
THE WIZARD OF ADS 

The Language Of The Client 

If the secret of a good ad is to 
"ta lk to the customer in the 
language of the customer 

about what matters to the cus-

through the door. 
What you actua ll y sa id was , "The annual 

sales volume of your average peer is exactly twice 
the value of their total inventOlY at Cost." Yet had 
you said it in those words, they would have looked 
at you as though you were speaking Chinese. 

tomer," then the secret of a good 
sales presentation is to talk to the 
client in the language of the client 

ROY H. WILLIAMS about what matters to the client . 
Business people think in terms of "Markup" 

(profit as a percentage of cost of goods), "Margin" 
(profit as a percentage of sales) and 'Tum" (the num­
ber of times they wi ll se ll a thing in a year). "Key­
stone" (or ''key'' in slang) is a 100% markup, a 50% 
margin . But margi n isn't always exactly half of 

» The secret of a 
good sales presenta- ...... _--', • .01 

tion is to talk to the client in the 
language of the client about what 
matters to the client. 

» Do you really know what mat­
ters to them? 

» learn to talk to the client in the 
language ofthe client. 

» You need to know the average 
markup, margin and inventory 
turn for each category of busi-
ness you call on, I L ___ _ _ _ ___________ ~ 

Do you rea lly know what 
matters to them, or do you just think that you 
know? When your sa les presentation revolves 
around anythi ng other than the secret dream 
in your client's heart, you're doing little 
more than answering the question that 
no one was asking. There's not a lot 
of money in that. And it certa in ly 
doesn't carry a delight factor. 

Every day, your clients 
have a job to do. And 
what keeps them from 
getti ng that job done? 
Interruptions - from 
copier salesmen, deliv­
ery people, charities, and 
sa les reps from every 
Radio station in town. 
Each of these smil ing peo­
ple beli eves that your 
client "owes them the 
common courtesy of tak­
ing their ca ll and giving 
them an appoi ntment." 

Do you want to 
know how to separate 
yo urself from every 
other sales rep? Learn to talk 
to the c li ent in the language of 
the client: "T he average store in 
your category is getti ng a one­
time turn and fa lli ng a little short 
of keystone, storewide. Have you been 
able to beat the averages , or does that 
pretty well describe your business right 
now?" Bingo. You ju t became the most 
intelli ge nt, interesting and potential­
ly helpfu l sa les rep that ever wa lked 

markup. A 50% markup is a 33% margi n. A 
200% markup is a 66.6% margin. I know it 
all sounds a bit confuSi ng, but learn this stuff. 

It's go ld. 
Yo u need to know the average 

markup, margin and inventory turn 
fo r each ca tegory of busi ness 
you ca ll on. But always re­
member that inve ntory turn 
is where retai lers make the ir 
money. Markup and margi n 
just descri be how much prof­

it was made. "Turn" de­
scribes how often they're 

making it. For example: 
If I have $ 1 million in in­
ventory and I'm getti ng 
a one-ti me turn at key­
stone ( 100% markup), 
I'm doi ng $2 mill ion 

in gross sa les and 
have a $ I-mi ll ion 
gross profit. But if 
I'm getting a two­

time turn , I'm doing $3 
million in sales and have a 
$2 -million gross profit 
with the SAME $ I-million 

inventory. I win ! I win! 
Lea rn the lan­

guage of business, and 
you've learned the 

language of sa les. Are 
you will ing to learn the language? ~ 
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Hallelujah! • • • Uh-oh 
Somebody finally sa id it. And 

she sai d it well: eure ka! 
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"Those of yo u who know 
me wil l recall that I'm always 
yipping about taking what you 
learn in the needs-ana lys is ca ll 
and ap plyi ng it. If you do any­

ROY H. WILLIAMS thing else, you are wasting your 
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» Television AEs are 
moving away from 
the old combative paradigm of 
"pitching and selling" to embrace 
a whole new way of thinking -
becoming genuine advertising 
experts. 

» As a result, longtime radio buy­
ers are becoming more open to 
spending money on TV. 

» Radio buyers, take what you 
learn in the needs-analysis ca ll 
and come back with information 
specific to the client's needs -
something that helps the client. 

» "A proposal ... is a way to es­
tablish rapport and take one step 
closer to being your client's trust-
ed advisor." I L ___ ______________ J 

8 

clients' time. If you haven't heard 
it yet, my speech goes something like this, 'Why 
bother to ask a bunch of questions about the 
cl ient's business if you intend to present the client 
with a generi c proposal? If you aren't go ing to 
come back with in for mation spec ifi c to the 
cl ient's needs - something that helps the client 
- do everyone a favor and skip the needs analy­
sis . It's a waste of everyone's time and energy.' 

"Of course I believe in the needs ana lys is, 
and I believe in deli vering ta rgeted , customized 
proposals. It's just that I fi nd it extremely irri­
tating (as I'm sure your clients do) when the pro­
posal has nothing at all to do with the prior 
discussions the AE had with the client. A pro­
posal is far more than a package. It's a way to es­
tablish rapport and take one step closer to being 
your client's trusted advisor." 

Reading those opening words of Kim Peek's 
commentary made me fee l like sa luting the flag 
and singi ng TiJe Star Spal1gled Balilier. Wide-eyed, I 
whispered, "Radio should thank their lucky stars 
for this lady." Exci ted, I dialed the phone to ask the 
All -New Chuck Mefford if he had ever met the 
wo nderfu l Kim Peek. "And after I finish talking 
with Chuck, I' ll call lindsay Wood Davis at RAB." 
Breathless, I continued to read Kim's commentary 
while waiting for Chuck to answer his phone. 

The opening words of Kim's next sentence 
made me hang up before Chuck could even an­
swer. "Those of us in the cable industry are for­
tu na te to .. .. " Uh-oh. 

But Kim's commentary at www.adgenius.com 
did help clear a mystery that has been puzzling 
me for the past two years. To put it brieAy, I now 
understand why my media buyers seem to be in­
creas ingly wi lling to take ca ll s from TV reps in 
the 38 states where we buy media. And I've no-
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Screen grab of website www.adgenius.com 

ticed that the amount of time they spend talk­
ing with tel evis ion reps has been steadil y in­
creasing as we ll. 

Bottom Line: There seems to be a strong 
trend among television AEs right now to become 
genuine advertising experts as they move away 
from the old combative parad igm of "pitching 
and se lling" to embrace a who le new way of 
thinking. And as a resu lt, longtime rad io buy­
ers are becoming more open to spending money 
on TV In the grand scheme of things , the $20+ 
mi ll ion that my media buyers wi ll spend this year 
doesn't rea lly matter all that much. But many of 
the TV reps call ing my people are reps who live 
in your towns and sell against you. And are my 
media buyers rea lly any differe nt fro m the ones 
that you ca ll on each day? ~ 
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THE WIZARD OF ADS 

Teaching Computers 
To Lie 

why media buyers are so often prejudiced against 
Radio reps. O ne bad apple in each market can easi­
ly spoil the whole basket marked "Radio." And sadly, 
Radio has more than its share of slippery, bad apples. 

ROY H. WILLIAMS 

My team of media buye rs will 
speak to about 2,000 station 

reps a yea r, and they'll spend 
te ns of mi ll ions of do ll ars. Be­
cause their annua l budgets usu ­
ally go to the stations that can 
de liver the hi ghest o ne-week 
reach with at least a 3-frequen­
cy, 52 weeks in a row, they al-

Let me give you an example of sli ppery. Just 
th is week , one majo r market stat io n was ex­
plaining why they shou ld receive a big budget 
increase this year (last year, they got $500,000), 
and their "proof" was a TAPS CAN that showed 
last yea r's schedule now reaching signi ficantly 
more people with better freq uency than it did 
when we contracted for it one year ago. 

» Media buyers' an­
nual budgets usually 
go to the stations that can deliver 
the highest one-week reach with 
at least a 3-frequency, 52 weeks 
in a row. 
» A current TAPS CAN reach-and­
frequency analysis for last year's 
schedule is reps' annual method 
of checking growth/decline of our 
Radio station partners during the 
past year. Growth is rewarded with 
more money. Decline is penalized. 

}) Give reps a TAPSCAN that 
shows the reach-and-frequency 
of ads during the dayparts in 
which they will actually run. 

