
Brandin8 Showdown: 

Radio Vs. Television 
bra ndin g. To use Radi o pr im aril y as a pro­
mo ti o nal ve hi cle is li ke enterin g th e wo rld 
c hampio n marat ho n runn er in a series of 
50 -yard spr ints. 

ROY H. WILLIAMS 

When Mark Huffman ar­
rived from Procter & 

Gamb le headquarters 
to spend three days with us in 
Austin , he brough t with h im 
a wea lth of fabu lous questions 
abou t you, the Radio sa les­
peop le of North America. 

THE REAL ADVANTAGES 
OF RADIO ARE: 

Echoic Intrusiveness 

» The traditional 
Radio sales pitch re­
volves around low cost per point, 
demographic and psychographic 
targeting, and timing of reach. 

» Two of the real advantages of 
Radio are echoic retention (we re­
member more of what we hear 
than what we see) and echoic in­
trusiveness (we continue to hear 
even when we walk away). 

» Another advantage of Radio 
(over TV) is that it is easier to 
achieve frequency because of lis­
tener pattern predictability. I 

I 
» Radio is also advantageous be- : 
cause it prefers :30 ads and does I 

not rely on visual images. : L ___ _ ______ __ _____ ~ 
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I said , "It's my po licy never to say any­
thi ng behin d a person 's back that I wou ld be 
unwi ll ing to say to their face, so whatever I 
te ll you, I'm going to have to publ ish ." 

Ma rk said, "No prob lem." 
Here's what I to ld h im: 

T he trad itio nal Radio sales pitc h revo lves 
arou nd the fo ll owi ng three things: 

• Low Cost Per Po in t - Reps say, 
"Rad io can be bought at a lower cost per gross 
im press io n than other media." Although this 
is true , it is a weak criterion for choosin g a 
form of advertisin g. 

• D e mographi c And Psychographi c 
Targe ting - Reps wi ll tell you , "Specialized 
Radio forma ts at tract highly targeted 'birds 
of a feat her.'" Th is seems perfect ly reaso n­
ab le and is wide ly accepted as truth , eve n 
though a close ana lys is of the data usuall y 
proves otherwise. 

• Timing O f Reach - Reps say, "Rad io 
reac hes peop le during the buyi ng process." 
Aga in, the logic seems reasonab le. But a cam­
paign that depe nds on the timing of reac h 
usuall y wi ll incorporate a li mited-t im e offer. 
This is prob lematic , since ads with urge ncy 
are never tra nsferred from electrica l, short­
term memory into chemical , long-term mem­
ory. Co nsequently, they are of no va lue in a 
brandi ng campa ign. 

Beca use of the pervasive use of these 
"targeting" and "timing of reach" sa les pitch­
es, Ra d io has long been so ld pri mar il y as a 
promotio nal ve hi cle. A more comp lete un­
derstan d ing of th e ne urology of Rad io 
clearly indi ca tes that its highest and best 
use is as t he foundation for lo ng-te rm 

You ca n close you r eyes, but yo u canno t 
c lose your hears. We cont inue to hear even 
when we look away. 

Echoic Retention 
Neuroscient is ts read il y co nfirm that the 

memory of so und is vastl y supe ri o r to the 
memory of sight. .Pos itio ning statements , j in ­
gles and songs that surprise Broca's area of 
the brai n are mu ch mo re eas il y impl anted 
and reca ll ed than are visual im ages. 

Listener Pattern Predictability 
It is much eas ier to achi eve freq ue ncy 

with a Ra d io liste ner than to ac hi eve fre­
quency with a te levis io n viewer. Conse­
quently, it's much eas ier, using Radi o, to win 
the neuro logica l batt le of frequency vs. sleep. 

60 Seconds Vs. 30 Seconds For Message Devel­
opment (at no addi tional cost in the Uni ted States 
but higher in Canada and Central Ameri ca) 

Altho ug h more th an 95 perce nt o f all 
U .S . Rad io stat io ns pri ce :60s the sa me as 
:30s , th is is se ldom pro moted as an advan­
tage since they wo uld prefer that yo u buy 
:30 ads. Instead of worki ng to deli ver more 
in te rest in g ads, Ra di o stat io ns are simpl y 
promisi ng their audi ences "More Music, Less 
Talk" and reduci ng the number of uni ts so ld. 

Neural Personalization Of Message 
Good Radi o wri te rs unders tand tha t the 

word "you" conjures a di ffere nt menta l image 
in eve ry hum an mind . O ne of the grea test 
adva ntages of Radi o is the abse nce of visu­
al images . 

You may di sagree violently with the per­
spective that I gave P & G, but at least I've 
share d it with you. I expec t them to move 
aggress ive ly toward Rad io in 200 1. Best of 
luck to yo u. 6:l 

Roy H. Williallis is presidellt of Roy H. Willia lli s Marketil1g 111c. 
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· Radiols Biggest Screw-Up 

The pub lic adores your DJs 
but avoids your sa lespeo· 
pie. Your listeners love your 

music, but hate your ads. You've 

seen these things for so long 
that you've come to regard 
them as fundamental laws of the 

ROY H. WILLIAMS un iverse . That 's too bad , be-

cause it woul d n't take much to change it. All ow 
me to exp lain . 

The human brain is divided into two main 
sections called hemispheres. The left brain is log­
ical , linear, objective; and it focuses on details . 

The right brain is intuitive, random, subjective; 
and it sees "the big picture." If you react to life 
using your left hemisphere abilities (ana lysis and 
logic), you are "left·brain dominant." If you pre­

fer to use your right hemisphere abil ities (emo· 
tion and intuition), you are "right-brain dom inant." 
An abi li ty to call upon the appropriate hemisphere 
at the appropriate moment is the mark of a bal-

anced and well-adjusted individual. 

All human 
thought can be clasSified 

as Verbal, Abstract., 
Analytical or Symbolic. 

In American schools , left-brain 
holastic subjects focus on logical 

nking, analysis and accuracy. Peo­
who prefer left· brain subjects are 

usua lly drawn into account­

ing, sales and manage­
ment . Ri g h t-brai ned 
scholastic subjects, on 
the other ha nd, focus 
on aesthetics, fee ling 
and creativity. People 
who prefer these be­

» Radio's biggest 
screw-up is the as­
sumption that you can successful­
ly "argue" (left-brain function) a 
prospect into agreement 

» But persuasion is very much a 
right-brain process. If you win the 
heart, the mind will follow. 

» In Symbolic though~ you reach 
past the intellect to the emotion. 
Metaphors and musical under­
standing are examples. 

come artists, comedians, 
actors , writers - and 

deejays. 

