awareness. Since
the Yellow Pagestypically are consulted
after the decision to buy has been made,
top-of-mind awareness must be built in
other ways. As products continue to
proliferate and theretail market becomes
saturated, you must create demand for
your products before the buying deci-
sion has been made.

Ad Clutter: Your adislumpedinwithall
the others for the same product, where
shoppers can compare.

Inconvenient: Phone books tend to be
big! They'rebulky, hardto store, and not
readily availableto consumers outside of
the home or office. Their availability is
limited in the locations where most pur-
chasesare made. How many pay phones
haveyou seen that have acomplete phone
book? (Indeed, as mobile phones prolif-
erate, how many people even use phone
booths anymore?)

Inflexible: Most directoriesare published
onceayear, and advertisng must be pur-
chased well in advance of the publication
date. You can't make corrections or
changesresulting from dynamic business
conditions or new opportunities.

TooMany Books: Inmany communities
there are several different directories all
soliciting for your listing. Whoreadsthem
all? Who needsthem all?

Encroaching Competition from the
Internet: Yellow Pages-like serviceson
the Internet are springing up; their sup-
porters promise amore logical organiza-
tion of data and the capability to update
information moreoften.
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The combination of Radio and Yellow
Pages can work more effectively to
reach, motivate, and inform your cus-
tomers. Radio can create demand and
influence buyers before they decide to
buy, and the Yellow Pages can reinforce
where they should buy once they have
decided to do so.

Radio’s great flexibility lets you make
copy revisions at your discretion to ac-
commodate changes in your business.
You're not stuck with the same ad for
more than ayear, you increase your cre-
ative options, and you can generate
maximum impact whenyou combine Yel-
low Pageswith Radio.

Whileyour competition iscontent with
advertising only in the Yellow Pages,
you can increase your top-of-mind
awarenessthrough Radio— and greatly
increase your market share. Radio can
help you communicate the unique sell-
ing proposition of your business and
help draw attentionto your Yellow Pages
ad instead of those of your competitors.
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NEWSPAPERS

1. VeronisSuhler, July 2001

2. MediaAudit, March 2001

3. Newspaper Association of America (NAA),
February 2000

4. NAA, August 2001

5. NAA/McCann-Erickson, June 2001

6. USA Today, 7/16/2001

7. NAA, March 2001

8. Audit Bureau of Circulations, Fall 2001

9. National Newspaper Association, 2001

10. MediaAudit, March 2001

11. Starch Newspaper Ad Readership Study

12. Radio Marketing Guide & Fact Book for
Advertisers, 2001-2002 ed.

13. Radio Marketing Guide & Fact Book for
Advertisers, 2001-2002 ed.

BROADCAST TV

Cabletelevision Adv. Bureau (CAB), 2001
Advertising Age, 6/11/01

Media Targeting 2000

Consumer Electronics Assn. (CEA), 2001
TV Dimensions 2001

CAB, 2001
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7.
8.
0.

CEA, 2001
TV Dimensions 2001
Media Targeting 2000

CABLE TV

1
2.
3.

5
6
7.
8
9

Cabletelevision Adv. Bureau (CAB), 2001

Paul Kagan Associates, 2001

National Cable & Telecommunications Associa-
tion (NCTA), July 2001

Satellite Broadcasting & Communications
Association (SBCA), August 2001

CAB, 2001

CAB, 2001

CAB, 2001

Broadcasting & Cable (new numbers weekly)
Television Bureau of Advertising (TVB), 2001

10. TV Dimensions 2001

DIRECT MAIL

1
2.

NCH NuWorld Marketing 2001 Trends Analysis
NCH NuWorld Marketing 2001 Trends Analysis
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INTERNET

Eal N

Internet Dimensions 2001
Internet Dimensions 2001
Internet Dimensions 2001
Radio Marketing Guide and Fact Book for
Advertisers, 2001-2001 Ed.

MAGAZINES

© o N o g &~ W

Publishers Information Bureau (PIB), 2001
Samir Husni's Guide to New Consumer
Magazines, 2001 ed.

PIB, 2001

Audit Bureau of Circulations, 2001
SimmonsNCS 2001: Full Year (4/00-3/01)
PIB, 2001

Media Targeting 2000

SimmonsNCS 2001: Full Year (4/00-3/01)
Radio Marketing Guide and Fact Book for
Advertisers, 2001-02 ed.

OUTDOOR

1

Outdoor Advertising Association of America
(OAAA), 3/19/2001

OAAA, 2001

OAAA, 6/20/2001
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PLACE-BASED/POINT-OF-PURCHASE

1. PROMO Magazine, May 2001

2. POPAI, March 2001

3. Radio Marketing Guide and Fact Book for
Advertisers, 2001-02 ed.

ALTERNATIVE NEWSWEEKLIES
1. Assn. of Alternative Newsweeklies, 2001
2. Alternative Weekly Network, 2001

YELLOW PAGES

Yellow Pages Publishers Assn. (YPPA), 2001
Agency

“Marketing the Medium,” Y PPA, Sept. 2001
“Marketing the Medium,” Y PPA, Sept. 2001
“Marketing the Medium,” Y PPA, Sept. 2001
“Marketing the Medium,” YPPA, Sept. 2001
“Marketing the Medium,” Y PPA, Sept. 2001
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Phone: 1.800.232.3131

Web: www.R AB.com
Email: rab@RAB.com


http://www.RAB.com
http://www.rabmarketing.com/email_form.cfm?from=Member
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