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A Marketer’s
Guide to Radio

Make the Most of your Media investMent
In an advertising age when the media world is changing every day, the evidence shows that
Canadians have never stopped tuning in to radio. And in an age where accountability is critical,
it also demonstrates that effective, creative use of radio offers outstanding return on the
media investment.

Backed by the latest market insight and research, this guide will illuminate how radio connects
with consumers, how it works for advertisers, and why it delivers outstanding results.

The Radio Marketing Bureau is Canada’s premier marketing and resource centre for radio advertising.

Our mandate is to inspire and educate the advertising community about radio’s power and
effectiveness in achieving business goals. Through consultation, research and creative services,
we support advertisers in gaining greater return on the media investment.

This book will demonstrate just how powerful a medium radio is in today’s marketplace.

To learn more about radio’s effectiveness, visit www.rmb.ca.

For even more in-depth insight into how radio can perform in your business plan, we provide
confdential consultation and services at no charge, and welcome your questions. Feel free to
call us at 1 800 ON RADIO.

Radio is clearly a medium that provides what every
advertiser wants: the right audience, cost effectiveness,
added value and ROI. But there are more benefts.
Thinking radio for the media plan means greater brand
awareness and a better bottom line for advertisers. And
outstanding results mean more trust placed in agencies
by clients; more credibility for media strategists and more
recognition for creative talent.

But most importantly, when advertisers focus on radio,
the listener benefts. The listener is already attuned to
radio for music and information. When they hear great
creative directed personally to them, it will work the
way the best advertising always does... it will connect,
engage and deliver.

Find out more about what it takes to produce quality
radio creative at www.rmb.ca.






Radio’s dominant
presence throughout
the day

Source: BBM Radio Survey 4, 2005 weekly
reach by daypart adults 18+

BReakFaST 81%
day 70%
dRIve 75%
evening 50%
Weekend 69%

up to three hours of daily consumer tuning combined
with station loyalty offers advertisers a strong,
daily presence in the marketplace.
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“Twv glves everyone an image,

but radio gives birth to a million
Images in a million brains.”

Peggy noonan, PReSldenTlaL SPeeChWRITeR, auThoR, JouRnaLIST

Radio and listener loyalty or a car dealership may choose to offer test-drives of their

. . . . latest economy model on campus when a station visits the
When listeners tune in to a custom-tailored lifestyle format, y P

they identify with the radio station’s brand. They feel connected
to what they hear on their own station, knowing it’s relevant
to their lives and meant personally for them. That builds
loyalty and adds credibility to any messages they hear.
Listener station loyalty results in greater return on
investment. Regular tuning means more focus on music and
program content, less station switching and less ad avoidance ~ “With all the choice out there, radio’s reach,
than other media. That's why radio is known for delivering consistency and infuence continue to extend
excellent exposure and frequency in comparison. to the youth market,” says Chris Bandak of
Foundation Research. “kids will always want
to keep up with what’s happening in music
right now, and radio is an important source.”

local college. This type of promotion may include video for

the station’s website and audio testimonials to play back to
listeners. It's a great way to reach the consumer where they live,
work, play and learn - and be part of a brand they care about.

Reaching canada’s youth

capitalizing on station brand power

“My radio station.” It's what most listeners feel about their
top choice, and it's a powerful identifcation with the station’s

values and attitudes, much the same as a subscription to The evidence:
a favourite magazine. They’ll even buy the T-shirt, add the * Radio reaches 91% of the 12 to 17 year-old market weekly,
bumper sticker, buy the book and Cd if it's offered. second only to Tv
What this means to advertisers is the ability to ally with « The typical teen tunes in to radio an average of
and capitalize on a radio station’s brand. It means they can use 5. days per week
radio’s power to build their own brands, increase awareness * 81% of 12 to 17 year-olds say their time spent with radio

and drive immediate sales in a cost effective way. remained the same or increased over the past year

Capitalizing on a station’s brand power is taking advantage ~ * 38% of youth visited radio station websites
of the ability to speak to consumers who are committed to the Source: Foundation Research
station, make regular visits, stay tuned for long periods and
are less inclined to switch - exactly the relationship with the
consumer an advertiser wants. It's an opportunity to make the
most of quality audience attention with increased frequency,
multiple messages and reap multiple benefts; and a solid
approach to building a brand.

Promotions are an excellent example of the way advertisers
can ally themselves with a station’s brand. When a popular
station sets up a remote at a concert, a beverage company
can get the product in the consumers’ hands as a free sample.

