
"Are you 
making sure 
your advertiser 
delivers a 
compelling 
message, or 
are you count­
ing on flashy 
production ?" 

The Fallacy of Qualitative Data 
Don'l: Follow the Crowd 

by Roy H. Williams 

T he Radio reps who use qualita­

tive data as the foundation of 

their sales pitches are headed for 

disaster. "Our listeners drive BMWs, Mer­

cedeses and Volvos and have a higher 

household income than any other Radio 

audience. Aren't these the people you want 

to reach? Your customer and our audience 

are a perfect match." Such statements make 

me ashamed that I ever sold Radio. 
The implied promise of a qualitative-based 

sales pitch is that "reaching the right people" is 
the secret to a successful ad campaign. In real­
ity, it's not who the advertiser reaches; it's what 
he says in his ads that is of paramount impor­
tance . Are you insisting that the advertiser's 
message be compelling, or are you betting the 
farm that your "loyal audience" will respond 
to even the most flaccid of ads? 

Remember going back to an advertiser at 
the end of a schedule and listening to him blame 
your station for the failure of his event? You set 
yourself up for it. You assured him that all his 
past failures we re the result of "reaching the 
wrong people ." So he put the same boring ad on 
your station and your "loyal audience" didn't 

Now the advertiser is thinking, "The first 
station didn't payoff. The second station didn't 
payoff. Maybe direct mail is my answer." 

"But, Roy," you argue, "qualitative data is what 
I use to set my station apart from my competi­
tors ." Oh, really? Do you do this because you con­
sider the other Radio stations in town to be your 
competitors? If so, that's your second mistake. 

The other Radio stations in your market 
are not your competitors; they are your allies . 
It is newspaper, television and direct mail that 
are taking your money, and theirs . 

The unique ability of Radio to plant a retic­
ular activator using echoic retention makes it the 
most persuasive form of communication known 
to man. There is nothing in the world more ir­
resistible than the sound of the human voice de ­
livering a compelling message. Are you making 
sure your advertiser delivers a compelling mes ­
sage, or are you counting on flashy production? 

Do you know the real truth about Radio? 

,I "'. respond to it, either. Now what are you 

Do you know how to use it right? Do you know 
how to bui ld a successful ad campaign? Most 
importantly, do you have the courage to swim 
against the current of "the way we've always 
done it before?" Are you going to begin seIl­
ing Radio the way it was meant to be sold, or 
will you continue singing the idiotic "Qualita ­
tive" song and dancing the "My Station is Dif­
ferent" dance? ~ 

going to say? If you tell him the 
truth now, that his 

problem was the 

.\weakness of 
'\ his mes-

sage , it 
will sound 
like you're 

making ex­
cuses . He 

may have be­
lieved you if you 

had warned him be-
fore you took his money. 

QUICKRIAD 

..&. The Radio reps who use qualitative data as the 
foundation of their sales pitches are headed 
for disaster. 

..&. The implied promise of a qualitative-based 
sales pitch is that "reaching the right people" 
is the secret to a successful ad campaign. In 
reality. it's not who the advertiser reaches; it's 
what he says in his ads that is of paramount 
importance. 

..&. There is nothing in the world more irresistible 
than the sound of the human voice delivering 
a compelling message. 

I 

'" '" Y' 
00 

" " ~~~~~~~~~~~~~~ oo 
4 1 



~ . THE WIZARD OF ADS 
.q: ~ ~~~T'! _~_ 

"Each of you 
is shouting, 
"Pick me! 
Pick me!" 
and there is 

• no vOice sug-
gesting that all 
of you should 
be picked, 
collectively. " 
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You (an't Do It Alone 
Radio's Own Million Man March 

by Roy H. Williams 

T
he influence of black 

busin ess people in 

North America is in­

creasing expo nentiall y . Men 

such as Colin Powell , Johnnie 

Cochran and Canada's Terence 

Richards are just a few of many ex ­

amples. Have you read the best­

seller by Re ginald Lewis , Why 

Should White Guys Hav e All The FUl1~ 

You should read it . 
Coordinated events such as the Mil­

lion Man March on Washington , D.C., 
began with the efforts of such pioneers 
as Dr. Martin Luther Kin g. These were 
men who understood that their individual 

strengths should be 
pooled for the 
common good 
rather th an spent 
fighting among 

themselves . When 
is Radio going to 

learn this lesson ? 
How long will Radio stations 

continue to sell against one an­
other, rather than pooling their 
strengths for the common good ? 

Are you satisfied with the scraps that fall 
from the agency table ? Do you really be­
li eve in a media mix? Why aren ' t you ask­
ing for 100 percent of the ad budget? 
Make miracles 

As long as Radio remains a single com­
ponent in "a multifaceted plan reflecting a 
coordinated media mi x," you have no chance 
to show the strength of your arm . But Radio 

will never be given the entire budget of a 

major advertiser until yo u learn to 
work together. A single stat io n can 
work miracles for a sma ll , loca l bUsi­
ness , but whic h of you is strong 
enough to deliver that sa me miracle 
to an advertiser wh o needs to reach 
the en ti re ci ty? 

Think of Radio's great success stor ies. 
How many of these were the result of 
Radio being included in a media mix ? 
None , right? Yet , every time an advertis­
er bets the farm on Radio and gives you 
100 percent of his budget , you make that 
advertiser a household word and raise him 
to the status of a giant . Who was Motel 6 
before Tom Bodette mumbled to America , 
"We 'll leave the light on for ya"? 
100 Percent of Budget 

The problem is that no one is sug­
gesting to the advertiser that he give his 
entire budget to Radio. Each of you is 
shouting, "Pick me l Pick me !" and there is 
no voice suggesting that all of you shou ld 
be picked , collectively. The advertisers 
who have given Radio their entire budgets 
have done it on their own initiative . It is 
never th e suggestion of a Radio rep . 

Were you aware that 22 times as much 
money is spent on direct-mail advertising 
each year than is spent on a ll of America's 
Radio stations combined? Fifteen times as 
much money is spent on newspaper adver­
tising than is spent on Radio. Thirteen-and­
a-half times more money is spent on 
television advertising than is spent on Radio . 
Even cable TV receives 45 percent more ad­
vertising dollars than all the Radio stations 
of America . 

Has the time come for Radio to have 
its own Mil li on Man March ? Or would you 
rather continue fighting among yourselves 
for the pitiful scraps of the ad budget? 

Radio is the most persuasive form of com ­
munication in the world today, yet you con­

tinue to ride in the back of the bus. Why? !;;l 

Roy H. William s is president of Roy H. Williams Marketing . 
He may be reached at 51 2-2 82-6355 or by E-mail atroy@rhw.com 
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The Santa Claus Rep? 
Fairness is a Better Gift 

Too often, the wrapping is all there is to the package -
especially when it's a package offered by a Radio station. 

The outside of the pack­
age is ribbons and 

ROY H. WILLIAMS wrapping , fluff and 

the 25 peop le you love most and co nvince 
t h em to buy th is schedu le. ['m not te lli ng 
you to do thi s for your benefit; ['m te llin g 
you to do it for theirs. 

QUI U K 

READ'· 
.. There are people 

who make advertis­
ing decisions for 
their businesses 
based on nothing 
more than fancy 
wrapfJjng. These are 
known as People 
Without a Plan. 

I .. If a client agrees to 
buy 23 spots per 
week, 6 a.m. to 7 
p.m." and schedules 
this "typical week" 
52 weeks in a row, 
usin!~ a Sunday-to­
Wed nesday rotation, 
what kind of rate can 
you give? 

