10 things you must teach your local direct client
 The perception in the business community is that broadcast advertising is confusing,
complicated and expensive. Why do they think that? There are a hundred of us ‘reps’ asking
for the business making all kinds of claims that say we are number #1.
 We need to position ourselves as the expert in broadcast advertising. Don’t let the tail wag
the dog.
 Small business is largely ignorant about the importance of marketing.
 How hard are we making it for the general business community to do business with us in
broadcast advertising?
 We must educate our prospective clients as to what we do and what problems we can solve.
These are 10 icons that help us educate our potential customers.
1. Tell clients that broadcast advertising is easy. This isn’t rocket science. If it was, I wouldn’t
be here part of this industry. All we have to do is help them communicate
1. Who they are
2. What they do (product or service)
3. How they are different (to the other guys across town)
4. How listeners can find them to purchase
2. Explain the business of marketing. Business pyramid model (Triangle)
1. Left hand side=resources spent on product/service
2. Right hand side= resources spent on sales force
3. Bottom horizontal line= resources spent on advertising. Most find it hard to
understand, its the hardest to measure. The crazy thing is that when business goes
through hard times they stop telling people who they are, that they offer and how to
find them to purchase their product. Ask yourself every day, how hard am I making it
for clients to do business with you? Do they know what we do, what problems we can
solve for them, how quickly we can help overcome their problems or point of need?
3. 2500 impressions needed. (Advertising age magazine). The average person is exposed to
2500 advertising messages each day as a minimum. There is the idea that the ‘frequency of
3’ is what’s needed. But that number was arrived at back in 1965. The advertising clutter is
much worse today. We must make clients paranoid about the clutter and opposition out
there that they have – because it is REAL.
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4. Branding. How hard are we making it for potential clients to do business with us? What are
we doing to make it abundantly clear to potential clients what problems we solve for them?
Word of mouth is the most powerful form of marketing. Radio advertising is controlled ‘word
of mouth’ marketing. You control the ‘words’ that get out there in the community.
1. There is good branding. Great service, brilliant experience of the consumer.
2. There is poor branding. Poor service (bad staff), poor product, poor offer, hard to
find.
We are in the entertainment business. Let’s bring back the fun of our business. Have some
fun. Build rapport.
Instead of calling someone up and asking if you can talk to them about their advertising… we
should say “I found a way to increase the effectiveness of your current marketing” or “I found
a competitive edge over your competition you need to know about” or some creative hook
like this...
Selling is modifying the behaviour of another person. Educate them in language that they
understand that builds value for them. Price resistance comes from ignorance, which is to say
they have ‘no perception of value’. We have to take our clients through a journey so they
understand the value of the solution we provide.
Let’s say a client has it in his head that he only needs to spend 3500 on advertising. Ask
yourself where he got that figure? In most cases he got it out of his backside.
5. We see and hear advertising selectively. Mostly we keep the radio on for environment and
for company. But it is kind of ‘on in the background’. When we hear a favourite song, we will
hear it even if in conversation with someone. But even with it turned down when we have a
need, we will notice advertising that responds to our point of need, and we will purchase
what it is that you or your competitor is selling. That decision is dependent on
1. who has marketing presence and
2. who has a good offer,
3. who has created value in the offer of the product,
4. then and only if you are easy to find and pleasant to purchase from.
There are always consumers with a need for your product or service any given day. What are
we doing to ensure consumers purchase from you? How hard are we making it for people to
purchase from us.
We are doing one of two things with our constant year round broadcast marketing and
branding.
1. We are pulling in the fish out there with the effective bait (advertising) that have a
point of need right now that you can provide for..
2. For everyone else, we are stating the process of branding, creating value and
credibility behind our particular brand or service. What we do with constant
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branding is modifying their behaviour when they have a point of need for your brand
or service. By having a constant and consistent year round presence on a radio
station you increase your chances of gaining a sale with any given consumer by
100%.
What we are doing by taking the time to explain and educate our clients is we are building in
their mind several reasons to have a yearly presence and we are also starting to manage
clients expectations. We won’t reach everyone, but with a constant presence, we will get a
percentage of those out there in ‘consumer land’ that actually have a need at any given point
of time.
People don’t buy logically; we buy emotionally and then back it up with some sort of logic to
justify that purchase. We sell a dream of who we want to be, where we want to be, how we
want to be seen to others.
6. ‘X’ precent will buy logically and statistically. Provided you don’t have marketing
problems (as above), they will buy from you or a competitor this week. How hard are you
making it for people to come to you? If you aren’t on air educating consumers who you are,
what you do and how to get in touch with you, someone else will be and they will sell
instead of you!
Your advertising needs to be outstanding, it needs to stand out. Why would you not be
abundantly clear as to what you have to offer? There are so many impressions out there, we
need to be a bright light on a hill. we need to be louder than others, we as a minimum need
to have a presence.
