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Agenda

value
added value
price
create value
prove value

Wworksheet
» |deas to take home
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QUIK QUIZ

? Use a grid card?
? Services beyond schedule?
? Merchandise?
? Promotion?

? Event market?
? Buy research?
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What 1s value?

= What a willing buyer will pay to a willing seller

= Mix of features/utilities the buyer desires and IS
willing to pay for

price is the value a

seller places on a

product or service

Il Research Director Inc.
ThE raCinEs owp 12 |

]




Perceived \Value

= "“There isn't much difference between our prclduct
and our competitor's, other than the perceivéd
value.” gasoline is gasoline (Getty)

= Commodity
» a chicken Is a chicken

m Differentiation
» Perdue - the differentiated chicken
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Competitive Advantage

= create competitive advantage
> your station
> client
= Superior value stems from
~ |ower prices for equivalent benefits
~ Unique benefits that offset higher price

low cost provider Michael Porter
differentiated Competitive Advantage
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Creating Value

m \/alue flows from firm to consumer

= The firm's products or services give “satisfaction

m All actions of the firm that affect the relation
with the customer count toward value

= \/alue Is related to price, but price IS only on
measure of satisfaction

ship

<

1) Research Director Inc.




\WWhat Is added value?

= Add value to the

schedule based on the /‘—

needs and desires of
the advertiser. Addea
value = the additional
amount the prospect Is
willing to pay.

!
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\/altie'neyend schedule

m Advertisers, like other consumers, know valJe

when they hear it. Value, after all, is in the e

ar of

the beholder. Your job Is to find out the desired

value beyond the commercial schedule, If any.




Price - Objection

Objection to price Is a very
socially acceptable way for —

customers to reject an exchange.




Price vs. value

= Price IS a perception related to value
= Focus away from unit cost and onto value

= Cost per point Is not the only pricing Issue; cost
ner sale, lead, or other pertinent criteria ma
Ikely be the real issue

= How will the client measure cost and results?
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Provide value tnrougn price

= spread Inventory Into
multiple dayparts

= spread inventory to
outside prime

m (NIt rate discount for
Increased revenue

= package with other
features
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5 Ways to Prove Your
Station's Value to Advertiserp

Cost Is a factor when selecting
advertising media, but cost Is relative to
the advertiser's wants/needs/desires.

S S S s S
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= COSt
= COSt

AQK
= COSt

#1 Cost Analysis

Der point
ner thousand

ner thousand

net reach
= cost per listener
= cost per lead
= other

price
factor




#2 Radio = Reach & Erequency

= The advertiser wants to reach as large a group of
potential consumers as possible, but

= [t IS Imperative to reach a prospect with enough
frequency to produce a result

e Must overcome advertising “clutter”

e must become meaningful for the consumer
[branding]

= Calculate reach and freguency for proposed
schedules with plenty of frequency.
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#35 IVlore Coverage

= Every advertiser has a “trading area™ from which
comes most of the customers.

= Beyond the metro into the TSA and DMA
>~ Businesses with large trading areas

» Businesses In the metro with branch offices/stores
In the TSA or DMA

» Commuters from the TSA and DMA who work In
the metro
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# 4 Target Coverage

= [Vlatch the location of your station’s audience to

the advertiser's trading area.

Determine the location of the advertiser's Olﬂ

-Ind out the trading area by zip code for ea
ocation.

Produce a report based on the sum of the ziy
using Maximiser or Mapmaker

tlets.
q
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#5 Consumer Profile Inaex

= Describe the consumer for an advertiser's business using
Scarborough;, The Media Audit, or other gualitative data source.
Note the percentages by descriptor.

= Describe your station's audience based on the same parameters.
Again note the percentages.

= Form an index by dividing the station's percentage by the conjumer
percentage. For example, airline trips 3 or more in a year hasia
consumer index inyour market of 7%, but 10% of your station’s
audience takes 3 or more airline trips per year. 10% divided Hy 7%
yields an index of 143. L
ore

= The Index allows you to also state that your audience Is 43% \
likely to take 3 or more airline trips than the average consumer In
the market. [100 is average]
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Worksheet

Creating value
INn radio

Ideas you can take home




What features about your rad
station are important to buyers?

= demographics

= ratings

= COVerage

= ad environment

oromotional tie In
oricing policy.

nersonalities

Il Research Director Inc.
The ratings oW peerts -




Features that might be importar

= nUMber of prospects reached

= frequency. of contact

= cost of contact

= flexibility of billing
~ bill'immediately before or after schedule
~ notarize

> exact times
~ InVvoice IS copy. coded




Added value for advertisers

= Sports sponsorship
m Talent endorsement
m News value

= Special services
~ \Weather
~ market reports

m Sales meet N

- D|Sp|ay5 from "Practical
> counter Radio Advertising"
> Window.

= Sample dia
m Contest
m Dealer announcen
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Win a bigger share with Value Added

= tie the commercial schedule to a promotion
= tie the commercial schedule to

an event sponsorsnip WARNING:

. ; s ; Value added
= provide a prize for the client’s contest QETERIEREEy

: : . the station

= provide tickets or merchandise osorles e
: additional cost

wanted by the client | aitiondl 60
= produce a topnotch professional revenue from

the schedule to

radio commercial for the client cover it.
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Ratings - higher, better

= DIg numbers are better numbers

= DIgger numbers are better numbers

= petter numbers [on target for the advertiser]
= numbers that differentiate

~ age composition

~ gender composition

~ Preference [impact of P1]
~ listening location
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m 5€
m 5€
m 5€
m S5€

HIt the client’s target

the guality of the audience

age - demos, median age, match to advertiser

gender - who buys, Who recommends

purchasing power - use the purchasing power
one-sheets provided by Research Director Inc.
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Station personalities

= name recognition - branded portion of station

m “star power"
> get appointment
> Schmooze
> deliver audience

= pelievability / credibility of ad
m SPOKesperson
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Station franchises

= play by play sports
= network / syndicated
personalities

= special events [Bridal
Fair, Fun Run, etc.]

= station heritage
= OWnership

= exclusive programming
or format
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Station facilities

= Dig signal

= est signal

= AM or FM

= production studio

= convenient location of station




Salesperson adads value

+ trust

+ reliable

+ honest

+ knowledgeable

+ added service
~ Writes copy.
> meets with client’s sales staff
~ traffics copy. for the agency

requires
training
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Community: nvelvement

= tie advertiser to community - event Sponsor

= talk about station as corporate citizen
~ you want to do business with good people

= document actions station has taken
> testimonials
> awards
>~ photos
> Dress Coverage
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Customer service

= traffic - right commericals at right time

= continuity - commercial message Is right
~ for station
> for prospect
~ entertains and inferms

= make your client feel good about the decision
> thank you note from manager with new business

= [nformation - next page
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Be an information Source

v market data

v Info about radio
v Info about advertising all others need
v trends hard data

v gualitative
v Info about client's business
v COpY. Ideas

In God we trust:
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= New ideas with which you can make money.
m reaffirm Ideas that already are working
= my head Is stuffed with thoughts about

d
= T
1=

Value

ternatives to cutting price
nanks for the cume and time spent listening

ease complete your rating sheet
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