
The Future Of Ad Writing 
Ad writer: Give a copy of this column to 

every advertiser you care about. 
An1erica has been flattered by advertiSing: 

" ... because you deserve it"; misled by ads : 
"Lowest prices anywhere" ; hyped by ads: 
"While supplies last"; and lied to repeatedly: 
"Guaranteed!"The result of all this misinforma­
tion is a growing numbness to ad-speak. We're 
becoming deaf and blind to it. 

Why are advertisers happy when their ads 
sound like ads? 

Once-effective phrases become cliches 
when overused. Remember dle '7 0s? Guys with 
long-pointed collars and blow-dried hair asked, "Do you come 
here often?" They did it because it worked. They quit only when dle 
ladies began laughing at them. 

But advertiSing still wears dlat ridiculous collar and blow­
dried hair because its rejection was never face-to-face. We don't 
laugh at ads. We quiedy ignore them. 

When demand is high and supply is low, ads need only tell the 
world "We've got it!" But how often do you get to live that fanta­
sy? AdvertiSing, most of the time, is merely a relationship deepen­
er. Its job is to cause dle public to like you and trust you. 
Accomplish dlis and dley'll remember you when they, or any of 
their circle, need what you sell. 

Good news: A seductive new voice in advertiSing is softening 
the hearts and winning dle wallets of our nation at a record pace. 
My strong suggestion is that you adopt it sooner rather dlan later. 
Stay widl me. 

You're seated in I2-B, reading an in-flight magazine. The fol­
lOwing words appear in white letters against a medium olive back­
ground, no photograph or graphic: 

Isn 't it amazing how people will read anything at 36,000 feet? You, for 

instance, are reading this. And even though it's quite obviously an ad , 

and you're skeptica l of advertising, you'll continue reading it. See, 

here you are, sti ll reading. C'mon, don't try to deny it. And why are 

you still reading? Not because you find it particularly captivating, but 

because it's here. And you're here. And you've already exhausted 

your mandatory, meaningless airplane chit-chat time with your neigh­

bor. So right about now you're probably asking yourself, Why am I still 

reading this? Perhaps you're even pretending you're not reading it 

anymore. You're going to close this magazine up right now and slip it 

back into that pocket up there. But wait, you're still reading it, aren't 

you? You can't help yourself. It's here. You're here. And you still can't 

use your cell phone until you reach the tarmac. By the way, we know 

a really good bookstore around here. 

At the bottom of dle page is the logo for Verizon and in larg­
er letters, "superpages.com We know around here." 
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Like you and trust you. That's the goal. 
Walk into the men's room at Robbins Bros., 

The World's Biggest Engagement Ring Store, and 
here's what you'll see covering the wall of the toi­
let stall: 
Here's your chance. Get out now while you can. 

Quick, look for a window. Or the ventilation shaft. 

Okay, remove your clothes. Skiwies, too. Lube your 

entire body with that hand soap over there. Now take 

a penny and unscrew the comer of the duct. Now 

get to struggling. Conviction is important at this point. 

You DO NOT want to get stuck. Imagine your bride­

to-be coming in and seeing your nude lower torso 

poking out like some sort of modern art installation. That's an image 

for the mantel, isn't it? So squirm like the wind. Once free, secure 

some clothing and start a new life somewhere with complicated 

extradition laws. And then back to bachelorhood. Yes, the singular­

ly most forlorn, emotionally vacant time of your life. Come on, is 

there anything more overrated than bachelorhood? If you're like 

most bachelors, you go to bed every night wishing you weren 't one. 

Let's look at the sacred, time-tested bachelor traditions you'll be 

missing out on. Well, of course, there's being a slob. As well as 

extended periods of not bathing and otherwise lapsed personal 

hygiene. And hanging out with your unattached friends. A group of 

guys who with each passing year are starting to get, frankly, a little 

creepy. Your future is out there. Your best friend is out there. 

Besides, that liquid soap itches like crazy. 

Vision and audadty allowed Steve Robbins to build The 
World's Biggest Engagenlent Ring Store. And the same characteris­
tics caused him to be among the first in An1erica to adopt the inti­
mate and irreverent voice of "non-ads" as the advertising voice of 
the future. By the time dle rest of the nation has caught on to what 
Steve is dOing, he'll likely have moved on to something else. 