.. Go directly to the 25 
people you love the 
most and convince 
them to buy this sched­
ule. I'm not telling you 
to do this for your ben­
efit; I'm telling you to 
do it for theirs. 

.. The client must be 
prepared to endure 
The Chickening-out 
Period. This schedule 
won't begin to payoff 
for at least three 
months. 

-------------- ------~ 
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bows, making it an impressive sight . But the 
moment of truth comes on ly after this trash 
has been torn away. Hidden deep inside the 
package is that precious thing we' re after. 

Or so we hope . Too ofte n, the wrapping 
is all there is to the package - especia lly 
when it's a package offered by a Rad io sta ­
tion . And you wonder why Radio is n't take n 
more serious ly. 

Sure , there are peop le who make adver­
tising decisio ns for their businesses based on 
noth ing more than fancy wrapping. These 
are known as People Without a Plan. 

U nfortunately, the majority of those who 
bought packages yesterday are the o nes who 
today are saying, "I tried Radio , and it 
didn't work." 

Valuable Package 
"But , Roy," you say, "our packages work 

great !" Yea h , th ose promos have rea l va lue , 
and th e banners make a lasting differe nce , 
too . But let's set as ide the wrapping for a mo­
ment and look at how Radio can make your 
cl ient's name a h ousehold word th roughout 
your city. 

If a c lient agrees to buy 23 spots per 
week, 6 a .m. to 7 p .m .(or its eq ui va lent in 
your market ), and schedules this "typica l 
week" 52 weeks in a row, using a Su nday-to­
Wednesday rotation , what ki nd of rate can 
you give ? The client is scheduling 1, 196 

pieces of ea rl y -week inve ntory and spe nd ­
ing the exact same budget , week after week , 
year rou nd. W hat is the rate? 

M ul ti pl y t hat spot-rate ti mes 1, 196 

spots and figure the annua l sa les commis­
sion . M ul tip ly that ann ual sa les comm issio n 
times 25 such clients. Now go di rectly to 

On most Ra d io stat ions , t he sch edu le 
outl ined above wi ll reach approxi mately two­
thirds of that station's tota l week ly audie nce 
an average o f th ree t im es. (I n spi te of what 
you 've heard, a th ree-freq ue ncy is not suffi ­
cient un less you do it every week. That's why 
this must be a 52-week schedule .) T he on ly 
thi ng you need now is a series of we ll -writ­
te n spots that make a mea ningful offer. 

Important Caveat 
O ne last thin g, and th is is t he hard part : 

T he cl ien t must be prepared to endure The 
C hickeni ng-out Pe ri od . T h is schedule wo n't 
begin to payoff for at least th ree mo nth s. In 
th e early weeks , your cl ie nts wi ll invest far 
mo re than they wi ll rece ive in respo nse . 

It is the second six months that wi ll pro­
duce a return far beyond the investment. At 
the en d of a year, your client's name wi ll be 
a household word; cl ients wo n't want to dis ­
cuss re newal, they will wa nt you just to write 
it up . H owever, the conversation abo ut T he 
C h ickening-out Period is one you must have 
with your clients before you take their mo ney. 

The pro who knows h ow to use Radio 
to make peo ple ric h w ill look the cl ient d i­
rectly in th e eyes and exp lai n The C hi ck­
e ning -out Period . T he Radi o pro will further 
expla in wh y th e enti rety of the c li e n t's ad 
budget sh ould be put into 52-week sched­
ul es on as many Radio statio ns as the cli en t 
can afford. 

The re p who dances t h rough the door 
o nce a mo nth and says , "['ve got thi s great 
package for you" is the ki nd we call The Santa 

C laus Re p 
W hich ki nd are you? 6iI 

Roy [:-I. Willialll s is President oj Roy H. Williams Marketing in Austin, TX. 
He may be reached at 512-2 8 2-63 5 5 or by E-mail atroy@rhw.com 

To subscribe, call 1·800-610-5771 13 



Are You a Radio Pro? 
Three Kinds of Radio Reps 

Professional Visitor 
Jim is the kind of Radi o rep 

I call a "professional visitor." In 

five tedious minutes, he asked 

about my wife and c hildre n , 

shared some local gossip , asked 

ROY H. WILLIAMS if !like to golf and then told me 
that he rea lly wa nted to get to 

QUI C K 

READ'· 
• The "professional visi­

tor" rep believes that 
selling Radio is all 
about relationships. 

• The "professional liar" 
rep doesn't think it's 
important to help 
clients. For this type of 
rep, selling Radio is 
simply about overcom­
ing objections. 
Professional liars say 
only what they believe 
will get a signature on 
the contract. 

I • The "Radio pro" rep will 
urge you to invest in 
additional Radio sta­
tions, even though there 
would be no additional 
money in it for him. This 
type of rep's argument 
is to buy increased fre­
quency through cume 
duplication. 

• Radio pros are prepared 
to sacrifice short-term 
expediency so that they 
win in the long run. 
They are willing to 
embrace the other 
Radio stations in their 
market as the allies 
they truly are. 
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know me better. The professional v isitor be­

li eves that se lling Radio is all about re lat io n ­

ships. "You should buy from me because you 

like me. Didn't we have a great lunch? And what 
about the free tickets I gave you ?" 

Jim doesn 't know a thing about advertis­

ing , but he doesn't know that he doesn 't know. 

Jim doesn't make me angry; he makes me sad. 

Professional Liar 
On the other hand , Nadine knows that she 

does n't know. She just doesn 't think it's im por­

tant that she actually be ab le to help her clients. 

Rather than study Radi o and learn how to make 

it work better for her advertisers, Nadine stud­

ies sell ing so that she might prepare qu ick and 

polished repli es to anyth ing I might say. I f you 

li sten to Nadine , selling Radio is simpl y about 

overcomin g objections. She is confrontationa l 
and combative and never says what she tru ly 

believes. She says only what she believes will 

get he r a signature o n the contract . Nadine is 

the kind of rep I call a "professio nal liar. " 

Radio Pro 
Mike , however, is a "Radio pro." When I 

called to co ng ratulate him o n being the on ly 
Radio station included in the buy, he urged me 
to drop the TV schedule and invest those dollars 

in additi onal Radio stations, even though there 

would be no additional money in it for him . Mike 

proceeded to pitch me the stations with whom 
I he shared the most listeners. And he pitched them 

far better tha n they had pitched themselves . 
Mike's argument to me was to buy increased 

frequency through cume duplication. When I 

wasn't reaching Mike's li stene rs o n Mike's sta­

tion , I could reach them on the other statio ns 

they liked , and reach additiona l listene rs in the 

What about you? Will you be a professional 
visitor, a professional liar or a Radio pro? 
process. T he idea made a lot of sense , and be­

cause Mike didn 't stand to benefit in the short 

run , I knew he must be sincere. 

Mike's plan worked and I was a hero . What 

about you? Will you be a professional visitor, 

a professio nal liar or a Radio pro? 

What'll it Be? 
If you will be a professio nal vis itor, you 

need o nl y know the fun niest jokes and have 

reserva ti o ns at a good place for lunch . (Carry 
a pocket fu ll of comp tickets and you'll be fine; 

there always wi ll be room in this world for the 

blind who wi ll lead the blind.) 

