
Are You Having 
One-Night Stands 
With Your Clients? 

When you wa lk 
th rough a prospect's 
door with the sa les 

ROY H. WILLIAMS 

manager's "package of t he 
week" in your hand , you're 
setting yourself up to sell a 
short-term schedule . Is this 
h ow you plan to get rich 

-----------, 
... Sales 
prospecting is a 
lot like dating. In 
your prospect-
ing, are you 
searching for 

attractive, permanent marriage 
partners, or have you been 
scouting for a series of one­
night stands? 

... When speaking with business 
owners, make it a habit to al-
ways ask about their long-term 
hopes and dreams. 

... Mission. Objective. Target. Strat-
egy. Aren 't these the words of 
adversaries and enemies, war­
fare and combat? I 

I 

... Try asking clients about hopes, : 
dreams, partnership and com­
mitment ... the language of 
the heart. 

I 
I 
I 
I 
I 
I 

I I L ____________________ ~ 
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se lling Radio? Do you honestly believe that 
you 're goi ng to get a long-term comm it­
ment by pitching short-term schedules and 
promising instant success? 

Real partnership doesn 't happen as the 
result of shari ng a short-term objective . Re­
lationship , partnership and unshakable 
commitment are the result of sharing a dream 
that is profoundly meaningfu l to both par­
ties. Have you been talking to your prospects 

about their long-term hopes and dreams, or 
have you been asking them only about their 
goa ls for the weekend? Sa les prospecting is 
a lot like dating . In your prospecting, are 
you search ing for attractive, permanent mar­
riage partners , or have you been scouting 
for a series of o ne-night stands? 

Business owners' marketi ng plans should be 
exactly as long as their business plans. Make sure 
they understand this. Prospects' interest in buy­
ing a long-term schedule will rise in direct pro­
portion to your involvement in their lo ng-term 
hopes and dreams. Prospects must truly know 
that you see and understand the prize at the fi n­
ish line - their fi nish line. When speaking with 
business owners, make it a habit to always ask 
about their long-tenm hopes and dreams: "Where 
would you like to be in five years?" 

Most advertisers want to be the company 
the customer thinks of first and fee ls the best 
about. They wa nt to own a place in the cus­
tomer's heart. Does your cl ient own a place in 
the customer's heart? More important, do you 
own a place in your clients' hearts? When your 
clients think about advertising, whom do they 
think of first and fee l the best about? 

Another of the major obstacles to selling 

long-term schedules to d irect accounts is the 
language we've been taught to use . Radio reps 

who use the established termi no logy of Radio 
sales always ask: "Do you have a corporate mis­
sion statement? What's your objective? Who is 
you r demographic target?" After receiving the 
answers, these reps usually say, "We'll start work­
ing on a strategy immediately." 

Mission. Objective. Target. Strategy. Aren't 
these the words of adversaries an d enemies , 
warfare and combat? (I don't know about you, 
but I got tired of playing with little plastic army 
men when I was 7 years old. ) Mission , objec­
tive , target and strategy is the language of the 
ego and will always lead to a combative re la­
tions hip based o n "winnin g" and "losing." 
H o pes , dreams, partnership and commitment 
are the language of the h eart , a language in 
which everyone is a winner ... you, your client, 
your station and the listener. !iii! 
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Why You Should "Protect" Your Marriage 
Not "Defend" It 

Who, what, when, where 
and why are the piv­
otal questions in the 

mind of every student of jour­
nalism. That's why journalists 
write such boring and pre­
dictable ads . ROY H. WILLIAMS 

like lawyers and judges, 
these 'who , what , when , where and why' 
journali sts te nd to be lega li sts at heart; they 
love "the facts" and enjoy using phrases like 
"hard evidence" and "concrete proof." The 
whole thing reminds me of those moron hus­
bands who say to their soon-to-be ex-wives 
in divorce court: "How can you possib ly say 
that I don't love you anymore? Just look at 
the house and the car and the jewelry that 

-----------, 
... Who, what, 
when, where and 
why are the 
pivotal questions 
in the mind of 
every journal­

ism student. That's why journal-
ists write such boring ads. 

... To be a true Advertising Profes­
sional, you must tap into the se­
cret power of words. 

... The secret power of a word is 
found in the richness of its asso­
ciates, the mental images it trig­
gers in the mind. 

... To choose exactly the right word 
in every situation you must say 
out loud, "Actions do not speak 
louder than words and there is 
no picture worth a thousand 
words. Words are the most pow­
erful force there has ever been." 

~--------------------
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I bought for you! Don 't these things prove 

how much I love you?" In response, the wife 
a lways sobs and says: "But you never te ll me 
that you love me. You quit sayi ng 'I love you' 
a long time ago , Herbert." 

Whoever first said , "Actions speak loud­
er than words ," must never have had a friend 
named Herbert . 

If you want a career as a sales profession­
al , you need on ly to study how to overcome 
objections. Armed with this knowledge , you 
can se ll li fe insurance , mobile homes , Radio 
ads or Amway products. But to be a true Ad­
vert ising ProfeSSional , you must be ab le to tap 

into the secret power of words . 
The secret power of a word is to be found 

in the richness of its associates , the mental im­
ages it triggers in the mind . H ere's an exam ­
ple : The federal government recently passed 
the Defense of Marriage Act . To be upheld , 
the law must now be passed by popular vote 
in each of the 50 states. Since it was named 
"Defense of Marriage ," however, surveys have 
indicated that the public much prefers "Pro­
tection of Marriage ," though none of the re­
searchers cou ld understand why. To the 
analytica l mind , the word "protect" is sy n­
onymous with the word "defend ," therefore 

"Protectio n of Marriage" and "Defense of Mar­
riage" should mean the same thing, righ t? 

Wrong. As any ad writer should know, the 
word "defense" is strongly associated with gullS, 
planes , bombs and warfare. H ow many times 
have we heard the phrase , "nati ona l defense" 
and "defense budget"? As a result of these as­
sociations, defense has become a violent word . 
Alongside the word "marriage," "defense" caus­
es us to see, at an unconscious level , a battered 
wife. "Protection" however, is a warm , car­
ing, maternal word. Consequently, we are 
drawn to "Protectio n of Marriage" much more 
stro ng ly than to "Defense of Marriage." (Pre­

sumab ly because he wants it to fail , the attor­
ney genera l of California has renamed it "The 
limits on Marriage Act." ) 

Would you like to be ab le to choose ex­
actly the right word in every situation? I'll be 
happy to teach you how, but first you must say 
out loud, "Actions do not speak louder than 
wo rds, and there is no picture worth a thou­
sand words. Words are the most powerful force 
there has ever been ." 

Hey, I sa id, "Out loud l" I want you to hear 
yourself say the words . Do it. !=! 

For more articles from the Wizard, Roy Williams, 
visit our Website at www.radioink.com 
and click on columnists. 

Roy H. William s is President of Roy H. Williams Marketi11g , Il1c. 
He may be reached at 5 12-295-5700 or by E-mail atroy@rhw.com 

For subscriptions, call 1·800-610·5771 
www.radioink.com RADIO INK - JANUARY 24, 2000 



12 

Chaos Theory In Advertising 
Eliminate Predictability 

In 1889, King Oscar II of 

Sweden offered a cas h prize 

to anyone w h o cou ld an-

swer his question , "Is the solar 

system sta ble?" French mathe-

mati c ian H e nri Poincare 

ROY H. WILLIAMS c laimed the king's pri ze with 
his groundbreaki ng explana ­

tion of chaos theory that h e tit led "O n the 
Prob lem of Three Bodies." 

-----------, 
• The goal of ad-
vertising is to stim­
ulate the brain's 
area that hates 
predictability, 
like the worn-out 

cliches in most Radio ads. 

• Henri Poincare 's chaos theory 
can be applied to advertising. 

• Consider each distinctive but si­
multaneous element of a Radio 
ad (music, voices, etc.) to be a 
separate "gravitational body" 
that is attempting to attract your 
listener's attention. 

In this theS iS, Poincare d e mon st rated 
that whi le astronomers can easily pre dict 
how any two grav ita ­

tional bodies - Earth 

and the Moon , for ex­

ample - wi ll travel 

around their common 

center of gravity, the in ­

troduction of a third 

gravi tating body (such as 

another planet) prevents 

a defin itive , a n a lytica l 

so lution to th e math e­

matical eq uati o ns of mo­

tion. This make s the 

lon g-term evolution of 

such a syste m impos sible 
to predict. 

Can chaos theory be 
applied to advertising? I 

believe it can. 

The function of 

grav ity is to attract mass , 

remember? likewise , the 
functi o n of advert ising is to attract atte n ­

tion . Might H enr i Poincare 's prob lem be 

Radio 's sol ution ? 

T h e goa l of advertising is to stimu­

late Broca 's area of the bra in. Broca's area , 
yo u wi ll re m e mber, hates predictabi li ty. 

Po in care proved t h at the introduction of 

a third gravitationa l body c learly el imi ­

nates predictability. 
Few things in life are quite so predi ctab le 

as a smooth- voiced announcer spewing worn­

out c li ches. What most ads lack is a second 

and third g ravitational body. 

Co ns ider each di st incti ve but s imul ta­

neous e leme nt of a Radio ad (music , voices , 

sound effects, etc.) to be a separate g ravita­

tiona l body that is atte mpting to attract the 

attentio n of your li stener. The pull of any two 

suc h bodies is pred ictabl e. 

But in troduce a third grav itating body 

and it's a who le new ballgame . Broca's area of 

the brain is sti mul ated, and the awareness of 

the listener skyrockets . Bingo. N ow Radi o 
works like mag ic. 

Remember h ow P. T. Barnum dazz led 

juggling un 
you do it? 

America with a three-ring 

c ircus - each ring featur­

in g a co mpl ete ly 
unrelated act? 

When I asked co n­

sul ti ng psyc h o logist Dr. 

Ni ck Grant if chaos the­

ory mi g h t be applied to 

th e hum a n mind , he 
pOinted m e toward a 

1600-year-ol d book by St . 
Augusti n e; it was called 

On the Trinity . (Wow. 

There's that N o.3 again. ) 

In that book, St . Au­

gusti ne points o ut that 

human d e li g ht is mere ly 
the result of attempting to 

co mpre h e nd the inco m­

prehensible: "If that which 

is a lways being so ug h t 
see m s as though it will 

d ; how t he n will the heart of 
rejoice, and not rather be made 

, not fi nd what they seek? For 
I 

does not say, The heart sh all 
le m that find , but of them that 

in an ad is predictable . You're not 

the third ball is in the air. Can 
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UO IOU rromlse I ne IVloon anD ~lars 
In 30 Short Days? 
You're An Idiot 

YOu've go t an appo intment 

wi th a new pros pec t. You 

a rri ve prec ise ly o n tim e, 

cl o th es pressed and ha ir in 
p lac e , rea dy to de liver yo ur 

warmest smil e and firmest hand -

comm itment to your station. "Buy my package," 

you say, "and you'll see just how wo nde rful we 

are . H and in g love! H and in g love!" Since you 

ask fo r no real commitment, it's a re latively pain­
less dec isio n for him to make: "OK, I'll g ive it 
a try." 