How about you? Will you change widl the times? Or do you 
still believe Disco is coming back? d 

• Why are advertisers happy when their ads sound like ads? 
• Advertising, most of the time, is merely a relationship deep­

ener. Its job is to cause the public to like you and trust you. 
• A seductive new voice in advertising is softening the 

hearts and winning the wallets of our nation at a record 
pace. My strong suggestion is that you adopt it sooner 
rather tha n later. 

• Will you change with the times? 



Getting The Most From Sign age 
Why am I teaching you about business signage in a magazine 

dedicated to selling radio? Because if you can't deliver insightful advice about 
more than just radio, you're not an advertising consultant, you're a dancing peddler. 

Keep in mind that upgrading store signage is a one-time, 
capitalized expense, not a recurrent monthly one that would 
compete with your proposal for a 52-week schedule. 

Here's what every consultant needs to know: 
Most businesses have signs that are well proportioned, care­

fully balanced, tastefully drawn, and perfectly color coordinated. 
In otller words, tlley're utterly predictable and effectively invisible. 

The five most common mistakes in business signage are : 
1. Understated elegance, attempting to "fit in," or 

"blend into" a scene 
2. Under spending 
3. Including too much information 
4. Placing the sign too high. The eyes of drivers tend to 

stay focused at windshield height. Low signs are better 
in town. Tall signs are better on freeways where mey will 
be read - at windshield height - from great distances. 

Great signs are always me most interesting piece of scenery 
in meir viCinity. This is why mey're noticed even when people aren't 
looking for them. Would your client like to have such a sign? Believe 
it or not, it's possible. Not cheap or easy, but possible. 

Consider the sprawling white letters stretched across a 
hillside in southern California: HOLLYWOOD, a landmark 
known around the world. Did you know that sign was origi­
nally erected by a real estate developer to identify his remote 
suburban subdivision, Hollywoodland? 

These are the little-known factors that turn business signs 
into landmarks: 

1. They are dramatic. This can be due to me fact that 
they're: 
a. grossly oversized, 
b. strangely placed, or 
c. three- dimensional 

• If you can't deliver insightful advice about more than just 
radio, you're not an advertising consu ltant, you're a danc­

ing peddler. 
• Most businesses have signs that are well proportioned , 

carefully balanced, tastefully drawn, and perfectly color 

coordinated. In other words , they're utterly predictable 

and effectively invisible. 

• Great signs are always the most interesting piece of 
scenery in their vicinity. 
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The HOLLYWOOD sign fi ts all three criteria. 

2. They are incongruent, contrasting sharply with their 
surroundings due to : 
a. color. Snow white HOLLYWOOD letters against a 
hillside of dark brown and green. 
b. installation. The famous HOLLYWOOD sign is not 
on a pole or a board. Its individual letters sit directly on 
the ground. 
c. context. There is nothing immediately around it to 

distract from it. Or if there is sometlllng important nearby, it is 
incorporated into the sign itself. 

3. There is something wrong with it. Ever notice how 
the HOLLYWOOD letters aren't level, but rise and fall 
with the terrain? 

I doubt if tlle builder of mat Hollywood sign did mese bril­
liant tl1ings intentionally The point is tlley worked, even if some 
were accidental. Does your client have me courage and determi­
nation to repeat on purpose me things he did right by accident? 

These four obstacles will hold back anyone who lacks 
maniacal persistence: 

1. Sign codes and ordinances 
2. Opinions of friends 
3. Recommendations of "professionals:' such as me sign 

company, tlle architect, or tlle manager of tlle shopping 
center. (Remember, tllese are same me people responsible 
for creating all tlle signs mat currently are invisible.) 

4. The budget 

If your client is able to bulldoze past these roadblocks, 
the public will soon be using their sign as a reference point 
when giving directions . And the client w ill have you to 
thank for it . 6:1 

Roy H. Williams, preSident of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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Stronger Ads = More Complaints 
An Open Letter To Clients Using Radio 

It 's no secret that stronger ads generate faster business 
growth. But with every higher level of awareness comes an 
increase in complaints: 

''I'm sick of hearing your ads." TRANSLATION: "It makes 
me mad that I can't ignore you." 

"Your ads don't sound professional. They're not polished 
and smooth." TRANSLATION: "It makes me mad that your ads 
stand out." 

''I'm offended by your ads and I'll never do business with 
you." TRANSLATION: "Complaining is what I do to make me 
feel important." 