Rad io's biggest screw-up is the assum ption 
that human persuasion is a left-brain thi ng, that 
you can successfu ll y "argue" a prospect into 
agreeme nt. In truth , persuasion is very much a 
right-brai n process . Every cognitive neLII'osc i­
entist in the world knows that if you win the 
heart, the mind will fo ll ow. A person's accep­
ta nce of an idea is de te rmined by how you pre­
sent the th ought. 

Accordi ng to Dr. Ricardo Ga t tass of the 
Institute of Biophysics, all human though t can 
be classified as Verba l, Abstract, Analytical 
or Symbolic . 

1. In Verbal though t , we experience a 
thought as if listening to our own voice. Using 
auditory memory, we tra nslate ideas and feel ­
ings into words. Humans depe nd on verba l 
though t to communicate with o ne another. It 
is our use of the other types of thought that de· 
termi nes our ab il ity to persuade . 

2. Abstract thought is righ t-brai n and ut­
terly free . The mental images created in Abstract 
thought are unbou nd by the physica l worl d and 
often represent imagi nary events. In Abstract 
thought, intu ition and emotion replace logic in 
the examination of ideas and sensory experiences. 

3. In Analytica l thought, we examine pos­

sibi li t ies in a logica l sequence re lat ive to the 
goal of foresee ing. T he objective of Analyti­
ca l though t is to forecast a resul t. Ana lytica l 
thought is left-brain thin ki ng . 

4. In Symbolic thought, we consider a thing 
fro m different perspectives and then assess from 
each poi nt the perspective of that angle of view. 
Metaphors are symbolic thought. Musical un­
dersta ndi ng is Symbolic thought as well , as we 
use Symbolic though t to encode and decode as­
sociative memories. Your listeners love your music, 
remember? The reason is that music, like all Sym­
bo lic thought, reaches past the inte llect to the 
emotion. Are you teaching your sa les reps to 

use symbolic thought in their sales presentations? 
The greatest salesperson who ever lived 

used Symbolic though t in 100 percent of his 
presentations. His ski ll ful use of metap hor was 

legendary. Maybe you've hea r<j of h im . His 

name was Jesus. ~ 

» The greatest salesperson who 
ever lived used Symbolic thought 
in 100 percent of his presenta­
tions. His name was Jesus. Are you 
teaching your sales reps to use 
symbolic thought in their sales 
presentations? Roy H. Williams is presidEl1t oj Roy H. Williams Marketing I,K. 

L ____ ___ _ _ ________ __ 
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Every time I hear a sa les 
pitch aimed at the ana­
lytica l left brain , I want 

to shout a warning, "Don't go 
there!" The magic of Radio is 
right brain . 

With more than 500 
ROY H. WILLIAMS so ngs to her credit, Robin 

Frederick is one of the premier music pro­
ducers in the fie ld of family entertai nment. 
Her work with such characters as Bugs Bunny, 
Mickey Mouse, Winnie-the-Pooh and The 
Little Mermaid has delighted children for 
wel l over a decade . This is what Robin has 

» Every time I hear 
a sales pitch aimed 
at the analytical left brain, 
I want to shout a warning, 
"Don't go there!" 

» The magic of Radio is right 
brain - in the area that 
doesn't judge. 

» The right brain speaks in 
metaphors, juxtapositions and 
similes. Hearts soar. Ups taste 
like wine. The left brain thinks 
this is nonsense. 

to say about the brain: 

"Like some mythological beast - half speecl" half 
music - songs have a seemingly magical power to 
evoke deeply-Jelt emotional respollses while essentially 
bypassing the rational, analytical areas oj the mind. 
The I'lner Critic is that little voice that believes you 
do 110t deserve abundant love, good health or success. 
But this is only the opil1ion oj one part oj your brain 
- your judgmental, analytical, rationalleJt brain. 
There is a whole area oj your brain that doesn't make 
judgmel1ts at all, and it is here that sOllgs are processed 
and make their deepest impressioll . 

"Although the ability to Jorm thoughts into words 
arid sel1tences rests almost exclusively with the leJt side 
oj the brain, song lyrics are absorbed and processed 
almost exclusively in the "non-verbal" right hemi­
sphere. In Jact, neurologists have reported that when 
the leJt hemisphere oj the brain is sedated (or dam­
aged), the subject is unable to speak but call still sing 
[vords . If the right hemisphere is impaired, the persoH 
can speak Hormally but cal1not sing . In songs, the'l , 
the right hemisphere is handling the verbal inJortlla­
tion rather than the normally dominant leJt hemisphere. 

"Now, there's a JIII1I1Y thillg abolll t/,e right side 
oj your brain - it is not concerned with maki/lg judg­
ments or assessing theJactual truth oj a statement; that's 
the leJt brain's job. And there's yet a'lOther way in 

which we can sneak our message past the Imler Critic 
without using music: Good poets make extensive use oj 
'right-brain language. ' Forget that semible, linear, Jac­
tualleft-brain speech. The language of the right brain 
is a horse oj a difJereHt co lor - a riot oj imagery, a 

cascade oj connections, sensations, aHd associations . 
The right brain speaks in metaphors, juxtapositioHs 
aPld similes , using a whole range oj poetic devices to 
express the inexpressib le and describe the indescrib­
able. Hearts soar. Lips taste like wine. Eyes are mir­
rors of the soul. Imagine what your leJt brain thin ks 
of that . Utter nonsensel Not worth even bothering 
about! Bu t to your illogical, intuitive righ t brain, it's 
perJectly clear." 

When JFK sai d, "I'm goi ng to put a man 
o n the moon," he was speaking to the right 
brain . When MLK shouted, "I have a dream!" 
he was speaki ng to the right brain as we ll. 
Do you want to write ads that work? Do you 
want to make sa les prese ntations that rock 
the client? The next time you come to the 
proverbial fork in the road, be sure to go 
right. The only thing you'll find on the left 
is "no." !II! 

Visit Robin Frederick's Web page at 
http://www.soundexp.com 

» To write ads that work and 
make sales presentations that 
rock the client, go right The only 
thing you'll find on the left is "no." 

I 
I 
I 
I 
I 
I 
I 

Roy H. Williams is presideHt of Roy H. Williams Marketing Inc. 
L _________________ ~ 
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The High Price Of 'Iarity 

ROY H. WILLIAMS 

The Radio 
business 
overf lows 

with salesmen 
posing as "mar­
keting consul­
tants." Some of 
them are even 

~MiA""""""111 ~· ~~K . • 
» Why does Radio t ~;,~ ~: 
continue to spend .". , " 
vast energy teaching its rep~ how 
to sell a product that they don't 
know how to make work? 