Is your marketing cutting through the clutter? How is it standing out? What will you say or
offer that is different?
When meeting with a client, make the visit memorable.
7. We must all be unique. What is identifiably different about your client? Remember they the
consumer are asking “What’s in it for me” with every decision they make including
purchasing decisions? We must communicate in everyday language. Don’t use same ole
radio speak saying stuff like “family owned and operated, we have best service in town, we
are conveniently located at...” What does the consumer really care about? What is their point
of need that you provide for? How will you stand out? You must stand out from the
‘crapmosphere’ of the other 2499 marketing impressions out there every day we are all
subjected to.
Are you delivering great commercial creative (good or bad radio spots)?
1. Start off with an Emotional Headline for the first 5 seconds, the heart touches a
responsive chord to needs they have… to the things that matter to them… you won’t
do this with facts and figures. Hard sell doesn’t work. Try DEEP sell. Get to their heart
or emotional cord. 80% of marketing spends are waisted. We need to show clients
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the whole in the market and show them how to increase efficiency and effectiveness
– even with their current activity.
2. Benefits and Results, WIIFM with no clichés. A cliché are meaningless overused
words that don’t work. No heavy sell, no deep fake vo. People don’t buy the crap. Try
the ‘best friend test’. If you wouldn’t use the pitch on your friend, don’t use it to try
and get more customers and sales. Only put things in the ad that are meaningful that
respond to the point of need for the consumer. We must become problem solvers.
3. Be REAL, & ensure the Call to Action is crystal clear. How hard are we making it
for the listeners to do business with us? Don’t include heaps of numbers, address etc.
the call to action must be at the very end… and perhaps repeat it. Make it real. Reality
commercials. Get real people to tell the real story. Record it on your smart phone.
Better still is video the testimony. Get to the heart. Tell stories. Let them tell their
testimonies about using the product. Their enthusiasm is infectious and makes it
desirable. Use bloopers or giggles… Make it real. It’s an issue of trust. Do you believe
the vo actors in a made up skit? No. Use real testimonies. All the vo has to do is point
them in the right direction.
How do we prospect? Show a prospective client that their industry sector has a tone
of opposition in other media (yellow pages or newspaper etc), but on our station we
have thousands and thousands of listeners, all consumers that need your product or
service and at the moment we don’t have any competitors of theirs on the air (or only
#?? What ever amount) which is much less competition than other media.
Use jingles as often as possible. However the client must air the jingle frequently and it is
easy to learn and sing along to.
Use a good story with effective sound effects to create theatre of the mind. Better still
include the emotional headline and also highlight benefits and results.
We must become a broadcast advertising evangelist. Don’t call up prospects and ask to talk
to them about their advertising. Talk about the whole you have seen so as to take advantage
over the opposition.
8. Get the vital needs analysis info from prospective clients with these 7 questions
1. What are you currently doing and what have you done
2. Why? Why did they do the answer to the above Question?
3. Who are you trying to reach? Don’t accept everybody.
4. What do people know about your business?
5. What do you want people to know about your business? Turn that into a story for the
ad.
6. What is your average sale? Total sales divided by number of transactions.
7. What is your gross profit margin? This doesn’t include rent, utilities; salaries etc.
including these you get net profit. Manage the clients expectations. How many sales
do they need to make their investment with you worthwhile? Help them see that it
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doesn’t take much turnover to afford and justify their healthy year round presence on
your station.
9. Own it, own a Day, a Day part, or a Program. It’s about frequency. It’s got to be a solid
schedule.
1. Your biggest client can get a spot an hour and it’s affordable. Own something.
2. You have got to ask for long term advertising. If you don’t ask you don’t get.
3. Why consider constant long term adverting?
i. To keep good positive PR out there, keep that good ole ‘work of mouth’ that
you can control out there in the community.
ii. We are trying to reach people that are looking for the clients product or
service at any given point in time, and there are people that have that ‘point
of need’ that your client provides for all the time, every day, and a smart
operator will know it’s wise to have an effective presence all the time, most
every day.
iii. The client needs to start branding via your media and maintain their brand
top of mind in the consumers mind.
10. Good Calculated Risk.
1. Minimise rate resistance.
2. Minimise added value.
3. Manage client expectations about results.
It is vitally important to
1. Know the clients average sale and
2. Know the gross profit margin is
3. Calculate return on investment for them
4. Understand the value of one new customer to your client. Explain that once we are as
consumers are sold on a product we become evangelist for that brand or supplier
and the client becomes their (the listeners) our favourite grocery store, mechanic,
dentist, baker, café etc.

Most of this article found in Paul Weyland’s book “Successful Local Broadcast Sales”. Used with permission.
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