ROY H. WILLIAMS shake . Afte r a few moments of 
c h itc hat , yo u go into co nsul ­

tant mode and ask , "Who is your customer?" 

U po n rece iving the prospect's answer, you ex­

cla im, "W hat a co inc idence! T hat's exactly who 

we reach! Your business and our au d ience are 

a marriage made in heaven! O ur sta tio n fits your 

It's poss ibl e that good th ings will happe n 

during the nex t 30 days; but eve n if they do , 

your cl ient won't be co nvinced that advert ising 

o n your sta tio n is the hi ghest and best use o f 

h is ad do ll ars. H e'll cont in ue to buy di ffere nt 
packages from di ffe rent re ps, each time ho ping 

tha t thi s tim e, the claims o f quick and easy suc-

-----------, 
A If you can con-
vince a client you 
can make mira-
cles happen in 30 
days, you're an 
idiot .. . and he's 

a bigger one. 

A The client knows that lasting suc­
cess doesn't come quickly or 
cheaply; but with promises of a 
shortcut to success, he never 
seriously considers making a 52-
week commitment to your station. 

A You're going to have to move his 
time horizon. Ask your client about 
the things he hopes to see happen 
"someday." 

A It will become obvious to him that 
his advertising plan needs to 
extend as far into the future as his 
business plan. 

L ___________________ _ 
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needs like a hand in g love." T hen you pu ll out 

your manager's package-of- the-week and launch 

in to all your bes t success sto ri es, promisi ng to 

de li ve r the moo n and sta rs in 30 sho rt days 
because yours is a "loyal audience." The prospect 

is impressed . You make the sa le. 

C o ngra tu lations, you're an idi ot. But do n't 
fee l badl y; your c li en t is a bigge r o ne. Bo th of 

you were will ing to prete nd that mi racles hap­

pen qui ckly and chea ply when an adverti ser is 
"reach ing the righ t peo ple ." 

Deep in h is heart, the business owner knows 

that lasting success does n't come quickly, and it 

never comes chea ply. H e knows that you ca n't 
change hi s wo rld in 30 sho rt days , bu t since 

yo u neve r ta lk a bo ut any thing exce p t yo ur 

newest, miracu lous sho rtcut to success , he never 

se riously co nsiders makin g a 52-week 

cess will prove to be true. 

D o you wa nt to begin wo rking business 

mirac les fo r your cli ents? You're going to have 

to move hi s time ho ri zo n. Fo rtunate ly, th is is a 

re la tive ly simple th ing to do. It begins whe n 

you ask your client about h is dreams fo r the d is­

tant future - the things he ho pes to see hap ­
pen "someday. " As you conti nue your d iscuss io n 

about his lo ng -term objectives , it will become 

inc reas ing ly obvious to him that he needs to 
pu t an adve rt ising plan in p lace that ex tends 

as far in to the future as hi s business p lan. 
Congratulations, now you're a real consul tant. 

You'll be stunned at the money you make. ~ 
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When Dot-Com Revenue Dries Up, 
Your Revenue Could Die 

fails to deliver the promi sed results , today's 
Radi o reps say, "But our audience fits your 
needs perfectly!" then go on to fi nd the next 
hapl ess victim. 

When is Radi o go ing to train some real 
advertisi ng consul tants? 

ROY H. WILLIAMS 

Your car is running badly 
because its fuel injectors 
are clogged , so you 

drive it to t h e mechanic 
shop. A smiling mechanic 
g lances at your car, li stens to 
your story, and then does 
precisely what he was trained 

Sales manage rs who say, "Selling Radio 
is a numbers ga me" usuall y have no real idea 
of what they're d o ing. A "numbers ga me" 
man ager is usually just a jerk who has lis ­
te ned to one -too -many motivational tapes 
and been to one-too-many seminars on "H ow 
to Overcome Objections." 

----------, 
... Most reps today 
make a pretense 
of listening to 
the client, but 
then pitch what 
they cameto 

pitch anyway. 

... So answer honestly: Is the recent 
increase in Radio ad sales due to 
the fact that Radio reps are get­
ting better, or is it because of all 
the dot-corns who are becoming 
increasingly frantic in their at­
tempt to generate Web hits? 

... Dot-com advertising will soon go 
the way of a-track tapes. And just 
where will Radio be then? 

... When is Radio going to train some 
real advertising consultants? 

to do: He insta ll s a new set of tires . You pay 
the bill. When you realize that your car is 
running as badly as ever, you comp lain to 
the manager, who cheerfu ll y assures you that 
the tires are worth every penny you paid: 
"They fit your car perfectly !" 

As you drive away in anger and disgust , 
the manager says to the mechanic: "Don't let 
it bother you . It's a ll just a numbers game. 
Every o nce in a whi le , a person comes in who 
actually needs a set of tires ." 

Isn't this exactly how most Radio sched ­
ules are so ld today? Aren 't most reps trained 
to make a pretense of li ste ning to th e c li e nt , 

then pitch what they came to pitch ? When­
ever the mana ger's "package of the week" 

I ask again , "When is Radi o go ing to train 
some real advertising consultants?" 

Are you confused? Let me say it a littl e 
more clearly: Most Radi o reps are qualified 
o nly to sell "spots" to advertising agencies 
beca use in suc h in sta nces , the rep does n't 
have to know how to do any thing but ask for 
the order. All responsibility for th e adver­
tiser's success li es ent irely with the agency. 

But can today's "age ncy focused" sa les 
reps uncover a cli e nt's unique se lling propo­
s iti on ? Can they wr ite ad copy that will 
persuade a li ste ner? Are they trul y quali­
fied to ca ll themselves "Radio Marketing 
Cons ult ants?" 

I'll ask once more , "When is Radi o go ing 
to trai n so me real advert ising consultants?" 

In today's public-money, co nso lidation ­
fre nz ied Radi o atmosphere , the sal es re p is 
under e normous pressure to do whatever it 
takes to get an o rde r. N ow answer me hon ­
estly: Is the rece nt increase in Radi o ad sa les 
due to the fact that Radi o stations and Radio 
reps are gett in g be tter, or are Radi o sa les up 
because of a ll the dot-coms who are be­
co min g in creas in g ly frantic in their fever­
ish attempt to ge nerate Web hits? 

Dot-com advert is ing will soo n go the 
way of 8-track tapes. And just where will 
Radi o be the n? !=l 
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Blow Open The Vault Of Success 
Place Dynamite Words Properly 

Ted pursued a PhD. in Eng­
lish li terature at Oxford for 
awhile, but ultimate ly 

dropped out when he decided 
that hi s studies were "astoni sh ­
ingly irre leva nt ." In 1950, Ted 

ROY H. WILLIAMS invented the word "nerd." In 
1984, he won a Pulitzer prize . 

-----------, 
.... By the time of 
his death in 1991, 
the 46 books writ-
ten and illustrat­
ed by Ted Geisel 
had sold more 

languages. What keys did Ted use 
to unlock the vaults of wild suc-
cess? 

.... Key 1: Ted surprised Broca's area 
of the brain by using unpredictable 
words in unusual combinations. 

.... Key 2: Ted created echoic reten­
tion in the phonological loop of 
working memory. You can't get 
Ted's stories out of your head. 

.... Key 3: Ted refused to pay 
attention to the established 
rules of his category. 

.... Key 4: Instead of writing about 
what was, Ted wrote about what 
was not 

~- -------------------
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In t he summ er of 1936, he found him ­
se lf be low-deck o n t he MS Kllng shold , li s ­
teni ng to t he rhythm of the ship's e ngines 
in a focused attempt to di stract himse lf from 
a terrifyi ng scene. To further distract him ­
self, Ted began writi ng a no nse nsical poem 
to the motor's pounding beat. "I was trying 
to keep my mind off the storm t h at was 
go ing o n ," he sa id . "Thi s rh ythm persisted 
in my head for about a week after I was off 
the ship and probably, as psychotherapy, I 
began deve lopin g the theme." When hi s 
no nsensical poem was finally compl ete , Ted 
dec ide d that in stea d of signin g it with hi s 
real name , Theodor S. Geisel , he would use 
o nl y hi s middle name . And as lo ng as he was 
writing nonsense , he wou ld g ive him se lf an 
honorary doc to rate. And in a si ngular, mag-
ical mome nt, the world's beloved "D r. Seuss" 
was born . 

"Although I knew nothing about children's 
books, it sounded pretty good," sa id Geisel, 
"so I dec ided to ge t it published . It was re­
jected by 28 publi shin g houses before the 
29th , Vanguard Press , agreed to take a chance 
o n bringing it out." The mai n reason give n by 
the other publishing houses for rejecting Ted's 
book, And to Think That I Saw It 011 MlIlberry Street, 
was that it was too different fro m the other 
c hildren' s books o n the market . 

By t h e time of hi s death in 199 1, the 
46 books written and illustrated by Ted Geisel 
had so ld more than 200 milli on copies and 
had been tra nslated into 20 languages . Ran­
d o m House pres ident Bennett Cerf once re ­
marked , "I've pub li shed any number of great 
writers, from Wil li am Faulkner to John 
O'Hara, but there's o nl y o ne genius o n my 
authors list. Hi s name is Ted GeiseL" 

What keys did Te d us e to unlock t he 
vaults of wild success? 

Key 1: Ted surpr ised Broca's area of the 
brain by usin g unpredictabl e words in un ­
usual combinations . In fact , Ted ofte n made 
up hi s ow n words altogether. 

Key 2: In mimickin g the ship's e ng ine 
rhythm , Ted created echoic retentio n in the 
phonologica l loop of worki ng me mory, lo­
cated in the dorso lateral prefrontal associa­
t ion area of the brain . Like a hit so ng, you 
ca n't get Ted's stories out of your head . 

Key 3: Ted refused to pay atte nti o n to 
the estab li she d rul es of his category: chi l­
dre n's books . H e dared to do what had not 
yet been proven to work . 

Key 4: Instead of writing about what was, Ted 
wrote about what was not. He knew the public was 
more willing to believe fiction than non-fiction. 