During the past two decades, my fastest-growing clients 
have always been the ones willing to run my ads as I've writ­
ten them. Clients who tweak ads to make them softer typical­
ly grow at a softer pace. 

When people complain about an ad, does that mean the 
ad isn't working? 

When people love an ad and compliment you on it, does 
that mean it's generating traffic and profits? 

"Yo Quiero Taco Bell." 
Didn't sell a taco. 
You've got to decide once and for all how you're going 

to measure success. It doesn't matter what you consider to be 
success. It only matters that you have an objective way of 
measuring it - and in the process - the effectiveness of 
your advertising. 

Do you want people to say that they love your ads? No 
problem, I can make that happen. Do you want to measure 
units sold and dollars collected? No problem, I can make the 
mercury rise on that thermometer, too. Just not on both. 

Every effective ad writer has spent millions of dollars of 
other people's money to learn what doesn't work. Here's why: 
The worst ideas always make the most sense. Breakthrough ideas are 
always counter-intuitive. 

• Stronger ads generate faster business growth, but with 
every higher level of awareness comes an increase in 
complaints. 

• The worst ideas always make the most sense. 
Breakthrough ideas are always counter-intuitive. 

• Most ads aren't written to move anyone. They're written 
not to offend. 

• Clients who tweak ads to make them softer typically 
grow at a softer pace. 

------------------------------
1n I .un," "'iI n : DDII ADV '') .,,"\t: 

"If the big ad agencies are doing all the wrong things, is 
it because they're stupid?" I was asked this question last week 
by Karen Jonson, a magazine writer. My impulse was to answer 
fliply, "Yes," but I choked it down, slowed my internal RPM, 
and listened to my heart. "No," I told her, " the problem big 
agencies face is that they're never able to sit across the table 
from anyone who has unconditional authority to say 
'Absolutely yes.' When a creative person knows they must gain 

the approval of a group, they'll play it safe and give the group 
what they want, rather than what they need." 

Most ads aren't written to move anyone. They're written 
not to offend. 

The next time you're watching a super TV show or listen­
ing to a funny comedian, ask yourself, "How much would this 
show be changed if a group of people were allowed to strip 
away everything in it that might offend?" 

No committee will ever approve a great ad. They'll cas­
trate it. But in their minds they're merely "tweaking it, soft­
ening it, taking off the offensive edge." Subject a talented ad 
writer to a lot of second-guessing and he or she will respond 
by rewarding you with ads that all your friends and family 
are guaranteed to like. 

Congratulations. Now you've got ads that sound exactly 
like everyone else's. !=l 

Roy H. Wi ll iams, president of Wizard of Ads Inc. , may be reached at 
Roy@WizardofAds.com. 
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Surprise! It's A Great Ad 
Akintunde, my friend from botanical-green Nigeria, says his 

first impression of America was that everything smelled burned. He 
spent his first few days looking for the fire. Finally; he realized it was 
only dle hydrocarbons of a hundred million cars. Things don't 
smell burned to Akintunde any more. He has become acclinlated. 

Familiar things often grow invisible, and that's bad news for 
business owners. There are identifiable elements in successful ads. 
Don't let them become invisible. 

1. Salience - To persuade, we must speak to the customer 
about something the customer cares about. Cognitive neurosden­
tists call this salience. Most ads have too litde salience to be remem­
bered five minutes later. How many ads from this morning's paper 
do you recall? What was the last barmer ad that appeared on your 
computer monitor? 

a) Targeting: One way to increase salience is to find people who are 
already interested, people who are currently, consciously in the market for 
what you're trying to sell: Yellow Pages, search-engine optimization, direct 
mail. Reaching people who are currently, consciously in the market is the main 
idea behind targeting. Based on this definition of targeting, radio sucks at it. 
While targeting sounds efficient, it's actually dangerous to wait until your cus­
tomer is in the market. Do so and you'll likely be just another face in the crowd . 

b) Copy: Focused copy is the best way to increase salience. Long copy 
is better only when you have so many good things to say. Abundant words 
wrapped around a small idea won't work. A thick layer of words obscures the 
salience of a message. 