» The average Radio rep has no 
idea how to flip on the switc~ of 
the imagination, energize th~ lis­
tener, and suck them throug? the 
door of an advertiser's business. 

» We must listen to outside~ who 
are willing to speak the harsh 
truth to us. I 
» If you are strong enough to ap­
preCiate a person who is will risk 
insulting you in order to speak 
clearly, you're gonna love Radio 
InKs new columnist, Phil He I drie. I L _____ _ _ ___ _ _ ___ __ ~ 
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"certified." Having met several , I 
decided not to join their club. 
They've been mad at me ever since. 

What's most interesting, 
though , is that a majority of ad­
vertising professiona ls share my 
opinion of Radio folk. So why 
does Radio continue to spend 
vast energy teaching its reps how 
to se ll a product that they don't 
know how to make work7 Even 
door- to- door vacuum c1ea ner 
sa lesme n are taught how to plug 
in the vacuum cleaner, flip o n the 
switch and suck dirt off the floor. The ave r­
age Radio rep , on the other hand , has no idea 
how to flip on the switch of the imagination , 
energize the listener, and suck them through 
the door of an advertiser's business. Not only 
do they not know how to do it , they don't 
know that they do n 't know. And whe n yo u 
point out to the m that th ey rea ll y o ug h t to 
know, they give you an o il y li tt le sm il e an d 
say, "Not my job." 

Does it amaze you that Radio Il1k conti n­
ues to publish this column7 It certain ly amazes 
me. Twice a month, I lift the cover, read the table 
of contents and say, "Wow! They did it again." 

For the record, it's never my objective to 
insult you. My objective is to be c lear, but the 
risk of insu lt is often the price of clarity. It's a 
price that few insiders are will ing to pay. Most 
are too worried about "being li ked" and "climb­
ing the next rung on the corporate ladder" to 
be wi ll ing to step into the street and shout, "The 
King has no clothes!" That task has fallen to 

me, an outsider. 
I once asked Eric Rhoads why he was will­

ing to take so much abuse over my column. I'll 

never forget his a r: "It's hard to read the 
labe l when you're i ide the bottle, Roy. We 
must listen to outs i who are wi lling to speak 
the harsh truth to us. ~igh t now, Rad io is most­
ly just a club of 'Goo~ 01' Boys ' And besides, 
if my readers don't wart to read what you write, 
they' ll turn the page .' 

If yo u are strong enough to ap prec iate a 
person who is will risU insulting you in order to 

speak clearly, you're ~onna love Radio !11k' s new 
columnist, Ph il H endrie . After reading [,1k's in­
terview with Phil He ndrie in the December 

I 
18 issue, I immediate1ly ca ll ed editor Ed Rya n 
and said, "Ed, I want to meet thi s guy. H e sees 
that the Ki ng is buck- naked, too!" Ed sa id, "I 
had a feeling that yoJ' d ca ll ." 

Eric Rhoads lovbs Ra d io . T hat's wh y he 
wa nts to he lp you. I idon't love Rad io . I he lp 
you only so that you cfn better help your cl ients . 
I love bus iness growth . Like Eric Rhoads, Ph il 

I 
H endrie loves Radio . H e loves it enough to say 
mea n thi ngs to you. I 

Welcome to Radio Il1k, Phi l. (By the way, 
you want to sp lit the cost of a bull et-proof vest 
for Eric? I think he 's ~onna need it. ) !:l 

Roy H. Willimlls is president oj Roy H. Williallis Marketill9 Illc. 
He IIIay be reached at 5 12-295-5700 or by e-lilail at roy@rin .COIII 
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Will Radio Live to See 2010? 
th rown arou nd like confett i at a wedding, and 
ad doll ars were rarely held accountable. T hose 
days are over. According to a study con­

ducted by Edison Media 
Research , lime Spent lis­

tening dropped 11 percent last 
year among Radi o listeners 12 
to 17, and 14 percent amo ng 
adu lts 18 to 24. Since Radio lis­

ROY H. WILLIAMS teners develop an "ear for 

Now before you make yourse lf look stu­
p id by sayi ng , "But we ca n 't afford to pay 
good writers ," le t me ask you a quest ion. 
W hi c h do you th ink w ill cost more: 1) to 
recruit , train and pay a tea m of fab ul ous cre­
ative professio nals , o r 2) to con tinue to train 
a who le generation not to li sten to the Rad io? 
In t h e lo ng ru n, I'm su re you' ll agree that 
NOT payi ng a tea m of creat ive p ros wi ll 
prove to be far more expensive than the price 
of pay ing them. 

QUiCKREA 
» lime Spent Ustell­
ing dropped among 
young Radio listeners last year. 

» Since listeners dl!velop an "ear 
for Radio" during the teen years, 
fewer teenagers listening today 
mean fewer adults listening in 
the future. 

» Edison's survey mspondents list­
ed "too many commercials" as the 
principal reason for not listening. 

» The solution is nntto play 
fewer commercials, but to play 
better commercials . 

» Radio must develop copy and 
production professionals who can 
engage the imagination, delight 
the listener and deliver " resu~s." 

» NOT paying a team of creative 
pros will prove to be far more 
expensive than the price of 
paying them. 

L ____ _ __ __ _ ______ _ 
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Radio" during the teen yea rs, fewer tee nagers 
listening today mean fewer adul ts li stening in 
the future. 

Althoug h these survey resu lts paint a 
pretty grim picture , t he good news is that 
Rad io's prob lem is eas il y so lvab le. Yo u see , 
it wasn't surfing the Net or p laying v ideo 
games or listening to 
CDs that caused 
Time Spent listen­
ing to take a hit. 
Fu ll y three-quarters 
of those surveyed 
listed "too ma ny 
commercia ls" as 
their principa l rea­
son for not listeni ng 
to the Radio. Bu t 
you should n 't read 
the Ed ison report 
and say, "The obvi­
ous so lutio n is fo r 
Radio stations to 
play fewer commer­
cials ," because t hat 
would be a tragic 
misinterpretation of 
the data. 

The so lution is not to p lay few e r com ­
mercials, but to play better commercia ls. 

If Radio is to survive , stations must qu ick­
ly begin deve loping an army of Radio copy 
and production professiona ls who can actu­
ally engage the imagi nation , delight the lis­
tener and de liver the "results" that the current 
army of Radio sales professiona ls so g li bly 
promises every prospect . 