If you will be a professional li ar, you need 

o nl y lea rn how to manipulate data so that it 
says what you need it to say. There will always 

be a place in this world for the person who is 
more clever than the rest of us. (I f yo u eve r 

get tired of sell ing Radi O, you can start se ll ing 

used cars, o r maybe run for publi c o ffic e. ) 

Do you wa nt to be a Radio pro? Are you 
prepared to sacrifice sho rt -term ex pediency 

so that you mi ght wi n in the long run? Are you 
wi lling to embrace the other Radio stations in 

your market as the all ies they truly are? If so, 

look fo r this co lumn twice a month . I'll do my 

best to help by sharing what I've lea rned . 6:l 

Roy H. Williallls is President oj Roy H. Williallls Marketing i" Austin, TX. 
He IIIay be reached at 5 12- 2 8 2- 6 35 5 or by E-Illail at roy@rhw.coIII 
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Conquer Ad Everest 
"You" is Magic Word 

Skillful use of the word "you" makes the listener a 
participant in your ad. 

YOU are writ ing an ad that 

needs to produce results. 
ROY H. WILLIAMS Your copywri t ing teach-

storm, a place where every ragged breath is an 

accompli shment. You stand o n the uppermost 
pi nnacle of the earth . This is the mountai n they 
ca ll Everest . Yesterday it was conside red un­
bea table .. . But that was yeste rday. 

A Copywriting teachers 
who taught you to 
insert the name of 
the company in the 
ad at least seven 
times - or taught 
you that the words 
"discount" and 
"sale" are irresistible 
motivators - need a 
wake-up call. 

A The most irresistible 
word in the English 
language is "you." 

A "You" causes the lis­
tener to imagine tak­
ing precisely the 
action you want 
taken. 

A Your clients trust you 
with hard-earned 
money. Don't they 
deserve to see the 
kind of results you 
promised? 

~----- - --------------
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ers have taught you to say the name o f the com­
pany a t least seve n t imes in eve ry ad . Yo ur 
ex perience te lls you that c rammi ng the na me 
of th e company into places where it would no t 

normally be hea rd will just make the ad sound 
li ke "an ad ." 

Yo u've wres tl e d w ith t h is p ro b le m , 
have n't yo u? 

The teacher who taught you to insert the 
name of the company at least seven times is prob­
ably the same teacher who taught you that words 
like "di scount" and "sale" are irresistible mo tiva­

to rs to the American public. Someone needs to 
snap finge rs in fro nt o f th is teacher's nose and 

say, "Wake up . It's the '90s." 
The mos t irresist ible word in the Eng li sh 

language has o nly three le tte rs - no , it's no t s­
e-x . The most powerful o f all words is Y-O- U . 

"You" engages th e imag inati o n o f th e lis­
te ner. It pu ts the ac tio n of your spo t in "present 
tense, active ." Skillful use of the word "you" makes 
the listener a partic ipant in your ad by causing 
h imlher to imagine takin g precisely the action 
you want taken. H ere is a 60-second examp le: 

Announcer: You are standing in th e snow 
5- 1/2 miles above sea leve l, gazing at a ho rizo n 
hundreds o f mil es away. I t occurs to you that 

life here is very simple: You li ve , or you di e. No 

compro mi ses, no wh ining , no second chances. 
Th is is a pl ace co nstant ly ravaged by wi nd and 

Client: As Edmund H ill ary surveyed the 
horizo n fro m the peak o f M ount Everes t , h e 
mo ni to red the ti me on a wri st watch that had 
been specifically designed to withstand the fury 
of the wo rld's most angry mountain. Rolex be­
lieved Sir Edmund would conquer the moun-

tain , and especiall y for him, they created The 
Rolex Explo rer. 

Announcer : In every li fe , there is a M ount 
Everest to be conquered . W hen you h ave con­
quered yours, you'll find your Rolex waiti ng pa­
tiently fo r you to come and pick it up at justice 

jewele rs, your Offic ial Ro lex j eweler o n H igh ­

way 65 at Battlefie ld Road . 
Client: I'm W oody justice, and I've got a 

Ro lex for you . 
Did you fee l the awesome soli tude? W ere 

you proud to be standing on the pinnacle of the 
earth? In the ad , you already own a Rolex that 
is "wa iti ng patiently fo r you to come and pick 
it up ." As a listene r, you are inex tri cably e n­
gaged . It all begins with the wo rd "you ." 

As yo u mi g ht ex pec t , thi s ad se ll s Ro lex 
watc hes in record numbe rs . Ca n yo u write 
ads like t hi s? Wi ll yo u? Yo ur cli en t s have 

tru ste d yo u wi th the ir hard-earned mo ney. 

Do n't t hey d eserve to see the ki nd o f resu l ts 
yo u pro mi sed ? !iii 

Roy H. Will iams is Presidell t of Roy H. Williams Marketing i'1 Austin, TX. 
He may be reached at 5 12-282-6355 or by E-mail at roy@rhw.com 
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Off With Their Heads 
Declare War on Print Ads 

On a scale of one to 

100, Radi o current­

ly scores a 1.3 wit h 

the advertisers of America . If 

t hi s do es n ' t anger yo u , it 

should . According to Ad-

ROY H. WILLIAMS vertisillg Age , the Rad io sta-
tions of America are g ive n • 

just 1.3 perce nt of the ad do ll ars spe nt in 
our nation each year. 

" -

QUI C K 

READ" 
.. The Radio stations of 

America are given 
just 1.3 percent of 
the ad dollars spent 
in our nation each 
year. 

.. More money is spent 
on direct mail in 17 
days than is spent 
on Radio in a year. 

.. Compared with direct 
mail, Radio's ability 
to target is fuzzy, 
unfocused and ineffi­
cient at best. 

.. Radio's ability to 
target is not impres­
sive, yet the true 
strengths of Radio 
continue to make it 
the most effective 
medium of advertis­
ing in the world. 

.. The Golden Age of 
Radio is just ahead 
if Radio stations 
will work together 
and use the true 
strengths of Radio 
to their strategic 
advantage. 

I 
I 
I 
1 
1 ____ _ _ _ _____ _ _ _ ____ _ J 

II. 

Advertisers vote with d o llar bills , and 

it is direct mail the y ha ve e lected to be King 

of Advertising , giving him a whopping 28 

percent of all votes cast. More money is spe nt 

on direct m a il in 17 da ys than is spent on 

Radi o in a year. 

The appeal of direct mail is qualitative 

targeting. Compared with direct mai l, Radio's 

abil ity to target is fuzzy, unfocused and in ­

efficient at best. Yet , yo u co ntinue to p itc h 
qualitative because it's what makes yo ur sta­

tion a litt le bit differe nt than the other Radio 

stations in your town , and you be lieve these 

stat io ns to be yo ur pri m ary com pe titors . It 

is th is tunne l vis ion that causes you to miss 

98.7 percen t of the ad dollars . 

Radio 's ability to target is not impres­

sive , yet Radio 's strengths continue to make 

it the most effective medium of advert isi ng 

in t h e world. Unfortunately, th e true 

strengths of Radio are seldom mentioned by 

Radi o reps because they are true for all sta­

tions and are therefore not good too ls for 

se ll ing against o ne another. 

If you remain convinced that the secret 
of more effective advertising is "to reach the 
ri g ht people ," you nee d to work for Data­

Mark , a direct-mail compan y specializing in 

geodemograp hi c targe tin g. Here's how yo ur 

new sales pitch will sound: 

"My co III Pall), will cOlld li Ct a cO lll pliterized 
search alld analysis of all kllOWIl data abo llt 
wery ifldividllal all YOllr clistoilieriist. All YOII'II 
lIeed are tin Ilallies alld addresses of all tin peo­
ple who ever have writtw YO Il a clJeck . We 'll 
shldy the cars they drive, the hOllses they live ill , 
the lIIagazifies tiny read alld the appli£1ll ces they 

h£1ve Pllrchased. We 'll cross referel1ce their edll­
catiollal profiles with their Clm-wt credit reports . 
Alld that 's jllst to get started. 