“In today’s constantly changing media world, traditional
terrestrial radio currently continues to show strong resonance
and impact with young Canadians. While not their only

source for programmed audio content, it’s still highly regarded
by youth. In fact, more than half of 14 to 29 year-olds think
radio is one of the most effective channels for advertising

to reach them.”” Mike Farrell, Partner and director of Research
& Strategy - youthography

*Source: youthography, Ping national survey, october 2005, n=1067, Canadian youth 14-29
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Reaching the consumer online

RIghT noW, on a MonThLy BaSIS, hundRedS oF Radlo
STaTlon WeBSITeS In The CounTRy aRe CaPTuRIng 19%
MaRkeT ShaRe oF ToTaL MeaSuRed, unduPLICaTed

onlLlne Canadlan audlenCe; and exPeRlenCIing

higheR Than noRMaL CLICk-ThRough RaTeS. BeTWeen
Radlo alRTIMe and Radlo onLlIne, ThIS addS uP To
ouTSTandlng adveRTISINg POWER. *comscoRre Media MeTRIx FeB. 2005

how listeners participate

Source: Foundation Research 2006, adults 18+

vISITed The Radlo STaTlon’s WeBSITe

STReaMIng audlo
oveR The InTeRneT

Radlo ReMoTe
BRoadCaSsT

on-alR STaTlon
PRoMoTlon

on-Line STaTlon
PRoMoTlon

LISTeneR
CLuBS
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“appear on radio and
people remember what
you say...appear on Tv
and they notice your tie.”

MaRShalLL MCLuhan

effective

Radio delivers exceptional value and market reach

Radio’s exceptional value offers affordable, high frequency of message
and ubiquitous market reach. With lower media and commercial production

costs than other media, radio delivers the audiences advertisers want
at truly cost-effective value.

With radio’s ability to connect, engage, reach, and follow the listener
throughout the day, including it in your media buy increases its strength
and return on investment.

Radio is a fexible medium that allows for fast, effective response
to changing business needs. That means advertisers can change
creative quickly if they want to try a new idea or drive traffc to
a spontaneous weekend sale.

Adding RAdio To The mediA mix meAns:

L. Increased frequency and reach to people who wouldn’t be reached in
any other way. Many active, affuent consumers who play a big role

in driving the economy are more likely to listen to radio than watch Tv
or read the paper.

2. More people will get your message. and hearing it through multiple
sources means reinforcement: more involvement with the audience,
more buzz and more credibility.
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The evidence

an RMB proprietary study compared the deliveries of adult
audiences aged 25-54 for a national newspaper, radio and Tv
campaign, each with a budget of $. million. It compared the
three media on a national basis as well as per key markets.

heRe ARe The findings:

Radio media costs were signifcantly less than newspaper and Tv, which allowed a sustained presence. While Tv delivered
a higher reach, national radio coverage for the 23 market campaign reached 58% of Canadian adults; equal to newspaper.
Frequency for the radio campaign was signifcantly higher, increasing advertising exposure.

medium mARkeTs ReAch fRequency coveRAge
Radio :30 seconds 23 58% 15.7 42 days
newspaper full pg b/w 23 59% 30 18 days
Tv :30 seconds national 87% 5.0 28 days

how the total campaign worked in Toronto

on a per market basis radio outperforms newspaper in total reach; radio campaign frequency was more
than three times Tv or newspaper.

medium ReAch fRequency coveRAge
Radio :30 seconds 7% 16.9 42 days
newspaper full pg b/w 60% 2.2 18 days
Tv :30 seconds 88% 49 28 days

how the campaign worked by the week in Toronto

Radio equals Tv and exceeds newspaper in weekly audience reach; radio continues to deliver higher frequency.

medium ReAch FfRequency coveRAge
Radio :30 seconds 56% 3.6 7 days
newspaper full pg b/w 50% 1.3 3 days
Tv :30 seconds 60% 1.8 7 days
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how radio boosts return on investment

using radio in the media buy maximizes cost-effciency and overall campaign results.

moRe Audience
adding radio delivers the right Canadian demographic that other media might not reach. By shifting some of
their newspaper budget to radio, advertisers can increase audience reach and media effciency.

medium BudgeT ReAch impRessions cosT peR
AdulTs 25-54 ThousAnd
impRessions

newspaper full pg b/w $22,500 50% 681,408 $33.02

vancouver Province

vancouver Sun

newspaper 1/2 pg b/w $22,500 2% 1,937,924 $11.61
vancouver Province

vancouver Sun

plus

Radio @ 115 gRP

BeTTeR communicATion
Moving Money into Radio: The media mix that includes radio can be more powerful than either
Twv or newspaper alone, according to a major study from the u.S. based Radio ad effectiveness Lab.

ThRee RecenT sTudies show how.

Replacing one of two newspaper ads with two radio ads resulted in:
» almost triple unaided brand recall

« Seven times more people chose advertised brand as frst choice

Replacing one of two Tv ads for two radio ads resulted in:
¢ a 34% increase in unaided brand recall
* More people chose advertised brand as frst choice product

Radio’s Rol advantage

a real-world market study examining four pairs of radio
and television campaigns across a range of product
categories revealed a signifcantly higher Rol for radio.

FInd ouT MoRe aBouT TheSe STudleS aT WWW.RMB.Ca
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How :
workopolis
"Welg _
witH radio

| I.In .
workopolis..