Most of the past 10 years has been a time 
of expanding economy, when money was being 

Probab ly, Radio will wake up too late. 
We live in a ge neration 
th at pays for cab le TV 
instead of "getting it for 
free" from t he loca l 
broadcast affiliates. We 
thi nk nothing of paying 
a mo nthl y fee for Inter­
net access. Do yo u re­
a ll y think we're going 
to ba lk at pay ing for 
fabulous , com merc ia l­
free Rad io formats that 
wi ll soo n be de livered 
by sate ll ite , Internet or 
w hatever other mea ns 
becomes ava il ab le? 

At the time of thi s 
writi ng , an IBM 45-Cig 
hard drive is $ 167. Ex­
actly 10 years ago , the 
February 26, 199 1 issue 

of PC Magazine advertised a 4-Cig hard drive 
for $59 ,650 . Radio stations today are selling 
for outrageous mu lt iples of cash flow. But if 
manageme nt conti nu es to operate them in 
the current short-sighted way, how much do 
you figure stations wi ll be se ll ing for in an­
other 10 years? 

The fut u re be lo ngs to those vis ionary 
broadcasters who will h ire and train creative 

profess io nals now, before the tiny window of 
opportunity closes and locks forever. ~ 

Roy H. William s is presidel1t oj Roy H. Williams Marketi'1g Il1c. 
He may be reached at 512-295-5 700 or bye-mail atroy@WizardOjAds.com 

For subscrip'ions, call 1·800-610·577 1 
www.radioink.com RADIO INK - MAY 14, 2001 



A Coiled Cobra Called "Statistics" 
Help media buyers by being honest and truthful. 
Or is that too much to ask? 

A classica l math ematic ian 
w ill say, "Numbers do n't 

li e ," bu t a theo re tical 
phys ici st will argue that they 

do . Me? I just say, "F igures li e 
when liars figure. You have to 

be careful with statistics ." 
ROY H. WILLIAMS Statistically, a Aipped coin will 

"Let's say a station had a 6-share in the 
Spring book, an 8-share in Summer, l O in the 

Fa ll and 12 in the Wi nter book. A four-book 
average wou ld give th is station a 9-share , but 
the 12-share in the most rece nt book is prob ­

ab ly closer to the truth . Go ahead and let that 
rep p itch yo u figures fro m the mos t rece nt 
book only." 

» Figures lie when 
liars figure. 

» Day after day, Radio reps and 
media buyers wage war over 
numbers. 

» There is such a thing as statisti­
cal error through faulty sampling. 

» Check around for the truth 
behind the numbers. 

» Media buyers will become more 
open and approachable on the day 
that sales reps become more hon-

I est and forthright with the facts. I 
L _ _ _ _____ ___ ______ J 

land on heads 50 percent of the time. But this fact 
is eas ily proven "false" by any contentious knothead 
with a quarter in his pocket: "I just Aipped this quar­

ter twice, and it came up heads both times, so you're 
wrong. I f the 

knothead is feeling 
generous, he can 
flip it twice more 

and announce, 
'Three heads, one 
tail , you're still 
wrong." After ten 
flips : "Seven heads 

and three tails. 
You're 50-percent 
theory is a load of 
bunk, pal." 

I mention the 
knothead w ith a 
quarter only to il­
lustrate the dan­

ge rs of being too 
narrow and ana­

lytical in your ap-
plicati o n of 
"mathematical 
fact ." But th ere is 

Statistics have 
fangs that can 
polson your buy 
If you don't find 
the truth behind 
the stats. 

an equal danger in be ing too general in your in­
terpretation of data; I am reminded of the sta tis­
tic ian who drowned while trying to wade across 
a river with an average depth of four feet. 

Day after day, Radi o reps and media buy­
ers wage war over numbers . I mention this o nly 
because my newest empl oyee in market re ­
sea rch , Archie Pearson , recently asked whether 
he should look at audience numbers from the 

most recent ratings period only, or use a fo ur­
book average . "Gee, Arch , that depends ," I sa id . 
H e repli ed , "I t depe nds o n what, exac tly l" 

I then reversed all the numbers on the white 
board and showed a sta ti o n w ith a 12-share in 
the Spri ng book steadi ly decli nin g to o nly a 
6-share in the most rece nt book. Po in t ing at 

t he new graph , I 
sa id, "Th is rep is 
the slippery weasel 
th at's goi ng to 
pitch you a fo ur­
book average ," I 
sa id . Arc h ie then 
aske d, "So why 
don't we just a l­
ways use the most 
recent ratings 
book?" To answer 
Archi e, I changed 
the numbe rs to 
show a station 
with an I I-share in 
t he Spring, a 12 -
share in the Sum ­
mer, another 12 in 

the Fa ll , and then 
a 7-share in the 
most recent book. 
"There is suc h a 

th ing as statistical elTor through fau lty sampling," 
I sa id . "If you were to check around and find 
no reason for the sudden drop in this station's 
numbers, you should go ahead and allow the 
rep to pitch you , usi ng a four-book average." 

So what should be the ru le for medi a buy ­
ers? "Look for the truth ." And the ru le for sa les 
reps? "Help them fi nd it." I'm convinced that 
media buyers wi ll become more open and ap ­

proachable on the day that sa les reps become 
more honest and fort hri ght with the facts . 

Or is that too much to ask? Gil 

Roy H. Williallis is presidmt oj Roy H. Williallis Marketing Il1c. 
He lIIay be reached at 5 12 - 295-5 700 or by e-lliail at roy@WizardOJAds.colli 
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To Each Of The 
40 Most Poweriul People In Radio 

ROY H. WILLIAMS 

Congratu lations! Yo u 
were named to the 
prestigious "40 Most 

Powerfu l" list because you 
deserve it . Few people 
wi ll ever accomplish what 
you h ave already done. 
You have enormous 

» To the 40 Most 
Poweriul People In 
Radio: What is your vis on for 
Radio in America? 

» You have been entrusted with 
licenses to broadcastfl n public 
airwaves. What exactl do you 
plan to do with them? here is 
Radio headed? 

» I'm asking as a cu· tomer 
who is currently spe?ding many 
millions of dollars a fear buying 
Radio on more than ~50 sta­
tions of your stations from 
coast to coast. 

» The question is not a new one; : 
we are still waiting to hear the : 

I answer. I L ___ _ _ _ __ _ _____ _ _ _ ~ 

power in a very important 
industry. And speaking on behalf of many 
thousands of people affected by the de­
cisions you make each day, I say that it 
is our fervent hope that you've only just 
begun. 

You didn't get where you are by ac­
cident. It took vision. It took courage. It 
took brains . You know it. And now you 
know that I know it, too. 

It is precisely about vision , courage 
and brains that I'm writing to you today. 
May I ask , "What is your vision for 
Radio in America?" 