"Whel1 we 're fillished , we'll be able to tell 
YOII precisely what quirks YOllr cil stoiliers have 
ill CO II"'IO'1. We 're going to tell YOIl spCClfica lly 
how tlJey are differmt fro III their I,eighbors . And 
thm we'll prillt lIIailillg labels for all tin people 
who fit YOllr cli stolll er profile precise/y, but who 
were 1I0t all YO la cil stolller li st. The cO lll pl-iter 
allalysis is free . The lII£1ilil',g l£1bel s are cheap . 
Are YOIl illterested?" 

And qualitative targeti n g is Radio 's 

u nique se ll ing propositio n? 

I fear that many broadcasters li ve in sma ll , 

pr ivate worlds w here the ir o nl y competitors 

are the other Radio stations in tow n . T h ese 
broadcasters spend their days squabbling over 

the 1.3 perce nt as th ough it's a ll t he money 

the re is in th e world . Mea nwhi le , d irect ma il 

and newspaper are wolfi ng dow n a feast fit 

for a ki ng , saying, "Let Radio eat cake. They 

are lucky to get the one-poi n t-three ." 

Are you going to keep fight ing amo ng 

yourse lves for th e tab le scraps, or are yo u 
rea dy to take ove r the cas tl e? Th e Co lde n 
Age of Radio is just ahead if Radio stations 

will work together and use the true strengths 

of Radio to their strategic adva ntage . 
Q uali tat ive target ing is not,Rad io's g rert­

est strength . T he tru e stre ngths of Rad io are 

the in trusive nature of sound , t he med ica ll y 

proven superi o rity of echoic rete ntion and 

the e ngagi ng power of words when spoke n 

by th e h um an voice. 
Uni ted yo u sta n d . D iv id e d yo u fa ll . I 

agree with Eric. It 's time for a Rad io Revo­

lutio n . Are you in ? !:l 

Roy H. Willi£1l ll s is Presidellt of Roy H. Williallls Marketillg . 
He IIl£1y be reached at 512-28 2-6 355 or by E-lIIail at roy@rhw.colII 
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You Can Put an Expensive Suit on 
a Monkey - But Can It Write Good Copy? 

Copywriters should be among the most highly paid people 
in Radio. How can we expect to improve that which we do 
not reward? 

T he hi gh-powe red SM 

ROY H. WILLIAMS creates contests, awards 
bo nuses and pays com-

suits. You can't imagine th e volume of E-ma il I 
rece ived - whining, "But we do n't contro l the 
c reative. That's what age nci es get pa id to do." 

N ow, le t me ge t thi s stra ig h t . We all ow the 
age ncy to pl ace a schedu le tha t wo n't wo rk , 
provide us with ads that won't wo rk and th en 
blame th eir medi ocre results o n Radio? I'm no t 

QUI U K 

READ" 
.&. Salesmanship can be 

taught to virtually 
any person who is 
willing to endure the 
pain of rejection. 

.&. The ability to write 
persuasive Radio ads ' 
is much more diffi-
cult to learn than 
selling. 

.&. The effectiveness of 
Radio advertising 
lives or dies with 
copy. 

.&. Radio isn't like 
print, and it is foolish 
for us to let print 
writers control our 
Radio copy. 

,.&. , The human voice has 
the power to transfer 
emotion and persua­
sion like no other 
force on Earth. 

, , , , , , , 
L ___ _ _____________ _ __ J 
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miss io ns. His o r her job is to de li ve r sa les quo­

tas to management and motiva ti on to the staff. 
That job is over the mo ment the sa le is made. 
After the sale, the SM's salespeo ple will pass a 
few scribbl ed no tes to the copyw riter (the 
most overworked and underpaid of 

all the stat ion's employees) and 
say, "I promised to de li ve r a 
c ro wd . Cive me some 
magic." 

Why, th en, does 
it surprise us when the 
busi ness owner says, 
"I tried Radi o, and it 
didn't wo rk"? 

Here's the Truth 
"You cou ld pu t an 

ex pe nsive sui t o n a 
mo nkey and tra in it to 
se ll. " I've said thi s fo r 20 ' 

years , and it makes people mad 
every ti me I say it. I sai d it when I ~ 

was a top-bi ll ing sales re p . I said it when I was 
a record -se tting SM . I sa id it when I was a 26-

year-o ld CM in a marke t of a mi ll io n peo ple . 
So ge t mad if you want, but you need to 

hea r the truth . Salesmanship can be taught to 
virtua lly any pe rso n who is w illing to endure 
the pain o f rejecti o n. The abili ty to write pe r­
suasive Rad io ads is much more di fficult to learn . 
Copy Counts 

The effec tiveness of Radi o adve rtising lives 
o r di es with copy. Consequently, I believe copy­
wri te rs should be am o ng the most hi gh ly paid 

people in Radio. H ow can we expect to improve 
th at wh ich we do no t reward? 

In a recent "Wi zard o f Ads" colum n, I ch id ­

ed the industry fo r allowing o n the a ir spots 
that we kn ew in adva nce would prod uce no re-

sure I like this deal. 

Radi o isn't li ke o ther advert is-

the powe r to transfer emo­
tion and persuasion like no 

o the r fo rce o n Earth . But 

Rad io ads surely wi ll fa il 
when they are writ ten 
accord ing to the prin­
cip les o f pri n t adver­
ti sing. Radi o isn't li ke 

prin t , and it is fo o li sh 
fo r us to le t print w rit-

ers co n t ro l our Radi o 

N o , I'm no t say ing we can 
"" change the system overnight. But isn't 

it ti me we began investing in g ifted write rs? If 
your stati on had a Dick O rkin they cou ld send 
to help clients with copy and production, would 
the age ncies o f your c ity accept hi s he lp? If at 
first they would no t, let me assure you that they 
would we lcome him with shouts and dancing 
as soon as he had he lped create a few big suc­
cesses in your town. 

Somewhere in America is a bold CM w ho 
isn't go ing to wait fo r someone else to do it first . 
This will be a mana ger wh o is wil ling to pay 
what it costs to recruit writers who can rock the 
c ity. When such a manager steps fo rward, keep 
your eye o n him o r her. This is a CM whose 
statio n bi ll ing no lo nger w ill ri se an d fa ll w ith 

the ebb and flow o f Arbit ro n . This is Rad io 's 

M anage r of the Future. !=I 

Roy H. Williams is Presidel1t oj Roy H. Williams Marke ti/1g. 
He may be reached at 5 12-282-6355 or by E-mail at roy@rinv.co III 
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Use Your Words Well 
Make Your Spots Really Work 

One Big 
Assumption 

ROY H. WILLIAMS 

Adve rti se rs as­
sum e tha t peo pl e 
comprehe nd the ir 
ads . M os t often, they 
do not. T he volume of 

QUI C K 

READ'· 
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• The volume of adver­
tising that gushes 
toward the customer's 
mind is like a fire hose 
aimed at a teacup. 

• Most advertising in 
America is deflected, 
spilled and lost. 

• It makes sense for ad 
writers to understand 
how we recognize 
and identify objects, 
use visual mental 
images, read, produce 
and comprehend lan­
guage, move and 
store new information 
in memory, etc. 