Ted became a mul timi lli o naire because 
he understood the mag ic of RadiO , and he 
used it to make mag ical books for c hildren . 
N ow that you have all four of Ted's keys, why 
d o n't you do what he did? I ca n assure you 
t hat t he keys still work , and t he vaults are 
ri ght where they've always bee n. !=l 
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Why Most Ads 
Don't Work 
They Are Out Of Focus 

Most Radio ads are n't 
wo rkin g and , in most 
instances, the blame lies 

entire ly with th e adverti se r. 
By re pet iti o us ly c ra m­

min g the name of the ir co m-

ROY H. WILLIAMS 
pan y, p ro duct, business hours 
and street address in to eve ry 

ad , ad ve rti se rs are do in g a g rea t jo b of an -

-----------, 
... Most Radio ads 
aren't working, and 
the blame lies with 
the advertiser. 

... Bad advertis-
ing is about the 

advertiser. Good advertising is 
about the customer. 

... The customer isn't interested in an 
address or telephone number until 
after the ad has convinced them 
of why they should care. Are your 
ads answering the customer's 
question, 'Why?" 

... For example, in a car ad, your goal 
is to cause the customer to imag­
ine himself or herself behind the 

swerin g th e "who , w hat , w he n and where" 
qu es t io ns, but faili ng t o a nswe r t h e c us­
to me r's ques t io n , "W hy?" Th e s imp le trut h 
is th a t mos t ad ve rti sers today sound like a 
mo b o f tw o -year-o lds in a day-ca re ce nte r, 
each o ne jumping and c ry ing , "Me! M el M el 
Watc h me! Look a t me!" Why are yo u le t­
ting th e m do thi s? It's yo u who's go in g to 
ge t t h e b la me w he n t h e sc he dul e does n't 
wo rk, ri ght? 

T he pl a in and simpl e truth is thi s: Bad 
adve rt ising is about th e adver ti se r. C ood ad ­
ve rt ising is about the custo me r. N o , t h is is 
no t just a new way of say ing th at ads should 
foc us o n th e be nef i ts of the pro duc t ra ther 
t h a n o n it s fea tures. I'm say in g t ha t ads 
sho uld be fo cu sed o n th e adverti ser's c us­
to me r rathe r th an o n th e adverti se r's p ro d­
uc t . Th e c ustom e r isn' t inte res t e d in a n 
address o r te le pho ne number unt il afte r the 
ad has co nvinced the m of why they sho uld 
care. Are your ads answe rin g the customer's 
ques ti o n, "Why? " O r do they speak mos t ly 
abo ut the adve rti se r, th e ir p ro duc ts, pri ces , 
street address and ph o ne numbe r? H e re's a 
typ ica l "adve rt ise r-fo cused " ad: 

"A t Used Car Wareho use, YO II 'll Jil1d a huge se­
lec tiol1 oj cleal1 , late model cars to Jit any budget al1 d 
nobody wi ll give you more Jor your trade- in tha l1 
Used Ca r Wa rehouse. Im ports and do mes tics, spo rt s 
cars and lu xury cars, pickups and SUVs , you're SIIFf 

to Jil1d wha t you're 100kil1g Jor at Used Car Wa re­
house, opel1 Jrom 9 to 9 , swen days a week at 5210 

East Bolivar. Fillancil1g available with approved cred­
it. Ca ll Used Car Wareho use at 867-57-16. Tha t 
11 1.lm ber again is 867-57-16 . " 

N ow he re's a "custo mer-focused" ad fo r 
t he sa me adverti se r: 

"From the Jirs t IIlom elll that y ou slip ped the key 
in to the ign ition , y ou knew that this car was yo ur 
car. You love the way it Jeels 011 the road i l1 the co r­
lIers at the sto plights. Adm it it; you well like the way 
peop le tllrn their heads to wa tch as yo u drive by. 
(Secol1d voice) There is ol1 e perJect ca r Jor wery pler­
SO il i l l the wo rld . A'1d y ours is wa itil1g Jor you, rig ht 
now, at Used Car Warehouse, 52 11 d and Bolivar." 

You r goa l is to c ause th e custo me r Ito 
imagine h imse lf o r herse lf beh ind the whee l, 
ex pe ri e ncin g a ll the thin gs t hat you're de­
scrib ing. 

H e re are a few tips for turni ng tedi o us 
ads in to miracu lous o nes : 1) Say the wo rd 
"you" as o ft e n as poss ib le , the reby caus in g 
the lis te ne r to see him self o r herse lf re pea t ­
ed ly in your ad . 2) Use modifi e rs the li ste ner 
was no t ex pectin g. Un usual words are the 
keys into Broca's a rea, the door of the imag ­
ination . 3) Pay special atte n t io n to the verbs 
(act io n wo rds) in your copy. T he h ig hes t 
goa l of adve rti s in g is to c ause li s te ne rs to 
im ag ine tak in g t h e act ion that y ou wa nt 
th em to take. d 

For more articles from the Wizard, Roy Williams, 
visit our Website, www.radioink.com. and click 
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Predictability And Sleep: 
Radio's Enemies 
Don't Fall Into Their Clutches 

Faster than a speeding bul ­
let. Stronger than a loco­
motive. Ab le to leap ta ll 

buildings in a single bound! Up 
in the sky. It's a bird , it's a plane 
.. . it's Rad io! 

The o nl y things that ca n 
ROY H. WILLIAMS slow Superman are an enemy 

named Lex Luthor and a d es troyer ca ll e d 
Green Kryptonite. Radi o advertis in g is like 
that. The o nl y things that ca n slow it are an 
enemy named Predictabi lity and a destroyer 
ca ll ed Sleep. 

-----------, 
» The only things 
that can slow Radio 
down are an 
enemy named 
Predictability and 
a destroyer 
called Sleep. 

» Contrived, formulaic ads don't cause 
customers to take action. How pre­
dictable are your ads' claims, offers 
and assurances? 

» For message retention, the same lis­
tener must hear the same ad at least 
three times within every seven 
night's sleep. 

Contrived, derivative, formulaic ads are pre­
dictable. They don't stimulate Broca's area of the 
brain or activate the brain's Vi suospatial Sketch­
pad. They don't cause the customer to imag ine 
taki ng action. How pred ictab le are the claims, 
offers and assurances you're making in your ads? 

Superman defeats Lex Luthor by d oi ng 
what Lex was least ex pect ing . Are you li sten­
ing? Predictability is the arc henemy of adver­
t ising. Don't fa ll in to its clutches. 

Superman's powers are slowly erased in the 
presence of Green Krypto nite. Prolonged ex­
posure , in fact , wou ld erase Superman com­
plete ly. The Green Krypto ni te of advertis ing is 
sleep. Ads are erased from the mind of the lis­
te ner a little bit each night. The more sleep be­

tween repetitions, the greater the erasure fro m 
the mind. To have any real hope of message 

retentio n, the same li stener must hear the same 
ad at least three times within eve ry seve n 
ni ghts' sleep . And if the adverti se r's goa l is to 
estab lish category dominance , this needs to 
be done every seven ni ghts. Small budgets can 
do thi s by using fewer ads sche dul e d hori­
zo ntall y in the daypart of your choice. Bigger 
budge ts can use multiple day parts, but never 
should you encourage advertisers to reach more 
li steners than they can afford to reach at least 
three times every seven days. 

Un fortunate ly, most advert isers demand 
immediate resu lts from their ads . H oping to 
c limb Persuasion Mountain in a sing le g iant 
step , they insist o n buy ing short-term adver­
t is ing blitzes . (And , like an idi ot, you assure 
them it wi ll work because you have "the right 
peo ple ." ) Whil e thi s kind of hig h- freq ue ncy 
blitz does limit the amount of sleep between ad 
repetitions, how many of your li steners are cur­
rently in the market for what the advertiser is 
se ll ing? Won't these listeners di scount th e ads 
as "not for me?" Further, these "blitz" ads usu­
ally include an urgent, limited time offer. While 
this may stimulate the person who is in the mar­
ke t fo r the product into making a qu icker de ­
c isio n , it a lso e nsures that any perso n not 
currently in the market will utterly erase the ad 
from thei r mind . Add this to the fact that these 
b li tzes are usually scheduled with far too much 
sleep between them, and you can see why blitz 
campaigns are always eminently forgettab le . 

The smart way to climb Persuasion Moun­
tain is slow and steady, "three steps fo rward , 
two steps back," but you will definite ly make 
it to the top of the mountain if you have suf­
fic ient patience and the kind of daring copy 
that it takes to be unpredictable . Do you have 
the patience to estab li sh a Category Dominant 
Fortress at the top of Persuasion Mountain? Do 
you have th e courage it takes to be unpre­
di c tabl e? If you do , your ads will be every bit 
a match for the best efforts of Superman . = 

For more articles from the Wizard, Roy Williams, 
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The Fastest Way To Become Wealthy 

ROY H. WILLIAMS 

so you're the Newbie! I'll 

bet the sales manager gave 

you an account li st of ad­

vertisers who are famous for not 

buy ing Radio - a bunch of 

hard -noses who frown and say, 

"I tried Radio and it didn't work." 

Am I right? Now listen to me , 

Now figure 12, then 25. That's your job, 

Newbie. Find yourself 25 business owners smart 

enough to recognize the truth when they hear 

it. If their business is too small to buy 6 a .m.-7 

p.m ., then se ll them 7 p .m.-midn ight or per­
haps one spot per hour every Sunday, 6 a.m.­

midnight, 52 Sundays in a row. 

Basically, pick an audience within your sta­

tion and make sure that your c lie nt owns that 
audie nce, even if it takes every cent of th eir 

total ad budget. 

» Find 25 business 
owners who are .... _ _ ~ 
smart enough to recognize the 
truth when they hear it. 

» Pick an audience within your 
station and make sure that your 
client owns that audience, even 
if it takes every cent of their 
total ad budget. 

» Make sure your clients ad­
vertise 52 weeks a year to 
whatever size audience they 
can afford to own. 

» Give your clients every rea­
son to trust you enough to 
share their goals, hopes and 
secret dreams with you. : L _ _ _ ___________ _ __ ~ 
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na make you rich and famous. 

Do the math: More spots per schedule 
multiplied by commission rate instantly 
equals more wealth. 

Step 1: look up to the ceiling right now and thank 

Merciful God in Heaven that you didn 't get trapped 

with a "Good 01 ' Boy" account list that would have 

kept you scrambling like a hamster in a tread­

mill , se lling a never-ending series of idiotic , 

short schedu les . Newbie , you're goi ng to have 
the rare opportunity to sell Radio correctly 

and make several local business owners mirac­

ulously successful and fabu lously rich . 
Step 2: Grab a calculator. Multiply your 

6 a.m .-7 p.m . Mon.-Sun. spot rate times I , 100. 

(This is roughly 21 spots per week for 52 con­

secutive weeks, the minimum number of spots 

that you should ever se ll .) Now, calculate your 

commission for selling this minimal, miracle-work­

ing schedule to just one intelligent advertiser. Next, 

figure your income from just six such accounts. 