You have been entrusted with li­
censes to broadcast on pub lic airwaves. 
What exact ly do you plan to do with them ? 
Where is Radio headed? 

Please understand that I'm not asking 
these questions as an employee who is ner­
vous about his future . I'm asking as a customer 
who is currently spending many mi ll ions of 
dollars a year buying Radio on more than 550 
stations of your stations from coast to coast. 

On September 17, I'll be conducting a 
private seminar for the marketing executives 
of Procter & Gamb le in Cincinnati. I know 
how to answer their questions about how to 
use Radio more effective ly, but what can I 
safely te ll them when they ask me w here 
Radio is headed? 

The question they ask is not a new one. 
Two years ago , I was scheduled to speak to 
1, 100 people during Canadian Music Week 
in Toronto . Prior to my sess io n, Jeff Smulyan 
spoke from his heart. I was deep ly impressed 
with all that Jeff said that day and I've spoken 
highly of him ever since . (So rea ll y, I guess 
this letter is written to the other 39 of you.) 

Following Jeff's speech, there was a panel 
discussion quietly moderated by [now Senior 
VP of Infinity Broadcasting] David Pearl man. 
It was during Pearlman's panel discussion that 
a very elega nt woma n stepped up to the mi­
crophone and said , "Forgive me, but Jar the pas t 
two years, we've heard preciolls little Jrom a~lyOl'le in 
Radio about what Radio was doing to help its c/ietlts 
achieve greater success USit1g your medium. Might I ask 
how your plans Jar consolidation and revenue en­
ha11cement will beneJit al1y oj your c/ie11tS? What ex­
actly are your plal1s Jar us?" 

As she continued to speak, I grew in­
creas ingly impressed with the grace and e lo­
quence of h er com m e n ts unt il I fin ally 
scribbled a note to Gi nny Tow nso n-Sed ik 
to ask, "Who is this ?" Ginny leaned over 
and whispered the woman's name , adding 
that she was a h ighl y revered buyer of media 
in Canada. 

A gracious and poised woma n asked 
this question two years ago , and I was fas­

ci nated by it. Sad ly, I'm st ill waiti ng to 

hear the: answer. 6iil 
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How To Make Morphine 
I am going to teac h you 

how to scam, fl im-fla m 
and deceive yo ur way to 

riches - NOT because I be­
lieve you shou ld do it, but so 
you' ll be ab le to recognize it 
and ca ll it by name. 

ROY H. WILLIAMS I dropped out after just 

» Creating success­
ful hype ads is sim­
ple: Get their attention. Make the 
offer too good to pass up. Add 
supporting evidence. And have a 
time limit. 

» But a Law of the Universe says, 
"Anything that works quickly will 
work less and less well the longer 
you keep doing it." 

» The schedule you propose 
should be precisely as long as 
your prospect's business plan. 

» Good creative is a seed. Fre­
quency is water. Consistency is 
sunlight The longer the seed is al­
lowed to grow in the mind of your 
listener, the greater the harvest 
for your advertiser. 

I 
» If you care about your clien~ I 

sell them a 52-week schedule. : L ________ ___ ____ _ _ ~ 

two days of co llege and so ld 
advertisi ng o n straight comm iss ion. If I did­
n't se ll enough this week , I didn 't eat enough 
next week. I learned much of what I know 
today by spending millions of doll ars of other 
peop le's money on a series of idiot ic exper­
iments and then carefu ll y analyzing the re­
su lts . I got an incredib ly expensive education . 
I just was n 't the one who had to pay for it. 

I learned that most business owners see 
advertising as a giant gumball machine: "You 
put in your money, you crank the ha ndle , and 
out comes the resu lt." So I offered what they 
wanted, an instant miracle. I became the Ki ng 
of Hype, comparable on ly to Ron Popeil of 
the "But wait! There's more!" Veg-O-Matic. 

My emp loyer required me to wear a t ie, 
so I kept one draped around my neck , but 
I was careful never to tie it . I was Mr. Every­
where-in-a-theater-near-you. "You wa nt to 
see a crowd ? Crowds cost money, baby. 
How big a crowd do you want?" But I di­
g res s. I promised to teach you how to make 
morphi ne ... 

Creat ing successful hype ads is rea ll y 
very simp le. H ere's all it takes: 

1. Intrusiveness - You must get their attention. 
2. Offer - Make it too good to pass up. 
3. Logic - Add supporting evidence to make 

doubters believe it's true. 
4. Urgency - There must be a time limit. 
Having experienced the thrill ing results 

of an Intrusive Offer made with Logic and 
Urgency, my advertisers instant ly beco me 
morphine add icts , and I was their pusher. 
I'd waltz through their doors , wearing my 
trademark tie like a scarf, and they 'd say, 
"We sure had a great one last week, didn't 
we! What have you got for me this week? 

Getting clients to roll up their sleeves for a quick fix 
does them no favors in the long run. 

What are we gon na do?" T hey'd bare their 
arms, and I'd slip in the need le. 

But a Law of the Universe says, "Any­
thi ng that works quickly will work less and 
less we ll the longer you keep doing it ," so my 
magic wo ul d a lways fade. No prob le m -
there's a new sucker born every minute, righ t? 

Sadly, most bus iness ow ners w h o sur­
vived my abuse a quarter-century ago are still 
hop ing that I'll return someday with the next 
"creative idea" Like all addicts , they resisted 
taki ng the long view, an d they con tinue to 
th is day to measure success on an extremely 
short time horizon . Addicts do n't care. 

The sc hedu le you propose sh oul d be 
prec ise ly as long as yo ur prospect's busi­
ness p lan. It's stup id to propose a t 3-week 
schedule to a busi ness ow ner who plans to 
be in business lo nger th an t 3 weeks. 

Good creat ive is a seed. Freq ue ncy is 
water. Cons iste ncy is sunli gh t. The longer 
th e seed is all owed to grow in the mind of 
you r li ste ner, t h e g reater t h e harvest for 

your advert iser. If you care abo ut yo u r 
clients , se ll th em a 52-week schedul e. ~ 
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The Smell Of Rabbit 
j ack Lemmon and Walter 

Matthau we re mere pre­
tenders - Tony Ra nda ll 

and Jack Klugman , pale shad ­
ows at best. To meet th e 
world's funniest and o ri g inal 

ROY H. WILLIAMS 
Odd Coup le , you need o nly 
knock on the door of your 
brain . There , yo u' ll find an 

» In your brain, 
you'll find an uptight 
lawyer living neatly in the left half, 
while a wordless beagle inhabits 
the right. 

» The lawyer's name is Intellect; 
the beagle's is Intuition. 