2. Repetition is dle only cure for insuffident salience. How 
much repetition is required to drive your message into memory is 
determined primarily by the salience of dle message. 

a) Sleep is the enemy of advertising. It erases the noise of yesterday, 
especially the sights and sounds of selling. Therefore, when you desire a per­
son to take quick action, the challenge is to reach them with maximum repe­
tition, allowing minimal sleep between hits. This calls for vertical, rather than 
horizontal, ad scheduling. 

b) Branding is involuntary, automatic recal l - the product of 
salience X repetition. A shortage on one side of the "X" can be supple­
mented by a surplus on the other side. When using mass media, an 
opportunity exists to implant your brand as an associative memory in the 

• Things familiar often grow invisible. 
• Salience and repetition are identifiable elements in suc­

cessful ads. 
• Salient messages speak to the customer about something 

the customer cares about. 
• Predictability is the silent assassin of advertising. 
• What re-invigorates your message is any element of the 

unexpected: surprise, elemental dissonance, incongruence. 
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minds of persons not currently in the market, so that your name becomes 
the first remembered when they finally need what you sell. Branding 
requires horizontal scheduling, repetition over time. 

Salience is determined by the central executive of Working 
Memory; located in dle dorsolateral prefrontal assodation area of 
dle brain. Working Memory is consdous awareness, imagination, 
dle attention of your customer - and all Creation, not just your 
business category; is shouting for it. Every sight, sound, smell, taste, 
and memory screams for dle spodight. Your prospects will pay 
attention to your message only as long as it's dle most interesting 
thing in their world. 

Whether or not you'll be remembered in the future is deter­
mined by salience X repetition. But salience and repetition assume 
your message has successfully entered Working Memory Most mes­
sages never get there. They fail because they were predictable. Want to lose a per­
son's attention in a hurry? Just say and do what they expected you 
to say and do. Predictability is the silent assassin of advertising. 

"We often imagine our memories faithfully storing everything we do. But there 
is no mechanism in our heads that stores sensory perceptions as a permanent, 
unchangeable form. Instead, our minds use a complex system to convert a small per­
centage of what we experience into nothing more than a pattern of connections between 
nerve cells. Human memory is not at all like videotape." - Matt Crenson, sdence 
writer for The Assodated Press, Dec. 10, 2000 

Surprise carries its own salience and is the foundation 
of delight. 

Most ads never arrive at dle Emerald City ofWorking Memory, 
because dle poppy field of Broca's Area dragged them under. 
Remember the field of poppies in TheWizard of Oz? After a long jour­
ney, DorodlY and her friends finally catch a glimpse of their desti­
nation. They need only to cross a field of flowers to enter the dty 
and meet dle mighty Wizard, but the poppies cause dlem to fall 
asleep halfway across dle field. 

"The Emerald City" is Working Memory, consdous awareness. 
If we do not reach it, we carmot speak to 'dle wizard. "The Wizard" 
is the prefrontal cortex of your customer's brain, that center of 
dedsion-making, planning, and judgment. "Dorothy and her 
entourage" are your message. "The Poppy Field" is Broca's Area of 
the brain - ignoring, subduing, or erasing every sensory stimulus 
dlat was predictable. 

"The Snow" that re-invigorates your message is any element 
of dle unexpected .. . the chilling delight of surprise ... elemental 
dissonance ... incongruence, It's dle last d1ing Broca would ever sus­
pect - and dle last d1ing most advertisers would ever consider. bil 

Roy H.Williarns, president ofWiwrd of Ads Inc., may be reoched at 
Roy@WiwrdofAds.com. 
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Are Your Salespeople 2-Faced? 
There are essentially two kinds of ad buyers, two kinds of 

good radio schedules, two kinds of good ad copy, two kinds of 
good radio reps. The best managers understand this, and encourage 
their salespeople to become one kind of good rep or the other. 

Most managers insist their salespeople learn to be both kinds. 
The result of this jump-both-ways training is often a selling style 
that seems duplidtous, deceptive, and unstable. Let's take a look at 
the two kinds of everything. 

TWO KINOS OF AD BUYERS: 
1. Sophisticated. Buys cost-per-point, has a plan. Doesn't want a 
consultant, wants the lowest price. These buyers will soon be pur­
chaSing their radio schedules online. For now, they need reps who 
will sell them their way, who will answer questions as asked, and not 
try to steer the conversation. To these buyers, radio is a commodi­
ty If they needed a friend, they'd buy a dog. They don't want your 
advice about copy, production, or scheduling. Price your proposals 
accordingly. And no, a 15 percent discount isn't enough. These 
buyers often call the station unannounced and ask for a sales rep. 
2. Unsophisticated. Buys whatever feels right or makes the most 
sense. Can be angry and belligerent, remembering all the reps who 
have disappeared with their money. These buyers are looking for an 
expert they can trust, one with deep convictions and obvious 
expertise in marketing. They'd never admit it, but dley're looking 
for a marketing partner. These are reluctant package buyers. They 
need access to real expertise and experience in planning, copy writ­
ing, scheduling, and production. To these buyers, radio isn't a prod­
uct, but a service. These buyers never call the station and ask for 
rates, so prospect patiendy and price your proposals accordingly. 