And make sure that your clients understand 

that Radio is a marathon runner, Newbie, not a 
sprinter. Radio will work better the longer they 

use it, but it often gets off to a rather slow start. 

And Newbie, whatever you do, don't be­
lieve the people who say their business is "sea­

sonal." Other than the occasional , rare business 

that actually locks its doors , d isconnects the 
phone , and turns off the e lectricity for several 

mo nths at a time, there's rea ll y no such th ing 

as a seasona l business . 

Business owners who limit their advertis­

ing to a specific "sell ing season" will a lways 
reach the customer with far too little consis­

tency to create any real bra nd awareness or 

long-term share of mind . 

To be truly successful , your client's busi­

ness must be the one customers th ink of first 

and feel the best about whenever they need 
what your client se ll s. Make su re your c lients 

advertise 52 weeks a year to whatever size au­

dience they can afford to own. 

And one last thing, Newbie . Your clients' 

marke ting plans shou ld be exactly as long as 
their business plans . Ask your clients about their 

long-term business p lans, and be sure to give 
them every reason to trust you enough to share 

their goa ls, hopes and secret dreams with you. 
Unless you p lug into your client's long-term 

goa ls, you're go ing to stay as frantic as t he 

proverbial hamster in a treadmi ll. Now go make 
some calls, and don't forget what I to ld you . !iii 
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7 Habits Of 
Highly Defective People 

1 Highly defective people 
accept no responsibility 
for a client's failed ad 

campaign. They read mo-
tivational books and lis­
ten to motivational tapes 
in the mi staken be lief 

ROY H. WILLIAMS that the job of a Radio 

Highly defective 
people ... 

» ... accept no responsibility 
for a client's failed ad campaign. 

» ... are obstinate and irra­
tional in their beliefs. 

» ... will say things they would 
never put in writing. 

» ... have no real understand­
ing of Radio. 

» .. . lack the courage of their 
convictions. 

» ... believe that they have 
"rights." 

» ... have little authentic 
concern for the client. L _ __ __ _ _____ ____ _ _ 
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sales rep is on ly to prospect and close 
the sa le. The success of these ad cam­
paigns is always "someone else's job" 

2HighlY defective people are obstinate and 
irrational in their beliefs. They wi II argue 
that a bad ad on the Radio is better 

than a good ad in any other media. And 
when it comes to Radio , they believe 
that their format is the only good for­
mat and that the ir aud ience is the onl y 
good audience. 

3 Highly defective people will say things they 
would never put in writing. They'll tell 
you whatever it takes to make the sale 

but wi ll later insist they never said it. Sim­
ply stated, they are deceptive . 

4HighlY defective people have no real understanding 
of Radio. They've usually just memorized a 
series of phrases they've been told will help 

them "overcome objections." Asking them a 
question is like pulling the string on a plastic 
doll - Pull One: "Loyal audience." Pull Two: 
"Time spent listening." Pull Three: "How can I 
earn your business?" (Pul l Three also tri ggers a 
mechanical handshake and a little plastic smile. ) 

5 Highl~ d~fective people lack the courage of their 
convictions. When it comes to spend i ng 
other people's money, they 're ful l of all 

kinds of brave talk. But when the time comes 
to se ll their home, they would never think of 
buying a Radio schedule and having an open 
house. They feel that it would be much safer 
and wiser to list their home with a real estate 
agent who will run ads for it in the newspaper. 
(For those who are wondering, the answer is 
"yes," I've always purchased a Radio schedule 
when I was ready to se ll a home; and the tech­
nique has never fa iled. The answer to your sec­
ond question is that I paid rate card. ) 

6 Highly defective people believe that they have 
"rights." Should you decide to buy Radi o 
from someone else, they will demand that 

you expla in . Should you attempt to explain, 
they will argue. Regardless of how often they 
have wasted your time this way, high ly defec­
tive people sti ll believe it is somehow "required" 
that you return their phone calls and that they 
are "owed" an appo intment. 

7 Highly defectiv.e people have little authentic con­
cern for the chent. They spend a lot of time 
lea rning how to sell Radio advertisi ng, but 

none learni ng how to make it work. High ly de­
fective people always need a huge account li st, 
because few of their cl ients ever call to say, "Let's 
do that some more ." They will sell a litt le Radio 
to a lot of people, instead of a lot of Radio to 
a few. 
So how did you score7 !iii 
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Will Commercial Radio Survive? 
Satellite Radio allows me to 

choose from severa l dozen 

commercial-free formats. 

Its CD-quality Radio signal is 

available to me anywhere o n 

the N orth American continent. 

I can drive fro m Tampa to Seat­
ROY H. WILLIAMS tie without ever having to hit 

the onslaught of 8-tracks and CDs, and com­

mercial-free Radio will be no different than 

that ." listeners had to buy 8-tracks and CDs, 

remember? And no one could afford to buy 

enough of them to keep from burning them out. 

Even a 12 CD-changer isn't nearly big enough 
to g ive a driver any rea l selection. 

The key to the survival of commercial 

Radio wi ll be the commercials, themselves. 

» The key to the 
survival of commer- I..:. __ ~ 

cial Radio will be the commer­
cials, themselves. 

» The station that thrives in the 
face of Internet Radio will be the 
one that begins building its pro­
duction staff today. 

» The commercial Radio station 
of tomorrow will succeed only if 
its ads are so good that listeners 
actually enjoy listening to them. 

» Although cDmmercial Radio 
stations will pay a blistering 
fortune for great salespeople, 
they won't pay a dime for great 
writers and producers. How 

I incredibly shortsighted. I L _________________ ~ 

lR 

the sca n button on my Radi o. Remember 

when you had to choose among 

cheesy loca l stat ions, and 
your Radio wouldn't work 

if you were flying o n 

an airplane? 
When I'm not 

listening to satel­

lite Radio , I'm 

usually listening 

to one of my In­

ternet formats. 
Ri g ht now, I 

own three differ-

T he station that thrives in the face 

of Internet Radio wi ll be the 

o ne that begins bui lding 
its production staff 

today. The commer­

cial Radio station of 

tomorrow will 

succeed only if its 

ads are so good 

that listeners ac­
tually enjoy lis ­

te ning to them. 

If commercial 

ent personalized Radio is to survive, 

formats on the Net, it must create spot 

and I switch among breaks that are as 

them according to my good as the rest of its 
moo d . You haven't yet programming. If you're ex-

created an Internet format fo r pecting the agencies to do this 

yourself? It's easy! Just tell yo ur for you, you're an idiot. Radio will 

computer exactly what you Satellite Radio's commercial-free formats signal have to lead the way, not fol-
want to hear, and it wi II cre- a necessity for creative Radio commercials. low the agencies . 

ate a private Radio stat io n according to the The Super Bowl is usua lly the crummiest 
gUidelines that you've established . It's like own- game of the year but we watch it for the ads. 

ing every CD in th e world and havi ng your The TV networks have even created television 

own, full-time music director picking the songs specia ls featuring "The Greatest TV Ads of All 
you want to hear. In the car, my Internet sta- Time. " But it takes huge money to create a re-

tions are delivered th rough some kind of funky ally fabu lous TV ad. In Radio , all it takes is ta l-

cell-phone technology. Remember when we ent . Unfortunate ly, most of the rea l talent in 

had to listen to all th ose tragic loca l com mer- Radio today is in the sales department. Although 
cials as "payment" for hearing a few tunes that commercial Radio stations wi ll pay a b listering 

we didn't even get to choose? fortune for great salespeople, they won't pay a 

If you think this conversation is in the dis- dime for great writers and producers . 

tant future , think again. The technology already How incredibly shorts ighted. !iii 
ex ists . If broadcasters don't wake up , they'll be 
overhearing conversations like these within the 

next three years. And please do n't g ive me that 

pathetic argument about how "Radio survived 
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The Key to Results-Producing Spots -

Verbal Frameline Magnetism 
The edge of a picture 

is ca lled the frame­

line , and what is 
outside is often as im­
portant as what is in ­
side. When part of an 
image fa ll s "outside the 

ROY H. WILLIAMS frame ," t he v iewer's 

}) The edge of a 
picture is called 
the frameline, and what is out­
side is often as important as 
what is inside. 

» When part of an image falls 
"outside the frame," the viewer's 
imagination is magnetically 
drawn to the part that is left out. 

» This phenomenon, called 
''frameline magnetism," is a pow­
erful tool for advertsing writers. 

» The Wizard couldn't make 
himself shatter an intimate mo­
ment in the ad by awkwardly 
jamming the store's address and 
phone number into it. 

» The absence was a stroke of 
magic. Listeners were mortally 
stunned by what wasn't there, 
and that ad is still remembered 
10 years later. I 

I 
» It is that which isn't spoken : 
that often speaks the loudest. I L ___ _ _ _ ____ ___ _ ___ ~ 
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imagination is magnetica lly drawn to the 
part that is left out . This phenomenon 
is called "framel ine magnetism ," and it's 
a powerfu l tool long used by great pho­
tographers , videographers , cinematog­
raphers, illustrators and writers . 

Yes, I said writers . 

Mrs . Shelton's seco nd grade class , 
Hi ll dale Elementary School , Muskogee, 
Oklahoma , 1965: One by one , we're 

ma rch ing to the front of the room to 
recite poems that we have written . It's 
Reggie Gibson's turn : ... '-iiI ___ ....... ____________ .. 

"Spider, Spider 011 the wall . 
Ain 't you got no smarts at all? 
Don 't you hlOW that wall is fresh-plastered? 
Get off that wall, you dirty . .. spider." 
The c lass explodes . Mrs . Shelton is not 

amused. Reggie has discovered verba l frame­

line magnetism. 
I used Reggie's technique for the first time 

10 years ago in an ad for Woody Justice . The 
ad was a true pouring-out of Woody's heart to 
the public. I had written , almost verbatim , what 
Woody had said to me over the phone in a mo­
ment of frustration . 

Looking at the Radio script I had written , 
I just cou ldn't make myself shatter the intimate 
moment by awkward ly jamming the store's ad­
dress and phone number into it , so I just left 
them out. 

T he absence was a stroke of magic. listen­
ers were morta lly stunned by what wasn't there: 

"This is Woody Justice, and I want to be your 
jeweler. Sure, everyone wants to be your jeweler wheJ1 
you 're ready to buy a big diamond, but I want to be 
your jeweler lvhen you just need a new battery put 
in your watch . I want to be your jeweler whe'1 you 
break the clasp on your necklace and need it repaired. 

Norman Rockwell understood frameline magnetism, 
leaving the viewer's imagination to supply what the boys are fleeing. 