» When your beagle understands 
what your lawyer is looking for, 
helping him find it is rather easy, 
because the beagle's nose is a 
miraculous thing. 

» If your speaking and writing 
are less powerful than you would 
like, you need only learn the way 
to the nearest library. 

» All you need do is give your 

I 
I 
I 
I 
I 
I 

beagle a sniff of her quarry; she : 
pursues what she has smelled. I L _________________ ~ 

upti ght lawyer living neatly in the left ha lf, 
while a wordless beagle inhabits the right . 
The lawyer's name is In te ll ect; the beagle's 
is In tuiti on. 

An undiscip lined beagle is trouble on four 
feet. But when she unde rstands what yo ur 
lawyer is looking fo r, he lp ing him find it is 
rather easy, because the beagle's nose is a 
miraculous thing. But how does a long-wi nd­
ed lawyer convince a wordless beagle to help 
him find what he seeks? By communicating 
in beagle language! All you need do is give 
your beagle a sni ff of her quarry, then stand 
aside and li sten to her sing, "Aroo! Aroo-aroo!" 
But you must always remember that the bea­
gle passes no judgements . She simply pursues 
what she has smell ed . 

Let your beagle a sn iff a newspaper every 
day, and soon your lawyer will be observ ing, 
speaki ng and writing like a journalist, objec­
tively and from a di stance. Give her a whiff of 
poetry, and your beagle wi ll bring you co lor­
ful phrases, words of lightning. A mere soupc;on 
of conspiracy will have your beagle investi­
gati ng the mysteries behind every shadow. 

Ri gh t now, I'm tra ining the beagle in my 
right brain to bring my lawyer high -impact 
ways of sayi ng things w ithout actually say­
ing them. H ere's a sample of what I'm letti ng 
her sn iff: (Oh , the power between the lines!) 

"In a ha llway I saw a sigl'l witl, all arrow, poirl t­
;"Ig the way, and I was struck by tl,e thought that that 
inoJJensive sYl1lbol had Ollce been a thillg oj iron , a 1'1 

inexorable, mortal projectile tl,at had pelletrated the 
Jlesh oj l1Ien alld liol1s al'ld clouded the Srln oj Tlnr-
1II 0pyiae a/1d bequeathed to Harald Sig urdson , Jar all 
tillie, sixJeet oj English earth. " -Jorge Luis Borges 

Stimulate your brain's intellect with the "smell of rabbit" -
great literature - to improve your speaking and writing. 

" 'Yea h, Sltre, I love Hilll . But I don't love Hil1l 
sel1 tim el1ta lly. He never said we had to love Hil1l sel1-
timentally, ' Teddy said. 'IJ I were God, I certainly 
wouldn't lvant peqple to lo ve me sentimenta lly. It's too 
ulm/iable .. . ' Nicho lsoll removed a Jlake oj tobacco 
Jrol1l his tongue with his Jingers. 'You know Adam?' 
Teddy asked hilll ... 'The trouble is,' Teddy sa id, 'm ost 
people don't wan t to see things the way they are. They 
don't even want to stop getting born and dying all the 
tillie. They just want 1lew bodies all the tim e, ins tead 
oj stopping and staying witl, God, where it's really 
rlice . " He ref/ected. 'I never saw StIch a burlch oj apple­
eaters,' he said. He shook his head." - J.D . Salinger 

If your speaking and writing are less pow­
erful than you wou ld like , you need only give 
the beagle in your brain a sn iff of how you'd 
like to be able to communicate . Did you know 
that there are more libraries in America than 
there are McDonalds locations? If you would 
ra ise eyebrows and pu lse rates w h en you 
speak, you need only learn the way to the 
nea rest one . 6iI 
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"I Sold A 21/52 And 

It Didnlt Work" 
T,e single most often-asked 

question that I get these 
days is: "I so ld a 2 1/52 and 

it didn't work . W h at we n t 
wrong?" To fu ll y understand 
the question , you' ll need to 
flas h back a couple of years to 

ROY H. WILLIAMS a training series that was d is-

» America's Radio 
stations outnumber 
all their media competitors by a 
factor of 3 to 1. 
» But all 1 0,000 Radio stations 
combined are currently billing a 
whopping 8 percent of advertising 
revenues in the US. 

» Considering that most Radio 
reps and managers today contin­
ue to fire round after round of 
quick-fix bullets, gimmicks and 
hype, instead of learning how to 
plant, tend and harvest real ad­
vertising results, is it any wonder 
that Radio people have the dubi­
ous reputation of being the 
"shoot-from-the-hip" gunslingers 

I of media? L _ ________ __ ______ ~ 

6 

tributed to nea rl y 900 Rad io 
stations. O ne of the things taugh t was T he 
Advertising Performance Equation (APE ), a 
comprehensive statement of the re lat ionsh ip 
between ( 1) the schedu le , "Share of VO ice ," 
(2 ) the ad, "Impact Quotient ," ( 3) th e ad­
vertiser, "Personal Experience Factor," and (4) 
the marketplace , "Market Pote ntiaL" Here is 
the APE in its e ntirety : 

Share of Voice x Impact Quotient = Share of Mind 
Share of Mind x Person al Experience Factor = 

Sh are of Market 
Share of Market x Market Potential = 

Sales Volume of the Adverti ser 

The training seri es taught th at a ser i­
ous branding campaign requires that the ad 
with an average Impact Quotient must be 
heard at least three times within eac h seve n 
ni ght's s leep before there's any rea l hope 
o f the message's being transferred from 
short-term (e lectrica l) memory into lo ng­
term (chemical ) memory. ObVious ly, ads 
with a high er-than-average Impact Quo­
tient require proportionate ly less repet itio n. 
Ads with a lower-tha n-average Im pact Quo­
ti e nt require greater repetition. 

The train ing series further suggested that 
the same listener must hear the same ad no less 
than 12 times before the copy is changed , pro­
vided again that the Impact Quotient is aver­
age. Purely as a rule-of-thumb, the training series 
mentioned that a schedule of 21 ads per week 
(+ or - 2 ads), 52 weeks in a row 6 a.m.-7 p.m ., 
wou ld reach approximately two-thirds of the 
average Radio station's tota l weekly cume au­

dience with an average weekly frequency of 3. 
What d id most Radio reps take away 

from tha t tra in in g? "B uy a sch edul e of 21 
ads per week, 52 weeks in a row, and yo u 're 
guara nteed success regardless of what you're 
advert ising , wh at you r ads say, or how poor .. 
your customer's past experie nce has been 
w it h yo u " W h ere di d Rad io get th is te n­
dency toward overs imp li ficat io n? 