» If you calculate reach-and­
frequency based on 18-hour 
scheduling, then you must be 
sure that one out of every 18 
spots airs 6 a.m. -7 a.m., another 
one 8 a.m.-9 a.m. etc. - or your 

I TAPSCAN is a lie. L _ _ _________ _ ____ _ 

10 

ways ask our current reps to "run a current 
TAPS CAN reach-and-frequency analys is (in per­
sons, not CRPs) for las t year's schedul e." 

T his is our an nual method of checking the 
growth and decli ne of our Radio station part­
ners during the past yea r. Crowth is rewarded 
with more money. Decl ine is penalized . 

[f a station's one-week schedule is now reach­
ing more people with more frequency than it did 
a year ago, then that schedule is obviously worth 
more money to me this year, wouldn't you agree? 
But what if last year's schedule is now reachi ng 
fewer people with less frequency than when I 
bought it 12 months ago? Are you going to give 
me a better deal than you did last yea r, or do you 
expect me to listen to yo ur pathetic "qual ita ­
tive" pitch about how your station's listeners are 
better than other Radio stations' listene rs? 

No, I'm not trying to pick a fight. I'm just try­
ing to give you a glimpse of the view from the other 
side of the table. I'm nying to help you understand 

At first, the TAPSCAN looked believable. 
But upon a line-by- li ne examination, we noticed 
that a massive amount of reach was coming from 
the I 0 (very cheap) spots per week that were sup­
posed to be scheduled I a. m.-5 a. m. But some­
one had "mis-keyed" the data so that the computer 
was calculati ng I a.m.-5 p.m. W hat are the odds 
that any of those spots would actually air 6 a. m.-
5 p. m.? [n effect, the reach and frequency analy­
sis was a blatant lie. Was the lie accidental? Possibly. 
But if so, a huge number of Radio stations across 
the nation are hi ring extremely incompetent typ­
ists. And somehow, their mistakes always seem 
to make the station look better, never worse. 

Bottom line: If you calculate reach-and-frequency 
numbers or CRPs based on 6 a.m.-midnight (18-
hour) schedul ing, then you must be sure that one out 
of every 18 spots airs 6 a.m.-7 a. m., another one 8 
a.m.-9 a.m. etc. - or your TAPSCAN is a lie. 

[ wish [ had a nickel fo r every time I've been 
told, "[ gave you such a rea lly cheap rate for these 
24-hour ro tators that, if they all wi nd up run ­
ni ng between midnight and 6 a.m., it's okay. But 
this way, if we have unso ld drive-time, you'll get 
it rea lly cheap." Puh-Ieaze, [ was born at night, 
but not last night. T he simple truth is that you're 
shOWing me in flated numbers that your sta ti on 
wo n't deli ver. The compu ter ca n only assume 
that the broad ' rota tors will be evenly di strib­
uted through all dayparts. But what are the odds? 

[ do n't mind buying late- nights and 
overnights. But [ want a TAPSCAN that shows 
me the reach-and-frequency of these ads duri ng 
the dayparts in which they will actually run . !iii 
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THE WIZARD OF, ADS 

» Why should you 
- and advertisers 
- know about language, eyes 
and ears, and their relationship 
to memory? 

» How do types of thoughts 
affect persuasion? 

» For the urge tD buy an adver­
tised product, listeners first must 
imagine something they want 
from what they hear - and re­
member what advertisers must 
repeat frequently. 

» You - and advertisers -
must use this knowledge to create 
a bridge between intuition and 
logic, right brain and left. I 

I » Win the heart (right brain), I 

and the mind (left brain) will fol- : 
low. Doing it backwards just does I 

I not work. : L ______ _ _ __ _ _ ____ _ ~ 

RADIO INK - f EBRUARY 1 B, 2002 

Radio By The Numbers 
ONE: In the language of 

human persuasion , verbs 

are more powerfu l than 

nou ns. Why is this important? 

TWO: The eyes and the 

ears are separate organs; and 

the processing, storage, and 

retrieval of sigh t and sou nd 

are accompli shed in comp lete ly unrelated 

parts of the bra in. Why shou ld advert isers 

know th is? 

THREE: T he th ree types of memory are 

worki ng, deolaratory and procedural. Work­

ing memory is th e thought that you are 

thinki ng NOW. Dec laratory memory is 

stored in formation you can reca ll. Proce­

dura l me mory is a pattern of mental con ­

nectio ns th at trigger in vol untary reca ll . 

Procedura l memory is where branding oc ­

curs , and bra nding is what you se ll . Ca n 

you exp lain how to create a procedura l 

memOlY? Do you know how to make brand­

ing happen? 

FOUR: The four types of thought are ver­

ba l, analyt ical , abstract and symbolic . Ver­

ba l though t is l ike listening to a voice in 

your head. Ana lytical thought is linea r and 

sequent ia l and seeks to forecast a result . 

Abstract thought occurs in the rea lm of in­

sti nct and intu ition - the heart , instead of 

the mi nd . Symbo lic t hough t , by far the 

most powerfu l, is the secret of human per­

suasion . Do you know how to harness sy m­

bo li c thought to work miracles for yourse lf 

and yo ur cl ie nt? 

I ask these questio ns to he lp you bet­

ter understand how much is st ill out there 

for you to learn. But rat h er than leave 

you hang ing on the ropes of cur iosity, 

let me give you the short answers to each 

of t he above . 

ONE: A person can do on ly what they 

h ave first imagined. The listener cannot 
imagine doi ng what you wa nt until you first 

use a verb that describes the des ired action. 

TWO: Accord ing to Professor Steven 
Pinker of the Department of Bra in and Cog­

nitive Sciences at M IT, "The bra ins of mam­
ma ls, like the bodies of mamma ls, follow a 
comm on genera l plan .. . When a species has 

a noteworthy ta lent , it is reflected in the 

gross anatomy of its brain ... [ ln , hu ma n 

brai ns] the olfaJ tory bulbs, whichf nderlie 
the se nse of smell , have sh r ivele to o ne 
thi rd o'f the expec ted primate size already 

pun y by mamma lian sta ndards ), a nd the 
ma in cortical areas for vision have shrunk 

proport io nally as well ... wh ile the areas for 
heari ng , espec ia ll y fo r understandi ng 

speec h , h ave grown to twice w hat a pri­

mate our size should have ." In other words, 
the princ ipal neuro logica l ta lent of man is 
that we are uniquely g ifted to hear and un­
derstand speech. Shou ldn 't thi s be an im­

porta n t consideration in an advert iser's 

se lect io n of media? 

THREE: Procedural memory (branding) 
is a product of relevance and repet it io n . To 

c reate a procedura l memory, yo u must say 

someth ing that matters to t he li ste ner and 
then keep on saying it. Most contemporary 
branding efforts lack sufficie nt repetition 

over an extended period of ti me. 
FOUR: The left brain is fu ll of doubt and 

susp icion , while the rig ht brai n is open and 
trust in g. Music , metaphors , parables and 

sim il es are differe n t for ms of symbolic 
th ought, eac h o ne creat ing a br idge be­

tween intu it ion and logic, righ t bra in and 
left. W in th e heart (r igh t brain ), and th e 
mi nd (left b rain ) wi ll follow. DOing it back­

wards just doesn 't work. 

But I thi nk maybe yo u a lready knew 

that. 6:l 
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THE WIZARD OF ADS 

Where Did All The Magic GO? 

Two of the best- loved 

books in mo dern hi story, 

J.K. Rowlin g's Hnrry Pot­

ter and J.R .R. To lki e n's Lord oj 

the RiNgs, rece n t ly 

have been 

thoug ht to bri ng this sto ry to life. 

ROY H. WILLIAMS 

Do you thin k any o ne in America m igh t 

e njoy ly ing in bed with the li gh ts turned off 

each ni gh t, li stening to a dramatica lly enact­

ed c hapter of the world's greatest literature be­

fore go ing to sleep? The supp ly of fa bul ous 

books is in fin ite . C haracte r vo ices and sound 

effects are astou ndingly inexpensive. And the 

» No one has ever 
gotten excited about ...... __ ... 
the Radio version of the Lord of 
the Rings, simply because there's 
never been one. 

» Anyone in America might enjoy 
lying in bed with the lights turned 
off each nigh~ listening to a dra­
matically enacted chapter of the 
world's greatest literature before 
going to sleep. 