I wal1t to be your jeweler whel1 you i'1herit a box of 
jewelry from Great-Aul1t Gertrude, al1d yO~1 just 
waJl11a know if al1Y of it 's worth al1ything. I wal1t 
to be your jeweler. 

"Back il1 the old days, every family had a fam­
ily jeweler, but it seems like 1110St of these fine, old, fam­
ily jewelers have since been replaced by jewelry 
salesmen. (Ugh. ) Thats kind of like rep lacing your 
family doctor with a medicine salesman. 

"Now, maybe I take this whole jewelry thing a 
little too seriously, b~lt isn 't that okay? Don't you think 
that a g~ly who takes jewelry a little too seriously may 
well be the best one to fix the clasp on your necklace, 
put a battery in your watch, and help you determine 
how generous Great-Aunt Gertrude really was? (pause, 
pa~l se, pause) Okay . .. I'm done. " 

Although it's bee n 10 years , people in 

Missouri sti ll ta lk about that ad . You see, it is 
that which isn 't spoken that often speaks the 

loudest . !iii! 

For more articles from the Wizard, Roy Williams, 
visit our Website, www.radioink.com. and click 
on columnists, or visit www.WizardofAds.com 

Roy H. William s is preSident of Roy H. Williams Marketing Inc. 
He may be reached at 5 12- 29 5-5700 or bye-mail atroy@rhw.col1l 

For subscriptions, coli 1·80().610-5771 
www.radioink.com RADIO INK - AUGUST 21 , 2000 



The Piggies And 

The Big Bad Wolf 
I've heard it called a "power 

rating" and a "power ratio." 
I've never bothered to ask 

which term is correct because, in 

only a tiny fraction of the bi ll ing that we do with 
only 1,080 daily newspapers* T he small guys are 
measuring their total potential only by what they 
can steal from one another." Then they all squeal 
in pure piggy delight. my opinion, the whole concept 

is flawed. It's just another sad ex­
ample of the kind of thinking 

ROY H. WILLIAMS that keeps th is business ca ll ed 

H ere's what the pi ggies are say ing in 
Zurich , Switzerland.** "In the past five years, 
there has been a· 5.3 percent decline in circu­
lation of dailies in the Un ited States, while the 
fa ll over 10 years has been 10.4 percent. That 
means 6.5 mi ll ion less people buy a daily news­
paper in the United States today than a decade 
ago ... while advertising revenues have soared ." 

» If your station 
has 8 percent of 
the audience and is receiving 
only 7 percent of the dollars 
spent on Radio, then you have 
a bad power ratio. 

» If your station has 8 percent 
of the audience and is billing 
1 0 percent of the Radio dollars, 
then you're a big bad wolf. 

» Ifs another example of the 
thinking that keeps Radio so 
much smaller than it ought to be. 
» The media market as a whole 
has grown rapidly, from $151 bil­
lion in 1979 to $367 billion in 
1993. Figures from 1997 show 
Radio revenue at just under 
$12.5 mbillion. Do your math. 

~-------------- -- -
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Radio so much smaller than it ought to be. 
The way I understand it , if you r station 

has 8 percent of the audience in your city and 
is receiving on ly 7 percent of the dollars spent 
on Radio, then you have a bad power ratio . But 
if your station has 8 percent of the au dience 

and is billing 10 percent of the Radio do ll ars, 
then you're a big bad wolf who is allowed to 
stick his thumbs under his suspenders and strut 
about the room . 

But guess what, Wolfie! You ain 't 
blowin' anybody's house down. The 
little newspaper, direct-mail and 

Internet piggies are smoking (".'. '.'6 
cigars and laughing at you . 
See 'em all wagging their fat 
littl e tails in your direc­
tion! They're not doing 
it for the exercise . 

Want to know 
what the little pork­
ers say about Radio 
when you're not 
listening! They 
say, "As long as we 
can keep those 
dogs fighting for 
the scraps that fa ll off 
our table, we'll stay 
plenty fat. But God 
help us if they ever 
get together and 
figure out wha t 
they've really got." 

Then the fattest lit­
tle piggy says, "Don't 

worry, boys. Those dogs 
think they're on a roll . But 
all 11 ,070 o f 'em are do ing 

Let's take a peek at a special report , Media 
Concentra tion in the United States, by Eli M . N oam: 
"First, the media market as a whole, defined as 
the market for broadcast, cable, print and con-

tent, has grown rap id ly, from $151 bil­
lion in 1979 to $367 

bi ll ion in 1993 ." 

The latest figures 
avai lable from Duncans 

American Radio ( 1997) show 
total Radio revenue at just under 
$12.5 bi ll ion. Do the math. 

Recently I sat down 
with executives from J. WaI­
ter Thompson and Young & 

Rubicam . I to ld them about 
the power of the spoken word 

as it ente rs Broca's area of the 
brain. It's very pro-Radio. 

Immediately fo ll OW ing my met­
tings , the strategy planners and 

me dia buyers have looke d at me in ­
credul ously and asked , "Why have the 

people in Radio never told us any of 
this! " I usually just shrug my shoul­
d ers and say, "I g uess t h ey've a ll 
been a littl e too bu sy with t h eir 

power ratios and alJ. " Iii! 
* From AmcrictHl JOllrtlalislII Review. Jul , 24, 2000. 

** Accorditl9 10 Ihe allnllal su rvey oj World Press Tmlds 
publ;sh,d by Ib, World Assoc;al;o" oj N,wspa pm . 

For more articles from the Wizard, Roy 
Williams, visit our Website, 
www.radioink.com. and click on columnists, 

Roy H. Williams is president oj Roy H. Williams Marketing Inc. 
He may be reached at 5 12- 2 95 - 5 700 or bye-mail atroy@rhw.com 

For subscriptions, call 1·800<> 1 0-577 1 
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Deserters Or Pioneers? 
The Effect Of New Technology 

"your beard has 
gotte n a lo t 

ROY H. WILLIAMS 

more g ray," 

he says . I reply, 
"Yea h , and you're 

ga ining weight" I'm 
visiting Eric Rh oads 

in San Francisco. 

» A team of 35 
brill iant special­
ists have perfected the cure 
for Internet e-commerce 
cancer. 

» The new technology uses 
the intrusiveness of sound, 
echoic retention and other 
key Radio principles to turn 
the boring slide-show of the 
Internet into persuasive 
theater-of-the-mind. 

» What will happen when the 
failing Internet companies re­
alize that the new technology 
can turn all their red ink into 
black and that major advertis­
ers are going to start pumping 
billions of new ad dollars into 
traditional Radio? 

I 
I 
I 

» Will Radio see those in the I 
I new technology as deserters I 

I or as pioneers? : 
L _ _ _______ _ _______ J 

18 

"H ow lo ng has it been since we saw 

each other face-to-face?" he asks. I 
answer, "It's been just over two years, 
buddy" I've never seen a man 's eyes 

grow quite so wide with surprise. Eric 
thought it had been on ly a couple of 
months. Eric Rh oa ds is possibly 
America's busiest man . 

What I saw and heard during 
the next 36 hours would ope n my 

own eyes even wider than Eric 's had 
been . Le t me put this as plain ly as I 
can . Eric Rhoads and a team of 35 brilliant spe­
c ialists have perfected the cu re fo r Inte rnet 
e-commerce cancer, but they haven't announced 

it ye t. Can you imagine what's go ing to hap­
pen when all the failing Internet companies re­
alize that Eric's new technology can turn all 

their red ink into black? What Eric and his team 
are doing in San Francisco isn't precisely In ­
ternet Radi o , but it does use the intrusiveness 
of sound , echoic retention and other key Radio 
principles to turn the boring slide-s how of the 

Internet into persuasive theater-of-the -mind . 
When I finally absorbed what Eric 's team 

had perfected, I just stood there wi th my mouth 
o pen. Then Steve Rivers walked into the room. 
I've said o n many occas io ns that I beli eve Steve 
Rivers to be the most versat il e Radio program ­
mer in the world today. "Steve, what are you 
doing here?" I gasped . His answer was a si mple 
o ne . "I work here," he sa id . I had to sit down. 

Looking up at them, I sa id , "Cuys, I hope 
you realize that, when word gets out about what 
you're do ing here, a lot of sma ll -minded peo­

ple will accuse you o f abandoning Radio" Yeah , 
we know," Eric answered sadly, "a nd it wi ll be 

the same o nes who are paying you to do a pub­
lic sem inar in their city and then refUSing to let 

in any Radio reps, except their own" Eric, Steve 
and I stared silently at the floor for a few mo­
ments un ti l Rivers broke the silence. "Are Radio 
people ever going to realize that Rad io's rea l 
struggle isn ' t about which format is best or 
which audience is best or even whether Radio 

is better than TV? Are they ever going to re­
alize that our collective struggle is to prove the 
superiority of sound over sight? Wi ll our friends 
in Radio see us as deserters or as pio neers?" 

Eric answered , "Steve, when we've cured 

the cancer of e-commerce and finally prove n 
the superiority of sound over sight, all the major 
advertisers are going to start pumping billions 
of new ad do llars into traditional Radio . That's 
why we're do ing this, remembert" 

"But Eric ," Steve asked, "When the para­
digm shift fina lly happens, will our Radio friends 
remember that we caused it to happen?" The 
moment became as quiet as a tomb . Eric and 
Steve seemed to have forgotten that I was there. 
After another silent moment, Eric answered , "I 
sure hope so , Steve . .. I sure hope so." soa 

For more articles from the Wizard, Roy Williams, 
visit our Website, www.radioink.com. and click 
on columnists, or visit www.WizardofAds.com 

Roy H. Williams is president oj Roy H. Williams Marketing Inc. 
He may be reached at 5 12-295-5700 or bye-mail atroy@rhw. com 

For subscriptions, call 1·80().610.5771 
www.radioink.com RADIO INK - SEPTEMBER 18, 2000 
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Wizard of Ads 
Academy 
Throughout this new advertising 
academy, started by best-selling 
author Roy Williams, "Wizard " is 
the theme, Find out why in this 
in-depth analysis of the course. 

-

- - - -- - ---- - -
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Roy Williams attended college in 
1977 ... for two days. Then, he took a 
job at minimum wage, changing tapes at 
KAKC-AM 970 Tulsa . CM Dennis 
Worden invited Williams to join the sales 
team after he noticed Williams' ability to 
write great copy. Within a year, Williams 
was SM. By age 26, he was CM and the 
youngest of the 32 employees. 

Since then, Williams has figured out 
how to make Radio, which he refers to as 
"the renegade media," work for business­
es. He uses great-sounding, well-written 
commercials and runs them for 52 weeks 
a year, turning businesses into over­
whelming successes. As a result, his 
clients have become multi-millionaires . 
Today, Williams maintains 52-week 
schedules on more than 550 Radio sta­
tions in 38 states. 