• The carefully guided 
recall of a sequence 
of these stored mem­
ories is the magic 
behind every power­
ful ad writer. 

• Memory must be 
recalled from the 
mind in such a man­
ner as to actively 
engage the imagina­
tion. You must cause 
listeners to see 
themselves taking 
precisely the action 
you so artfully 
describe. 

advertising that gushes toward the cus­
tomer's mi nd is li ke a fire hose aimed 
at a teacup . There is simpl y too much 
to co ntain . Most adverti sing in Amer­
ica is de fl ected, spilled and lost. At the 
end o f the day, precious lit t le in for­
mation is retained . 

Wi ll your adve rti sin g be part of 
that prec ious littl e , o r is it be ing de­
fl ec ted , spi ll ed and los t? 
You Hold the Key 

The Jo urnal of Cogl1 itive Net.I/'O sciel1Ce 
is read by doctors and medi ca l stu­
dents who des ire to understa nd how 
human beings recogni ze and identify 
objects, use visual mental images, read, 
produce and comprehe nd language , 
move and sto re new in fo rm ati o n in 
memo ry, etc. I th ink it makes se nse 
for ad write rs to unde rstand these 
thin gs, too. 

Stephen Kossly n, an editor for the journal 
and a professo r o f psychology at H arva rd , te lls 
us how auditory patte rn ac tivat io n is an essen­
t ial element in language skill s. Kosslyn says, "A 
word is li ke a key. Whe n a word unlocks the 
co rrect sto red memo ri es, it is meaningfu l. " 
Unlock the Memory 

I be lieve that the carefull y guided recall 
of a sequence o f th ese stored memories is the 
mag ic be h in d every powe rful ad writer. Do 
the wo rds o f your ads unl ock sto red me mo­
ri es in the min d of the li ste ner? T he me mo­
ries can be real o r imag in ed . T he im po rtant 
thin g is tha t they be recall ed fro m the mind 
in such a manne r as to ac t ively e ngage the 
imaginati o n . To put it plainl y, you must cause 

the liste ne r to see him se lf takin g prec ise ly 
th e act io n yo u so a rtfull y descri be . Wh e n 

Do the words of your ads unlock 
stored memories in the mind of the listener? 

t he liste ne r does not me n ta ll y parti c ipate , 
t he adverti sing is deflected , sp ill ed and lo st . 

"Engage th e imaginati o n and take it where 
yo u will. Where the mind has journeyed re­
pea tedly, the body will sure ly fo ll ow. Peo ple 
o nl y go to pl aces they have already bee n in 
their minds." This is Law No.7 of The Sevell Laws 
of the Advertisillg Universe. * ~ 

* To receive tl,e ot"er six Laws oj t"e AdvertisiHg Ul liverse, 
COli tact TI,e Wiza rd by Jax at 5 12-2 8 2-6 457. Be Sll re to i,, ­
elilde YOIII-Jax "lllIIber witl, YOll r re£/ll es t. 

Roy H. Willia ll/ s is Pres idel1t of Roy H. Willia ll/ s Marketil1g. 
He //l ay be reacl,ed at 5 12- 295-5700 01' by E- //I ail at roy@rhw.co//l 
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An Energy of Words 
Use Words to Make Ideas Soar 

ROY H. WILLIAMS 

YOU study pivota l people 

and eve nts in hi story, 

searc hin g for a co m­
mo n de nominator. You hope 
to ide nti fy the recurre nt e le­
me nts of greatness , the keys 
to fantastic success. You search 
for the secre t of miracl es. Afte r 

QUI U K 

READ-
... While a grand idea may carry 

the seeds of change, it takes 
powerful words to launch the 
idea skyward. 

... Great ad campaigns begin 
with grand ideas and come 
alive with vivid words. 

... Most business people have an 
abundance of grand ideas. 
They simply don't have 
the words. 

... Words are electric and should 
be chosen for the emotional 
voltage they carry. 

... Weak and predictable words 
cause grand ideas to appear 
so dull that they fade into the 
darkness of oblivion. 
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severa l hundred ho urs of reading, yo u reach 
an utterly inescapable co nclusio n: Words are 
the mos t powerful force there eve r has been. 

Monumental eve nts exp lode with e ne r­
get ic word s, a nd great leade rs are re me m­
bered for the things they say. While a gra nd 
idea ma y carry th e seeds of c hange , it takes 

Use words in your ads that 
are majestic, words that have 
the power to inflame people's 
hearts and illuminate their 
minds. 
powerful words to laun c h the id ea skyward 
- wo rd s strong e nough to carry the full 
we ig ht of vis io n . Likewise , great ad ca m ­

paigns begin with gra nd ideas and come alive 
with v iv id words . 

Odd ly e n o ug h , most business people 
have an abundance of gra nd ideas. They si m­
ply do n't have the words. Th e ir wonderful 

id eas are sa dl y sh o rt -c irc uited when th ey 
cann o t find the words to ca rry them skyward . 

You have seen Ro din 's famo us sculpture 
'The Thinker" and were intri g ued th e mo ­
ment you saw it . But how your inte res t in­
creases when you hear Rodin speak of it : 

"What makes my Think er thiNk is that he 
thinks 110t only with the brail1 , with his kl1itted 
brow, his distel1ded nostrils, arid co mpressed lips , 
but with every mu scle oj his anll S, back, al'Id leg s, 
with his elenclnd Jist al1d grippil1g toes" 

Seeing it now with our ears , we fi nd Rodin's 
Thinker far more interesting than when we saw 

it only with our eyes . 

Words are elec tric and should be chosen 
for the emoti o na l vo l tage they ca rry. Weak 

and predictable words cause g rand ideas to ap­
pear so dull that th ey fade into the darkness 

of o bli vio n . But powerful words in unusual 
combinations brightly illuminate th e mind . 

Yes , words are e lec tric. If a sentence does 
not shock a littl e , it carri es no emotional vo lt­
age. When the hea rer is not jolted, you can 
be sure he is not moved . 

Remember the words of Napoleon : "Small 
plans do not inflame the hea rts of me n. " Use 
words in your ads that are majes ti c, words that 
have the power to inflame people's hea rts and 
illuminate their minds . 

Words start wars and e nd th em, create 
love and choke it , bring us to laug hter and 
joy a nd tears. W o rds cause me n and women 
to w illin g ly ri sk their li ves , their fo rtun es 
and their sacre d h o nor. 

Our wo rld , as we know it , revolves o n 

th e power of words . Learn to us e th e m 
well. s::a 

Roy H. Williallis is Presidmt oj Roy H. Willia lli s Marketi l1g 
He IIIay be reached at 512-295-5700 or by E-mail atroy@rlnv.com 
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Workings of 
the Mind Real Reps 
Know What Works 

Some Radio ads work mira­
cles while others don't work 
at all . Two advertisers can 

run the same schedule, spend the 

same money, reach the same 
loya l aud ience and get com-

ROY H. WILLIAMS pletely d ifferent results . To un­
derstand how thi s can happen, 

QUI U K 

HEAD'" 
• Some Radio ads work while 

others don 't. To understand 
how this can happen, you 
must have a fundamental 
grasp of the workings of the 
human mind. 

• Very few people in Radio have 
bothered to study the work­
ings of the mind. Yet these 
same people are presenting 
themselves to clients as Radio 
experts. Is this honest? 

• There are three necessary 
ingredients essential to be­
coming a true Radio profes­
sional: conscience, humility 
and audacity. 

• A Radio expert should be able 
to predict when a spot is des­
tined to fail before it even 
goes on the air. 

