
Tap Into Radio's Secret Strengths 
The Battle for "Top of Mind Awareness" 

I f you want to be abl e to 
offer advertisers the 
greatest possible reach 

for t h eir money, then yo u 
need to se ll outdoor adver­
tising . If you want to sel l 
s lick production , get into 

ROY H. WILLIAMS television. If you wa nt to se ll 

secret stre ngths, and format has no thing to 
do with it. I say "secret" strengths because 
most Radi o reps have no clue what th ese 
things are or h ow to use them for the bene­
fit of the ir cli e nts . Have you eve r read a sur­
vey by TO .M .A. Research? Even when these 
surveys are funded by the news pape r, it is 
the adverti se rs in vest in g mos t h eav il y in 
Radi o who show up at the top of each prod­
uct and service category. The on ly categories 
not dominated by a Radio advertiser are those 
catego ri es in which no o ne has bee n will­
in g to invest in Radi o with cons istency. 
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.. Do you want 

to sell Radio? 

Then you need 

to be selling 

Top of Mind 

Awareness, 

because that's what 

Radio is all about. 

: .. Echoic intrusiveness (sound) and 
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echoic retention (memory of 

sound) have always been 

Radio's secret strengths for pre-

selling the customer. 

: .. Why aren't we pitching, selling 
I 
I 
I 
I 

and measuring the one thing 

that Radio can deliver better 

: than any other medium? 
1.. ____ _ 

I 
,,, Roy's new book, The 

t I tlk .ard Wizard of Ads, is avail­
l:Jt gds able in bookstores na-

~ ,_ .• ~ -~ 11':. tionwide and is rapidly 
1'2"\ climbing the (harts to 

I"':.. .'~ . ;.. become the best-sell-
.... ,"",,·'0 ' .. . ~'~";;;1,< .. , 109 buslOess book 10 

America. Foreign publishers are now 
bidding for the rights to publish The 
Wizard of Ads in all foreign languages, 
including Chinese! Best of all, this 
book is pro-Radio! 

audience targeting , try direct ma il. If yo u 
wa nt to se ll immediate respo nse , then news­
paper is def ini te ly t he career for yo u. Do 
you wa nt to se ll Radi o? Are you sure? The n 
yo u need to be se llin g Top of Mind Aware­
ness , because that's what Radi o is a ll about . 

Oth er media ha ve at least o ne advan­
tage over Radio , but they ca n' t match 
Radio 's ability to pres e ll th e c usto m er. 
Echoic intru sive ness (sound ) g ives Radi o 
t h e ability to e nt er the mind when the 
prospec t is not immediately in t h e ma rket 
fo r the pro d uc t. And , the stab ility of 
ec h oic retention (memory of so und ) 
a ll ows Radi o ads to be re-
ca ll ed lo n g after 
visua l ads are 
forgotte n . Yet , in­
stea d of measur­
ing th e category 
domi nan ce of 
advertisers 
marketwide share 
of mind , Radi o sta ­
tio ns across Amer­
ica co ntinu e to 
fu nd ridiculous 
"qua li tat ive" sur­
veys in an attem pt 
to prove that t h eir 
sta tion 's audi e nce is 
bett e r than t h e nex t 

. 1 , R d' d' stat! n s a 10 au le nce. 
This is idi ocy. 

Ech o ic intrusive­
ness a nd ec h o ic 
rete ntio n have 
always 
bee n 
Radio ' s 

Wh y aren't we pitchin g , se llin g a nd 
m easurin g th e o n e thin g that Radi o can 
d e li ver b e tt er than any ot h e r medium ? 
Beca us e m os t advertisers de mand instant 
results , and most Radi o reps be l ieve "t h e 
c us tomer is always ri ght ." 

I've got an idea . Inste ad of pro mi s in g 
what yo u can ' t consistently deliver, why 

n ot tell yo ur adv er ti sers 
h ow t o ge t ri c h usin g 

Radi o? Why not talk 
to them about win­
ning th e hear ts and 
mind s of their 

customers lo n g be­
fo re those customers 
are actively in the 
market for th e pro d ­
uct? Why not ask for 
th e entire ad budge t 

. fo r as man y 52-wee k 
Radio sc h e dul es as 
the c lient can afford 

you r mark et? 
Wh y n o t call up o n 

the strengths of yo ur 
Radi o brothe rs to he lp 

g uarante e v icto ry for 
yo ur c l ie nts in th e bat ­

tl e for Top of Mind 
Awareness ? 

Now go sell 

a 52-week 
schedu le. ~ 

Roy H. Willial1l s is Presidellt oj Roy H Willial1l s Marketillg, [lie. He l1Iay be reached at 512-295-5700 or by E-l1Iail at roy@riJIV.col1l 



Cost Per What? 
Selling the Right 
Schedule 

I'm discuss ing the future of 
Radi o with three executives 
from o ne of America's most 

progress ive broadcast groups 
when we are interrupted by my 
rece pti o ni st , who te ll s me I 

ROY H. WILLIAMS have a ca lL I ask Geoff, Jo hn 
and D e nni s if th ey can excuse 

me for a moment as I need to increase my Radio 
prese nce in a major no rthe rn c ity. 

-----------, 
... R a d i 0 

schedules should 
be proposed 
and consid-
ered accord­
ing to their 

reach and frequency. 

... Advertisers who buy gross 
rating points will nearly al­
ways reach too many people 
with too little frequency. 

... Success flows from copy and 
frequency. 

... Don't let Radio take the 
blame for a media buyer's 
poor scheduling. 

• [ • Roy's new book, The 
!;.r,~.~ .. \ttkJrd Wizard of Ads, is avail-

: l=lt '3ds able in bookstores no-
I . 'd d' 'dl ~ R::.'.,: : •. -'.,;' tionwi e an IS rapl y 

rt,i.'~:'~F.f'. climbing the charts to 
w.;.J.~::,,';'"~. become the best-sell­
i51~/.~~f:~ ing business book in 

America. Foreign publishers ore now 
bidding for the rights to publish The 
Wizard of Ads in 011 foreign languages, 
including Chinese! Best of all, this 
book is pro-Radio! 
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"No problem ," they say laughingly, "It will 

be inte resting to watch a Radi o buyer in act ion." 
When my pho ne co nversa ti o n is over, a 

gloom seems to have settled over my friends . John 
C ull en looks like he mi ght be about to cry. His 
normally booming voice is almost a whisper: "Roy, 
what did we just see happe n?" 

Not understandin g what he means, I stare 
at him blankly. Then Geoff Armstro ng speaks : 
"It sounded to us li ke yo u were offeri ng to in ­
crease your spending by 50 percent if the rep 
could show yo u a schedul e that wo uld g ive 
you 50 percent mo re weekly freque ncy." 

Sti ll staring blankly, I no d in the affir­
mative. Now Jo hn speaks again: "It sounded 
like he was trying to fo rce yo u into a co n­
versatio n about spot rates and cos t pe r point." 

Now I see w hat's troubling them. 
"I was talking 'reach and freque ncy,' and 

the sa les re p was insisting that we ta lk 'cos t 
pe r po int. ' Is that wha t's go t you bothered?" All 
three heads begin no ddin g slow ly in un iso n . 

After a thoughtful pause, Dennis Seely speaks: 
"H ow often does thi s happen?" 

I tell the truth. "About 90 percent of the time." 
"And you currently have annual contracts 

with more than 550 Radio stati ons in 38 states?" 
I no d yes again . For a moment, all three 

seem to forget that I am in the room as they look 
quietly at one another. The unspoken question 

seems to be, "H ow did Radi o let thi s happen?" 
Geoff, John and Dennis are troub led be­

cause they know that Radi o schedul es should 
be proposed and considered according to the ir 
reach and frequency. Tha t's how Radi o works. 
Adve rti sers who buy gross rating poi nts will 

nearly always reach too many people with too 

"Which is the better schedule, the 
one that reaches 100 percent of the 
people and convinces them 10 percent 
of the way, or the one that reaches 10 
percent of the people and convinces 
them 100 percent of the way?" 
littl e frequency. Radio then gets blamed for a 
failure that was the result of a media buyer's 
poo r scheduling. 

When a media buyer purchases 100 gross rat­
ing points, what has he done? Did he reach 100 

percent of the city one time each? Fifty percent 
of the city twice? Twenty-five percent of the city 

four times? Ten percent ten times? Or a single per­
cent 100 times? Each oj these schedules looks exactly 
the same wlml buyil1g cost per poil1t. 

Which is the better schedule, the o ne that 
reac hes 100 perce nt of the people and con­
vinces them 10 percent of the way, or the o ne 
that reaches 10 percent of the people and con­
vinces them 100 percent of the way? Both sched­
ules offer the same number of gross rating points 
and cost the same amount of money. The o nl y 
difference is that the plan with frequency will 
work, and the other o ne won't. Success flows 
from copy and frequency. 

Are you letting your advertisers buy too 
little freq uency? H ave you bought into the myth 
of "media mi x?" Are you letting Radi o take the 
blame for a media buyer's poor scheduling? 

That rep in the major northern market 
hasn't go tten back to me yet. The word on th e 

street is that he's frustrated with me because I 
don't know how to buy Radio . ~ 

Roy H. Williams is Presidmt oj Roy H. Williams Marketing, IN c. 
He may be reached at 5 12-295-5700 or by E-mail atroy@rhw.com 
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The Key to 
Branding: 
An Emotional Anchor 

"Brand in g" is 
the hot , new 
buzzword fa ­

vored by smoo th ­
talkin g ad people 
who speak as though 

ROY H. WILLIAMS it were so methin g 
new and mysteri ous. 

-----------, 
• The first key to 
implanting an 

associative 
memory into 

the mind of 
your customer 
is consistency. 

• The second key is frequency. 

• The third key, anchoring, is 
the tricky one. When im­
planting an associative mem­
ory, the new and unknown 
element has to be associat­
ed with a memory already 
anchored in the mind. 