Williams and his crew are almost 
cult-like in their beliefs and teachings. 
They tell students and clients that the 
way advertising is done today is com­
pletely wrong. Their goal is nothing 
short of "changing the world" - one per­
son or business at a time. 

Pennie Williams, Williams' wife, is 
COO of Williams Marketing. The goal 
of the company, she says, is to change 
how advertising is done now: "We want 
to teach people how to make it start 
working. When you boil down what 
people are scurrying around trying to 
accomplish, you wind up with three 
motives. We all want to make money, a 
name or a difference. We have to choose 
our priority. For us, the obvious choice is 
to make a difference." 

AN ACADEMY IS BORN 
The program at the Wizard of Ads 

Academy lasts three days. Tuition is 
$3,500, including lunch. Travel and hotel 
accommodations are not included. 
Attendees are required to make presenta­
tions, complete homework assignments, 
write and critique Radio commercials, 
and learn about the brain , business topol­
ogy, chaos, Robert Frost, Dr. Seuss and 
Claude Monet. Most important, students 
learn the elements needed to grow their 
clients' businesses. 

"I'm not going to tell you what to 
do," Williams says as he kicks off Day 
No.1. "I'm going to teach you how to do 
certain things. I'm going to teach you why 

not to do other things. Most advertising 
doesn't work. You have to have under­
standing, global perspective." 

The course (SEE SIDEBAR at right) 
is based on five elements. First is the 
brain. Williams explains how selling is a 
transference of confidence. Because 
clients try to influence the brains of their 
customers, doesn't it make sense to know 
how the brain works? 

Next is the client. The business must 
be well-run. "Never deal with an idiot/' 
Williams says. The best copy and the 
highest frequency cannot save a poorly 
run company. 

Copy is third. Ads must be well­
written and well -produced. The course 
offers great detail on how to write results­
producing commercials 

The fourth element is the schedule. If 
you buy into the Wizard philosophy, rat­
ings, cost-per-point, the morning show 
and the signal all go out the window. 
Airing 21 spots a week for 52 weeks a year 
on any size Radio station will net results. 

Finally, chaos. Learn to love it, then 
apply it to your work. 

THE BRAIN 
Who Is Broca? 

Broca's area is defined as: the part of 
the human brain that attaches verbs to 
actions and anticipates the predictable. 
It is the gateway to the dorsal-lateral 
prefrontal association area (wherein lies 
the imagination). 

According to the Wizard philosophy, 
success is about surprising Broca, the area 
of your brain which detects predictability. 
When you think about it, it almost seems 
too simple. Humans are drawn to things 
that are surprising, shocking, 68 ~ 

The Wizard of Ads 
Academy Curriculum 

Day One -
- What exactly is a Wizard? 
- The "Uncovery" 
- An Overview of the Advertising 

Performance Equation 
- Business Topology 
- Brain Anatomy 
- Branding 
- WizardSwords Vocabulary 
- Review of the Seven Top Choices 

Day Two-
Being Monet: Great painters, photogra­
phers, poets, novelists and songwriters 
affect our thoughts and emotions through 
their art. They change our opinions and 
moods. The foundational premise of Wizard 
Academy is that by a careful analysis of the 
techniques used by these masters, we can 
adapt their time-tested techniques to help 
us better persuade through words. In effect, 
you will learn to paint images with words 
exactly as Claude Monet painted with brush 
and palette. You will use his techniques 
and follow his precise instructions. 

Day 3-
Practical Applications of Chaos Theory: We 
guarantee that it will radically change your 
perspective, your methods and your results . 
Student Presentations of Homework. The 
techniques learned in Day 2 are the ones 
our students will use to create the work 
that will be featured in their collective 
effort, Accidental Magic, a book that will 
be released October 1, 2001. 90 Minutes 
with Nick: When you thought it couldn't get 
any better, you meet our consulting psy­
chologist, Nick Grant, Ph.D. 



Broca', .vea 

Concept bV: SIMa --.o~, PhD 
Cente< 'or8lomedlcol1!1l0rm0tt0n. ~ 01 ~ 8razI 

Understanding how the brain works is key to under­
standing what makes people do the things they do. 

"The Brain" is an early lesson in the academy, 

catastrophic and chaotic. Anything pre­
dictable is boring. Sounds like most of the 
ads on your station, doesn't it? 

The course includes a short lesson 
on the anatomy of the brain. The instruc­
tor emphasizes the effect that one part of 
the brain can have on the success of an 
ad, a campaign and a business. 

In 1861, Paul Broca identified the 
section of the brain involved in speech 
production; and it specifically assesses 
the syntax of words while listening and 
comprehending structural complexity. 
People suffering from neurophysiological 
damage to Broca's area are unable to 
understand and cannot make grammati­
cally correct sentences. Their speech 
consists almost entirely of content 
words.' 

Williams believes that the secret of 
persuasion lies in our skillful use of action 
words: "The magic of advertisi ng is in 
the verbs." 

"Describe what you want the listen­
er to see," says Williams, "and she will see 
it. Cause her to imagine taking the action 
you'd like her to take, and you've brought 
her much closer to taking the action." 

A great example of surprising Broca 
is poetry. How many times do you have 
to read a poem to understand its mean­
ing? It makes you think. It makes you 
struggle. It makes you wonder. 

How many times can your local car 

1 S,cret Formulas of th, Wizard of Ads, p. 52 

Movement VrlJJlury ,-luluf CUfhM 

Tactile Information 

~in Map Review - W'rurd of Ad. A",demy 

dealer sing from the mountain top that he 
offers free mud flaps with a purchase this 
month? By offering free ice cream with 
every test drive, he believes that if he can 
get your listener in the car, his chances of 
closing the deal are better than 50 percent. 
Radio people fuel this old-style method of 
selling by pitching advertisers these pro­
motions and running crazy spots. 

Instead, when writing Radio com­
mercials, we need to think of Broca's area 
as a stage upon which our :60 story will 
be performed in the listener's mind. 
Think of Broca as the theater critic or the 
judge. Will Broca walk out on your story? 
Electrify Broca, and you have a winner 
for your client. Williams says, "The door­
way into the imagination - therefore, 
the key to great Radio ads - is Broca's 
area. The key that unlocks the door is 
surprise and unpredictability." 

In most cases, Radio people whip 
together copy 20 minutes after a sale or 
tear an ad from a newspaper and give it to 
the over-worked production department 
with the instructions, "Make it creative." 
Translation: Bore Broca. 

Although we can't change the way 
Radio stations operate, we can change our 
own habits. Start by picking up a few 
books on poetry. Incorporate the tech­
niques poets use to surprise Broca with 
your copywriting. Analyze the effective­
ness of ads played during any of your 
stopsets (as opposed to monitoring other 
stations for sales you've already missed). 
See if you are surprised by any of the ads. 
Are they working for the clients? You'll 

probably discover that if you master the art 
of surprising Broca, you'll be the only rep 
writing and selling ads that truly net results. 

THE CLIENT 
"Never Deal With An Idiot" 

Once you understand the art of sur­
prising Broca, its time to research your 
clients and prospects, and decide who 
deserves the opportunity you are about 
to present to them. It all starts with a 
smart client. Bad business operators will 
lead to bad results. "I cannot help an 
advertiser who is not delivering a positive 
experience to the customer," says 
Williams. "Ultimately, the advertiser 
must be good at what they do, or there is 
no advertising plan in the world that can 
help them." 

So, how do you determine who 
deserves to be made a millionaire by you? 
According to Williams, every rep should 
answer this question: "Do I really believe 
in this business? If so, why? 

"It requires a subjective judgment, 
but there's really no other way. The most 
trustworthy indicator of potential success 
is passion. As prospects talk about their 
company - its goals, products, history 
- you must learn to look for the gleam 
in their eyes and listen for the commit­
ment in their voices." 

Emerson "Skip" Robbins was one of 

I Reach me via I~I Em e rs kiP@aol . coml 

those clients. He is living proof that if 
used correctly, the philosophy taught by 
the Wizard Academy works for Radio. 

Robbins was part of Robbins Bros. 
Jewelry in Los Angeles before he cashed 
out and started another company. 
Robbins Bros. is known as "The World's 
Biggest Engagement Ring Store" in 
Southern California. They made their 
start in 1992 on KIIS-FM exclusively. 

Now, they are the station's second 
largest advertiser. They use Radio 
exclusively and enjoy better than 68 

percent unaided recall. No one else in 
the jewelry business has ever broken 11 

percent. Their ads air on 13 stations in 
Los Angeles and nine in San Diego. 
They buy ads 52 weeks a year. 

"You have to have a business that 
makes sense, a business people want to 
patronize," says Robbins. "All you're 
doing is making more people aware of it. 
If you get them in and you don't 70 ~ 



"I'm going to 
teach you how to 
do certain things. 
I'm going to teach 
you why not to 
do other things. 
Most advertising 
d f k ff oesn t wor . -RoyHWilliams 

Just How 
Sensitive Are Your 
Media Collections? 

When it comes to collecting past-due media receivables, one 
clumsy move could shatter a solid business relationship. There's 
no substitute for tlle sure touch of a specialist. 

Szabo ~iates is tlle only collection finn specializing exclusively 
in media collections. We understand tlle complex, sometimes fragile nature 
of media agreements. We know when to apply pressure, and when to negotiate. 

Since 1971, we have helped more tllan 3,600 clients achieve faster, more 
substantial settlements in every medium imaginable. Let us help you. Send us 
details of a past-due account, or for more infonnation, call us or visit our 
website at \VW\v,szabo.com now. Because in a business as tough as yours, 
you need a different breed of collection service. 

TE L 4 04 - 266-246 4 FA X 4 0 4 -266 - 2165 
EMAIL I N FO@S ZA BO . C O M WEB SITE WWW . SZA BO . COM 

deliver what you said you would, you 
lose their trust. Nobody believes com ­
mercials. When a customer can see that 
you deliver when they come through 
that door, it is shocking to them." 

How many jewelry stores do you 
call on that place ads only during 
Valentine's Day, Mother's Day and 
Christmas? Tell your clients to stop 
doing what businesses within their 
own category are doing. Tell them to 
study Home Depot, Toys 'R Us or 
Amazon.com. 

At the Academy, this is called 
Business Topology - the practice of 
identi fy ing parallel businesses by 
matching their defining characteris­
tics. H enry Ford didn't study the auto­
motive industry. He studied the meat 
packing industry. This led to the belief 
that he invented the assembly line. 

THE COPY 
Frost, Seuss, Monet and Crazy Ivan 

The order is in , and the sale is 
made. The spots, albeit at a light fre ­
quency, are scheduled to run. Now 
comes the hard part - writing the copy 
for the commercial. The story needs to 
stimulate Broca. How do you write it? 