• For the good of your client, 
your career and Radio , will 
you become the Radio ex­
pert that your clients need 
you to be? 

you must have a fundam ental grasp of the work­
ings of the human mind. 

Very few people in Radio have bothered 
to study the workings of the mind . Most are con­
cerned only with this month's billing, saying, 
"My job is to sell Radio . I don't have to know 

how it works ." Yet these same people are pre-

To have integrity as a Radio 
sales rep, you need to 
understand the workings of 
the human mind. 
senting themselves to clients as Radio experts. 
In reality, selling is the only thing most Radio 
reps have been trained to do, and closing the sale 
is their on ly expertise . Is this really honest? 

Speaking as an advertiser, I'd rather have my 

money stolen by a pickpocket than by a Radio 
rep promising things he or she can 't deliver. 
Pickpockets never claim to have solutions to your mind. A Radi o expert should be ab le to exp lain 
problems, and they don't tell success stories or precise ly why one ad will be remembered for 
talk about their stations being "results oriented ." weeks and why ano ther ad will be instantly for­
Most pickpockets are fa r too honest to present gotten. A Radio expert should be able to predict 
themselves as experts in an industry where they when a spot is destined to fail before it even goes 

have no expertise . on the air. 
If these statements make you angry, then I Can you do this? Are your clients' ads typ-

suspect that you are basically dishonest, and I ica lly remembered by your listeners? Do you un-
recom mend that you consider a career in multi - derstand how memory works? Can you explain 
level marketi ng. Radio isn't for you. If my state- FM I, LMI and the reticular activator? 
ments have wou nded and worried you , please More importa ntly, are you inte rested in 
keep reading. You have at least o ne of the three learni ng? For the good of your client, for the 
necessary ingredients essentia l to becoming a good of your career, for the good of RadiO , wi ll 
true Radio professional. You have conscience. you become the Radio expert that your clients 
The other two ingredients are humility and au- need you to be? !:il 
dacity. Do you have these as well? (Editor's note: In the next issue, Roy H. Williams 

To have integrity as a Radio sales rep, you begim a series oj columns on FMI, LMI, the reticular 
need to understand the workings of the human activator etc.) 

Roy H Willialli s is President oj Roy H. Willia ms Marketing, In c. 
He may be reached at 5 12- 295-5700 or by E-mail atroy@rhlV.colil 



What Do You See? 
Mind's Eye is Key 
to Customers 

ROY H. WILLIAMS 

Memory is formed of 

images, but not of the 

images we have seen 

w ith o ur eyes . Memory is 

fo rmed of the images we have 

seen in our imaginations . For 

your ads to be effective , they 

mus t be reca ll ed w hen th e 

I 

QUI U K 

READ'· 
... Memory is formed of the im­

ages we have seen in our 
imaginations. 

... For ads to be effective, they 
must be recalled when the 
prospective customer needs 
what you've advertised. 

... The secret of writing mem­
orable ads is to use language 
that creates a vivid first 
mental image and closes 
with an equally vivid last 
mental image. 

... An enticing first mental image 
is the essential first step in 
creating a winning ad . 

... A good last mental image is 
more than a call to action. 

: The well -written last mental 
: image actually completes 
: the desired action in the 
: custumer's mind. 
~ --- - --- - ------ - -----

prospective customer has need of what you've 

advertised . Do you know how to make your ads 

memorable, or are you foo lishly attempting to 

schedule your ads to the precise moment of the 

customer's need? 

T he secret of writi ng memorable ads is to 

use language that creates a vivid first mental 

makes tap water taste great. " Notice the weak 

FM I. Because we ca nn ot eas il y im agine a 
"Brita water-fi ltration system ," our in terest is 

The mind does not easily store and retrieve the images of 
the eye. The mind recalls the images of the mind. 
image (FM I) and closes with an equally vivid last 

mental image (LM I). Notice that I said "menta l" 

image, not "visua l" image . T he mi nd does not 

easily store and retrieve the images of the eye. 

T he mind reca ll s the images of the mi nd - im­

ages placed there by words and emotions, im­

ages created by language and love and hope and 

fear and specific and vague impressions. Don't 

take my word for it. Read it for yourself in the 

Journal of Cognitive Neuroscience . 
An en tici ng FM I is the essential first step 

in creating a wi nning ad, as it determ ines whether 

your prospect will conti nue to listen . An intru­

sive and intrigui ng FM I will cause prospects to 

abandon the thoughts they had been thinki ng. 
The best FM I plu nges liste ners into a worl d of 

stored memories, both rea l and imagi ned . Do 

your ads do this? 
"You are standing in the snow, five-and-one­

half mi les above sea leve l, gazi ng at a horizon 
hundreds of m il es away. " "Whenever Richard 

(O/Y went downtown , we people on the pave­
ment looked at him ." "She will kiss you like you've 

never been kissed before." Can you see how these 

first mental images might entice the listener to 

continue li stening? 

During a rece n t TV movie , a clear, ma le 

vo ice said , 'T he Brita wa te r-fi ltratio n system 

no t e ngaged. In th is sim p le sponsor recog­
nitio n line, the on ly clear menta l image is of 

"great-tasting water," w h ich makes it th e ob­

vious FM I. T he o ne-line tag woul d have been 
m uc h m ore effect ive h ad t h ey sa id , "Ta p 

water tastes great (FM I) when you h ave a 
Bri ta wa te r-filtration system (LM I)." In my 

rearra nged version of the sponsor statement, 

the first menta l image is of grea t-tast ing wa ter 

and the last menta l image is of the listener 
"havi ng" a Brita water-fi ltrat io n system . 

W h ile a good FM I e n tices liste ners to 

give you their attention, it is a good LM I that 

causes th em to "see" th e mse lves do ing th e 

th ing you wis h the m to do: "". you h ave a 
Brita water-fi ltration system." A good LM I is 

more t han a ca ll to actio n . T h e we ll -written 
LM I actuall y com pletes the desired act ion in 

the mi nd , creating a mental p icture in w h ich 

the actio n a lready h as take n p lace . T he on ly 

remai nin g need is to tra nsfer th is imagi ned 

experience 1in to actua l experie nce . 
Reme ber the seventh Law of the Adver­

tis ing Univ rse: "Engage the imagina tion, then 
take it wher you wil l. W here the mi nd has re­

peatedly jo rneyed, the body will sure ly fo llow. 

People go 0 Iy to places they have already bee n 

in their min s." ~ 

Roy H. William s is President of Roy H. Willia ms Marketil1g , [,1C. 

He may be reached at 51 2-295 - 5 700 or by E-mail atroy@rlnv.com 



The Midnight Street Sweeper 
Sleep Erases Noise of Day 

H ow many times have 

we heard someone 
say, "Let me sl eep on 

it," or ''Things always look bet­

ter in the morning"? Why does 
sleep create such a difference 
in our outlook? 

ROY H. WILLIAMS You and I live in a society 
over-stimulated by too many sigh ts , sounds , 
questio ns, prob lems, opportunities , emotions 
and distract io ns. It is only sleep , that faithful 
street sweeper of the mind, that allows us to re ­
tain our sanity. Sleep purges the mind of the 
noise of the day. And most advertising is part 

of that noise . 

budget permits. Usually, a spec ial event sched­

ule should be at least 12 spots per day for each 

of the four days prior to the event, plus an ad­
ditional 12 spots on the day of the event. Most 
successful special events make an enticing offer 

with a time limit and air at least 60 spots per 
station . But that's not the best way to use Radio. 