Canada’s biggest online job site, workopolis.com
connects millions of job seekers with thousands
of employers through online job listings and
other services. With over 60,000 jobs online,
workopolis lists more job postings than any
other site in Canada, and reports the vast
majority of employers fnd successful candidate
matches through the site.

The company received more than 2,500
entries for the position from candidates;
traffc increased by 24% in the months
following the 2005 campaign;

job search visitor count
climbed to a high of 25%
month-over-month increase
from august to September;
and the number of
“fast-track” job searches
grew by 27%. Through

four weeks of radio,

the company surpassed

all its objectives.




RAd i O fAST fACTS share of daily media time

demogRAphic RAdio TV newspApeR mAgAzine inTeRneT
Person 12+ 32% 36% 10% 5% 17%
adults 18+ 33% 36% 10% 5% 16%
Men 18+ 33% 35% 10% 4% 18%
Women 18+ 32% 37% 10% 5% 15%
daily reach by medium adults 18-34 29% 32% 8% 5% 26%
consumeR gRoup RAdio Tv inTeRneT newspApeR Men 18-34 32% 31% 7% 5% 26%
Business decision makers 88% 87% 71% 56% Women 18-34 25% 33% 9% 5% 27%
grocery shopper 87% 87% 66% 56% adults 25-54 34% 36% 9% 4% 17%
hihi $75,000+ Men 25-54 34% 35% 9% 4% 19%
Working women 86% 86% 63% 48% Women 25-54 34% 37% 10% 5% 15%
e perweek adults 55+ 34% 41% 12% 5% 8%
adults 18+ 86% 86% 68% 55%
hhl $75,000+ Men 55+ 33% 39% 14% 4% 10%
adults 18+ 87% 86% 70% 57% Women 55+ 34% 42% 11% 6% 6%
hhi $100,000+ Source: Foundation Research 2006

Source: BBM RTS Fall ‘04/Spring ‘05

Radio’s reach Where people listen

Radio reach and time spent duRing The week
demogRAphic weekly ReAch weekdAy dAily ReAch weekly Time spenT demogRAphic home cAR WORK oTheR
Person 12+ 92% 80% 20.7 hrs Person 12+ 44% 28% 27% 1%
adults 18+ 93% 81% 21.6 hrs adults 18+ 43% 28% 27% 1%
Men 18+ 93% 81% 219 hrs Men 18+ 35% 33% 31% 2%
Women 18+ 94% 81% 21.3 hrs Women 18+ 52% 23% 24% 1%
adults 18-34 92% 7% 18.5 hrs adults 18-34 27% 31% 40% 204
Men 18-34 90% 76% 19.7 hrs Men 18-34 2204 33% 44% 204
Women 18-34 94% 78% 17.4 hrs Women 18-34 349% 29% 36% 204
adults 18-49 94% 81% 20.3 hrs adults 18-49 30% 3204 38% 1%
Men 18-49 93% 81% 21.2 hrs Men 18-49 24% 350 40% 1%
Women 18-49 95% 82% 19.5 hrs Women 18-49 36% 28% 35% 1%
adults 25-54 95% 84% 21.3 hrs adults 25-54 31% 3206 36% 1%
Men 25-54 95% 84% 22.2 hrs Men 25-54 250 36% 38% 1%
Women 25-54 95% 83% 20.4 hrs Women 25-54 38% 27% 349% 1%
adults 50+ 92% 81% 23.6 hrs adults 35-64 39% 30% 29% 1%
Men 50+ 92% 82% 230khrs Men 35-64 32% 36% 31% 1%
Women 50+ 92% 80% 24.0 hrs Women 35-64 47% 24% 28% 1%
Source: BBM Survey 4, 2005 - average time spent per listener adults 50+ 62% 23% 14% 1%
Men 50+ 53% 30% 16% 2%
Women 50+ 71% 17% 11% 1%
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Radio’s reach Where people listen

on The weekend

demogRAphic home CAR WORK oTheR
Person 12+ 65% 23% 9% 3%
adults 18+ 65% 23% 9% 3%
Men 18+ 59% 27% 10% 4%
Women 18+ 70% 20% 7% 3%
adults 18-34 47% 30% 19% 4%
Men 18-34 43% 32% 21% 5%
Women 18-34 50% 29% 18% 3%
adults 18-49 53% 29% 14% 4%
Men 18-49 48% 32% 16% 4%
Women 18-49 57% 27% 12% 3%
adults 25-54 57% 29% 10% 4%
Men 25-54 52% 31% 13% 4%
Women 25-54 62% 26% 8% 3%
adults 50+ 7% 17% 3% 3%
Men 50+ 71% 22% 4% 3%
Women 50+ 82% 14% 2% 2%

Is the language of radio still foreign?
our glossary will translate.

Looking for radio station information?

knowing radio formats will help
you target the right market fast.

What'’s more effective, 60 or 30-second spots?

how long can a radio commercial
run before it becomes annoying?

Market presence - how much radio
airtime (weight) do | need for
my campaign to be effective?

Find out at www.rmb.ca
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