• If you desire a specific re­
sponse, you must tie your 
identity to an emotional an­
chor that is already known 
to elicit the proper response. 
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So far, I have yet to find even o ne of 
these empty suits who has the sli ght­
est idea of how bra ndin g is accom­
plished . Yes , I'm angry about it . 

Bra nding is far from new. Iva n 
Pavlov won a Nobe l Prize for 
hi s resea rch into branding in 
1904 . Re me mber the story ? 
Day after day, Pavl ov wou ld 
ring a be ll as he rubbed meat 
paste o nto th e ton g ue of a 
dog. The dog soo n began to 

Frequency and consistency 
create "branding" only when your 

message has been tied to an 
established emotional anchor. 

associate the taste of the meat with th e sound 
of the bell until sa livation became th e dog's 
condi t io ned res po nse . In psycho logica l terms , 
thi s is know n as "the implantation of an as ­
sociati ve memory." In o ther words, it is "brand­
ing" in a ll its g lory. 

There are three keys to implanting an asso­
ciative memory into the mind of your customer. 
The first key is consistency. Pavlov never offered 
food without ri ngi ng the bell , and he never rang 
the bell without offering food . The second key 

is frequencYl pavlov did this day after day. 
The th rd key, anchori ng , is the tricky 

one. Whe n implanting an assoc iat ive memo­
ry, the new and un know n eleme nt , the be ll , 
has to be associated with a memory which is 
already anchored in the mind , the taste of 
meat. Freque ncy and co nsistency create 
"branding" on ly whe n your message has been 
ti ed to an estab li shed emo ti o nal anchor. 

Pavlov's branding campaign was anchored 
to the dog's love fo r the taste of meat . If the 
dog did not love meat, the frequent and con­
sistent ri ngi ng of the be ll would have produced 
no respo nse other than to irritate th e dog. 

If I say, "It's a N orman Rockwe ll kind of 
restaurant," you immediately think of the place 

as being cozy, happy, warm, innocent and kid ­
friend ly, right? Your assum ptions about the 
restaurant are anchored to your fee lings about 
th e + t of N orman Rockwell . Freque ntly and 
consistently associating the restaurant with 
N o rman Rockwe ll wou ld be to implant an as­
soc iative memo ry in your mind , branding. 

I was seated o n a plane nex t to a mar­
ket in

1

g executi ve fro m a large computer com­
pan y( She told me that her compa ny's new 
$ 14-m illio n branding campaign was built upon 
the oo nsistent use of the same three colors 

in a li i th e ir brochures and magazine ads. 
I predict that th is wo man wi ll be soo n 

be waving good-bye to he r money as it drifts 
awa) o n the tide . W ith $ 14 milli o n o n the 
line' ll would have ti ed my company and its 
id en~ity to a stro nger anc hor. 

If you desire a spec ific response, you must 
ti e y ! ur ident ity to an emotio nal anc hor that 
is already known to elicit the proper response . 
If you make such an association with consis­
tenc}\1 and frequ ency, branding will OC;cur. But, 
don't expec t too much too soon. It takes a lo t 
of re ~e tition to train the dog to sa livate at th e 
sountl of your nam e. Do you have t he pa­
tie nce , Pavlov? . 6:1 

Roy H. Williallis is Presidellt oj Roy H. ~illiallis Marketillg, 111c. 
He lIIay be reae/Jed at 51 2-295-5700 or by E-lliail at roy@rIJIV.colli 
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Custom-Build Your Ads 
One Size Does 
Not Fit All 

P.J ter speaki ng 

from hi s heart 
o r nearly an 

hour, Frank sm il es 
and says, "Thank you 

for letting me be with 

ROY H. WILLIAMS ," but the res t of 
hi s words are 

drowned in thund erous app lau se. 
Stepp in g back fro m t he podium , 
Frank sees a h and raised at t h e 
back of the room. 

"Yes , do you have a question ?" 
A distingu ished ge ntl eman steps 

into the aisle , then looks at Frank and 
says, "While I apprecia te the personal 
phi losophies you've shared with us this after­
noon, certa inly a man in your profession must 
recogn ize the va lue of so lid facts. " The man de­
livers a second , st ingi ng jab: "W hy has no rep­
utable university embraced your theories? Why 
haven't you been asked to speak at Harvard?" 

Smiling, Frank replies instantly, "H arvard? 
H arvard takes perfectly good plums as students 
and turns them into prunes ." 

The man in the aisle retorts, "But the facts. 
You speak as though there are things more im ­
pOltant than the facts. " Frank says quietly, 'The 

truth is more im portant than the facts. " 
I have been told that the applause sti ll 

echoes in tha t room . 
Frank's instinctive g rasp of complex re la­

tionships and hi s unique abi lity to fin d beauty 
in eve n the most ordinary places would have 
made him o ne of the g reatest ad writers of all 
time . But Frank Ll oyd Wright was not energized 
by the mu sic of wo rd s. His art istic rhythm 
pulsed to the beat of concrete and stee l. "Every 
great archi tect is - necessarily - a great poet," 
he said. "H e must be a grea t, origina l interpreter 
of his time, hi s day, his age. " 

Like every great ad writer, Frank shunned 
"one-s ize-fits-a ll" so luti o ns and steadfastly re­
fused to begin a bu ilding's design until he had 
first explored the building site and met the peo­

ple who would occupy it. H ad he chosen to be­
come a writer instead of an arch itect, hi s ad 

campaigns would have been as uniquely tailored 
as hi s buildings. He wou ld have moved us with 
ads that we did not even recognize to be ads . 

Are your ads tail o red to fit the client? Or, 
are you sti ll following the idiotic formula that 
says , "Say the name of the cli ent seven times 
and include the contact in formatio n three times 
in every ad"? Are you tak ing the time to un ­
derstand the appea l of the c li ent's product so 
that you might know how to speak to hi s cus­
to mer? Or, are you simply handin g the pro­
duction director a series of "facts" you scribbl ed 

o n the back of a napki n? 
Now I ca n hear you thinking, "But it's not 

my job to write the ads. I o nly sell them ." 
I rep ly, "Do you wa nt to be a Radi o pro­

fess ional or merely a sa les profess ional ?" If you 
answer, "Sales profeSSional ," please start se lling 
someth ing e lse. It's because of people li ke you 
that thousands of business owners are sayi ng, 
"I tri ed Radio and it didn't work." 

Frank also had an intuitive understa ndin g 
of the nine secret words* of every Wizard of 
Ads . "Earl y in life ," he said , "I had to c hoose 
between ho nest arroga nce and hypocritical hu ­
mility. I chose hones t arroga nce and have seen 

no occasion to change ." 
Though he never penned a si ngle word of 

advertis ing, Frank Lloyd Wright remains a leg­

end among Wizards 0 Ads; they know him si m­

ply as "The One Wh Cot Away" 6:l 

Roy H. Williallis is Presidellt oj Roy H. Williallis A~arketill!1, fil e. He lIIay be reaclJed at 51 2-295-57PO or by E-lilail at roy@rlJw.colil 
* The nine secret words from TIle Wizard oj Ads are, "The risk of insult is th l: price of cla ri ty." 
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If You Want to Sell it •• • 
Don't be Predictable 

W hen American s are 

in a funk , we say 
we 've got "t he 

blues." Yet , an Israe li w ill say 

she is "med uchdach ," while an 

I tal ia n w i II b e "sco ragg iato ." 

ROY H. WILLIAMS A Japanese person ca ll s this 
fee li ng "yuuutsu," whil e a Cer­

man w ill say h e is "ni edergeschl agen." 

Th e American expression "the blues" is 

the o nl y ph rase wh ic h refers to a co lor, ye t 

each of these peo ple is atte mpting to desc ribe 

exactly the same fee ling. The me ntal image of 

boredom and mild depression is the same for 

each of them . They have simpl y attached dif­

fet-e nt words to it . Neurolog ists te ll me that 

such wordless , mental images are the uni ver­
sa l language of all humankind . 

But , if the who le human fami ly thinks in 
the same langua ge , th e n why do we spea k in 

so many d ifferent o nes? Accord ing to cogni­

tive neurosc ience , our thoughts are composed 
o f neithe r wo rds nor pi c tures. Human thought 
is a speed -of- li g ht progress io n of menta l im­

ages. Each o ne is a co mpl ex co mposite of 

sound , shape , texture , co lor, smell , taste and 
mood . Different langua ges are c reated on ly 

wh e n di ffe re nt words are attached to these 

me nta l images in W ernicke's Area of th e brain , 

a spec ia lized part of th e ce rebral cortex . 

O nce a word has b ee n attac hed to eac h 

menta l image, the verba l jigsaw puzz le moves 

to Broca's Area' i where the se lected words are 
arranged in to understa ndab le sentences. Only 

after the pu zz le is asse mb led in Broca's Area 

are we finall y abl e to "s peak o ur mind ." 

When Wern icke attaches the "usual" words 

an d Broca arranges them in the "usual" order, 

the result can be painfully predictabl e: "M erl o t 

is more full -bodied than Cabe rn et." But, a lit­

tle ex tra effo rt by Wernicke an d Broca chan ges 

this boring sentence into an electric one: "Caber­
net tastes of su nshine an d rai nbows while Mer-

lot is foggy, dark and Cothi c." N ow, eve ryo ne 

at the tab le is scramb li ng to have a taste. 

