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"Many consumers gladly pay alittle
more, If necessary, for an article that
bears a name they respect."

George Burton Hotchkiss
Advertising Copy

With cost-per-points attempting to keep all radio
stations equal, the only way to achieve added value
IS establishing a successful sales brand.




What isa Brand?

M \Word or phrase
M| Describes a unigque feature of your organization
W Separates you from the competition

M Reinforces a strength of your operation
M Creates apositive image

It ISswhat the consumer thinks
about when they think of you!




Why Brand?

Done properly brands can:

M Build ahigher value for your inventory.
M Makelt easer to get In front of decison makers
M Make you less reliant on individual sales people




Why Brand?

Allow you to get more
for your inventory




Why Brand?

Consumers Don't Buy Products,
They Buy Brands




Some Basic Rules Of Branding

M Concise
M Unigue
M Important to the client
M You arededicated to it




Some Basic Rules Of Branding

M "You have to reduce the essence of your brand to a
single thought or attribute. An attribute that

nobody else aready owns in your category."
Al Ries
The 22 Immutable Laws of Branding




When Branding Remember ;

M The product Isthe star

M Say what you are going to do

M Do what you going to say

M Make sure that this is important

M A brand cannot get into the consumers mind unless
It means for something




What 1sa Value Point?

M Element of aproduct that is important to the client

B Must be seen as desirable
> Only the client cantell you this
M Can berationa or emotional

M Must be understood both internally and externally




Concise & |mportant

I Ml — Overnight Reliability

CJ% = The Red Thing

= Relaxing/Escape
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Unique

= Prestige

Mercedes-Benz

2 uon ol = Saf ety




Which of these are Chevrolet?




You Are Dedicated to It

Coors = Cool Natura Rockies

Coors = Party Beer




"The marketing people who are responsible for
Introducing the product get all wrapped up in the
service and forget all about the customer.”

Al Ries & Jack Trout




What About Radio?

B Successiul radio stations have done a successtul
Jol of branding to one of their audiences.




Radio Stations Have Two Sales Team

M Advertisng sales team

> Primary goal: Increase the station revenue by selling
Its value to potential advertisers.

M Programming sales

> Primary goal: Increase the station's ratings by selling
the value of the station to potential listeners.




Radio Station Two Sales Teams

Consumers Business
Marketing Marketing




Which Team Needs A Better
Sales Strategy?

PROGRAMMING TEAM

M Unlike the advertisng sales team, the programming
team cannot use rate to convince potential customers
that they should choose your station.

M Many successiul programming teams use proven sales
technigues to win in the ratings games.




How Do Programming Teams
Sl tothe Listeners?

M Branding

M Délivering What They Promise
> More Music
> Hitsfrom the '80s
» News and traffic every ten minutes

M Reinforcing their brand every opportunity




Can an Advertising Sales Team Brand
The Same Way as Programming?

M| Different client base that wants different things
firom the radio station
> | |steners want:
e Entertainment
e NewsWesather/Traffic
» Customers want:
e Potential customers
® Professona Business Environment




Can an Advertising Sales Team Brand
The Same Way as Programming?

M A sadlesteam often build its own values because it
cannot take advantage of the brand built by
programming team.

M Despite this, the programming brand can help with
name recognition.

M What Isimportant to the sales team consumer may

be very different than what is important to the
listener.




What Is A Sales Brand?

M A SaesBrand is aunigue feature of your sales
team that separates you from other sales
organizations.

M It must be important to the advertiser

> Direct advertiser
> |_oca agency
> Nationa agency
M You need to ddiver the brand




Why IsA Sales Brand | mportant?

M Builds vaue beyond cost-per-point

W Separates you from the competition

M Oncelt Is established, inexpensive to maintain
M | essreiant on individuals

M |_essreiant on short term ratings fluctuations




How Do You Establish A Sales Brand?

M [dentify Yoursdf

W Make Sure That This |s Important To The Client
M Build A Plan That Is Dedicated To Y our Brand
M Create Uniformity

M Ranforceit
M Ranforceit




Before You Establish a Sales Brand:

M Think of your advertisers as consume's

M Understand what drives them and what they value
> [Do more than just ask them
| Recognize how your competition brands

themsaves

» Other radio stations
> Other advertisng outlets




ldentify Your Brand

M Theresearch resource

M The expat inamarket ssgment
> Ethnic Group
> Age Group

M The professiona staff

B [hefun station to be involved with




The Expert In A Market Segment

M Brand
> [he Hispanic Expert
B Goa

> Be the resource on everything Hispanic both in your
market and nationally

B How
» Build adatabase of Information




T he Sour ce of Resear ch

M Brand
» Your Research Resource

M Goal
> Bethefirst place an advertiser goes to get research
M How

> Build asystem to be the first to release quality,
o] ective research using existing services