» Business America might take 
Radio people more seriously if 
Radio folks were more serious 
about their craft. I 

» For Radio drama that Orson : 
Welles would be proud to call his : 
own, try the CDs Bonhoeffer: The I 

I Cost of Freedom. : L ___ _ _ _ _ _ ___ __ ____ ~ 

8 

e nough to reward the m with e nd-over-e nd , 

leapi ng -and -shouting, "you'll neve r top this" 

success at the box o ffi ce, most people say they 

li ked the books a li t tl e bette r. 

T he Frodo in your mind was a litt le short­

er than the Frodo on the screen , ri gh t? And 

my personal Candalph was quieter, somehow. 

But no o ne has eve r gotten exc ited about the 

Radio version of the Lord oj the Rings, si mp ly 

because there's neve r been o ne. Eve n though 

it would have been infinitely eas ier, hundreds 

of mi ll ions of doll ars less ex pensive, and a great 

deal more satisfy ing , not a so litary sou l work­

ing at any of the 15,000+ Rad io stations in 

li t tl e kid in each of us w ill a lways 

hu nger for a bedtime story. 

If the camera crowd had been as 

complacent during the last half ce n­

tu ry as the Rad io fo lks have been , 

movies would be little more tha n stage 

plays captured o n film or the loca l 

drama club, broadcasting live from the 

high school cafeteria. Radio's idea of 

a book-on-tape causes a sardonic, mo­

noto ne vo ice in my head to say, 

"Yi ppee-Ski ppy -ca ll- the- press- I-ca n­

hardly-be lieve-it. It sounds just like 

a rea l person , readi ng." 

Am I trying to pick a fig h t? No. 

I'm o nl y suggesti ng t hat Business 

America might take Radio people more 

seriously if Rad io fo lks were mo re se­

rious about their craft. Do you rea lly think that 

a couple of ad -libbing goons laughi ng at each 

other's bad jokes and double-ente ndre is the 

best that your station can offer each day? 

If you'd care to hear what contemporary 

Radio drama can sound like, Rad io drama that 

Orson Wel les woul d be proud to ca ll h is own, 

contact Doug Sommer in Colorado Springs, 

and ask for BOl1hoeffer: The Cost oj Freedom. It's 
three hours o n four CDs and usually se ll s for 

$22 , bu t Doug said hi s company wou ld g lad ­

ly send a set for free to anyo ne who worked 

in Radio . You can call D ougat (7 19) 53 1-33 11 

or e- mail him at sommerdj@fo tf.org 

Radi o needs mo re peo p le li ke D o ug 

North America during the past 50 yea rs eve r Sommer. ~ 
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THE WIZA D OF ADS 

Honesty's Awesome Power 

It was the on ly Coun try sta­

tion in a middle-size market, 

wa ll owing li ke a hog in a 

19.7 share and billing $4.7 mi l­

li on. One day, two competitors 

simulta neous ly jum ped to the 

pitching RadiO," he sa id. "Instead , teach them 

how to make Radio adve rti sing rea ll y wo rk. 

Don't wo rry about what's best for yourself and 

your stat ion. Worry about what's best fo r your 

cl ient. When you're no longer focused on mak­

ing the sa le, you sell a lot more Radi o." 

ROY H. WILLIAMS Country fo rmat as we ll , and a 
three-way race was on. Seei ng 

the handwriting on the wa ll , the station's owner 

sa id , "Kids, we're gonna need a whole new way 

Don Jacobs already knows that. In Si oux 

Fa ll s, SD, Sinus Specia lty Clinics was spe nd­

in g a staggering annua l budge t in the local 

newspaper. Don convinced them to move half 

» Because of sud­
den new competi­
tion, a Country station's AIlH 
share was cut in half, to 10.5. 

» But because of the station's 
new selling system, billing jumped 
from $4.7 million to $6.3 million ­
a pretty good selling system, right? 

» "You have to convince the 
sellers to quit pitching Radio. To 
make Radio advertising really 
work, don't worry about what's 
best for yourself and your sta­
tion. Worry about what's best for 
your cl ient." 

» "When you're no longer fo­
cused on making the sale, you sell 
a lot more Radio." L ________________ _ 

of se lling ." H e was right. 

Over the next two yea rs, the 

sta ti on's AQH share was cut 

in half, to 10.5. But because 

of the station's new se lli ng 

system, billing jumped to 

$6 .3 milli o n . I'd ca ll that a 

pretty good selling sys tem, 

wou ldn't you? 

The owner then sent his 

new sa les trainer to tra in hi s 

people in a very small mar­

ke t, where he was already 

do in g extre mely we ll. "I'm 

co nvinced tha t we've maxim ized the market 

in thi s town," sa id the owner. "$ 1.5 million is 

probably as good as it's ever go nna get." T he 

controve rsial new se lling system was im ple­

mented; two short years later, revenues had risen 

by a million doll ars. T hat wacky, coun terin tu­

it ive se ll ing system has now been implement­

ed in a numbe r of markets , and always with 

similar results . 

The sa les trainer's name is Jim Blundell , 

but few broadcaste rs have hea rd of him . We 

know-it-a ll Americans don't ofte n pay atten­

tion to what's hap pening up in Ca nada . 

Recently, I spent a couple days with J im 

Blunde ll, and h is in fec ti ous e nthusias m re­

minded me of the li ghtning bo lt that struck 

The All New C huck Mefford about three years 

ago. "You have to convince the se llers to quit 

of that budget onto h is fo ur 

Radio statio ns fo r 52 weeks, 

and the n he turned hi s fo r­

midable energy toward mak­

ing sure that the campaign 

wo rked . With in a fe w 

months, the cl inic gave D on 

the o ther half of the budge t. 

But he re's w hat's spec ia l 

about D on Jacobs: H e gave 

h is compe tito rs the o the r 

half of the mo ney. "I didn't 

feel that inc reasing the fre­

que ncy o n my own stati ons 

would deliver a commensurate increase in busi­

ness to the clinic, so I put the money o n o ther 

stat ions." When Don to ld me that story, I said , 

"It's good that you own the statio ns, buddy, 

because most manage rs would have fired you 

fo r a stunt like that." I expected Don to laugh, 

but when he d idn't, I looked over at him and 

saw a profoundly sad look in h is eyes. The n 

he sa id quietly, "Yeah . I know." 

W hen lindsay Wood D avis called to see if 

I might be in New O rleans fo r RAB 2003, I gave 

my frie nd an honest and si ncere reply. "lindsay, 

Radio doesn't need to hea r from me nearly as 

much as it needs to listen to men like Jim Blun ­

dell , C huck Mefford and Don Jacobs. Put those 

guys on a stage together, and I'd travel halfway 

around the world just to sit in the crowd." 

I meant every wo rd of it. 6iil 
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Are You 
Making The Old Mistakes? 

Y
OU need some new 

ideas , because the o ld 

ones aren't worki ng . 

The time has come to reinvent 

your prospect list and your sales 

approach , maybe even yo ur­

ROY H. WILLIAMS self. But the on ly framework 

year. When Sanger wanted to improve the pro­

ductivity of his factor ies, he sent h is tech ni ­

cians to study the pit crews during a NASCAR 

race. At the end of the day, the tech ies came 

home and reduced the ti me it took to switch 

a plant li ne - by 93 percent. A process that 

used to shut down Sanger'f factories for five 

long hours now uses just 20 minutes. 

» You need some 
newideas,because 
the old ones aren't working. 

» Thousands of people have al­
ready faced and defeated a prob­
lem exactly like yours. 

» Where did busy CEO Steven 
Sanger learn to change a process 
that used to shut down his 
factories for five long hours but 
now uses just 20 minutes? 

» Is there something that we can I 

study? Yes, there is - history. : 

» What is history if not a book of : 
creative solutions, each one time- I 

I tested and true? learn its lessons. : L _ ______ _ _______ _ _ ~ 

8 

within wh ich you can visua li ze a new system 

is the old system. like a dog chasing its tai l, 

you keep coming back to the same o ld place. 

Let me te ll you how to break out of there . 

The first step is to realize that your prob­

lem is not unique . Thousands of people have 

already faced and defeated a problem exactly 

like yours. The only difference is that , back 

then , it was wearing different clothes . So don't 

let the c loth ing fool you. Underneath , it's the 

same o ld problem. 