While no ne of the neuro logists I've con­

sulted ca n positive ly co nfirm or de ny it , I am 

co nvin ced that w h ile a speake r uses Broca's 

Area to arra nge h is words into unde rs ta ndabl e 
sentenc s, the li stener uses Broca to anticipate 
and di scount tha t wh ich is predi c tab le. W hen 

yo ur listener hears o nl y what she has heard 

befo re , it's difficu lt to keep he r attention . 
When speaking o r writing, th ink of Broca's 

Area as a theater stage fo r your perfo rmance in 

the listener's mind. Think of Broca as a theater 

c riti c determinin g whether o r no t to wa lk out 
on your play. If you will p resent your play o n 

this mental stage and ga in the smiling approva l 
of the judge, you must e lectrify Broca with the 

thrill of th e unexpected. "More fu ll -bodied" just 

causes Broca to be "niedergeschlagen." 6:l 
I 
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You Must be Present to Win: 
Writing for the Here and Now 

A
ndy Carro ll wa lks the 

sidewalk o f th e st ri p in 

Las Vegas , never notic­

in g w hat surround s hi m. 

Bath ed in unt hin ka bl e watts 

of neo n spl e ndo r, casinos ri se 

in st in c ti ve ly: "Tall and tan and youn g and 

lovely, the g irl from Ipanema goes walking, and 

when she passes , each o ne she passes goes a­
a-a- h .. ." (The GirlJro lll Ipa 11 elll a , N o rman G imbel) 

"Wh ose wood s th ese are I think I kn ow. 

ROY H. WILLIAMS fro m the ea rth like pa laces in 
a d rea m. Peop le wa lk past him 

dressed li ke roya lty in the nigh t And y Ca r­

ro ll looks a t hi s watc h a nd yaw ns. 

Hi s h ouse is in the v il lage, tho ug h ; H e w ill 

no t see me sto ppi ng he re to wa tch h is woods 

fill up w ith sno w." (Stopp iNg By Woods 0 " A 
Sil owy Evel1illg , Ro bert Fros t ) 

Are your 
listeners 
walking 

barefoot 
because you 

bore the socks 
off them? 
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H o pin g to fin d so met hin g to eat, h e 

wa lks into a cas in o and sp ies an obscu re lit ­

t le s ig n th at says , "Yo u must be p rese n t to 

wi n ." Froze n , And y poi n ts to t h e sign a nd 

ann ounces to th e roo m , "Th at's o ne of the 

most poetic th ings I've ever read in my li fe." 

The Power of the Present 
And y Ca rro ll is a Radi o writer learn ing 

to li ve in the now. H e knows that "bei ng pre­
se n t" is the key to wi nni ng in far more ways 

th an one. Andy is winning fri ends everywhere 

due to hi s ab il ity to "be present" when lis­
te n ing to ot he rs . H e's m aking people fee l 

good by givi ng th em hi s undi vided atte n t io n. 

As a wr iter, A ndy h as a lso discovered 

that us in g verbs in the present tense is the 
key to w inn ing the at te n t io n of th e pub li c in 

an "over-communi ca ted " society. As a res ul t , 
And y now wri tes in th e p rese n t te nse an d 

pu ts hi s li ste ners "on the scene ." 

So n gw riters a nd poets ofte n d o th is 

"I am running" (prese n t te nse) co njures 
an im age far mo re powe rful th an "I w ill run " 

(fu tu re te nse) o r "I h ave run " (pas t te nse ). 

Present-te nse ve rbs also ga in powe r fro m the 

fact that they are used so rare ly. T he hum an 

m ind takes de lig ht in th e un ex pec ted . 

The Art of Audacity 
Joe Ro mano and I s te p in to a fin e Ita l­

ia n resta ura nt ca ll ed "O nofrio 's" a nd see a 
s ig n di sp laye d pro m in e n t ly in th e lob b y: 
"Thi s res taura n t is hi ghl y reco mm end ed by 
the ow ne r." Aud ac ity is ano the r lite rary too l 

wh ic h leverages the power of th e unexpect­
ed . Au dac io us sta teme nts h ave fa r more im ­

pact than th ose whi ch are "p re di c tabl e." 

Are yo u d o in g o nl y w ha t is p re d ic tab le? 
Are you writ ing and speak ing in th e past 

a nd futu re te nse? 

Are yo u avo idi ng audac ity fo r fear th a t 

someo ne mi ght be offended ? 

Are yo ur liste ne rs wa lkin g b are foo t be ­

ca use you bore the socks o ff th em? ~ 

Roy H. Williallis is Presidellt oj Roy H. Willia lli s Marketill!/ , [li e. 
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You Gotta Hear It 
To Remember It 

H ave yo u eve r stopped 

to cons id e r why 

Co ngress voted in 
1970 to o utlaw the us e o f 

sO lllld to se ll tobacco?* N o o ne 

in America h as heard a Radi o 

ROY H. WILLIAMS or te le vis io n ad for to bacco 
since January I , 197 1. Yet , 

most adults bo rn prior to 1960 can st ill s ing , 

"Win s to n tastes good , like a . . ," th o ugh 

not a single o ne of us eve r inte nde d to lea rn 

that mel ody. 

The greatest 
liar who ever 
lived was the 

one who 
first said, 

"One picture 
is worth a 
thousand 

words. " 

Inte re st in g ly, the govern me nt has never 
pl ace d any rest rictions o n th e uisual adver­

tising of tobacco. Te ns of thousands of full­
color magaz ine ads and full-page newspaper 

ads have appeared , and hundreds of thou­

sands of billboards have been plan ted fro m 

coast to coast. Colorful signage has bee n in­

sta ll ed at sport ing eve nts, and eve ry co nve ­

ni e nce s t o re in America is plastered w ith 

posters and expe nsive pOint-of-purchase dis­

plays advertising tobacco. 

But a ll of th ese things co mbined have 

not bee n e no ug h to overco me the s il e nce. 

Th o ug h visual advertising receives billions 

of tobacco dollars each year, they've never 

been ab le to co mp e nsate for tobacco's loss 

of the se mi-h y pn otic effects of sound . Th e 

tobacco companies ha ve lea rn e d painfull y 

that it 's diffi c ult t o win o ur h ear ts w h e n 

th ey have bee n denied access to our ears. 

(Th e gove rnm ent is smarter than you re­
a li zed , r ig ht?) 

You hea r eve n when you aren 't liste nin g. 
That's w hy you cou ld always repea t what the 

teacher had just sa id eve ry time sh e stopped 

and asked , "Are you li ste ning?" (Even th o ugh 
you hadn't been). You hea r even when yo u're 

fast as leep. H ow e lse wou ld you kn ow when 

there's a prow le r in the h o use? Sound is in ­
trusive , and the memory of sound is awesome. 

N e u rolog ists tel l us t hat w hat co m es 
through o ur ears wil l remain in ou r minds fo r 

near ly five fu ll seconds before it begins to 

fade. Conversely, information that enters the 

eyes is go ne in less than a seco nd . This is 

w h y eyewitnesses can a lways agree on pre­
c.isely what they heard , but non e can recall 

with clarity quite what it was they saw . By 

the ti me an eyew itn ess rea li zes the impor­
tance of what they've see n , the critica l one 

second has passed, and any c lear memory of 
what was see n is gone. 

The greatest liar who ever li ved was the 

one who first sa id , "O ne pi c ture is worth a 
thousand words." D o n't you ever b e l ieve it. 

*Recen tly , SkoallCopel1hagfli withdrew its SPO I1 -

sorship oj projcss iol1a l rodeo when rodeo al1I101llH; ers 

were ilijorilled tha t they cou ld 110 10llger lII en tiol1 to­
bacco spol1sors ouer the loudspeakers . 6iil 

Roy H. Williallis is Presidel1 t oj Roy H. Will iallis Marketillg, 1,K. 
He Ili a y be reached at 512-295-5700 or by E-lilail at roy@rlnv.co lil 
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Emotion Is A Killer 
Write Ads That Bite 

I'm watc hin g the hit movie 
Jaw s from the back row of 
a th eate r in 1975. Th e 

sce ne o n the screen is qu iet 
and ca lm , without a hint of 

troubl e o n th e horizo n . Th e 

ROY H. WILLIAMS actors , w ho are o n a boa t , are 
engaged in uninterest ing di­

a logue whi le they float lazi ly under su nn y 
skies. It's ti me to go for popco rn . 

-----------, 
• Ad writers must 
choose whether 
to speak to the 
customers' in-
tel/ect or to 
their emotions. 

• Intellectual ads are rarely as 
productive as the ones which en-
gage our emotions. 

• Emotional ads will build on the 
foundation of the customer's own 
experience while subtly inserting 
a new perspective. 

• As a result, the customer will 
have new feelings attached to 

As I'm about to ste p from the da rkn ess 
of the theater into the bright li g hts of th e 
lob by, I hea r a co ll ect ive , stra ngled gasp. I 

look behind me to see 400 peo pl e floating 
above their seats in a se ri es of spastic pos i­
ti o ns worthy of Seil1Jeld's Kramer. 

Th e shark has un ex pec tedl y lea ped into 
th e ba c k of the boat , terrifying everyone 

watching. A moment la ter, as 400 pos te riors 

land bac k in their seats , I rea li ze that eve ry­
o ne watahing was emoti o nall y in that boa t 
when the shark spran g o ut of th e water. 

Wait a minute. Inte ll ec tuall y, these peo­
ple know they're not in the water. They know 
it's o nl y a movie . Th ey kn ow it's a mechan ­
ica l shark . (If I'm a c harac te r in a ca rtoo n 
draW in g, thi s is the mo me nt when the littl e 
li g ht bu lb appears ove r my head .) 

Inte ll ec t and emotio n are not connected . 
Consequently, ad writers must choose whether 
to speak to custo mers' ill/ellect o r to their fIIIO­

tio llS. Rare ly is it wise to try to do both. 
Good inte ll ectual ads will suggest to cus ­

tomers that they make a decision base d o n 
new information . The n, th e ads will su bstan ­
tiate the ir claims with indi sputabl e ev idence. 
But , inte ll ec tual ads are rare ly as productive 

as the o nes which e ngage our emotio ns. 
Is there a tim e w h e n a n a d vertiser 

sh o uld speak to th e inte llect? Absolutely. 
It's just doesn 't co me as o ft e n as mos t ad­

vert isers be li eve. 
An emo ti o nal ad is o ne that reminds cus­

tomers of somethin g th ey've always kn own or 

lo ng suspec ted . Emotional ads will build o n 

th e foundat io n of the customer's ow n expe ri ­

ence while subtly insertin g a new perspective. 