Easy to Do Business With

M Brand
» Your Professona Station

B God

> Be the station that Is considered the no problem to
Work with

M How
> Run your client's schedule right




The Station That Gets Results

M Brand
» Results Radio
B Goa

> Have advertisers think that by advertising on your
station, they will get more customers

B How

> Build alibrary of testimonials to document your
SLICCESS Stories




The Fun Radio Stations

M Brand
> Giving You Something Extra

B Goa
> Get agvetisarsinvolve
B How

> Run successfiul advertiser events for both buyers and
advertisers




The Promotional L eader

M Brand
> Your Promotiona Partner

B Goa
> Get agvetisarsinvolve
B How

> Bethe best at running both listener and advertiser
promotions




What Ever You Choose

B \Wak the walk
M Tak thetak
B Do

M Communicate
M Document It

Just because you choose a single brand does not
mean you can ignore the other important
elements of a successful salesteam




What Else Do You Need To Do?

M Trainyour staff to renforce the brand

M Build asystem to reinforce to the advertiser
M Keepon pushing it

M Keep auniformed approach

M Create alook that backs it up




TAPSCAN Multi-Daypart/Demo Rank Report

SAN FRANCISCO

FALL 2003 ARBITRON Maximi$er METRO Survey Area

Population/Sample: 3,339,700/3,981
Using Maximi$er METRO
Top 10 Stations Ranked by Average Persons

M-F 6A-10A ADULTS 25-54 M-F 10A-3P ADULTS 25-54 M-F 3P-7P ADULTS 25-54
STATION AVERAGE AVG AVG CUME STATION AVERAGE AVG AVG CUME STATION AVERAGE AVG AVG CUME
PERSONS RTG SHR PERSONS PERSONS RTG SHR PERSONS PERSONS RTG SHR PERSONS
1KITS-FM 40,300 1.2% 5.5% 176,800 [ 1 KOIT-FM 32,000 1.0% 5.0% 195,200 | 1 KSOL-FM 24200 0.7% 4.1% 105,300
2KCBS 40,000 1.2% 5.5% 334,800 | 2KFOG-FM 31,400 0.9% 4.9% 185,400 | 2 KOIT-FM 23,900 0.7% 4.0% 209,200
3 KGO 33,500 1.0% 4.6% 225,300| 3KSFO 23,000 0.7% 3.6% 111,200 3 KNEW 22,700 0.7% 3.8% 95,700
4 KFOG-FM 29,600 0.9% 4.1% 190,000 | 4 KIOI-FM 22,700 0.7% 3.6% 161,100 | 4 KNBR 22,300 0.7% 3.7% 179,900
5 KSFO 27,100 0.8% 3.7% 119,100 5KGO 22,100 0.7% 3.5% 163,700 | 5KGO 22200 0.7% 3.7% 186,300
6 KOIT-FM 24,300 0.7% 3.3% 214,400 | 6KISQ-FM 19,800 0.6% 3.1% 153,600 6KCBS 22100 0.7% 3.7% 244,500
7 KBLX-FM 23,500 0.7% 3.2% 130,300 | 7 KSAN-FM 18,800 0.6% 3.0% 124,500 7 KIOI-FM 21,500 0.6% 3.6% 185,900
8 KSOL-FM 22,800 0.7% 3.1% 110,300 | 8 KKSF-FM 18,400 0.6% 2.9% 116,000 | 8 KFOG-FM 20,800 0.6% 3.5% 214,300
9 KIOI-FM 21,400 0.6% 2.9% 185,300 | tie KBLX-FM 18,400 0.6% 2.9% 128,900 | 9 KBLX-FM 20,300 0.6% 3.4% 144,500
10 KLLC-FM 20,900 0.6% 2.9% 189,200 [ 10 KFRC-FM 18,000 0.5% 2.8% 124,900 { 10 KSAN-FM 15600 0.5% 2.6% 141,500
M-F 6A-7P ADULTS 25-54
STATION AVERAGE AVG AVG CUME
PERSONS RTG SHR PERSONS
1 KFOG-FM 27,600 0.8% 4.2% 316,300
2 KOIT-FM 27,200 0.8% 4.2% 345,100
3 KGO 25,700 0.8% 3.9% 320,500
4 KCBS 24,000 0.7% 3.7% 434,600
5 KIOI-FM 21,900 0.7% 3.4% 295,800
6 KSFO 21,200 0.6% 3.3% 170,700
7 KSOL-FM 20,800 0.6% 3.2% 154,500
8 KBLX-FM 20,500 0.6% 3.1% 211,700
9 KITS-FM 20,100 0.6% 3.1% 261,800
10 KISQ-FM 18,500 0.6% 2.8% 278,300