Radio was never meant to be used like print. 

QUI U K 

REAU-
... Sleep purges the mind of the 

noise of the day. And most ad­
vertising is part of that noise. 

... Your listener's retention of 
an ad's message is a function 
of 1) the power of the mes­
sage and 2) the ratio of ad 
repetition to listener sleep. 

... The secret of successful ad­
vertising is to be instantly 
remembered when the cus­
tomer has need of you . 

... The minimum repetition 
threshold for an ad to gain 
retention in the mind is for 
the same listener to hear 
the identical ad at least 
three times within seven 
nights' sleep . 

... Smart advertisers will buy at 
least 21 Radio ads per week 
(plus or minus two ads), 52 
weeks per year, on as many 
stations as they can afford. 

~--------------------
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The ad that fai ls to pierce the noise of the 
day won't be e ra sed by sleep, because it was 
never in the mind to begin with . It is only be­
cause you and I live in an over-stimulated so­
ciety that we must write compelling copy with 
an engaging first mental image (FM I). An en­
gaging FMI is the first step in a successful ad 
campaign. Step two is effective schedul ing . 

To understand how to schedule Radio ads 

effectively, you must first understand that it's 
on ly because of the effects of sleep that ads 
require re lentless freq uency. Your listener's re ­
tention of an ad's message is a funct ion of 1) the 
power of the message and 2) the ratio of ad rep­

etition to listener sleep. 
For a specia l event, an ad should air at least 

12 times per day be-

Radio isn't about special eve nts and instant grat­

ifi cation for the advertiser. Radio offers busi­
ness owners the advantage of ech o ic 
intrusiveness: the ability to engage the imagi­
nation with the energy of words and the med­
ically proven superiority of echoic retention for 

lo ng-term memory. Lo ng-te rm memory is the 
power of Radio. The secret of successful ad­
vertising is to be instantly remembered when 
the customer has need of you. 

The minimum repetition threshold for an 
ad to gai n retention in the mind is for the same 
li stener to hear the ide ntical ad at least three 
times within seven ni ghts' sleep. On the vast 
majority of Radi o stations, this requires between 
19 an d 23 spots per week , 6 a.m. to 7 p .m ., 
but this must be done week after week, month 
after month . Yet, unlike print advertising, the 
longer you continue such a Radio schedule, the 
better it works. (Print advertising never works 

better tha n it does o n the first day it appears .) 
Smart advertisers w ill buy at least 21 Radio 
ads per week (plus or minus two ads), 52 weeks 
per year, on as many stations as they can afford. 

gi n n i n g the day 0 f {~:iI"'!1:~tii.9m ~~- Thi s is the right way 
the event and 

Roy H. Will iams is Pres iden l oj Roy H. Williams Markelillg , blc. 
He may be renclled al 512-2 95-5700 or by E-mail nlroy@rhw.com 
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What Are You Promising? 
Radio Is the Tortoise - Newspaper Is the Hare 

Are you lett ing your go e n t ire ly unn ot ice d . A nd eve n w it h a 

c lients th in k of Rad io p hoto, the o nl y peop le wh o not ice a news-
as "paperless newspa- paper ad are th ose w h o a re act ive ly in the 

per?" Are you promising them market for that product today. Pri n t ads pl ant 
insta nt resu lts? I hate to be the no seeds for to morrow's harves t . Eve ry do l-

o ne to break it to you , but lar spe nt in newspaper is spe n t to reac h that 
Radio never was meant to be t iny grou p of peop le w h o are co nsc ious ly 
used like pri n t . Wh il e Rad io in the marke t for the pro du c t today. 

ROY H. WILLIAMS 

QUI C K 

READ" 
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A Radio requires frequency. 
Newspaper does not - which 
gives newspaper a definite 
advantage in the short term. 

A Why isn 't Radio preaching 
echoic intrusiveness and 
echoic retention? No other 
media can offer these. No one 
else can deliver the hypnot­
ic power of the human voice. 

A For a Radio ad to establish 
echoic retention in the 
mind , the same listener 
must hear the same ad at 
least three times within 
seven nights ' sleep. 

A Print advertising, however, 
doesn 't gain momentum over 
time. Pri nt ads never work 
any better than they do on the 
first day. 

has ec hoic in trus iveness ----
( that wonderful abi lity to 
seize the imagination 
w ith a n e nergy of wo rds ) 
and the medical ly proven 

advantage of ec h oic re­

te ntio n (t he most re liab le 
form of lo ng-term mem­
ory availab le in the 
human brain ), Rad io a lso 
requires freq uel1cy . News­
paper does not - which 
gives newspaper a definite 
adva n tage in t he s h o r t 
term . W hen are we going 
to start preachin g t h e 

strengths of Rad io ? 
W hy do we cont inue 

to boast of Radio's ability 

to de liver q u ick resu lts , 
targeted aud ie nces and a low cost -per-poi nt , 
w hen newspaper is quicker in its delivery of 
results , direct ma il offers a much highe r de­
gree of targeti ng and outdoor has the low­
es t cost-per-poi nt? Why aren't we preac h ing 
echoic intrusive ness and echoic rete ntion ? 
No other med ia can offer these. No o ne e lse 
can de liver the hyp notic power of the human 
voice. When is Radio going to quit playing 
the game by rules that favor other media? 

Let me make th is perfectly clear: Radio 
is the Tortoise . Newspaper is the H are. When 
the race is lo nger than six months , Radio 

always wins. Newspape r lacks echoic in t ru­
sive ness, w hi c h is w hy newspaper reps al­
ways insist that every ad have a large photo 
or ill ustratio n of the product . Without a 

p hoto to serve as a reticular act ivator (sub­
co nscious reminder), newspaper ads would 

Fo r a Radi o ad to esta bli sh ec h o ic re­
tentio n in the m ind , the sa me li ste ne r must 
hea r the same ad at least th ree ti mes withi n 
seve n ni g h ts ' s leep. Thi s is t he minimum 
week ly freque ncy neede d . O n the vast ma ­
jority of Radio statio ns, th is req uires between 
19 and 23 spo ts per wee k, 6 a .m . to 7 p .m . 
To be effective, yo u mus t keep thi s schedu le 
o n t he a ir week after week , mo n th afte r 
month . T he good news is that th e lo nge r you 
do it , the better it w ill wo rk. Print adve rt is­
in g , however, doesn't gai n mome ntum over 
time. Prin t ads never wo rk a ny be t ter than 

they do o n the first d ay. 
So , w hat are yo u se llin g yo ur c li e n ts? 

Are yo u se ll ing them 52-week Ra d io sc hed ­
u les to m ake th e ir b usi nesses in to h ouse­

ho ld word s, or are yo u try in g to se ll ad s in 

a pape rl ess newspa per? s:::l 

Roy H. Williams is Presidellt oj Roy H. Williams Marketillg, fil e. He may be reaclJed at 512-295-5700 or by E-mail atroy@rhw.com. 
Roys lIew book, The Wizard Of Ads, is takillg America by storm . Look Jor it Oil the slJelues oj tlJe bookstores where YO Il liue. 
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Selling the Inside Champion 
Who Has the Ear of the Decision-Maker? 

As a littl e kid , I watched 

a clown named Ronald 

launch a worldwide 

fast -food e mpire by winning 

the hearts of "inside c hampi­

o ns" all across America. Ronald 

found hi s c h amp io ns watc h­
ROY H. WILLIAMS in g Saturday-morning ca r-

the go lfin g buddy or the friend of a fri e nd , 

But /1ev er try to target an in s ide champion . 
(No one likes be ing "used. ") Just realize that 

inside champions are all around you , every 

day. All you need to do is tell your very con ­

vincing and compelling story to anyone and 

everyo ne who will li ste n to it . You neve r 
know whom a person might know. 