Stephen Sanger is the exceptional CEO 

of Ceneral Mills, a company that makes $1 .5 

mi ll ion an hour, 24 hours a day, 365 days a 

How did this busy CEO learn to th ink 

such unclouded thoughts? Where did he learn 

to see with such far-sighted clarity? Can you 

and I li kewise learn to qU ickly identify prob­

lems and recognize their sol utions? Is the re 

something that we can stl1dy? Yes , as a mat­

ter of fact , there is , and Stephen Sanger re-
I 

ceived h is degree in it from DePauw U niversity 

in 1968. Sanger's degree is in hi story. 

What is history if not a book of creative 

so lutions, each one time-tested and true? (And 

you thought history was borin g. ) Far from 

ted ious and boring, histolY is re levant, vibrant 

and alive . Your problem with h istory began 

when a public-school athletics coach who had 

no rea l understanding of it introduced you to 

the subject. Rather than explai ning to you how 

the lessons of yesterday could be used to so lve 

the problems of today, Coach Puckleschwartz 

just recited a bunch of mea ni ngless names and 

dates . Am I right? 

Have you been reciti n mean ingless num­

bers to your prospects? A H shares? Daypart 

cumes? Spot rates? Or ha e you been show­

ing them a movie in their lminds , co lorizing 

how your station can be us d to achieve their 

fondest fa n tasies? We're su posed to be in the 

communications busi ness, a en't we? T hen why 

aren't we studying how to ommunicate? 

Are you wi ll ing to be aught by the great 

leaders and thinkers of the past? W ill you let 

yesterday's champions gu de you alo ng the 

road to success? Are you I arni ng the lessons 

of history? d 
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Newspaper's Power Pitch 
and the cl ient's bus iness , rather than o n the 
rep and the newspaper. A merica 's 1,483 daily 

newspapers are cur­
rently outse llin g a ll 

10,716 of America's commer­
cial Radio stat ions combined. 
Newspaper has less tha n o ne­

ROY H. WILLIAMS seventh as many outlets , yet 

A Radio rep will wa lk in with an Arbi ­
tron report that shows how the rep 's Radi o 
station measures aga inst all the other Radio 
stat ions in town. A newspaper rep wa lks in 
with a TOMA report that shows the business 
owner how the business measures agai nst each 
competitor in the public's awareness. Busi­
ness owners seem to like the news paper ap­
proach a little better. 

» The average 
newspaper takes in 
about 18 times as much money as 
the average Radio station. Is their 
advertising 18 times better? 

» A Radio rep with an Arbitron 
report shows how the rep's Radio 
station measures against all the 
other Radio stations in town. 

» A newspaper rep with a TOMA 
report shows the business owner 
how the business measures 
against each competitor in the 
public's awareness. 

» Heaviest advertisers get great­
est Top Of Mind Awareness. 
» Radio reps should use TOMA 
and sell 52-week annuals, instead 
of short flights. L ______ _ _________ _ ~ 
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they're selling more than two-and-a-half times 
as much advertisi ng as all Rad io stations. This 
means the average newspaper is taking in 
about 18 times as much money as the aver­
age Radio station . 

Is their advertising 18 times better? Or is it 
their sales pitch? 

T he typica l Rad io salesperson wa lks in 
and immediate ly starts talking about Radio 
in ge neral and the n about his or her own sta­
tion in particu lar. If you can spare the t ime, 
these fine reps wil l tell you about their morn ­
ing team , their spot rates , their Time Spent 
Listening, their AQH shares and their week­
ly cume. And if you're rea lly lucky, they might 
even te ll you about the package of the week. 

A newspaper rep, on the other hand , will 
wa lk in and begi n talking to a furn iture store­
owner about furniture stores in general and 
then about that owner's furniture store in par­
ticul ar. In short, a newspaper salesperson's en­
tire presentation wi ll be focused on the client 

About 18 times better. 
TOMA, as you probably know, stands for 

Top Of Mind Awareness; and TOMA reports 
have long been powerfu ll y used by newspa­
per reps to show bus ines ow ners who the 
leade rs are, and by how m ch , in each loca l 
product and se rv ice category. As you migh t 
expect, TOMA reports usu lIy reveal that the 
heav iest newspaper advert ise r wi ll enjoy the 
g reatest Top Of Mind Aware ness. T hat is , of 
course , un less the categoJ in question has a 
committed, 52-week Radio advert iser. 

Yes , it's true. Newspaper's most power­
ful sales tool , the TOMA report , actua ll y 
measures what Rad io does best. So do Amer­
ica's newspaper reps have anything to wo rry 
about? No , not as long as America's Radio 
reps keep pitching and sel ling sho rt fli gh ts , 
instead of 52-week annua ls, usi ng Arbi tron 
without TOMA and spendi ng all t heir time 
ta lkin g about their station , the ir li ste ners , 
their contests , their announcers , the ir pack­
ages and the ir tower he ight, instead of the 
client's business . 

When the fo lks at TOMA noticed that 
lo ng-term Radio advert isers nea rl y a lways 
domi nated their business categories , they 
started a Radio divis ion and bega n offeri ng 
TOMA reports to Radio statio ns. But very 
few stations were interested . No, you see, 
Rad io stations prefer to measure on ly them ­
selves and then only against each other. Some­
how they never seem to notice that t he 
newspaper fo lks are carrying 18 times more 
money to the bank. Ii:! 
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Magic Words 

H ave you ever been in 
a bad mood without 
rea lly knowing why? 

Professor Tanya Char­
trand be lieves that our in-

ROY H. WILLIAMS explicab le moods are linked 
to goa ls we didn't even know 

puzz le. Even more asto ni sh ing, a co n t ro l 
group who had NOT been exposed to the 
e motiona ll y charged words of t h e 
"achievement mentality" revea led no mood 
cha nges at all, regard less of w het her or 
not they had solved t he ir puzz les . 

Wow! Our fee lin gs are triggered by 
words eve n when we're not aware of it . 

}) Our feelings are 
triggered by words 
even when we're not aware of it. 

}) Feelings are triggered by 
words, even when the listener 
isn't consciously aware of them. • 
What your ad copy says to the un­
conscious mind (through associa­
tive memory in the intuitive, 
instinctual right brain) may be 
even more important than what it 
speaks to the rational, conscious 
left-brain. 

}) Do your sales presentations 
speak to both halves of the brain? 
Does your ad copy? 

}) Words are the most powerful 
force there has ever been. learn 

I to harness their energy. 
I I L ___ _ _ _ _ __ __ _ ___ _ _ ~ 
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we had . When we succeed at an un co n ­
scious goa l, it puts us in a good mood. 

When we fa il , we begin to fee l b lue with ­
out ever knowing why. 

To test her theory, Dr. Chartra nd im­
planted an achievement menta lity into the 
minds of a group of stude nts by usin g such 
words as "strive," "success" and "achieve" 
in h er instructions to th e m . N ext, she 
gave half the stude nts an easy puzzle that 
th ey were li ke ly to so lve. The ot her half 
received an impossib le puzzle that guar­
an teed the ir fail u re . At th e e nd of the ses­
sion , th e stude nts were asked to fill o ut 
mood question naires. Those w h o had 
so lved th e ir puzzles felt good . The o nes 
wh o had fa il ed to so lve them fe lt bad . In­
terestingly, not a single one of them be­
li eved that their mood was re lated to the 

Stan , a recent graduate of W izard 
Aca demy, ow ns a furn itu re store. H ere 
are t h e opening lines of a Ra di o ad h e 
wrote durin g h is second day of c lasses : 
"You've put in a hard day. Fina ll y, you're 
ho me . As your r ig id body si nks dee p into 
the luxury of a form-fitt in g recli ner, you' ll 
w illi ng subm it to its luxur ious embrace 
unti l every care has been forgotte n ." 
Whe n Stan fi ni shed readi ng hi s ad to the 
rest of t he c lass, I asked, "How many of 
you are feeling a bit sexually aroused right 
now?" One hundred perce n t of t he males 
in the audi e nce shyly raise d the ir h ands. 
Take another look at Stan's ad a nd see if 
you can figure out wh at happe ned . 