Prepared with TAPSCAN v9.2. © 2004 Arbitron Inc.
TAPSCAN |s a registered mark of TAPSCAN, Inc., used under license. APS N
Data © Arbi inc. Subject to the limitati and restricti stated in the original report.
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San Francisee ‘:ﬂ ‘ Fall 2003

KFOG Is #1 for Delivering Persons 25-54 in
Radio Prime!

AQH Persons 25-54 KFOG is a great place to get your
Monday-Friday 6AM-7PM message heard by San
Francisco's Persons 25-54 during
KFOG 3o,ooo| Radio Prime.

KOIT-AM/FM 27,800
KSOL/KSQL 27,100
AQH Persons 25-54
KGO-AM 25,700 Monday-Friday 6AM-10AM
KNBR/KTCT 24,400 KITS-FM mmJ

KCBS-AM
KCBS-AM 24,000 | KGO-AM %l
KFOG 22
KIOI-FM 21,900 | KSOLIKSOL |
KSFO-AM 21,200 KSFO-AM 2z |
KOIT-AM/FM
KBLX-FM 20,500 KBLX.EM
KITS-FM 20,100 | 1 KNBRIKTCT HA
e KIOI-FM L/
AQH Persons 25-54 AQH Persons 25-54
Monday-Friday 10AM-3PM Monday-Friday 3PM-7PM
KFOG | 2z | KSOLKSQL 203 |l
KOIT-AM/FM 270 1 KNBRIKTCT 2220 1
KNBR/KTCT KOIT-AM/FM 2
KSFO-AM KNEW-AM
KIOI-FM 22200 KFOG 22
KGO-AM 2200 KGO-AM 22200
KSOL/KSQL KCBS-AM
KFRC-AM/FM KIOI-FM
KISQ-FM KBLX-FM
KSAN-FM 26:006 #1 KFRC-AM/FM 46600 H#HE
TT e TTJ

Major Metro Stations Included

© 2004 Research Director, Inc. Source: Arbitron, Fall 2003




What Happens It You Don't Build A
Sales Brand?

M Yourey purey on the strength of your individual
sales people

M You achieve vay little cohesveness

l Over dependent on ratings

M You can become the Chevrolet of radio
> Represent different things to different people




What About the Cost?

| Depending on the brand you wish to establish, this
can vay.

| Starbucks built one of the biggest brands in
Americawith minimal advertising dollars.

M |s someone ese competing for that brand?

B \What does It take to establish and maintain the
brand?




How About The Competitions Brand?

M \Who has an established brand?
» Does it benefit the agvertisars?

M Arethey doing it well?
> |tisvery difficult to dislodge an established brand!




How About Clusters?

B Clusters cannot be branded to listeners.
> [ hey don't care who owns their station.

M Done effectively, clusters can build asingle brand
o advertisars.

M The secret isworking together.

M Cluster branding does not necessarily mean cluster
salling.




How About Clusters?

M " Thekey toafamily approach is to make each
sbling unigue Individual brand with 1ts own
ldentity.”

Al Ries
The 22 Immutable Laws of Branding




———News & Talk

wao

e Voice of the Communily s

Atianta’s Classic Rock

g, <nfinity

++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++

the ratings experts™

© 2004 Research Director, Inc.




Make Your Brand Work

M By branding, you differentiate your inventory from
others.

M Demonstrate unigue product benefits

M Focus on what your customers value




Rely on Just Your Sales Team?

M Make your sales brand an entire station program

M Get input from:
> Top manager's
> Programming
> [raffic
> Promotions




Building a Successful Brand Will:

M Help you get on the buy sneet for the first time

M Assst in keeping you on future buys

M Make youless reliant on individuals within your
operation

M Increase the vaue of your inventory




"Each product, service or company with abrand name
that people recognize stands for something dightly
different from anything else in the same category. If
the difference Is a desirable one, and that differenceis

known and understood by the universe of potentia
customers, the brand will be the category |eader.
Sometimes the difference is only imagined. But

percelved or real, adesrable difference trandates into
added value.




In aland of free choice and parity products,
value characterizes the brand apart from other
products in the category. Now more than ever
before, the perception of quality differencels

essential for survival in the marketplace.”

David N. Martin
Romancing the Brand




Thank You For Your Time

Any Questions?