QUI U K 

REAU'· 
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... Don 't fall into the trap of 
thinking you must target 
" the decision-maker" in 
your advertising. 

... Salespeople habitually ignore 
the very friendly and readily 
accessible "inside champi­
ons" who could make the job 
of selling so incredibly easy. 

... But never try to target an in­
side champion. (No one likes 
being "used.") 

... If even one of these inside 
champions is deeply impressed 
with your story, what do you 
think is going to happen? 

toons , and he impressed th em wit h th e idea 

tha t a toy should be included with th e pur­

chase of every hamburge r and fries. Ro nald 

kn ew that e ach 

little inside cham ­
pion rode in th e 

back sea t o f a car 

driven by a dec i-

sion-maker, and 

that w h en th e 

time came for that 

decisio n-maker to 

make a d ec ision , 
his in side cham­

pi o n wou ld fly 

into action . 
Don 't fall 

into the trap of 
thinking yo u 

mu s t targe t "the 

d ec i s ion -m a ker" 

in your advertis­

ing. In reality, our 

irrational tende n­

cy to over- targe t 

beco m es eve n 
mo re pronounced 
in face-to-face 

se ll i ng si tu a tions . 
Perhaps it's b e­

cause sales traine rs have lo ng insisted that , 
"Th e first step in makin g a sa le is to reach 

th e dec isio n-maker. Don 't waste time o n peo­
ple who have no authority, " The result of this 

ho rrible advice has bee n that salespeople ha ­

bitua ll y ig nore the ve ry friendly and readi­

ly accessible "inside champions" who cou ld 

make the job of se llin g so incredibly easy. 

Your in side champion ma y b e th e sec­

re tary, th e fil e cl e rk , the husband , the wife , 

While it always has been difficult to reach 
the person who has final authority to make a 

d ecision , reach in g all the people around 

that person is 

usually incred­
ibl y easy. And 

if eve n O/1e of 
these people is 

d ee p ly im­

pressed wi th 
yo ur sto ry, 

what do yo u 

think is go in g 
to happen -

especially if 
yo u have n't 

asked that pe r­
so n to "talk to 

the boss" for 

yo u? Re m em­

be r: I t 's not 

who you reach, 
it's what you 

say that counts. 

Or, as my 
friend Rich 
Mann says , "I t's 
not who yo u 

know, it's who 
knows you ." 

H ow many stran gers do you impress with 
yo ur story each d ay? Have you been igno r­

ing all the friendly, powerful insid e c ham ­
pions w h o surrou nd you ? Have yo u 

mistakenly assumed that they couldn 't help 

you because they were n't "decis io n-makers"? 

Are you proud of the product or se rvice 

you se ll ? If so , then ta lk about it (even if 

th e people who are listening all see m to be 

sma ll potatoes )! E=I 
Roy H. Wil/imlls is Presidml oj Roy H. Wil/imll s Marketillg, /ll e. He lIIay be reached al 5 i 2-295-5700 or by E-IIIa il at roy@rhlV.co lII 
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B-B-B-Bennie and the Jets 
"Inside Champions" Are the Keys to Your Cause 

Istand o n State n Is land in 

N ew York Harbor, quiet ly 
gazing up at th e torch of 

Lad y liber ty, whe n m y ea rs 

catch th e sound of a di sta nt 

rumble . T he no ise qu ickly be-

h e is invited to party after party. And each 

tim e it is the same: speak with th e women , 
avo id the men . 

ROY H. WILLIAMS comes a rush ing roar, and fo r 
an insta n t , th e pa le b lue sky 

O ne ni ght, th e ladies say, "Bennie , te ll us 

about yourself. Te ll us about whe re yo u are 

from. " Soon th ey are spe ll bou nd as Be n ni e 

speaks fro m his heart about hi s emp loyers and 
the ir lofty goa ls, h o pes , d rea ms and be li efs. 

QUI U K 

REAO-
.&. Bennie is such a good sales­

man he has been sent to 
make an impossible sale. 

.&. Bennie wrangles an invitation 
to a dinner party where 
movers and shakers will 
be gathered. 

.&. Bennie slips into the room 
next door where all the men's 
wives have gathered. 

.&. Bennie speaks from his heart 
about his employers and their 
lofty goals, hopes, dreams 
and beliefs. 

.&. Within a few days, Bennie's 
employers have the money 
they need. 

above th e La d y 's to rc h 

turns dark as six Navy jets 

pass ove r her in ti g ht for­
mati o n . It 's t h e first tim e 

I've eve r seen th e Blue An­

ge ls. My th oughts turn im ­

mediate ly to Benn ie . 

Bennie is a tradesman 

who has taug h t his c raft to 

severa l young people , the n 
he lped eac h o ne of t hem 

o pen the ir own litt le pri nt­

ing shop . Ben nie remai ns a 

silent partner in each of the 

sh ops , and h e sells hi s 

yo un g partn e rs all th eir 
p a per and pri n ting sup­

pli es. Most peop le think 

Be nni e is a printer, but in 
Bennie knew how to win the hearts of "inside champions." 

rea lity, Be nni e is a sa lesma n . 

Be nni e is suc h a good sa lesman , in fact , 
that he has bee n se n t to make an imposs ib le 

sa le . Hi s emp loyers need mo ney despe rate ly, 

but no o ne is wi ll in g to loa n it to them be­

cause everyone kn ows they are go i ng under. 

Be nnie 's mission is to secure the fundin g that 

will all ow them to survive , an amount tota l­
in g seve ral mi ll ion d o ll ars , a nd Bennie ha s 

no th ing to offer as co ll ate ral. But Bennie has 

a p lan. 

Ben ni e wrangles hi mse lf an invitat io n to 
a d inne r party whe re move rs and shake rs will 

be ga thered . But instead of smi ling and hand ­
tn g his busi ness card to eac h of the power­

ful men, Bennie slips into the roo m next door 

whe re all the men's w ives have ga th ered . Ben­
nie smi les and li ste ns a nd asks percept ive 

ques ti o ns and is soon quite a favor ite amo ng 

the ladies . So it com es as no surp ri se when 

Within a few days, Be nni e's emp loyers have 

the mo ney they need . 

As the Blue Angels pass over Lady liberty, 

my mind tu rns to Bennie, because this is the stat­
ue that was sent as a gift to Bennie's employers 

by the nice people who had loaned them the 

mo ney back in 1777. Yes, it was during Ameri­

ca's darkest hour that Benjamin Frankli n arranged 
to borrow from France the money needed to 
conti nue the Revo lutionary War. O ne hundred 

years later, the Fre nch congratu lated Bennie's 
employers on the ir success with a li ttle gift called 

The Statue of liberty. 

Fortu nate ly for Ame ri ca , Be nn ie knew 

h ow to wi n the hear ts o f "in s ide c hamp i­

o ns ," and it h el pe d h im save a strugglin g 
yo un g nation . So te ll me , wou ld there be a 
statu e in N ew Yo rk Harbor today if Be nni e 

h ad b ee n train e d to dea l only with "d ec i­

sion-makers?" ~ 

Roy H. Williallls is Pres iaelJt oj Roy H. Willimns Marketing, [nc. 

He lIIay be renc/Jea at 512-295-5700 or by E-lIIaii at roy@riJw.colII 
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