Consi derin g that most Radio reps and 
ma nagers tod ay co n tin ue to fire qui c k-fix 
bu ll ets , g imm icks and hype , instead of lea rn ­
ing to p lant , te nd and harvest rea l advert is­
ing results, is it any wonder that Radio people 
have the d ub ious rep utation of be in g the 
"sh oot-from-the- hi p" gunslingers o f media? 

Were you aware th at Am erica's Radio 
statio ns outnumbe r a ll their competitors by 
a factor of 3 to I ? Th e U S has fewer t han 
1,800 newspa pers , fewer th an 950 TV sta­
t io ns and fewer t han 700 cable systems, but 
more t ha n 1 0 ,000 com mercia l Radi o sta­
t io ns - all currently bi llin g a wh oppi ng 8 
percent of U .S . advertisi ng reven ues. It ap­

pea rs that few advert isers have confide nce 
in Radio today. I wo nder why th is is? ~ 
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Mental Mute Button 
The director of the regional 

Radio broadcasters associ­
ation wasn't comp lete ly 

happy with me , "W hy didn't 
you talk about zapping?" he 
asked, "I told you to talk about 

Ever wonder what these are for? Zapping, 

ROY H. WILLIAMS zapping!" He extended his right 
arm and repeatedly thumped 

When you make a foo lish and self-serv­
ing argu ment, you lose all cred ib il ity with 
prospects, They hit their menta l mute bu tton, 
O h, they're still hearing you all righ t; echoic 
in trusiveness assures you of that . T hey just 
do n't be lieve what you say. Your tedious, con­
trived , predictable argument is fu ll of ho les, 
You 're no longer a marketi ng consultant. Now 
you're just a peddler, 

}) When you make a 
foolish and self­
serving argument, you lose all 
credibility with prospects. They hit 
their mental mute button. Oh, 
they're still hearing you; they just 
don't believe what you say. 

» Know what you're talking about. 

}) Tell the truth. 

}) And remember that specifics 
are more believable than 
generalities. 

I 
I 
I 
I 

}) Violate any of these three, and : 
you're likely to get ''zapped'' by your I 

prospect's mental mute button. : L _____ _ ________ _ __ ~ 

his thumb against the second 
knuckle of his forefinger to illustrate, I gave him 
an apologetic smi le and told him that I forgot. 

I lied , 

The truth is that just before I wa lked onto 
the stage to speak to 350 business owners, thi s 
director had in formed me that he wanted me 
to slam television advertising. And then he 
told me exactly how he wanted me to do it. 
"You must tell the audience that viewers al­
ways hit the mute button at the begin ning of 
every commercial break, This is why televi­
sion is bad ." He then thumped the mute but­
ton on an imaginary remote: "Zapping!" 

Why was I unwilling to present h is argu­
ment to 350 intelligent business owners? Look 
on the dash of any car, and you' ll notice that 
the Radio has at least five preset buttons on it. 

So what did I say to these 350 eager busi­
ness owners? 

"The superiority oj Radio over pril1t is echoic il1-

tnlsiveness, the pervasive llature oj soul1d, HUI/IaI1S hear 
al1d retail1 auditory injonl/ atioll evel1 whell theyarel1't 
listellil1g , This is why you Call sil1g 1II0re thall 2,000 

sO~/gs that you never hltel'lded to leam , (Don't believe 
111 0 Turn 011 a Radio mid COllllt 1,0w lIIal'Y SOllgS you 
call Si llg aiollg with. You'll be stulmel) The sllperior­
ity oj Radio over televisioll is jrequel1cy, the ability to 
"each tin sa llie persol1s over alld over al1d over, [ol1g­
terlll braldil1g requires that you reach the sa llie persol1s 
with the sa llie ad at least three tim es with ill each sevell 
11ights ' sleep, This is called the "Critical Ratio," YOUI' 
goal is to tramjer your message jl'OllI the listel1ers' short­
tmll , electrical'llelllo,y illtO their 1011g-terlll , chelllical 
lIIelllory, A'ld since it's duril1g sleep that your message 
is erased fr011l their melllOIY, it's critical that you COI1-

sistfl1tly reach the sa llie persol1s at least three tilll es with­
in each sevel1 Nights ' sleep, No other lIIedia Call do this 
like Radio, " 

If I had stopped right there , it may pos­
sibly have sounded a like a sa les pitch instead 
of the truth that it actua lly was, so I conti n­
ued, "One hundred percent of my income is 
directly tied to my cl ient's growth," I sa id. "If 
a cli ent's business is up 78 percent th is year, 
then I get a 78 percent ra ise next year. Trust 
me, if I could find a more effective media , I'd 
buy it." T hree hundred and fifty business own­
ers rose to their feet and clapped and cheered, 

Bottom line: Know what you're ta lking 
about . Te ll the truth, And remember that 
specifics are more believable than genera lities, 
Violate any of these three , and you're li ke ly 
to get "zapped" by your prospect's mental mute 
button , !iii 
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The Idea 
Of North 

ROY H. WILLIAMS 

Agifted concert piani st, 3 1-
yea r-o ld Cle nn Could 
stopped giving public per­

fo rm ances in 1964 a t th e ve ry 
pinnacle of hi s career - no ad­
vance wa rnin g, no fa nfa re, just 
"thank you and goodbye." H e 
wa lked o ut of a so ld-out con-

» "North" is more 
than a direction on a !;...;._.....;;.~ 
compass; it is an IDEA that implies 
the purity of solitude, cold weath-
er and snowy darkness. 

» Mental images are the univer­
sal language of all humankind, 
as well as the secret to miracu­
lous Radio. 

» Successful communication is 
the transfer of a clear mental 
image from one person to another. 

» Your ability to communicate, to 
entertain and to persuade de­
pends entirely on your skill in con­
juring interesting, unexpected and 
magnetic mental images. 

» Your success as a Radio pro­
fessional will hinge upon your 
ability to do this. : L _ _ _______________ ~ 

10 

ce rt ha ll in Los Ange les to 
begin w ri t ing and directing The Idea oj Nor/h , a 
1967 spoken-word Radi o documentary for the 
Ca nadi an Broadcasting Corporat io n . 

I cons ide r it hi s g reatest ac hi eveme n t. 
C lenn Could was a man bo rn to be in Ra di o. 
To him , "north" was mo re than a d irectio n o n 
a compass; it was an IDEA that im plied all the 
purity of so litude, co ld wea the r and snowy 
da rkness. The idea of "north" represents a sin ­
gul ar q uest fo r se reni ty and peace: fro m the 
Northe rn lights - the beckon ing co lors of 
the aurora bo rea li s - to the North Po le -
that magneti c achi evemen t at the to p of the 
world - to the North Star- the gu iding li ght 
fo r eve ry t rave le r who wo uld dream the im ­
poss ible dream . 