As a resul t , the customer wi ll have new 
Jeeli Ngs attac hed to th e product o r serv ice fea­
tured in the ad. Psychologists ca ll this "as­
sociat ive memory." 

We usually do whatJeeis right, then use 
inte ll ec tual logic to j us ti fy w hat o ur emo­
ti o ns have dec ide d. Then , we te ll ourse lves 

that we've made the in te lligent d ec isio n . 
D o yo ur ads speak to the c us tomers ' 

minds or to their hearts? Are yo u more like ­
ly to win them wi th intellect or with emo­

tion ? Th ese a re th e quest ions you must 

answer before yo u set pen to paper. ~ 
the product or service featured 
in the ad. Roy H. Willia ms is Presidellt of Roy H. Williams Marketi llg, II1c. 
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Writin~ Ads For 
Today 5 Female 
Subtlety Through Nudity 

Co nsid er th e fo ll o win g 
Radio ad : 

Client: She wakes up Sat­
urda y mo rnin g at 6 :45 a nd 

pours herse lf a cup o f coffee . 

ROY H. WILLIAMS At 7 :00 a.m , she begins mak-
ing brea kfas t for the kid s and 

by 8: 15 , she's chee rin g the m o n a t the ir soc ­
ce r ga me . 

1 
1 
1 

-----------, 
.... Today's heroic 

female is the one 
who can do it all 
and still be a 
woman. 

.... Today's heroic 
woman is a busy woman. 

: .... Appeal to this listener by creating 
1 
1 
1 
1 
I 

awareness of the importance of 
her time. 

: .... Never assume anything about 
1 
I 
I 

this woman. 

: .... Subtlety in your ads will work 
I 
1 

with this audience. L ___________________ _ 
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By 10:30, she's in the backy ard wo rkin g 
in the ga rden. She barely has time to shower 
before meeting her regular foursome for 18 holes 
a t the country club, whe re - a t prec isely 
3:46: 17 p .m. - she putts for a birdi e o n the 
18th ho le. 

She returns home for another quick show­
er. By 5:30, she has slipped into a dress for an 
evenin g at the symphony, to be fo ll owed by a 
so iree across town at the ho me of a fri e nd . 
(pause) And what watch does she wear th rough­
out the day, from garden to golf course to sym­
pho ny? 

Why, a lady's Ro lex, of course . Ro lex -
the o nly watch as versa tile as the woman who 
wears o ne . (Pause) I'm Roger Lev i, and I've go t 
a Rolex fo r you. 

Announcer: Your Rolex is waiting pati ently 
fo r you to co me and pick it up ... at Kruck­
meyer and Cohn , your o ffi ci al Rolex jewe ler in 
Eva nsv ille , Indiana . 

Client: How long will you kee p it wa iting? 

Masculine heroi sm, such as cl imbing Mt . 
Everest, is easily defi ned . Bu t, how do women 
define the heroic female? The answer, in a word, 
is "versa tili ty." Today's hero ic fe male is the o ne 
who can "do it all " and still be a woman. Today's 
heroic fe male can be as tough or as soft as the 
situa ti o n demands. She ca n be a ga rd ener, a 
go lfe r, a businesswoman, a mom. 

The ge nius o f this ad li es in its seque ncing 
of menta l images and its o ngo ing re fere nces 
to time. Lo ng before you know its an ad fo r a 
watch, you hear "6:45,7:00 a.m., 8: 15, 10 :30" 

as the ad copy outlines the busy day of our hero-
ic woman. 

The ad then focuses on her "putt for a birdie" 
with a specific time reference: "3:46: 17" - the 
number of minutes and the number of seconds 
past the hour. These references help c reate a 
deeper awareness of the importance of time . 

Equally important are the mental images 
created by the words in the ad . Because he states 
that it is "Saturday mo rnin g" in the o pe nin g 
line, the writer does not have to reveal whether 
the wo man is employed or is a lady o f lei sure . 
The goal is for bo th woman to fee l included. 

We also don't know whether she is married 
or single. We furth er hono r the woman by our 
assumption that she can buy the watch for her­
self and does not need a man to buy it fo r her. 
These are the images the female li stener sees . 

But, what mental images does the typi ca l 
mal e listener "see" as he hears thi s Radi o ad? 
In all likelihood, he sees the wo man he loves 
standing naked under jets o f warm, soapy water 
in the shower. Twice . (Once afte r ga rde nin g 
and again afte r golfing. ) 

Though thoroughly innocent and in per­
fectly good taste , these mental images o f fe­
male nudity are contained in the ad, nonetheless. 
The sexual tension is heightened furth er by the 
closing statement, "How long will you kee p it 
waiting?" 

Would it surprise you to learn that as many 
men as women buy ladies' Rolexes as a result of 
hearing thi s ad? Used with subtlety, associative 

memory is a powerful thin g. Are you using it 
in your ads? 6KI 

Roy H. Will ialll s is Presidwt oj Roy H. Will ialll s Marketiflg, [li e. 

He lIlay be reached at 5 j 2- 295 - 5 700 or by E-lII ail at roy@rhw.co lII 
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Have You Calculated The APE? 
The Most Powerful Article I've Ever Written 

T , e APE is short but very 

powerful. With lo ng 

arms th at reac h in to 

sc hedu ling , co pyw ritin g , pro­

duc ti o n and c usto mer rep uta­

tion , it ca n predict w ith 

ROY H. WILLIAMS un ca nny accuracy the success 
of any ad ca mpai g n . The APE 

is the Advertising Perfo rman ce Equat io n : 

Share of Mind is Share of Vo ice w h ich 

has bee n adj usted in th e mind of the custome r 
by th e Impact Q uot ie nt of the ad. It's not un ­

usual fo r an advertiser to have a sma ll e r Share 

of Vo ice du e to spe ndin g less mo ney th a n 

compe titors , yet s till have a g rea ter Share of 

M ind as th e resul t of ads w ith a hi g her Im ­
pact Quot ie nt . 

-----------, 
... The APE is the 
Advertising Per­
formance Equa­

tion: S of V x 
IQ* x PEF** x 

MPo = Sales 
Volume of the Advertiser. 

... It is the sales rep 's job to con­
vince the client to invest in a 
greater Share of Voice. 

... The Impact Quotient is solely 
in the hands of those who 
write copy and do production . 

... A Personal Experience Factor 
score cannot be changed 
throught advertising. Don 't let 

the client blame your station I 
I 

for a lack of response when : 
the real problem rests wholly : 

within his or her own company. : 

~------------------ - -~ 
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S of V x IQ* x PEF* * x MPo = Sales 
Volume of the Advertiser. 

To understand the APE better, you must con­

sider the th ree separate equatio ns it combines: 

Share of Vo ice x IQ * (Im ­

pact Quotient) = Share of M ind; 
Share of M ind x PEF** (Per­

so nal Ex perie nce Factor) = Share 

of Market; and 

Share of Market x MPo 

(Market Potential ) = Sales Vol­

ume of the Advertiser. 

* The Im pact Quotient for 
an ad w hi ch is "average" is I. 

** The Persona l Ex pe ri e nce 

Factor fo r a customer whi c h is 

"neu tra l" is I . 

Personal Experience Factor is a custo mer's 

perso nal expe ri e nce wit h the advertiser, o r 

kn owledge of the advert iser's reputatio n. Per­

fect neutrali ty scores a PEF of J . The growt h 

o r dec line of a business wi ll ultim ately fo ll ow 

This ape can't do the math, 
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IQ scores and PEF scores ca n 

ri se by tenths of a po in t to a max­

imum of +3.0 and fa ll to a mini ­

mum of - 1.0 . 

Share of Voice is a n adver-
but your APE can bring your station a ton of "bananas." 

tise r's percentage of al l adve rt isi ng do ne in that 

bus iness category. If your cl ie nt advert ises a nd 

the ir compe tito rs do not, their Share of Vo ice 

w ill be J 00 percent . Share of Vo ice ca n be ca l­
cu late d for the marketplace as a w ho le , for a 

sing le med ium , or eve n fo r a s in g le sta ti o n. 
A greater Share of Voice is the result of a 

properly focused ad budget . It is the sa les re p's 

job to co nvince the cli e nt to invest in a g reater 

Share of Vo ice. 
Impact Quotient is an ad 's powe r to con­

vi nce. This ca n ra nge above and below J. The 

Im pact Q uo ti e nt is so le ly in the hands of those 
who wri te co py and do production . H ow often 

is you r sta ti o n's fai lu re the resu lt of weak a nd 

unin spiring ads? 

a compan y's PEF as it rises a nd fa ll s above a nd 

be low a score of I . 

A PEF sco re cannot be c ha nged thro ug h 
advertis ing. Don't le t the cli e nt blame your sta­
tio n fo r a lack of respo nse whe n the rea l pro b­

lem rests who lly within his or her own company. 
Share of Market is th e advert ise r's per­

ce ntage of business in that business ca tego ry. 
Market Potential is the total do ll ars avai l­

able in a business ca tego ry. 
Calcul ate th e impact o n S h are of Mar­

ket a nd Annu a l Sa les Vo lum e fo r a n adver­

ti se r w ith a PEF of J.8 vs. an advert iser w ith 

a PEF of 0.6. (Hin t: Th e co mp a ny sco rin g 

a J .8 w ill get t hree tim es th e res ul ts fro m 

its ad ve rtis in g. ) !=l 

Roy H William s is Pmidelll oj Roy H Williams MarketiNg , Ifl e. 
He //lay be reached al 512-295-5700 or by E-mail alroy@wizardoJads.colll 
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Is Your Copy 
Exploding? 
Handle Your Ads With Care 

ROY H. WILLIAMS 

Jin g les , drama , testimo ni als 

and humor are the nitro­

g lycerin of Radi o . U sed 

properly, t hese tools have the 

power to move mountains for 

you. H and le them carelessly, and 

they' ll b low up in your face. 