Bo t tom line : Fee lings are tr iggered by 
words, even w he n th e li ste ner isn't co n ­
sc iously aware of them. What your ad copy 
says to th e unconscious m ind (th ro ug h as­
sociat ive memory in the intu it ive, in ­
sti nctual right brain ) may be eve n more 
important than what it speaks to th e ra­
tiona l, conscious left-bra in . 

Do your sa les prese ntations speak to 
both ha lves of the bra in? Does your ad copy? 

As psychoanalyst Carl Ju ng said , "J ust 
as we cannot see stars in dayt ime because 
it is too bright , dreams never stop when 
we are awake; we just cannot see the m ." 

"T here is more go ing on in our minds 
than we can ever conscious ly know," ob­
served neurologist Dr. Ric hard Cytow ic. 

Without a doubt , words are the most 
powerful force there has ever bee n. Lea rn 
to harness their e nergy and they wi ll re­
ward you with happ iness, wea lth and honor 
beyond your drea ms . ~ 
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Consolidation's Other Side 
quite a number of loca l advert isers cheerful ­
ly fo ll owed their lead. 

ROY H. WILLIAMS 

like me, you've heard heart­

breaking tales of layoffs and re­

lentless motivation through fear. 

You can name announcers who 

were re placed by a jock-in -the­

box and managers who were 
tossed out like yes terday's news. 

Think of these all -too-fami liar tac-

What great gift might consolidatio n bring 

to Radio? H ow about the principal budgets of 

several major national advertisers? With a foot­
print that effective ly covers every square inch 

of the United States, large Radio groups are now 

free to return to Radio's roots if th ey choose : 

» Think of the 
heartbreaking tales 
of layoffs and motivation through 
fear as the dark side of consoli­
dation, the temper tantrums of 
an infant. 

» Consolidation is still very 
much in its infancy. 

» What great gift might consoli­
dation bring to Radio? How about 
the principal budgets of several 
major national advertisers? 

» Can you imagine the innova­
tive programming that might be 
created to fit the needs of specif­
ic national clients? 

» And if the national budgets of 
Procter & Gamble, Ford, General 
Mills and Coca-Cola come back 
to national Radio, is there any 
doubt that local budgets will 
swing back to Radio as well? 

I 
I 
I 
I 
I 
I 

~-----------------~ 
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tics, if you wi ll , as the dark side of consoli dation, 

the temper tantrums of an infant. For consolida­
tion , by any standard of 

measurement, is sti ll very 

much in its infancy. 

But what might this 
infant grow up to be­

come? When you con­

sider that Martin Luther 

King, Ma hatma Gandh i 

and John F. Kennedy 

spent their early years as 

se lfi sh a nd tempe r­

prone infants , the pic­

tures cast a littl e 

different li g ht on the 

subject, don't they? 

Am I excusi ng the 

heartless and insensitive 

actions that ha ve been 

taken in the name of corporate ex pedi ency? 

Of course not . But if there's any truth in o ld 

sayings , there's an ama z ing si lver lining hid ­

ing somewhere within th e storm c loud of con­

solidation . My purpose today is to search for 
it . Are you willing to go ex ploring with me? 

Think back to the tim e when Radio rul ed 

the world , and major advertisers ro utinely 

sponsored Radi o shows that were heard from 

coast to coast. Ah , those were the days , were 

they not? But then came CBS, NBC and ABC, 
offeri ng a strea mlined pla n for wider reach 

and d eeper market penetration through the 

sponsors hip of targeted television s h ows. 

Most of the big nati ona l dollars fled to net­

work te levisio n because bu y in g nationwide 

TV was easier than buying Radio . And wh en 

t he big national boys al l started usin g TV, 

"T he KXYZ mornin g show is brought to you 

by McDonalds . H ave you had your Egg Mc­

Muffin thi s morning?" 

Can yo u imagi ne 

th e innovat ive pro­
gramming that might 

be created by the larg­

er groups to fit the 

nee ds of spec ific na ­

tiona l cli e n ts ? And if 

the na t io n a l budgets 

of Procter & Gamb le , 

Fo rd , General Mil ls 

and Coca -Co la come 

back to nati ona l 

Radio , is there any 
doubt that local bud­

gets will swing back to 

Radio as we ll ? 

Search the histo­

ry books and you'll fi nd that Radio h as dee p 

roots in the creatio n of specific programs to 

be spo nsored by spec ific advertisers . "Soap 

opera" was a Radi o term long before it moved 

over to TV - Procter & Gamble created it . 

What might Dick Orkin's Chicken Man 
have beco me if that sh ow h ad been owned 

by a si ng le broadcast group and sold to a na­

tiona l spo nsor? 

Can yo u imag ine the magnetic power of 
Rick Dees' to attract major nat io na l budge ts 
should hi s sh ow fina ll y be distributed into 

every market in America? 
The simp le truth is that Radio b eca me 

"loca l" when it had no choice . Deregul ation 

g ives Radio back that choice . 

Maybe I'm nuts. Maybe I'm not. But we're 

darn sure about to see. 6iil 
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IZA DS 

Two Kinds Of Buyers 
More than hal f a milli o n 

business people ha ve read th e 

books , see n the v id eos or at­

tended th e seminars in which 

I say: "Ilivoli/litary long-terlll lIIelll­
ory, or 'bralldillg, ' is dePflldeJItl/poli 
sa liw cy (relevan ce oj ad copy) alld 

ROY H. WILLIAMS tin ratio oj ad repetitioll to listwer 

» There is a vast 
difference between 
selling the buyer who has a sys­
tem and the buyer who does not. 
Do you know what it is? 

» When the buyer has no sys­
tem, you can take over with a 
system of your own. 

» To sell the buyer who has a 
system, you must do your best to 
get in step with that system. 

» Smart salespeople know two 
ways to sell and when to use 
each one. 

» Have a method to detect the 
buyer's system, and more impor­
tant be willing to accommodate it 

I 
I 
I 
I L __ _ _ _____ _ _ _ _ ____ ~ 

sleep . Sleep erases advertisillg . A lII essage oj average 
sa lien cy IIII1 St be wco l/ lltered by the sallie individl/ al 
approxi lll ately three tillles withiH sevell nights ' sleep , 
every sevel ' nights jor at lea st a year ij yo" wa llt to 

ca ll it a brandillg call1paign .'' 
Then I go on to say, "The second most com­

mo n cause of advert isi ng fa ilure is TRYING TO 

REACH MORE PEOPLE THAN YOUR BUD­
GET WILL ALLOW." Those sta te me n ts ha ve 

helped to sell hundreds of milli o ns of do llars in 

52-week radio sc hedu les ac ross the U .S. and 

Ca nada . A few tens of milli ons are so ld each 
year to med ia buyers in my own fi rm . Obvi­

o usly, we have a system fo r buy ing . 

AI though my media buyers are far more 

w illin g to co nsider late- ni g h ts , overn ig hts, 
Sundays and Mondays than is the average 

buyer, we a lways insist on: I ) reac hin g t he 

sa me person a pprox ima te ly 15 6 times in 52 

weeks . Less than a three-times-wee kl y fre-
quency just isn 't eno ugh, unl ess 2) the ads ca rry 

a n impact quotient that signi ficantl y exceeds 

the average . An increase in the sa li e ncy of the 

message redu ces the brai n's need fo r repet i­

tion . 3) We coun t every person that is reached 

and rare ly attemp t to reach a narrowly targeted 
de mogra phic . We bu y most ly Adults 18 + 4 ) 

We never buy broad rotators (6 a.m.-midni ght 

etc. ) because, in calcul at in g reac h and fre­

quency, the compu ter will always assume more 
advantageous sc hed ulin g than these sc hedu les 

will actually rece ive. Whe n a reac h -a nd -fre­

quency analysis repeated at the e nd of the yea r 
is based o n actual sc hedulin g , broad rotato rs 

usua ll y deli ver between 1/4 and 1/ 3 as many 

peop le as the prin to ll t originally promised . 

Regardless of whether my be li efs are ri ght 

or w ro ng , they remain my beliefs a nd a re 

large ly no n-nego ti able. I share this with yo u 

o nl y to ope n yo ur eyes to the vast diffe re nce 

betwee n se ll ing the buye r who has a system 

and the buyer who does not. I doubt that other 
media buye rs use the g uid e lines that I've o ut ­

lined , but each of them do ubtl ess has a sys­

tem. Do you kn ow what it is? When the buyer 
has no sys te m, you can take ove r with a sys­
tem of your ow n . But to sell the buyer who 

has a sys te m, you must do your best to get in 

ste p with that sys te m. Smart sa les peop le know 

two ways to sell and when to use each one. 