Much b igge r th an a mere five- letter sy l­
lable , "north" is a symbol of a ll that is tru e in 
the heart of man. But is north the o nl y direc­
t io n with deep assoc ia ti o ns in the human psy­
che? Certa inly not. The idea of "west" abounds 
with vita li ty and exp lo rat io n, adve nture and 
opportunity - h e nce the imm orta l urgi ng, 
"Co west, young man, go west!" 

"East" communicates h istory and trad ition, 
beginning with going to school "back east" and 
e nd ing with "the eastern establi shme nt. " 

"South" will fo rever be assoc iated with re­
laxat io n , wa rm th an d ease - fro m sip pi ng 
min t jul eps o n the porch of a Southern man­
sio n , to mi xing margaritas in sleepy, su n­
dre nched M exico , to st irr ing Ja maica n rum 
with pink paper um bre ll as o n an island in th e 
Cari bbean . Ah , suc h wo ndro us assoc iatio ns 
a re these , whi ch merge and b le nd to c reate 
that complex compos ite we ca ll the "me nta l 
image." Mental images are th e uni ve rsa l lan­
guage of a ll humankind , as we ll as the secret 

to miracul o us Rad io. 
A spo ken language is an o rgani zed group 

of soun ds tha t we connect to specific menta l 
im ages. A writte n language is an o rgan ized 
group of symbo ls that we co nnect to speCific 
sounds. H ence, the wri tten word has no mean­
ing un t il it has bee n transla ted by the brain 
into the spo ken word it represents. 

Successful commun icati o n is the tra nsfe r 
o f a clear mental image from o ne person to an ­
o ther. Unsuccessful communica tion is the co n­
veyance o f any mental image other than the 
o ne the communica to r had hoped to convey. 
O bscenity is t he in t roducti o n , throug h any 
means, of an unnecessari ly ugly or violent men­
tal im age . Ente rta inment is the introducti o n 
of a me ntal image more inte resting than the 
o ne that h ad prev iously occupied the mind . 
Pe rsuas io n is a series of me ntal images tha t 
cause poeple to imagine do ing what another 
person wa nts them to do. 

You r abil ity to communicate , to ente rta in 
and to persuade depends ent ire ly on your ski ll 
in conjuring in teresting , unexpected and mag­
ne ti c menta l images. In virtually all li fe's e n­
d eavors , your success w ill hi nge upo n your 
ab ility to do thi s. Mo re than that, an under­
stand ing of mental images is the highes t call ­

ing of every person who would call hi mself or 
herse lf a "Rad io professio nal. " !iii 
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When Radio Ruled The World 
(And How It Can Take Over Again) 

America is talking about. 
And by the way, Paul Harvey isn't a news­

man. He is simply the last of the Radio storytellers. 
I got the inspiration for this column during 

a long conversation with Dr. Michael Zeineh , a 
neuro logist. Michael had ca ll ed to ask me for 

Few of us are old enough to 
have personal memories of 
the "Colden Era of Radio," 

but we've all heard the magic 
of Radi o's se rial dramas: The 
Lone Rallgel; The Creel1 LllIllenl, The 
SJ,adollJ. What happened? 

ROY H. WILLIAMS Most people will te ll you 

» We've all heard 
the magic of Radio' 
serial dramas: The Lone Ranger, 
The Green Lantern, The Shadow. 
What happened? 

» Somewhere along the way, we 
decided that Radio was only for 
music and information. 

» You've seen the screen of a 
television, but you've also seen 
the screen of the imagin~tion. 
Deciding what to put on hich 
screen is a writer's great st 
challenge. 

» Radio's reinvention will ot 
begin until someone has t e guts 

I to hire a fabulous stable 0 writers. I L____________ _ ___ J 
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that "the '60s happened" and 
hot-blooded, teen-age baby boomers didn't want 
to listen to stories anymore. Others wi ll say, 
"Television happened" - fa ns could see Jack 
Benny ta lk to Rochester, instead of just hea ring 
them on the Radio. Okay, I can partiall y buy 
both answers. But let's probe a little bit further. 

Yes , the '60s happe ned, and Top 40 was 
sudden ly the o nl y format that mattered. No 
lo nger was there room for stories o n qUi ck­
witted , fast-actio n Rad io. The mood of Amer­
ica was soc ial revo lu tion , free love and rock 
'n ' roll , psychede li c art und er blac k li ght , 
Cheech and C hong 

But the boomers grew older and became 
their parents. What's Cheech doing these days? 
He's the wisecracki ng sidekick of te lev ision's 
Nash Bridges - in effect , Kato to Nash's Cree" 
Lalllm/ . Ever heard of a TV show ca ll ed Sei"feld? 
How about ER? Frasier? Each of these could just 
as easily have become a Radio seria l with mil -
lions of people tuning in each day to catch the 
latest five- minute segment. But Rad io doesn't 
have these kinds of shows today because, some­
where along the way, we decided tha t Radio 
was onl y for music and information. 

You've seen the sc reen of a te lev ision and 
doubtless will again. But you've also seen the 
screen of the imagination . Deciding what to put 
on which screen is a writer's greatest chall enge. 

Unless, of course, the television people are 
willing to pay you, and the Radio people aren't. 

Let me please say this as plai nl y as I pos­
sib ly can - Radio's reinvention will not begin 
until someone has the guts to hire a fabulous 
stable of writers. But when that person fina l­
ly does, and I feel sure that someone will , Radio 
wi ll aga in be the med ium that eve ryo ne in 

insights on promoting and publishing. I was ex­
plai ning to him the power and necessity of sto­
ries when he grew thoughtfu l and then sa id , 
"Ramachandran is proof-positive of what you say" 

I sa id , "Rama-who?" 
Michae l explained, "Ramachandran is the 

only doctor in America that other neurologists 
wi ll fl y across the cou ntry to hear. Anytime 
Ramachandran is speaking anywhere , you can 
be sure that it wi ll be a packed house, no mat ­
ter how large the auditorium . The funny thing 
is that he doesn't exce l in research or in any­
thin g else that rea ll y matters. Ramacha ndran 
is just a really marvelous sto ryte ll er." 

Cee, I wonder if Ramachandran would like 
a job in Radio. 6:l 

Roy H. Williallis is presidwi oj Roy H. Williallis Markelil1g I"c. 
He may be reached al 512-295-5700 or bye-mail al roy@WizardOjAds.com 
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