If Radi o i "theater of the 

-----------, 
A Radio drama 
gives us the 
power to compel 
by tapping into 
the customer's 
imagination. 

A There 's nothing more memo ­
rable than a masterful jingle 

and nothing more empty 
than a jingle that's average. 

A Never attempt to create a 
musical jingle or use drama, 
humor or testimonial in your 

ads unless you are prepared 
to walk away from the effort 
should the result fall short 
of the mark. 

mind ," the n Broca's Area of the bra in is the stage 

upon which all such dramas are enacted , and Broca 

himself is the theater critic who decides whether 

to turn thumbs up o r thumbs down o n you r lit­

tle play. Radio drama gives us the power to com­

pel by tappi ng into the customer's imagi natio n. 

Can you produce a dramatic reenactment 

that won't be perceived as transparent and con­

trived? Seen by the li ste ner as a clumsy attemp t 

to manipu late the m, predictable dra ma is in ­

sul ting and counterproductive. N o o ne likes to 

fee l manipulated . 

Musical j ingles ca n surprise and delight Broca, 

but they more ofte n put him to sleep . The re's 

nothing more memorable than a masterful jingle 

and nothing mo re empty than a j ingle that's av­

erage . Too many jingles are average. 

Humor can sharpen the point of an ad like 

no other knife o n earth , but it's just as li ke ly to 

blu nt your po int and make the ad unprodu c­

tive. Is the humor of your ad mo tiva ted? Does 

it re info rce the principal po in t of the ad , or is 

it mere ly a gratuitous di stractio n? Ofte n, t he 

custo me r w ill remember the hum or, but noth ­

ing e lse about the ad . 

Is your goal to entertai n ... or to persuade? 

Whether "rea l" o r scripted , testimonia ls are sim­

ply another form of Radio drama. Though your 

testimo nial may be authentic, unrehea rsed and 

unsolicited , thi s does no t require the publi c to 

be lieve it. If the fi nished testimon ial isn't utte rly 

convinc ing , you should drop it like a hot rock. 

A co nvincingly written and produced "pre­

tend" testimonial is better than a genuine testi­

monial fro m a n actual customer w he n the 

customer sounds like he's reading a script. Never 

attempt to create a musica l j ingle or use drama, 

humor or testimonials in your ads unl ess you are 

prepared to walk away from the effort shou ld the 

result fa ll short of the mark. Wou ld you be wi ll ­

ing to di scard a fini shed ad that mi ssed the bu ll 's­

eye, or would you fee l compelled to use it anyway? 

Extreme caut ion is essentia l when handlin g 

thin gs of great powe r. The re is a law of thor­

oughbred horses, nuclea r physics, raci ng eng ines 

and fame that is equally tllle in Radio: "The greater 

the power, the more difficult the contro l II 

It takes skill to handle nitroglycerin . Are you 

sure you're ready for it? 6:i 

Wizard oj Ads Academy is a lIew traillillg se­
ries J ro lll Ra di o In k alld Will ialli s Marketil1g. Pre­
sell ted il" a series oj video tapes , the Jirst two lessollS , 
"The Braill" aid "Bralid iNg ," will be available ill 

AI/gl/st 1999 . New video will be sh ipped wery '/5 

day s tl1ereaJter I/litil the traiNiNg series is cO lliplete. 
Grad ll ates oj the video acadelilY will be eligible to 
travel to tin Wizard 's headql/arters ill AlIStili to be 
tested alld certiJied as Wizards oj Ads. For CO II/­

plete details and a Jree video dellio tape, ca ll Trish 
Miller at Williallis Marketing 5 1 2 -295-5700. 

Roy H. Willialll s is Presidellt oj Roy H. Williallis Ma rketillg, file. 
He IIl ay be reached at 5 12-295-5700 or by E-lilail at roy@wizardoJads.com 
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Easy Way To Radio Riches 
It Has Nothing To Do With How Many Units Per Hour You Air 

Eac h yea r, W es 
H erzik and Doug 
Fl a t t buy airt ime 

o n more than 550 Radi o 
sta t io ns in 38 stat es. 
They each ta lk to more 

ROY H. WILLIAMS t han 1,000 di ffe re nt 

-----------, 
... It's primarily 
the copy that de­
termines 
whether an ad 
will be heard by 
the listener. 

The number of units per hour 
allowed by the station has little 
to do with it. 

... The sales rep who will get rich 
selling Radio is the one who re­
alizes that she needs to find 
only 25 to 30 good clients. 

... A smart rep never sells an 
"every other week" schedule. 

... She will never, ever reduce the 
frequency and consistency 
below 21 ads per week in any : 
one of the three major day- : 
part windows. : 

L ____________________ ~ 

Radi o re ps in th e 
process. D ay afte r day, these e nthusi­
ast ic reps te ll Wes and Doug , "Our sta­
ti o n se ll s o nl y nin e uni ts per hour, so 
your ads will be showcased ." . 

Wes and Doug are never im pressed, 
because th ey know that it's prim ari ly 

the co py th at dete rm ines whether an 
ad will be heard by the li stener. 

The numbe r of un its pe r ho ur 
allowed by the stati o n has li ttl e to do 
with it. 

(For some insane reason , when li s­
te ners to ld Radi o , "W e hate yo ur ads," 
Rad io res po nded by pl ay ing fewe r ads 
- in stea d of teachin g their peo pl e 
how to write be t te r o nes. ) 

Ec ho ic intrus ive ness and ec ho ic 
re tenti o n are the reasons why, each year, Wes 
and Doug spend milli o ns of do ll ars o n Rad io 

fo r the c li e nts of our firm . But , not o nce has 
a rep ever mentio ned these amaz ing strengths 
o f Radi o to W es o r D oug. 

Could it be that the reps , themselves , have 
simpl y neve r been to ld? 

In my seminars to broadcast groups and 
state broadcast associati ons, I'm always amazed 
at the perce ntage of the aud ie nce who have 
neve r seen a map of th e b ra in o r bee n to ld 
how to impl ant an associa ti ve memo ry in to 
the li stener's mind . 

The sa les rep wh o w ill ge t ri c h se llin g 
Radi o is the o ne who rea li zes that she o r he 
needs to find o nl y 25 to 30 good c1i e nts­

business owners who wa nt to do Radi o ri gh t. 
Each of th ese cli ents will buy at leas t 21 spo ts 
pe r week, 52 wee ks per yea r . 

The cli ents who ca n affo rd it will sched­
ul e their spo ts 6 :00 a. m.-7:00 p.m. each week. 

Th ose with small e r bud gets will buy 7:00 
p .m .- midni ght . Th ose with the tini es t bud ­

gets will place the ir ent ire schedul e be twee n 
midni ght -6:00 a. m . 

Bu t , a smart re p neve r se ll s an "eve ry 
o th e r wee k" sc he dul e . Sh e kn o ws that it 's 
perfec tl y okay to put an advert ise r in a lower 
reac h d ay part , bu t she will neve r, eve r re­
duce the freq ue ncy and co nsiste ncy be low 
21 ads per week in anyone of th e three maj o r 
day part windows: 6:00 a .m .-7:00 p .m ., 7:00 
p .m .- midni g ht a nd midni g ht -6:00 a. m ., 52 
wee ks a year . 

That's it. 
That's how my firm is makin g adve rti s­

e rs fa bul o usly ri c h all across America: a 52 -
week sche dul e with co nSistentl y good co py. 
Techni ca ll y, th e co ncept is ca ll e d , "Catego­
ry D o m inan ce Th ro ug h Ec ho ic Intru s ive ­

ness." Th e s lan g te rm we use aro und t h e 
o ffi ce is "Radi o." ~ 

Roy H Willia lll s is Presidel1t oj Roy H Willialll s Marke ti l1g, I'1C. 
He lII ay be reached at 5 12-295-5700 or by E-mail at roy@WizardoJAds.co lII 
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Why O.E.S. Doesn't Work 
Building Better Results With Reach 

T l e sem in ar is 
over. I offer to 
answer questions, 

and a hundred hands fly 
into the air. I poi nt to 
the person whose hand 

ROY H. WILLIAMS sh o t up t he quickest . 

-----------, 
... Ads with an : 
average impact 
quotient should 
be heard by the 
same listener 
no fewer than 

12 times and no more than 20. 

... The impact quotient is a 
number that represents an 
ad's power to convince the 
average listener. 

... The greater the ad's power to 
convince, the higher the impact 
quotient and the fewer times it 
must be heard. 

... Until you know the impact 

quotient of the ad and the 
term of the advertiser's com ­
mitment, you really shouldn 't 
pretend to know how many 
spots is enough. 

1 
1 
1 
1 
1 
1 
1 
1 
1 

1 
1 
1 
1 
1 

--------------------~ 
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"Wha t's the right num ­
ber of times for an ad to air before it's 
time to change the copy?" The who le 
room is waiting to hear a number. I re­
a ll y wish I cou ld g ive them one. 

"Ads with an average impact quo­
tient should be heard by the same lis ­

tener no fewe r than 12 times and no 
more than 20." Whi le the majority look 
down and write , "Change copy after 12 

to 20 times," the brill iant few cock their 

heads and sta re at me like a litter of cu ­
ri ous puppies. I smil e and wait fo r the 
most curious puppy to ra ise a paw a nd ask 
"What's an impact quotient?" ' 

"The impact quotient is a number that rep­
resents an ad's power to convince the average 
li stener. Average ads score a 1.0 and need to 
be heard at least three times w it hin seven 
ni ghts sleep . The greater the ad's power to 

convince, the higher the im pact quotient and 
the fewer times it must be heard." 