There are no copywriters (we call 
them production directors) at Radio sta­
tions, so let's deal with reality. You have 
to write the spot. Here is your critical 
moment of truth . Don't allow your 
prospect to tell you that he tried Radio 
and it didn't work. Don't put yoursel f in 
a position to blame the production 
department. And, don't forget that ugly 
feeling - the one which te ll s you that 
you did everything right, except pro­
duce a commercial that lives up to the 
hype you laid at the customer's feet . 

Here is where the winners are sepa­
rated from losers. Follow the Wizard 
Academy philosophy. Apply these ele­
ments to your next commercial. 

Eliminate the black words. Avoid 
words that do not contribute toward a 
more vivid or colorful mental image. 

Follow the writing style of Robert 
Frank. His writing style is accurate but 
selective in its inclusion of detail. He 
approaches a subject from an unusual 
angle (remember: Surprise Broca). 

Put the known underwater. Why 
state the obvious? Edit or delete informa­
tion you assume the listener 
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The best new radio 
id'i of this (fntury. 

It's a simple idea whose t ime 
has come - a user-friendly way to 
increase response. 

Listeners just dial #333 on their 
wireless phones and say t he name 
of the advertiser. 

It's safe, simple, and air-t ime-free. 
No more impossible-to-remember 

800 numbers. 

Double the 
Response Rate. 

Market tests demonstrated that 
ewireless' patented quick diali ng 
process "doubled historical response 
levels" for radio commercials. 

ewireless' gateway will be available 
soon thru stations in Top 50 markets. 

Wont to know more? 
Go to ewireless.net 

• 
The Air-Time-Free 

Consumer Gateway. 

CALL: BRUCE BENDINGER 
847.926.5600 ext.56I 5 

www.ewireless.net 

W"lZardS need rest, too. Roy Williams is caught in a moment of poetic reflection. 
To inquire about signing up for tile academy, call 512-295-5700 and ask for Pennie. 

Wizard of Ads Academy 
Course Dates 

Year 2000 
October 24-27 
November 29 -
December 1, 

YEAR 2001 
January 24-27, 
February 21-23, 
March 21-23 
April 25-27 
May 23-25 
June 20-22 

already knows (remember: Don't Bore 
Broca). Most people write about the 
seven-eighths al ready underwater. Write 
about the one-eighth above water. 

Frosting. Replacing common, pre­
dictable phrases with unexpected, color­
fulones. 

Seussing. Invent words. Read a Dr. 
Seuss book and you will see how a man 
who invented words became a best-sell­
ing author. 

Be Monet. In order to create great 
ads, follow these three rules: Ignore the 
details, exaggerate the color, and remove 
the black. In the same way Monet paint­
ed, write "impressionistically," rather than 
accurately. Use poetic exaggeration and 
overstatement. Select words according to 
the intensity of their associations, or 
color. Minimize the use of black words. 

Your ads must also have an FMI, the 
first mental image or opening scene, and 
an LMI, the last mental image or closing 
scene in a mental sequence. According to 
Williams, "Great writers involve the lis­
tener as an active participant." 

Once you are done with the ad, cre­
ate your client's masterpiece by adding 
what is referred to at the Academy as "a 
third gravitational body." This is a tiny 
element which contributes to the cre­
ation of a chaotic system. Add something 
to your ad that doesn't belong. In class, 
this element is referred to as a Crazy Ivan. 
It could be a sound effect, a third voice, a 
fourth voice or something else. 

The result gets the listener thinking. 
It creates chaos, forcing the brain (Broca) 

to work harder. It surprises Broca. The 
alternative is most of the Radio ads 
played in most stopsets at most Radio sta­
tions across the country. 

THE SCHEDULE -
THE 52 PICKUP 
52 Weeks - You Pick Up The Spot 

Things could be a lot worse . The 
Academy could have sung the praises 
of teleViSion , newspaper or even the 
Internet as the ways to net results for 
business owners . Instead, it's about 
using Radio by placing an average of 21 

spots per week for 52 weeks a year. 
Why are we afraid to make annual 

proposals? Williams believes that Radio 
stations haven't realized that a client's 
marketing plan should be exactly as 
long as their business plan. 

"Most clients have a business plan 
for at least the next 12 months, and 
many of them have five-year plans. An 
advertiser who purchases advertising on 
a monthly basis has no real confidence 
in the advertising. The rep's job is to 
focus the client's attention on the client's 
business , not on the Radio station. 
Then, it's rather easy to convince them 
to begin planning for success, using a 
longer time horizon than 30 days." 

At any Radio station, it would take 
about 70 clients to sell out a station for 
a year. If each salesperson handled 23 
accounts , the station would need only 
three salespeople. That flies in the face 
of the way we sell Radio today. We hire 
as many salespeople as possible, 74 ~ 



JThe magic of advertising is 
in the verbs. Describe what 
you want the listener to see I 

and he will see it./I -RoyH. W,U.= 

knowing that one of four will succeed, 
and hoping that they close enough 
deals to help us hit our month . 

Most stations would want to raise 
rates based on ratings and inventory. At 
that point, the annual agreement with the 
client is hardly worth the paper on which 
it's printed. It also contradicts what we 
tell clients, that we are in the business of 
helping grow their business. 

Mike Webb is a former employee of 
Williams Marketing. He has more than a 
dozen years of experience in Radio and 
operates a marketing firm that uses Radio 
as the primary medium for clients. 

"Management is so ingrained in big 
account lists, lots of sales calls and 'what 
have you sold for me lately:" he says, "that 
they11 never be satisfied with the slow, 
steady process of building a campaign. 

"For example, if a salesperson walked 
into his manager's office on New Year's 
Day and said, 'I have 25 accounts signed 
up for annual contracts at 25 spots per 
week: he would be a hero until the end of 
the month. Then, the manager would say, 
What have you been doing all month? 
You haven't sold a thing.' He would be the 
top biller at almost any station; yet, if he 
didn't go out and sell somebody else, he 

Working wnh the people Research 
Director, Inc. is like calling a team of 
surgeons together to help you wnh a 
medical problem. They're at./ays quick 
wnh an accurate analysis and confident 
in making recommendations. We use 
them. 

would probably be fired . 
"About four years ago, I had an 

annual contract with a station that 
changed formats two months after we 
signed a contract. The new format did 
great in the ratings. With about four 
months left on the contract, the station 
gave me an ultimatum: 'Pay our higher 
rate or we'll cancel your contract.' I can­
celed the contract. My client has never 
been on that station again. The station 
still ranks very high, and my client is 
growing quite nicely without them. Who 
lost on this deal?" 

FIND A GUINEA PIG 
It's a mistake to believe that because 

you understand all the elements of these 
teachings you can apply them to every­
one on your account list. You can't. 

Rather, show confidence that you 
can increase the revenue or profit of a 
particular customer, to the pOint that it 
would be a sin if they didn't listen to you. 
Once you've mastered that technique, 
you'll never have to worry about rejection 
or cold calling again. That kind of confi ­
dence puts you in a position to grow a 
customer's business. 

So, take one business you know is 
well-run, and apply the principles from 
the Wizard of Ads Academy. Get them to 
commit to 21 commercials a week, 52 

weeks a year at your station. Get them to 
understand that not only is the power in 
the schedule, but it's also in the words 
you've crafted for them on the page. 

Make sure you have the capability to 
track their results. Know the company's 
revenue before you launch the new cam­
paign, then see what it is when the cam­
paign ends. Try and change the world, 
one customer at a time. !iii 



But What About the Internet? 
The Sound Is Missing 

AS recently as 100 days 

ago , the new -think 

people were still loud­

Iy sco rnin g brick-and-mortar 

stores as being outdated , o ut­

moded and passe . 

"The Internet is here ! 

Brick-and-mortar is dead l All ROY H. WILLIAMS 

The extreme difficul ty of si lent , sugges­
t ive se ll ing has everyth ing to d o w it h t h e 

location a nd function of the dorso latera l pre­

fronta l associatio n area of the b rai n , t he s in ­
gula r path way to the prefro n ta l cortex , th e 

center of decision -mak ing , p lannin g , e m o­
t io n and judgment. 

T h e fai li ng dot-co m s h ave n 't figu red 

t h is o ut yet. Bu t can we rea ll y bl ame t h e m 

wh e n mos t Rad io fo lks h ave n't figu red it o u t 
yet , eit h er? 

» The Internet 
today is little 
more than a silent slide 
show, missing "sound," thus 
making it ve ry poor at sug­
gestive selling. 

}) Tomorrow's Internet will 
feature intuitive software. 
Each customer will see and 
hear a unique presentation 
carefully customized to suit 
his or her personal taste. 

» A team of Internet re ­
searchers has figured out 
how to integrate sound, with 
the resulting new technology 
to be announced. 

» Why isn't it someone from 
Rad io who explains the cog­
nitive neuroscientific advan­
tages of sound to America 's 
anxiously awaiting business 
community? 

I 
I 
I 
I 
I 
I 
I L _ _ _ _ _ _ ___ _ _ _ _ _ __ _ ~ 
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Listen up! The Internet 
needs Radio's baby 

- sound. 

On th e Internet of to morrow, in tu itive 

software wi ll function as a d ig ita l sales per­

so n, not ing both the ti m ing a nd the seq ue nce 
of t he c usto mer's c h o ices a nd ada pt ing th e 

e ntire Website presen tation to fit t he p refer­

ences of th at customer. In effect , each cus­
,....----, tomer will see and hear a uni que prese ntation 

new economy!" 

I wasn't li stening then , and I'm not li sten­

ing now. 

Not li stening - that's the crux of the prob­

lem. In its present fo rmat, t he Internet is littl e 

more than a silent slide show. Do I believe that 

the Internet is the future ? Absolutely. I just hap­

pen to know that one essential ingredient is 
st illmi sing from the soup. That mi ss ing in ­

gredient is the seductive , pervasive , and irre­

sistible thing that we ca ll , in the Eng lis h 
language, "sound ." 

Today's Internet is merely an automated­

response mecha ni sm that effect ivel y de livers 
o nl y that which was requested of it . It's a grea t 

library for looking up in formatio n, and it's a super 

cata log for finding what you know you want. 

But th e Internet is very poor at suggestive 

se lling. This is a weak ness of all libraries and 

cata logs. The problem is their lack of sou nd . 

that has been carefu ll y custom ized to suit his 

or her personal taste. A ll t h e psycho logica l 

researc h required to acco m p lis h thi s h as al­
ready been don e , by the way. If yo u'd l ike 

to read up o n it , look into the Johari Window 

and see what you find on the Myers-Briggs­
type ind icator. 