Do you have a method for detecting when 

the bu ye r has a sys tem ? More important , are 
you I ) wi ll ing to try to accommodate it? Or 
would yo u rather 2) argue , trying to convince 

them that they're wrong7 

Sad ly, most radio salespeople c hoose op­

ti o n 2 . It rarel y turns out we ll . 6iil 
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WIZA D OF ADS 

"It Just Doesn't 
Seem To Be Working" 

You got the appointme nt, 

e n te red yo ur pros pec t's office 

and paid him or her a coupl e of 

compliments. Then , lea ning fo r­

ward in your c hai r, you began 

asking insightful questions about 

the prospect's busi ness. The 
ROY H. WILLIAMS prospect was impressed w ith 

» It's a mistake not 
to insist on a client's L..o. __ ~ 

definitive answer to the question, 
"How will you measure success 
in advertising with us?" 

» How can you improve what is 
not measured? 

» Asking your client will accom­
plish three things: The client will 
consider how to measure the 
ad's success; you will immediate­
ly catch unreasonable expecta­
tions; and you'll avoid the client's 
feeling you "could have done just 
a little bit more." 

» The most important moment in 
selling Radio is that moment 
when you and the client define 
exactly what the client expects 
Radio to do and precisely how 
the client plans to measure 

I its success. I L _ __ _ _ __ _ _ _ __ _____ ~ 

10 

you, your kn owledge of Radio and the profile of 

your statio n . You wa lked out w ith a 52-week 

schedu le, sig ned o n the dotted line . 

Co ngratu lati o ns, you're an idiot. 

"Why are you say ing I'm an idiot? Didn't I 

just acco mpli sh the ul timate goal ? Where did I 

screw up?" 

Statistica lly, this client will probably cancel 

within 90 days and then spe nd the next 20 years 

say in g, "I tried Radi o, and it didn 't work." Your 

mi stake was that yo u didn 't ins ist o n a defini­

tive answer to the question , "How wi ll you mea­

sure success?" 

Radi o sa lespeop le, for so me insa ne reaso n, 

are anxious to accept responsibil ity for making 

improvements in a client's bus iness when no ob­

jective ve hicl e of measurement has been clear-

ly esta bli shed. H ow ca n yo u improve w ha t is 

not measured? 

If the average Radi o rep watched a basket­

ball game the same way they monitor their clients' 

businesses, they'd just sit in the sta nds eati ng 

popcorn and e nj oy ing the action until evelyone 

stood up to go home, then turn to the person sit­

ting next to them and ask, "So who wo n?" 

Not o nl y d oes the exceptio nal Radi o re p 

know that the objective is to put the ball through 

the little orange hoop, but every time that it hap­

pe ns, the rep looks at the scoreboard to make 

sure that two po ints are added to the score. Suc­

cessful people know exactly how the score will 

be kept in every game they play. 

Aski ng your client how success wi ll be mea­

sured w ill accomplish three things fo r you. First, 

it wi ll make the client co nsi der the quest io n, pos­

si bly for the very first time. You'll be surpri sed 

how few business people have ever rea lly thought 

about creat in g a n objective standard for the 

measureme nt of their advertis ing's perfo rman ce. 

Second , it w ill let you know im med iate ly 

when a client has unreasonable expecta t io ns. 

Reme mber - the o nly time that you ca n soft­

en the c li e nt's expectat io ns is BEFORE you air 

the spots. Make the same observations after the 

schedu le has aired , and it will sou nd li ke you're 

maki ng excuses. 

Third , it will protect you from havi ng to 

chase a mov ing target. Regardless of the degree 

to w hi c h you exceed the cl ie nt's expectations , 

the cli ent will a lways fee l you coul d have do ne 

"just a li t tl e b it more ." 

The most impo rta n t mo ment in se ll in g 

Radi o is that mo ment when you and the client 

defi ne exactl y what the cl ie nt expects Radio to 

do and precise ly how the cl ie nt pla ns to mea­

sure its success . "Making th ings happen" is eas­

ier w hen you know in advance exactly what the 

"things" are . 6iI 

Roy H. Willia ili s is presidellt oj Roy H. Williailis Marketing hlc. 

He lIIay be reached at 512-295-5700 or by e-iliail at roy@WizardOJAds.colII 
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THE WIZARD OF ADS 

Calculate The Ad Budget 
- Local Direct 

I f you wou ld be see n as a 
sma ll -busi ness consultant in ­
stead of a mere peddler of air­
time , you must first know how 
to calculate minimum and max­
imum all owab le ad budgets : 

ROY H. WILLIAMS STEP ONE: Take 10 percent and 
12 percent of the projected annual , gross sales and 
multiply each of these dollar amounts times the markup 
on the average transaction. In this first step , it's 
important to reme mb er that we're ta lking 
abo ut markup , not marg in . Markup is gross 
profit above cost , expressed as a percentage 
of cost . Margin is gross profit expressed as a 
percentage of the se llin g price . If yo u se ll an 
item for $ 150 and it had cost yo u $ 100 , your 
markup is 50 percent. Your margi n, howeve r, 
is o nly 33 .3 percent . This is because the same 
$50 gross profit represents 50 percent of yo ur 
cost (markup ) but on ly 33 .3 percent of the 
se lling price (margin ). Most reta il sto res in 
America (carpet , jewelry etc. ) opera te with an 
average markup of approximately 100 percent, 
though some stores operate with as little as 
50 percent markup , and others add as much 
as 200. More expe nsive items , such as cars , 
recreationa l ve hic les , houses etc ., typica ll y 
carry a markup of only 10 to 15 percent . 

my business is projected to do $ 1 mill ion in 
sa les thi s yea r, that I have a profit margi n of 
48 perce nt, and that my rent is $36,000/year. 
The first thi ng to do is calculate 10 perce nt 
of sa les and 12 perce nt of sa les . In this case , 
$100,000 and $120,000 respective ly. Second , 
we must co nvert my 48-pe rcent profit margi n 
into markup , because markup is what we must 
have to make this formula work. (Most busi­
ness ow ners know their margin by heart , but 
never their markup. ) To make the conversio n 
from margi n to markup , we simply di vide gross 
profits by cost. Dividi ng $480,000 (gross prof­
its ) by $520,000 (hard cost ) shows us that a 
48-percent margin represents a markup of 92 .3 
percent. Bingo! Now we mu ltiply $ 100,000 
times 92.3 perce nt to see that our Adjusted LOW 
Budget for Total Cost of Exposure is $92,300. likewise , 
we mu ltiply $120,000 times 92 .3 percent to 
get an Adjusted HIGH Budget for Total Cost of Expo­
sure of $110,760. From each of these two bud ­
gets , we must now deduct our $36,000 rent . 
Thi s leaves us with a co rrec tly ca lcu lated ad 
budget ranging from $56,300 on the low si de 
to a maxim um of $74 ,760 on the high side. 

» As a smail-busi­
ness consultant -
instead of a mere peddler of air­
time - you must first know how 
to calculate minimum and maxi­
mum allowable ad budgets. 

» STEP ONE: Take 1 0 percent 
and 12 percent of the projected 
annual, gross sales and multiply 
each of these dollar amounts 
times the markup on the average 
transaction. 

» STEP TWO: Deduct your annual 
cost of occupancy, or rent, from 
the adjusted 1 0 percent of sales 
number and the adjusted 12 per­
cent number. 

» STEP THREE: The remaining 
balances represent minimum 
and maximum allowable ad 
budgets for the year. 

» You may learn that the busi­
ness is spending a large part of 
the allowable ad budget on ex­
pensive rent, or you might also 
learn that it should be doing a lot 
more advertising than anyone 

I had previously suspected. I L __ _ _ __ _ _ ___ _ _____ ~ 
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STEP TWO: Deduct your annual cost of occupan­
cy, or rent, from the adjusted 10 percent of sales num­
ber and the adjusted 12 percent number. 

STEP THREE: The remaining balances represent 
minimum and maximum allowable ad budgets for the year. 
At this point in the calculation , you may lea rn 
that the business is spend in g a large part of 
the allowab le ad budget on expensive rent, or 
you might also learn that it shou ld be doing 
a lot more advertis ing than anyo ne had pre­
vious ly suspected . The thin g to remember is 
that th is formu la is not a "sa les trick ." It's a 
map for di scoverin g the truth . 