Another puppy ra ises a paw, "What about 

O .E.S. ?" Ouch. C urious pupp ies a lways ask 

the hardest q uestio ns. "Although Optimum 
Effective Scheduling has been embraced by 
some of the brightest minds in Rad io , the crit­
ical factor not take n in to considerat ion in the 
O.E.S. eq ua t io n is th e term of comm itment of 
the advertiser. I ge nera lly find O.E.S. sched­
ules to be too few spots per week for a spe­
c ial event and too many spots per week whe n 
the advertiser is committed to the lo ng term." 

N ow the puppies are barking and tum­

bling toward me in excitement. One o f the 
puppies shouts , "What do you mean by 'too 

many spots per week?'" 

I answer qui ckly, lest the puppies think 
I've b lasphemed Radi o . "The mistake made by 

most adve rti sers is that they expect too much 
too soo n and from too little frequency. Fo; 
these advertisers, O.E.S. is a step in the righ t 
direction. But, whe n t he advertiser is com­
mitted to airing the same week ly schedul e 52 

weeks in a row, the O .E.S . equa t io n usually 
provides weekly frequency beyond th e point 
of diminishing returns. 

"You see, there does come a point at wh ich 
an advertiser should add to his reach instead o f 
simply pi ling on more frequency. Until you know 

the impact quotient of the ad and the term of 
the advert iser's comm itment, you rea lly should­
n't pretend to know how many spots is enough ." 

I watch the puppies' hea ds no d quick ly 
up and down as t hey wr ite , and I beg in to 
feel e ncouraged. "They get it ," I say to my­

self with a smile . 
S in ce its c reation , Radi o h as been the 

most persuasive fo rm of mass co mmuni ca­
ti on kn own to the human race , but it's a lso 
been grievous ly misunderstood, badl y rep­
resented and poorly used. The future of Radi o 
is now in the hands of the curi o us puppies , 

those eage r minds not bound by th e tradi­

tions of a previous ge neration . To them I 
comm it myself unconditiona ll y. 6:l ' 

Roy H. William s is Presidel1 t oj Roy H. Williams Marketing, Illc. 
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The Truth About 
The Consultant Sell 

Find a Radio old-timer 

whose career dates back to 

t he ear ly '80s and ask , 

"Wha tever ha ppened to t he 

consultant se ll ?" The fu nd a­

mental problem with it was that 

ROY H. WILLIAMS very littl e consulting ever took 
p lace . Most of the time , t he 

consultant se ll was li ttle more than a thinly dis­

gui sed sales pitch , pretentious beyo nd belief: 

-----------, 
... Very little con- : 

suiting ever took : 
place with the : 
consultant sell. : 
It was little 
more than a 

thinly disguised sales pitch 
to which advertisers didn't 
respond well. 

... The core idea behind the con­
sultant sell is exactly what 
Radio most needs today -
reps who genuinely know what 
they're doing. 

... Radio has brainwashed itself 
into believing that "someone 
else" should be responsible for 
providing good ad copy. 

... Media buyers are looking for 

Radio consu ltants who can put 
together the right combination 
of in-demo reach and frequen­
cy for the budget. 

... Business owners are looking 

for Radio consultants who 
know how to put together good 
Radio ads. 

"Me expert. You stupid . Me he re to he lp you 

be successful. " As you mi ght have expected , ad­
vert isers didn 't respond well. 

Stripped to its ultimate essence , the con­

sul ta nt se ll was rea ll y just a Rad io-specific ver­

sio n of th e decades -o ld sel ling tec hn ique 

perfected by the late Da le Carnegie, whose book 

How To Will Friends a/'ld IlIjlueli ce People has now 

been read by more than 14 mi lli o n Ameri cans . 

Unfo rtunately, relatively few of those read-

ers were Radi o reps; most were Rad io prospects. 
As prospects beoame fam ili ar with Ca rnegie's 

manipulat ive selling techniques, the consultant 

sell became a thi g of the past. 

Advertisers are neither naive nor stupid , /'lot write a piece oj copy like you sllggest in the book. 
and it was a mistake for Radi o ever to be lieve No joke. (Name of a new, a n nua l advertiser) 

they were. In its original form , the consu ltant bought your book ajter hearing the adsjor it 011 ollrsta-
sell was stupidity person ified. But, the core idea tiol1 . (Thi s advertiser) bOllght all annual and the/'l 
be hin d it is exa[t ly what Radio most needs wan ted us to write a spo t. We have no t been able to l,it 
today. Radio ne ds more reps who ge nuine ly the mark, so he cal'lcelled . I have checked to see if thm 
know what they're doin g. are any other reasonsjor this and can't ji/'ld any. Wo uld 

O ne of Ame ica's top medi a buyers, Robert YOll be able to call hi",? I h,ow this is a bit /lnl ch, b~rt 

Borde lon , said to me, "Thm is 1I0thi/'ig ",ore valll- we are bajjled. 
able to Ille than a qualified seco l1d Opilliol'l. What I dOI1 't Much thanks, (Manager's nam e with he ld ) 

like is wlml that secol1d Opillioll is drivell solely by the Baffled? H e's baffled? I'm baffled that he 

rep s self-il1terest. thought lim p, pred icta ble copy wasn't e no ug h 
"Why is it tha whfl1l1lY clieHts talget is something of a reason to ca nce l a cam paign . 

other tha/'l the statioll s strCllgth, the rep sliddeilly disagrees Media buyers are looki ng for Radio con-

with the marketi/'lg plall? The rep I value /lIOSt is tlje olle sultants wh o can be trusted to he lp them put 

who 110 t ollly t111derstands his statiol1 s talget, but is will- toget her the r ight combin atio n of in-demo 
il1g to admit whel1 i doesl1 't match Illy IIIarke ti ng plal1 . reach a nd freq ue ncy for the budget. Business 

Tho se are the reps w/jose opiniolls I tnls!." owners are looki ng for Radio consultants who 

Radio has brainwashed itself in to bel iev- actua ll y k now h ow to put toge th er goo d 

ing that "someo ne else" shou ld be res ponsible Radio ads. 
for providing good copy. H e re's an actua l e- Would you like to be such a consultant? It's 

mail I received from one of Radio's better GMs: loa s of fun and the pay is phenomenal. Why 

Dea r Roy - We just lost a cliel1t beca ~15e we could no g ive it a try? ~ 

Roy H. Willialli s is PresidClit oj Roy P-r Williams MarketiJlg , IrK. 
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Increase Revenue 
Stop Being Logical 

Three men enter a hote l 
and ask the price for a 
roo m. Th e desk clerk 

tell s them that they may share 
a roo m fo r o nl y $30 - $10 
eac h . De li ghted to find ac ­

is an utte rl y immutabl e and inco nt rovertibl e 
fact. Likewi se , is the fact that th e bel lho p 
ha s o nl y $2 remainin g. You ca n re -add the 
numbers as ofte n as yo u like, but yo u'll not 
come up with more than $29 . 

ROY H. WILLIAMS commodat io ns at so cheap a 
price, each of the three men 

qui ckl y hands over the required $ 10 and pro­
ceeds up the stairs to their room . 

I share thi s story to illustrate the point 
that the truth isn't always logica l, and that the 
logica l isn't always true. Most bad advert is ing 
dec isions are made as the result of just such 
logic. People waste enormous advertising bud-

People waste 
enormous 

advertising 
budgets by 

trusting 'facts' 
that are 

perfectly 
logical but 

which are also 
tragically 

untrue. 

22 

Moments later, 
the desk c lerk re ­
members that triple 
occupancy is priced 
at o nly $25 . Bein g 
an ho nest c lerk, he 
summ ons the be ll ­
hop, hands him five 
$ 1 b ill s, and in ­
structs him to take 
th e mo ney to the 
men who just went 
up the stairs. 

Th e be llh op , 
be in g di sho nes t , 

gets by trustin g 
"fac ts" that are per­
fec t ly logica l but 
which are also trag­
icall y untrue. 

says to him se lf , "I 
ca n't di v id e $5 
eve nl y amo ng 
three men. Besides , 
I saw how deli ght ­
ed they we re to ge t 

To reach new heights with your clients, learn and 
understand the laws of logic and truth. 

Spec ifical ly, I 
refer to the th ree 
sacred cows of ad ­
ve rti sing: gross rat ­
in g po ints, media 
mix, an d dec isio n­
maker targe ti ng. Al­
though eac h of 
these is pe rfec t ly 
logica l, they lead us 
to make dec isions 
that are rare ly th e 
highest and best use 
of our ad do ll ars '* 

Bac k to th e 

a room for just $ 10 each . They will be eve n 
happier when th ey lea rn that the room will 
cost them o nl y $9 eac h . I'll give eac h man 
back a doll ar and keep the other two for my­
se lf." And this he did . 

Upo n rece ivin g th eir $ 1 refund , eac h of 
the three men had exactly $9 in vested in the 
room, just as sure ly as if they had o ri gin all y 
handed the desk cle rk $9 , right? 

Here's our dil emm a. Each man has pa id 
$9 to occupy the roo m (3 x 9 = 27). The bell ­
hop has onl y two remaining in his pocket. This 
gives us 29 . So, where is the mi ss ing doll ar? 

Mathematics is the o nl y branch of sc i­
ence in which th e rul es have no exce pti ons . 
Th at eac h man has invested $9 in th e roo m 

story of t he three 
men . Th e fa c t that eac h of th e men has $9 
invested in the roo m is utter ly irre leva nt . 
T he ques tio n, "Where is the mi ss ing doll ar?" 
ca n o nl y be answered by trackin g the loca­
tio n o f each of the do ll ars in quest io n. 