"But what wi ll be the sound o f the Internet?" 

I thought you'd never ask. 

About a year ago , a stealth team was as­

sembl ed in Silicon Va ll ey. Their miss ion was 

to figure out how to integrate sound into the 

Inte rn et , how to add suggestive se ll ing to the 

s il e nt show. 

The resulting new tec h nology wi ll be an­

nounced very soo n . I pla n to be the first to 

buy stock. 
But the d iscomforting question that's been 

nagging at me late ly is this: Why wi ll it be a 

team of Intern et researchers that fina ll y ex­

plains the cognitive neuroscie ntific advantages 

of sound to America's anxiously await ing busi­
ness commu n ity? W hy wi ll it not be so meone 

from Radio ? Is it possib le that Radio people 

simpl y don 't know? 6:l 

For more articles from the Wizard, Roy Williams, 
visit our Website, www.radioink.com. and click 
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I I 

The IMPOTENCE Of Advertising 

Rare today is the business 
owner who will ask ad­
vertising to do only what 

it can . Most are asking adver­
tising to do what it cannot. 

Let me say this plainly. Ad-

se lection , low qua li ty, high prices , inconve­
nient shopping hours and unfriendly employ­
ees just because your station asked them to . 

vertising cannot repair a flawed 
ROY H. WILLIAMS business model. Advertising can 

on ly accelerate what was going to happen any­

Do you want to know why business own­
ers continue to ask advertising to do what it 
cannot do? It's because every ad rep they meet 
tells them, "All you need to do is reach the right 
people , and I've got the right people for you ." 

If a business has what it takes to succeed, 

» Advertising 
cannot repair a 
flawed business model. 
» But ask a struggling busi­
ness owner why his business is 
in a slump and he'll say: "Our 
advertising isn't working." 

» Business owners ask ad­
vertising to do what it cannot 
do, because every rep they 
meet says, "All you need to 
do is reach the right people, 
and I've got them for you." 

» Your advertisers are your 
partners in success. Why not 
call only on businesses you 
know will deliver what you're 
going to promise in the ads? I L _ _ _ __ _ _ ____ _ _ ____ ~ 
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way. Look at the title 
again . It doesn't say 
"importance" of ad­
vertising. It says im­
potence . ~hen it 
comes to correcting 
the problems of poor 
selection, low quali­
ty, high prices, bad lo­
cations, inconvenient 
hours , weak war­
ranties , unfriendly 
employees, shabby 
decor and the nega­
tive word-of-mouth 
that flows from these, 
advertising is essen­
tially impotent. But 
ask a struggling busi­
ness owner why his 
business is in a slump 
and he'll most likely 
tell you: "Our adver­
tising isn't working. 
~e're just not seeing enough traffic." 

There are successful businesses in your 
town that do virtually no advertising, right? 
So why does it surprise you that a business 
can struggle and fail in spite of brilliant ads? 
Far too many advertising salespeople are feel­
ing guilty about failures that were utterly be­
yond their control. If you want to fee l guilty, 
at least feel guilty about something that was 
your fault. Feel guilty about having called on 
the loser in the first place. Feel guilty about 
all the hype you spewed about your station's 

having a "loyal audience." Trust me , no audi­
ence is so loyal that they will endure poor 

it can succeed in 
sp ite of bad adver­
tising . Your station 
can only accelerate 
and enlarge that suc'­
cess. Your advertisers 
are your partners in 
success. ~ith that in 
mind, might I sug­
gest that you call 
o nly on businesses 
that you know wi ll 
deliver what you're 
going to promise in 
the ads? Cood ad­
vertising won't save 
a bad business . 

~hat? You say 
there aren't enough 
good businesses in 
your town for you to 
make your month ? 
You say you're going 
to have to continue 

calling on anyone and everyone and saying 
whatever it takes to get them to buy? Co get 
a calculator, multiply your spot rate times 
1,200, and then multiply that total times 25; 
because 100 ads a month is the annual con­
tract that you're going to sell to each of 25 
clients . If you'll actually do the math and make 
the calls , you're going to be your station's top 
biller and make more money than you ever 
dreamed possible . !=l 
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BAD MATH 
Does your state have a lot­

tery? Do you ever buy lot­
tery tickets? You do? You 

must be a Radio rep. Because in 
most instances, 100 percent of 
the price of a lottery ticket is a 

ROY H. WILLIAMS 
volun tary tax paid by someone 
who is extremely bad at math . 

Radio reps are extremely bad at math . 

» "We have a loyal 
audience." The truth is that 
you 're sharing most of 
"your" listeners with other 
Radio stations. 

» "We're No. 1 with females 
18-25." Take a look, and 
you'll see that your largest 
and strongest cell comprises 
no more than 19 percent of 
your total audience. 

» The third bit of bad math 
is gross ratings points. Does 
1 00 GRPs mean that I'll 

EXCLUSIVE AUDIENCE 
H ere's my favorite bit of it: "We have a loyal 

alldifl'lce ." H ave you ever actually looked up your 
station's exclusive cume? For those of you who 
are un familiar, exclusive cume refers to the num­
ber of people who li ste n to your stati o n and 
your station o nly. They may watch th ree hours 
of te levision, spend an hour readin g the news­
paper and see 200 billboards each day ; but 
whe n it comes to Radi O, they li sten o nl y to 
your stat io n. 

The largest exclusive cume I've ever seen was 
17 percent. T his means that 83 percent of the 
most loyal Radio audience in America can also 
be found hanging out at other places along the 
Radio dial. Now what was it that you were say­

ing about "your" listener bei ng di ffe rent fro m 
"their" listener? The tru th is that you're sharing 

most of "your" listeners with other Radio stations. 

WHO'S TOP DOG? 
The second bit of bad math happens when 

Radio reps begi n boasting about thei r stati o n's 
strength in a particular demographic cell : "We 're 
NO . 1 with females 18-25 ." Take a look, Number 
One, and you ' ll see that yo ur larges t and 
strongest cell comprises no mo re than 19 per­

cent of your to tal audience. So are you 
actually proud o f the fact that, by buy­
ing your stati o n, I'd be wasting o nly 8 1 
percent of my money? If Ilet you stre tch 
the targe t to females 18-34, I'd still be 
wasting 69 percent of my money. Please, 
please tell me that you already know that 
"loyal audience" and "demographic tar­
geting" are not your stronges t pitches. 

GROSSLY INCORRECT 
The third bit o f bad math didn ' t 

ori ginate wi th Radio reps, but they are 
cheerfully complicit when it favors their 
sta tion o n a buy. They di sagree with it 
o nly when it favors someone else . It 's 
ca lled "gross rati ngs pOin ts ." 

GRPs were inve nted by a med ia 
buyer looking for a mathematical way to 
compare the effici ency o f utterly unre­

lated media . The concept is flawed at its very 
co re . By calculating "gross impress io ns" and 
then casting that number against the total po p­
ulati o n, we achieve Gross Ratings Po ints. But 
it was way back in step one - when reach was 
mul t iplied by frequency to calculate gross im­
pressio ns - where the fa tal mistake was made . 
Although from a mathematical perspective , it 
may seem reasonable to multiply reach times 
frequency, the result is truly tragic. So I buy 100 
G RPs - does this mean that I'll reach 100 per­
cent of the city once , half the city twice, o r ten 
percent of the city ten times? Only a fool would 
assume tha t it doesn't matter. SiiI 

For more articles from the Wizard, Roy Williams, 
visit our Website, www.radioink.com. and click 
on columnists, or visit www.WizardofAds.com 
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sume that it doesn't matter. I 
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A Whole New Pitch 
night and said, "That's a really nice pin . What's 
it fod' Juan Manuel answered that he had "grad­
uated fro m advertising school three weeks ago. " 
The stranger said , "The company I work for is 
looki ng for some new ideas. Maybe you should 
come and make a prese ntation." 

Juan Man uel Garc ia is any­
thing but a sa lesman . Any­
o ne who knows h im will 

test ify that he is a se nsitive , 
gen ui ne nice guy who cares 
deeply for all living things and 
wouldn't h urt a fly. H e has 

ROY H. WILLIAMS never atte nded a sa les trai ning 
A week late r, Juan M anuel walked in to 

a co n fere nce roo m and too k hi s plac e in 
fro nt of the firin g squad. Loo kin g into the 

faces of a room full of experts, each 
wi th a huge stac k of research o n the 
tabl e in fro nt of hi m , Juan M anue l 
suddenl y rea li zed th at he was about 
to ta lk to the advertisin g comm it tee 
of a bi g company. 

» Sales prospects 
don't want to hear 
the same old, hackneyed presen­
tations about why they should ad­
vertise with you. 

}) If you want to grab the atten­
tion of your prospects, show them 
something new. 

}) Make it a point to look for new 
ideas you can include in your sales 
presentations. L _____________ _ ___ ~ 
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course and has no idea of how to "overcome 

objections" W hat hap pened to Juan Manuel 
Garcia , I wouldn't wish on my worst enemy. 

It all began when Jua n Manuel's hard-dri ­
ving brothers, Guillermo and Sergio, convi nced 
him to join them in a brand-new, start-up ad­
vertisi ng agency that would serve Spani sh-lan­
guage businesses throughout the Un ited States, 
Central and South America . It never occurred 
to gentle Juan Manuel that he might need to 
know how to make a sales presentation or "ask 
for the order." He assumed that he would only 
need to know how to make adverti sing work, 
so he enro lled in a crash course that promised 
to teach h im. Soon Juan Manuel was sporti ng 
a so lid-go ld lape l pin that in dicated he had 
graduated with honors . 

Everythi ng started downhill when a 
stranger no ticed the lapel pin at a party one 

The experts the n to ld him that the 
account was being courted by all of the 
largest advertising agencies in the world. 
In response, Juan Manuel just smiled hi s 
simple smile, held up a medica l school 
map of the human brain and asked, "Do 
any of you have one of these in that stack 
of stu ff in fro nt of you?" 

When they confessed that they did 
not, he exci tedly began to explain the 
scientific facts about sigh t and sound, 
intellect and emotion, and the power 
of Radio . "If I had contro l of your ad 
budget ," he said, "I would put every 

penny of your millions of dollars into Radio 
advertis ing. Thank you fo r letting me come 
here today." 

When the company awarded Juan Manuel 
their business, they became h is fo urth major 
accoun t in three weeks. Juan Manuel Garc ia 
isn't just lucky. He knows that, without new in­
formation, there will never be a new decision. 

If you've been presenting the same in fo r­
mation to your prospects, again and again , why 
does it surprise you when you keep hearing the 
same answers again and aga in? Without new 
in fo rmation, there will be no new decision . 

Are you digging for new in formation? !iii! 
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