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ACTIVATING RADIO IN THE DIGITAL AGE

Exploiting radio’s strengths
In a slowdown



The benefits of radio for advertising In a

slowdown

e Low risk

e Agile

e Engage/mobilise consumers

e Cost-effective results
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Radio’s core proposition to advertisers

RADIO ADDS BiTE

Because if you add it to your schedule you will get
greater effect for the same level of investment


Moderador
Notas de la presentación
SO WHY IS RADIO RIGHT FOR TACTICAL


More effect for the same Investment

[ RADIO ADDS BITE! ]

Flexible and Complements
cost efficient people’s lives
and other

A powerful
emotional
influencer

media
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The proof
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Radio and TV

What happens when 10% of a TV campaign iIs redeployed to radio?

Overall ad awareness
iIncreases by 15%

TV only TV + Radio

Source: The Awareness Multiplier, Millward Brown . . . rO b
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v Radio indexed on TV Only ACTIVATING RADIO IN THE DIGITAL AGE



Radio and newspapers

What happens when 50% of press ads are redeployed to radio?

Unaided brand recall
increases threefold

Newspapers Radio and
only newspapers

EEErab

Base ¢ 100 respondents per group ACTIVATING RADIO IN THE DIGITAL AGE

Source: RAEL — The benefits of synergy.



Radio and the internet

What happens when 50% of internet ads are redeployed to radio?

Unaided brand recall
increases four-fold

4
6%

Internet Radio and

only internet . . . rO b

Source: RAEL — Radio and the Internet Study
Base c 800 respondent

ACTIVATING RADIO IN THE DIGITAL AGE



Radio and search

What happens when people are exposed to radio within the
search process?

WORD OF MOUSE

How radio optimises internet search

Brand name
search increases
by 350%

4

PPC only PPC + Radio



Moderador
Notas de la presentación
Finding 1: Radio advertising increases brand name search significantly
In this test, brand name search increased by 300% on average for the brands advertised on radio.
When searching for items like car insurance or cheap flights, people will tend to use either descriptive terms (“cheap car insurance”) or brand names (“Admiral”) – in this test, brand name search accounted for around half of all searching. This shows how important brand familiarity is for driving web traffic.
However, the group exposed to the radio advertising was on average over three times more likely to search for the advertised brands (compared to the control group who were exposed to advertising for other sectors).
As the graph shows, within the 300%+ overall shift in the average, there is a very wide variation in effect between the different brands.
This finding makes sense for smaller and medium-sized brands like elephant.co.uk – they are not necessarily front of mind, so people may not initially turn to them. But they have a residual familiarity, and a simple prompt can just remind people of the brand’s promise established in its previous advertising
However there is also a measurable “radio effect” when people search for well established brands. Brand A has gained household name status in the UK for items such as cheap flights, so it is likely to feature in the list of sites searched for cheaper air fares. However, the effect of radio advertising seems to be to boost it up the rankings and ensure it is in the first three rather than first five sites inspected.
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JOHN QUELLH,

...OR IN OTHER WORDS:
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The £3m Advertiser Partnership Fund

We’'re offering advertisers support in these areas to
help deliver better returns from their radio spend

Effectiveness Creativity Idea Generation
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http://www.rab.co.uk/rab2006/default.aspx�
http://images.google.co.uk/imgres?imgurl=http://www.semaforoverde.com/Lightbulb%2520idea.jpg&imgrefurl=http://gabjournal.wordpress.com/&usg=__g88fDxt9fo0u4LUC1PUJwrYhkGo=&h=400&w=400&sz=22&hl=en&start=9&um=1&tbnid=UKYIg9_iatTsEM:&tbnh=124&tbnw=124&prev=/images%3Fq%3Dlight%2Bbulb%26um%3D1%26hl%3Den%26sa%3DN�
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