We know that th e des k c lerk has 25 of 
the o ri g in al do ll ars. We know that eac h of 
th e three me n has o ne o f the o ri g inal do l­
lars back in his pocke t . We kn ow that the 
be llh o p has th e remai nin g two (25 + 3 + 2 
= 30) 

The locat io n of the mo ney was never a 
sec ret . We got di stracted when we bega n ex­
am inin g a "fact" that was ut te rl y irreleva nt. 
You haven't been do in g this in yo ur adver­
tising , have you ? s::I 

Roy H. Willia lll s is Presidellt oj Roy H. Willialll s Marketing , Ilic. 
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The Fuel For Mental Toughness 
It's Time For You To Gas Up 

YOU are awakened by the 

smell of breakfast. Slip­

pi ng o n yo ur c lothes , 

you step onto the deck of the 

ship just as the su n rises ove r 

the ocea n. You never knew the 

sky cou ld ho ld so many co lors; 

ROY H. WILLIAMS you never knew that breakfast 

could taste so good; you never knew that you 

could sleep so well . Sa iling with your fr iends 

to a place you've never been , you're having the 

time of your li fe ; your friends a ll 

fee l the same. You're sure g lad 

you ca ll ed that number. What 

was it again? O h , yes : 1-800-

blue sky. You'll never be abl e 

to look at a blue sky again with­

out rem emberi ng this tr ip 

and sm iling . 

A customer can do 

nothing that he has 

not "seen himself 

do" in hi s mind. 

The goal of adver­

t isi ng is to cause 
-----------, your customer to 

imagine do ing the 

thing you want 

... A customer _ 

can do nothing 

that he has not 
"seen himself 
do" in his mind. 

... Mental im-

agery, 0 I "seeing things" in the 
mind, ta ~es place on the 
brain's Visuospatial Sketchpad, 

one of t~e three functions of 

working~1 emory. 

... All three functions of working 
memory are located in the dor­
solatera prefrontal association 
area (D Fe), a bridge between 
the audi ory association area 
and the refrontal cortex. 

... When your customer "sees" 

things ~. his mind, the part of 
the brai he is using is not the 

part co nected to his eyes, but 
the pa connected to his ear. 
Now aren't you glad that you 're 

him to do. Your ads 

must cause the cus­

tomer to see himself 

watching the sunrise, 

sailing with fri ends , 
callingthatnumber. lt all 

happens in the brain . 
The v isua l associatio n 

area is that part of the bra in 
where visual memory is stored. It's 
located at the back of your skull , just 

above your spine. The area of the 

I brain around your ear is the audi­

tory association area, where words, 
music and sounds are stored . Just 

behind you r forehead is the pre­

frontal cortex, the seat of planni ng, 

emotion and judgment. This pre ­

fro ntal cortex is what we must reach 

if we hope to get the customer to say, "Yes." 

Mental imagery, or "see ing things" in the 

mind , takes place on the brain's Vi suospatia l 

Sketchpad, one of the three functions of working 

memory. The o ther two functions are the Cen­

tral Executive, highly involved in decision-mak­

ing , and the Articulatory Loop (also ca lled the 

phonological loop or "echoic retention" ), which 

rehearses and remembers words and sounds. 

Comm o n se nse would tell us that th e Vi ­
suospatia l Sketchpad would be located in the 

visua l association area at the back of the skull. 

Comm o n se nse would li kew ise tell us that the 

Articulatory Loop wou ld be in the audi tory 

associatio n area surrounding the ear. Common 

sense would furt her tell us that the Central Ex­

ecutive function of wo rking memory would be 

located in the prefrontal cortex, just behind 

the fore head . 

But then common se nse would 

be wrong. 

All three func tio ns of working 

memory, including the Vi suospa­

tial Sketchpad, are located in 
the dorsolateral prefrontal as-

sociation area (DLPFC), a 

bridge betwee n the audito ­

ry association area (the ear) 

and the prefro ntal co rtex 

(the forehead. ) This DLPFC 

bridge crosses the motor as­

sociation area , the "action" 
part of the brain . It is here 

that your custo mer "sees" 
himself taking act io n. 

When your customer 
"sees" things in his mind , like 

the sun rising over the ocean , 
the part of the brain h e is 

usi ng is not the part 

connected to his eyes, 
but the part co n ­

nected to hi s ear. 
N ow aren ' t 

you g lad that 

yo u 're in 

Radi o ? 6:1 

in Radi ? Roy H. William s is President oj Roy H. Williams Marketing In c. 
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Are You Hiring 
The Wrong People? 
Change That Pathetic Copy 

W hen is Radio going 

to realize that it 

takes an e ntire ly 

different type of sa lesperso n to 

se ll d irect accounts than is re-

quired to sel l agency business? 

For the most part, Radio sta­
ROY H. WILLIAMS ti o n managers tend to hire 

sa lespeople who rea lly ought no t to make calls 

-----------, 
... When is Radio 
going to realize 

that it takes an 
entirely differ­
ent type of 

salesperson to 

quired to sell agency business? 

... When interviewing potential 
salespeople, you tend to be im­
pressed by the more attractive 
and confident applicants, but 
rarely can these reps write a 
convincing piece of ad copy. 

... Why is Radio receiving only 7 
percent of America 's ad dollars? 
Is it the medium of Radio that 
failed, or the pathetic ad copy? 

... Somewhere is a station manag­
er with the courage to hire reps 

who can write, a manager who : 
doesn't care whether or not 
reps have straight teeth and 
lean forward in their chairs 

on direct accou nts. 

Let 's examine t h e facts: When in ter­

viewing potential sa les people , you tend to 

be impressed by th e more attractive and 

co nfid ent app li ca nts, right? You like the am­

bitious and "hun gry" ones. As a result , your 

reps tend to be extraordinaril y pretty peo­

pl e wh o are witty, c harm ing and fu n to be 

arou nd . But rarely ca n th ese re ps write a 

convinci ng p iece of ad copy. Further, most 

of th ese reps are convinced that "creating 

the campaign" shouldn 't be part of their job 

description at all. "Someone e lse" shou ld be 

respo nsible fo r uncovering the advertiser's 

se llin g proposition and writi ng the ads that 

w ill tell the story that is uniquely and won­

derfully their own. 

In t h e case of agency accounts , this 

"someo ne e lse" is obv io usly the ad age ncy. 

But w h at ha ppe ns w h e n o ne of these reps 

se ll s a direct accoun t? In most stations, the 

rep wh o sel ls a piece of direct business wil l 

triu m phant ly return to the station , toss the 

pro du ctio n mana ger a few meager notes 

sc ribbl ed o n the back of a napkin and th en 

ru n dow n the h al l to turn in th e run orde r 

and brag to the sa les manager abo ut what a 
wonderfu l job they've just done: "I sold 'em!" 

To se ll age ncy business , a rep needs on ly 

to ge t in the door an d make a spark ling pre ­

sentatio n . It's no different th an selling real 

estate , life insurance , water softe ners o r 
Amway. You just h ave to dress we ll , smil e , 

be persis tent and lea n forward in your c hair 

w h e n you speak . 

Now let's take a look at the production 

crew w ho wi ll be respo nsible for crafting a 

miraculou s ad from the notes on the back 

of that na kin: Were a ny of these people 

hired beca se th ey cou ld write? Or were they 

hi red because they had attrac tive voices and 

were witty' charming, and f n to li sten to o n 

the ai r? 

I Why is Radi o , the most effective adver­

tlisin g me ium in the world receiving o nl y 
7 perce nt b f the ad d ollars pent in Ameri­
ca? H ave ou ever stopped to ask yo urse lf 

this quest i n? Persona ll y, I' convi nced th a t 

Radio is c rrently living o n Vh e pitiful sc raps 

~h at fall from t he table of 0 h e r media o nl y 

beca use toio many business ow ners in Amer­
ica "have dri ed Radio and it d idn 't wo rk ." 

Was i the medium of Radio that failed , 
e pathe t ic ad copy? 

here in America is a stati o n man­
ager with he courage to hire reps w ho ca n 

write; a m nager who doesn 't care whether or 

not reps have straigh t teeth and lean fo rward 
in their ca irs when they speak; a manager 

who want to do ubl e the billing of hi s sta­
tio ns. If y u think you might be this manag­

er, please I t me hear from you . I want to he lp 

you b laze 6 trail for the othe rs to fo ll ow.1iil 

when they speak. 

I 
I 
I 
I 
I 
I 
I 
I 

Roy H. Wllllal1ls Is Presldellt oj Roy H. Willi ill S Marketing 11K 
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Your Highest-Hilling ~ales Kep 
Is Only 30 Seconds Away 

ROY H. WILLIAMS 

If bus in ess ow n ers are 

telling yo ur sa le s reps , 

"I tr ied Radi o an d it didn 't 

work ," then you need to pro­

duce the fol lowi ng :30 script 

a nd get i t on t h e air 

immediately : 

o n direct (not age ncy ) accounts . The rep w ill 

pitch the station ; the writer wi ll pitch the 

ad . In jus t a few months , yo ur new write r will 

rea li ze that it is him or her, not t he rep , w ho 

usual ly makes the sale. Writers are not th e 

kind of peop le w h o natura ll y like to make 

"co ld calls ." Don 't worry ; they'll overcome 

this fear when they 've see n the difference 

t heir ads can make. A g reat wri ter w ill make 

co ld ca ll s , not because of wh at a bus in ess 

owner can do for them , but because of w ha t 

-----------, 
.&. If business : 
owners are : 
telling your sales I 

reps, "I tried 
Radio and it 

exceptional writer and get it 
on the air immediately. 

.&. In just a few months, the person 
you hire from this ad will be 
your top producer. 

.&. People with natural writing 
talent always know how to sell. 
That's what good writing is: 
the selling of a perspective. 
The only thing most great 
writers lack is face-to-
face confidence. 

.&. It's not often that you'll find 
your writer among the early 
respondents to your ad. Don 't 
let this discourage you. 
Keep running the ad. 