Let's calcula te an ad budget . Assume tha t 

Most organ izat io ns will tell you that "5 
to 7 percent of gross sa les" is the correct 
amount to budget for advert ising, but don 't 
you beli eve it. It simp ly isn't possib le to des­
ignate a percentage of gross sales for adver­
tising without taking into consideration the 
markup o n the average sa le and the cost of 
occupancy (rent. ) Yes , expe nsive rent fo r a 
hi gh- vis ibi li ty loca ti o n is often the best ad­
vertisi ng yo u ca n buy, as a business with a 
good sign in a hi gh-vi si bi lity location needs 
to adverti se Sign ifica ntl y less than a si milar 
busi ness in an "affordab le" loca ti on. To prove 
thi s, jus t look at our exa mp le above and 
change the rent to $75 ,000 a year. The ad bud­
get would now range from $17,300 to $35,760, 
rep rese nting on ly 1.7 to 3.5 perce nt of sa les . 
Th e for mula I've give n yo u is the o nl y o ne 
that reconc il es the ad budget with the re nt as 
we ll as th e profitability of the average sa le. 
Now go help somebody! ~ 

Roy H. Williaili s is presidellt oj Roy H. Williallis Markelillg Ilic. 
He lIIay be reached at 5 12-295-5700 or by e-lilail at roy@WizardOJAds.colil 
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The Wizard of Ads 
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Timing 1 sn't 
By Roy H. Eve Williams 

E ver notice how easily you spend money 
during the weekends or when you're on 
vacation? Carpe Diem. Enj oy the moment. 

Your fan tasy life won't be over until you get back to 
the office on Monday morning. 

Actually, that's not true . Your fantasy life wi ll 
be over the minute you begin reviewing your gro­
cery list of responsibilities -- a thing you'll likely put 
off until th at moment when the alarm clock barks 
your name and you begin sorting priorities for th e 
day ahead. Beep! Beep! Beep! Leisure World fades into 
invisibility. Now you're in Busy-ness World. 

Everyone who buys Radio airtim e wants to 
buy morning drive because "that's when the largest 
number of people are li stening." But are weekday 
mornings really the best time for business owners 
to talk to your listen ers about buying their prod ­
ucts and services? If the business se ll s copy ma­
chines or tel ephone systems or other bu sy-ness 
products, the answer may be a resound in g "Yes !" 
But what about engagement rings and oriental rugs? 
Wh en would be the best tim e to talk to the cus ­
tomer about these items? 

Businesspeople have no trouble understanding 
the concept of "message timing." When exposed to 
the concept of aligning hi s m essage to h is customer's fra m e of mi nd, Trevor Carey 
immediately re-scheduled an investor proposal meet ing from a weekday evening 
to a Saturday afternoon. Trevor's goal is to convince investors to put their mon ey 
in music, and according to Trevor, "Music sounds better on the weekend." 

Are your thoughts the same when you 're driving to work as they are w hen 
you're driving home? Do you watch morning news shows on telev ision in the sa me 
frame of mind that you have whi le watching the evening news shows? 

Is your customer any different? 
Say that you are about to call and ask for an appointment to see a prospective 

ciient. Should you call before noon or after noon 7 Statisticall y, your probability of 
a "yes" answer will be more than three times high er if you make that ca ll before 
noon. In the m orning , when prospects have the whole day ahead, the time budget 
is as open as it will ever be. After I unch , however, the prospect begins to feel the 
pressure of all the things that must be done today but have no t yet been done, and 
the secretary hears this: "Tell them I'm in a meeting." "Tell them we don't use Radio." 
"Tell them the budget has already been spent." 

In the game of persuasion, it is copy and frequency (or sa lience and repetit ion 

if you're a neuro logis t) that ultimately 
determines the impact of a sales mes­
sage , but good timing can certainly ac­
celerate i t. So be sensi ti ve to Frame of 
Mind. When speaking to another p er ­
son - your ciient, you r boss, your em­
ployee or your client's customer listen­
ing to the Radio - what you say is 
what's most important. 

But when you say it can be very im­

portant , too. s:I 

Roy H. Williams is president oj 
Roy H. Williams MarketiHg 
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Th e Wizard of Ads 

At 
Let's Begin 

The Beglnning 
THE OBJECTIVE: to cause people to willingly take the actions you want them to take. 
THE CHALLENGE: to gain and hold the attention by introducing a thought more 
interesting than the thought that had previously occupied the listener's mind. 
THE VEHICLE: intrusive, invasive sound. 
THE VEHICLE'S FUEL: Delight 

A 
By Roy H. Williams 

subtle undercurrent of ongoing delight is what causes listeners to keep 
the Radio turned on and your station tuned in. Delight makes Radio 
magiC. Predictability kills it deader than a bag of hammers. How pre-

dictable are your ads? 
A great writer is one for whom writing is more difficult than it is for other 

people. Great writers won't allow themselves to write what comes easily, be­
cause they know that what comes easily to them will also be painfully pre­
dictable to the listener. Cliches are easy to write because they just pop into 
your mind. The reason they "sound right" is because they're predictable . 

There can be no delight without surprise. Surprise is the founda tion of 
everything delightful. The amount of surprise can be as sub tl e as an unusual 
combination of words that create an intriguing mental image, or as dramatic 
as a Dick Orkin punch line. Either way, your objective is to delight the mind 
with the power of the unpredictable. 

But is everything that is surprising delightful? Of course no t. Negative sur­
prises create confused, irritated listeners that will simply spin the dial to a 
competitor's station that w ill surprise them in happier ways. 

When attempting to gain access to a listener's visuospatial sketchpad (imag­
ination), whether in a face-to-face sales presentation or when writing a piece 
of Radio copy, pay close attention to your action words, your verbs. Listeners 
can take no action they have not first imagined. To cause them to imagine an 
action, you must use a verb. 

But NEVER the one they were expecting. 
Verbs, much more effectively than nouns or adjectives, will move your 

message past Broca's Area, that part of the brain that rejects th e mundane and 
ignores the predictable but allows the delightfully surprising to have imme­
diate access to the visuospatial sketchpad of the listener's imagination . And it 
is on this visuospatia l sketchpad that your listeners will see themselves DOI NG 
the thing you want them to do. 

"You'll invest in long-term Radio on the da y that yo u believe it to be the highest 
and best use of your ad budget. You'll buy Radio when you know, with all your heart, 
that it's the key to breaking away from the pack and rising to the top of yo ur category. 
I already believe in you and in your company. That's why I'm here. And if you' ll agree to 
meet with me from time to time, I think that someday yo u']] come to believe in me and 
my company, too ." 

How's that for high impact? It's unexpected, bold, sincere, and it com­
municates patience. (Remember, if you're going to ask the advertiser to b e pa­
tient and confident and "give it time to work," it's vitally important that you 
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lay a foundation of patience and con­
fid ence early in the relationship.) Look 
at the verbs in that little sp eech and 
consider what they're planting in the 
mind: invest, believe, use, buy, know with 
all your heart, breaki ng away from th e 
pack, rising to the top, beli eve, agree, meet, 
think, believe . Notice how often the sell­
er says "you" and "your" compared 
to "I," "me" or "my." The ratio is 11 
to 6. A bad presentation is about the 
advertiser. A good presen tation is 
about the customer. 

Whether it's a face-to-fa ce sales 
presentation or piece of Radio copy, 
the process is the precisely same. True 
persuasive power is always hiding in 
the verbs. Harness them and ride them 
to the top of Radio Mountain . 

If everything yo u need to know 
about ad writing were laid out on a 
MONOPOLY board, what you learned 
today would take you to Baltic Ave. To 
leap all the way to bright-red Ken­
tucky Avenue, e-mail Tammy @Wi z­
ardAcademy.com and ask for the FREE 
audio CD: RADIO -As Taught atWizard 
Academy. Or you can FAX your re­
quest to Tammy at 512-295-570l. 
Either way, be su re to include yo ur 
mailing address. 