Do you love to read ? Do you have an excep­
tioll al cO lllllla nd oj the E~lglis h lallgllago Do YOIl 
sO lll etim es write poetry that YOIl seldom show aIlYOI1e? 
Do you simply igllore IIIO St ad­
vertising? IJ so , you may be just 
the person we're looking Jor, be­
calise these are tin qualities 
Jound in all the world's grea t­
est ad writers . IJ you 'd like to 
help our advertisers tell their sto­
ries in a unique al1d wOl1derJul 
way, we want to hear Jrom you . 
Just pick an adverti ser, write 
sOlli e ads , and Jax th elll to liS 

at Uax I1 IHllber). Workirlg Jor 
(station) as a ProJessiol1al Ad 
Wri ter lII ay be just the job YOIl 
were born to do. All you have 
to do is Jax li S at Uax lIumber). 

You're thinking, "But the 

station ca n't afford another 

full-time perso n," ri g h t? 

Don't worry, in just a few months , the person 

you hire from this ad will be your top producer. 

Instead of hirin g peop le who can sel l and 

th e n trying to teach them how to write , hire 

fabulous writers and the n teach them how to 

se ll. People with natura l wr itin g talent a l­

ways know how to sel l. That's what good 

writi ng is: th e se lling of a perspect ive . The 
o nl y thing most great writers lack is face-to ­

face confide nce. 

Th ere are on ly a few great writers in 

Radi o sa les today, because most great writ­

e rs consider sa les m e n to be o ily, s li c k a nd 

phony. So do n't advertise for a sa lesma n. Ad ­

vertise for an ad w riter. Then let yo ur new 

writer go w ith yo ur reps as they make ca ll s 

they can do for the busi ness owner. 

Business owners have been "burned " by 

sa les reps who pro mi sed much but de li ve red 
littl e . As your writer comes to und ersta nd 

thiS , they'll see themselves as part of the so­
lution , rather than as part of the problem. In 

about six months , you r ad writer wi ll be ask­

ing you for a position o n th e sa les s taff. Con ­

gratu lat io ns! The first of a new breed of sa les 
re ps will h ave just been born - the breed 

that sh ould have had th e job a ll along. 

PS. It's not often that you'll find your writer 

among the early respondents. The first group 

will mostly be starry-eyed flakes. Don 't let thi s 

di scourage you . Kee p runn ing the ad . ~ 

Roy H. Williallls is Presidwt oj Roy H. Willia li S Marketing In c. 
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Reduce Advertiser Churn 
I Repeat: "Change That Pathetic Copy" 

On Oct. 24 , I rece ived the 
fo ll oWing e- mai l fro m an 

executive at a regional 

broadcast gro up . It makes me 

think there might be some hope 

for Radio after all. 

Searching for the 40% 
of the advertisers that 
leave your station? 
They are most 
likely seeping 
out of your 
production 
room. 

ROY H. WILLIAMS Dear Roy, 

Secret Formulas 
The Wizard of Ads 
became The Wa ll 
Street )ournaf's 
No.1 business book 
in Am erica after 
only one week in 
bookstores. Three 

weeks later, it beca me a New York 
Times bestseller. Never has a book 
promoted Radio like this one. Make 
sure your clients read it. 

-----------, 
• "We 're mak-
ing projections, 
and expenses 
are in line," so 
why do four of 
10 advertisers 
who try the 

network not come back? 

• When the account exec doesn't 
know what the client is trying 
to accomplish with the copy, 
how can we produce effec-
tive commercials? 

• Why should advertisers return 
if we write lame, stupid, 
pointless commercials? 

• Roy Williams says again, 
"Change That Pathetic Copy! " 

L ___________________ _ 

D Al"\lrl 11\.11( _ f,\.JnVI=MRFP?? lQQQ 

I j ust read your artic le Are YOII Hirillg The 
Wrol1g People? Gallge nat Pathetic Copy in the Oc­

tober issue of Radio 1I1k. I nearly wept. 

From 1972 until 1984, I was the copywriter 

at a sma ll -town Radio station. I could not guess 

how many thousands of "spots" I wrote in that 

time. Sa les reps wou ld come in with a few 

scrawled notes and abso lu tely no idea of (o r in ­

terest in ) what the cl ie nt was trying to accom­

pli sh . So we usua ll y aired 30 or 60 seconds of 
ta lk and sou nd . I remember nagging a rep to 

change copy for the loca l water and li ght utili-

ty. The same piece of copy had been running fo r 

almost two years . The rep wanted to "let we ll 

enoug h alo ne" but re lented and we nt to see the 

manager of the util ity for a copy change. It turns 
out the manager didn 't know they had a sched­

ule o n our station . He thought it had been can­

celed lo ng ago. And he canceled o n the spot after 

learn ing he had been pay ing a ll this ti me. The 

sa lesperso n stormed into my office with , "I to ld 

you we shouldn't have messed with that account! 
Now look what you've done! " 

In 1984, I came to work for a regiona l net­

work company. O ur sa lespeop le are amo ng the 

best in the country. Sharp, personable, dedicat­

ed ... you name it. Over the yea rs, I have bee n 

ca lled to write and produce commercials for these 

men and women. 

"What is the c li e nt trying to accompli sh 
with this copy?" I would ask. I might as well have 

asked the atomic weight of helium . 

Account exec: "I'm not rea ll y sure." 

Me: "H ow can we write an effec tive 

Radio comm e rc ia l if we do n't know what the 
c lient wants o r expects to acco m plis h w ith 

thi s ca mpa ig n?" 

Account exec: "Look, it's a $50,000 order. 

Just produce the spot, 'cause it's got to be o n 

the air tomorrow." 

You've heard it a milli o n t im es. C u t to 
mo nthl y financia l review: 

CFO: "As you can see from th is overhead , 
40 percent of las t yea r's business did not re new." 

CEO (to GSM ): "Why is that?" 

GSM: "Fo rty percent is pretty sta ndard for 

our industry." 

ME: (sile ntly to myself): "Why do four o ut 

of 10 advert isers who try our network not come 
back?! Could it be the lame , stu pid , pointless 

commercial s we aired for them?" 
But we're making our projections, and ex­

penses are in line, and that rea lly seems to be the 

point of the exercise. And I do n't th ink you'll fi nd 
many GMs e nlig h tened eno ugh to have a sa les 

rep "waste hislher time writing copy" when there's 

a minimum -wage slave available . Thank yo u 

for a great pi ece. As you ca n tel l, it moved me. 
(If you quote any part of th is e- mail , please 

do no t use my name because I do n't want to be 

struck and ki ll ed by o ne of the sa les reps' Lexus 

o r Mercedes in our pa rking lot. ) !:l 

Roy H William s is President oj Roy H. Williams Marketillg lli c. 
He lIIay be reached at 512-295-5700 or by e-lilail at roy@WizardojAds.co lil 
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Emotion Is A Killer 
How To Write Ads That Bite 

I am watc hin g the hit movie 
Jaws from the back row of 
a theater in 1975. T he 

sce ne o n the screen is q ui et 

and ca lm , wit h out a hint of 
troub le on the horizo n . The 

ROY H. WILLIAMS actors , w ho are on a boat, are 
engaged in uninteresting di­

alogue while they float lazily under su nn y 
skies. It's time to go for popcorn. 

-----------, 
... Ad writers must 
choose whether 
to speak to the 
customers' in­
tel/ector to 
their emotions. 

... Intellectual ads are rarely as 
productive as the ones which 
engage our emotions. 

... Emotional ads will build on the 
foundation of the customer's own 
experience while subtly inserting 
a new perspective. 

... As a result, the customer will 
have new feelings attached to 
the product or service featured 

As I'm about to step from the darkness 
of the theater into the bright lights of the 
lobby, I hear a co ll ect ive , stra ng led gasp. I 

look behind me to see 400 peop le floati ng 
above their seats in a series of spastic posi­
tions worthy of Seil1jeld's Kramer. 

The shark has un expectedly leaped into 
t h e back of the boat , terrifying eve ryo ne 
watching. A mo ment later, as 400 posteriors 
land back in their seats , I rea li ze that every­
o ne watching was emotional ly in that boat 
when the shark sprang out of the water. 

Wait a minute. Inte ll ectua ll y, these peo­
ple know they're not in the water. They know 
it's o nly a movie. They know it's a mecha n­
ical sh ark. (If I'm a character in a ca rtoo n 

drawing, this is the moment whe n the littl e 
light bu lb appears over my hea d .) 

Intellect and emotio n are not connected. 
Consequently, ad writers must choose whether 
to speak to customers' intellect or to the ir W IO­

tiOI1S. Rare ly is it wise to try to do both. 
Good inte ll ectual ads w ill suggest to cus­

tomers that they make a dec ision based o n 
new information . Then , the ads wi ll substan­
tiate their claims with indi sputable ev idence. 
But , intellectua l ads are rare ly as productive 
as the ones which engage our emot ions. 

Is th ere a time w h en an advertise r 
sh ou ld speak to the in tel lect? Absolute ly. 
It's just doesn 't come as ofte n as most ad­
vertise rs be lieve . 

An emotio nal ad is one that remi nds cus­
tomers of somethin g they've always known o r 
long suspected . Emot iona l ads will build o n 

the fo undati o n of the customer's ow n experi­

ence while subtl y inserting a new perspective. 

Feelings make 
you remember 
this photo. Ads 

targetinfi 
emotion wi 

also be 
remembered. 

As a resu lt , the customer w ill have new 
j eei il1gs attached to the product or se rvice fea­
tured in the ad . Psychologists ca ll this "as_ 
sociative me mory." 

We usua ll y do whatjeels right , then use 
inte ll ec tua l log ic to justify w h at o ur emo­
tions have decided. T hen , we te ll ourse lves 
that we've made the inte lli gent decision . 

Do yo ur ads speak to the customers ' 
minds or to the ir hea rts? Are you more like­
ly to win them with inte ll ect o r with emo­

tion ? These are the questions yo u must 

answer before yo u set pen to paper. !iii 

in the ad. L ___________________ _ 
Roy H Williallis is President oj Roy H Williams Marketing, Inc. 

He may be reached at 5 j 2-295-5700 or by E-lilail at roy@rlnv.conl 
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