The CD you'll r eceive by return 
mail will feature successful, station­
produced Radio ads from around Amer­
ica. Detail ed commentary between the 
ads explains exactly what makes each 
of them work. It 's just ano ther gift 
from Radi o Ink. Do you love this mag ­
azine , or what? ~ 

Roy H. William s is presidl?llt of 
Roy H. Willia/lls Marketing 
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The Wizard of Ads 

Poor Richara 
Never Met Radio 

Some day in the not-too-distant future, you will pick up your 
copy of The Wall Street Journal and read a headline on Page One 
that says, "Scientific Study Reveals Radio's Powerful Secret." 

Whether you 're grinning or scowling (grinning because you've 
known Radio's powerful secret for years, scowling because you're skep­
tical of all studies), you'll scan the story that will have nearly every Amer­
ican business and news organization taking a fresh look at Radio. 

"According to a study released last week by the Media Lab at the Massachusetts In­
stitute of Technology, the best-known plumbing company in America doesn 't even exist.After 
polling a nationwide sample seven times larger than the GaJlup Poll , the survey revealed 
that "Benjamin Franklin, The Punctual Plumber" is -by an overwhelming margin -
the company that the public immediately names when asked to name a plumber, even though 
no such company exists in any of the respondents' towns." 

The JournaJ story will go on to say that - although there have been 
no newspaper ads, no television ads, no Yellow Page ads, no flyers, no 
brochures and no billboards touting the brand or the name - when 
survey partiCipants were asked where they first heard about "Benjannn 
Franklin, the Punctual Plumber," they gave these answers: 

• 31 percent rem embered seeing an ad in the newspaper. 
• 24 percent remembered viewing an ad on TV 
• 19 percent said the company was "recommended by a friend." 
• 17 percent couldn't rem ember where they first heard of it. 
• 4 percent recalled a Radio ad. 
• 5 percent mentioned another media. 

f 

At this point, you undoubtedly will ask - as will TheWaJl StreetJournaJ - how did "Ben­
jamin Franklin" become the best-known plunlbing brand in America? The answer is un­
believably simple. It is because one or more Radio stations in each rated market in the U.S. 
will have participated in a national experiment, saying the short phrase "Benjamin Franklin, 
the Punctual Plumber" 21 times a week for 52 weeks. There will have been no other com­
mercials and no m entions on any medium other than Radio. 

The magic of this study will be Radio's ability to show proponents of all the above­
mentioned media that Radio has a power not only to communicate a strong message, but 
also to communicate it in such a way that the brain isn't even aware that everything it has 
absorbed about "Benjamin Franklin" has entered it through dle ears. As Dr. Josef Albers has 
said, one of the most pervasive myths in America is that "we remember more of what we 
see dlan what we hear, [wlnle] in truth, visual m emory is very poor in comparison with 
our auditory memory." TIns study will confirm what Albers has been saying for years -
and dlat , m y friends, is powerful stuff 

TIns study is not a pipe dream (plumbing pun intended); it is already taking shape. 
The structure of the survey is already being crafted, and widlin several mondls, Radio sta­
tions across the country will be running those 21 simple weekly mentions: "Benjamin 
Franklin: The Punctual Plunlber." If you want to participate, your stations' only "invesunent" 
will be just 21 mentions per week - no : 3 Os or : 60s - just the occasional "Brought to 
you by Benjamin Franklin, the Punctual Plunlber." 

Of course, some skeptical Radio broadcasters will sneer at tllis experiment and not par­
ticipate. In most cities, I anticipate that only two or three stations will be involved. Most will 
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grumble about "giving away valuable inven­
tory" and choose not to participate. 

But a year from now, when the indi­
vidual market studies are released and tlleir 
competitors are showing the results all over 
town, they will wish they had been aboard, 
because those competitors will be saying, 
"And all of tllis was accomplished using only 
these three stations." 

If you would like to partiCipate in this 
powerful study, call Anthony Garcia at 800-
425-4769 , or visit www.WizardAcademy.com 
and click the Special Promotions button. 

By dle way, we've already tested the ef­
fectiveness of tlle name "Benjamin Franklin, 
the Punctual Plumber," and we know ex­
actly what 's going to happen. Believe m e, 
you don't want to be left out. If and when 
there 's a real Punctual Plumber known as 
Benjamin Franklin, you'll want to be part of 
that story, too. ~ 

Roy H. Williallis is president oj 
Roy H. Williams Marketj,l!1 
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Radio: 
Hardwired Into Your Brain 

W By Roy H. Williams 

hy is it that, when you're driving and looking for an 
address, you turn down the volume on the Radio? 
Ever stopped to think about it? You can close your 

eyes, but you cannot close your ears. Sound is invasive, intrusive and 
irresistible. You hear and retain information even when you're not 
listening. You hear even when you're fast asleep. How else would you know 
there's a burglar in the house? 

One of the greatest myths in the world today is that we remember 
more of what we see than what we hear. In fact, quite the opposite is 
true. That great scientist of the eye, Josef Albers, says it quite plainly in 
Chapter 1 of his landmark book, Interaction of Color: "The visual memory 
is very poor in comparison widl our auditory memory." 

According to leading neurologists, the primary gift of humanity 
is our wliq ue ability to attach meanings to sounds. This is accomplished 
in three llighly specialized parts of me brain: Broca's area, Wernicke's 
area and dle Auditory Association area. In fact, your physical ability to 
coordinate the movements of your diaphragm, larynx, tongue and lips 
so that you can produce human speech is also owed to Broca's Area, a 
specialized extension of Auditory Association into the Motor Associa­
tion cortex in the brain's left hemisphere. 

Did you know dlat me written word has no meaning until your brain has translated it 
into the spoken word it represents? Have you ever been lying in bed, reading a book and 
suddenly realizing that you've been scanning the same paragraph over and over for a very 
long time - and you have no idea what it says? Your eyes were sending the written symbols to 
your brain, but mose symbols were no longer being translated into the sounds they repre­
sent. Yet dle average person is able to sing along widl more dlan 2,000 songs, not one of 
wllich dley ever intended to learn. 

The phonological loop, (sometimes called the articulatory loop,) is one of three main 
functions of working memory, or conscious awareness, the RAM in the human computer. 
Did you ever implant a telephone number in your mind by repeating it several times so 
that you could more easily recall it later? You were Simply taking advantage of the phono­
logical loop, dlat part of working memory that rehearses sound. Interestingly, there is no 
sin1ilar function in your brain dlat repeats visual information. 

The other two functions of working memory are the Central Executive and the Visu­
ospatial Sketchpad. The Sketchpad allows you only to imagine or "see" things that have NOT 
entered your brain drrough your eyes. Think of dle Visuospatial Sketchpad as "imagination." 

Do you really need to know all of dlis just to sell Radio] Nope, but it never hurts to 
know what you're talking about. Being able to back up what you're saying allows you to 
speak with greater confidence. 

Ultimately, dlere are only two kinds of Radio sellers. The first kind studies only how to 
"overcome objections." Regardless of what a prospect nlight say, dlis salesperson always has 
a llighly polished comeback. Smoooooth. It really doesn't matter whedler or not dns salesperson 
believes in dle product, or even whedler dle product works as pronlised. The only dling dm 
matters to dlissalesperson is making the sale. Radio has far too many of dlese salespeople. 

The second salesperson is one who cares deeply about delivering what they pronlised. 
Not just a "sales profeSSional," this person is a true "Radio profeSSional." These people 
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didn't become Radio professiOnals just by study­
ing Arbitron results and "14 Trial Closes." 

Radio profeSSionals never" overcome 
objections." They simply transfer the con­
fidence in their own heart into the h eart 
of the customer. The only reason that 
prospects ever say "no" is lack of confi­
dence. They aren't confident that Radio is 
the right medium or that your station is 
the right station or that you've given them 
the right sch edule and spot rate, or that 
this idea will work. 

But when your prospect has confidence 
mat Radio IS dle right medium and dlat your 
station IS dle right station and dlat you HAVE 
given them dle right schedule and spot rate 
and that dle idea WILL work, they always say 
"yes" - 100 percent of dle time. 

Your job is to transfer confidence, but 
you can't transfer what you don't have. 

No, you don't need to know about me 
hunlan brain to sell Radio. You can always just 
learn how to "overcome objections." ~ 

Roy H. Williallls, presideJ1t oj Wizard oj Ads 
Ifle., lIIay be reached at roy@WizardoJAds.colil 
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