TWO KINDS OF RADIO SCHEDULES: 
1. Short flights. Vertically stacked. OES or as many as the PD will let 
you air for a single client. "Where's the remote van? We need a 
crowd. Can we get some live mentions? What else can we give for 
added value? Is dlat all? This had better work ... " 
2. 52-week schedules. Horizontal over time. Attempting to estab­
lish a three-frequency with about two-thirds of your total weekly 
cume each week. Typically 21 ads per week, plus or minus two ads, 
between 6A and 7P. These schedules were designed to make the 

I • The strongest of today's radio stations are the ones with 
I 
I two types of sellers, each one encouraged to sell however 
: they like to sell. 

I . Most stations have only one kind of seller because they 

: lack the patience to allow long-term sellers to develop 

I long-term business. 

~------------------------------~ 
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advertiser a household word, so that your listeners think of the 
advertiser's name immediately when dley need what that advertis­
er sells. Low-maintenance accounts. Base billing. These schedules 
are dlere every month, creating a shortage - and consequendy 
higher rates - for the short-flight package buyer. 

TWO KINDS OF AD COPY: 
1. Short-term, high-impact, results-oriented. Maximum salience 
through time-limited urgency, usually scheduled for maximum 
repetition with minimal sleep in between. This copy burns hot, 
then burns out. Most success stories are built on this kind of copy 
because advertisers can see it working. Or not. 
2. Long-term, subconsdously persuasive "branding" ad copy. No 
time limits. These are the hardest ads to write because dley require 
a message so memorable that it is intuitively stored in declarative 
memory. These ads don't cause listeners to say, "That's a hell of an 
ad," but radler, "That's a hell of a product." Many branding disas­
ters are being created by sales reps and copywriters who assume 
dlat repetition alone will be enough. They are horribly wrong. 

TWO KINDS OF GOOD RADIO REPS: 
1. SpeCializes in selling short flights to sophisticated buyers. 
Energetic, personable, live-wire husders. Impact! Positive thinking. 
Roll dle dice. Where dle action is. Lives fast, dies young, and leaves 
a beautiful corpse. Send a rep like this to a buyer like dlis and 
you've got an action movie in the making. These reps interview 
well, work hard, and take off early on Fridays. That's why radio is 
knee deep in dlem. And why it has so few long-term advertisers. 
2. Spedalizes in selling permanent schedules to brand builders. 
Tends to be quieter, more studious, and patient. Easy to underesti­
mate because they are much less impressive in an interview. The key 
to spotting these sellers is to ask dlem what they read. The longer 
and more diverse the dle reading list, dle more likely dley'll con­
nect deeply widl long-term buyers. 

The strongest of today's radio stations are dle ones with two 
types of sellers, each one encouraged to sell however they like to sell. 
But most stations have only one kind of seller because dley lack dle 
patience to allow long-term sellers to develop long-term business. 

Recommendation: Join the elite group of stations that keep 
60 percent of dleir inventory sold out mondlS in advance. (Two 
sellers carrying 20 accounts each with the typical schedule being 
21 early-week spots, 52 weeks in a row:) Hire and train a couple of 
long-term thinkers to sell advertisers dlat think the same way. Do it 
and prosper. ~ 

Roy H.Williams, president of Wizard of Ads Inc. , may be reached at 
Roy@WizardofAds.com. 

FOR SUBSCRIPTIONS, CALL 1-800-610·5711 I WWW.RADIOINK.COM 
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Radio And The Fat Lady 
Your strengths become your weaknesses. If it 

worked really well for a really long time, it's 

hard to get used to the idea that it doesn 't 

work as well anymore. 
- Technology analyst Roger Kay, speaking of De ll 's 

eroding leadership among computer manufacturers 

Roger Kay could just as easily have been speaking to radio 
folk about yesterday's on-air selling techniques, don't you think? 

Teclmiques must change with the times. But the underlying 
reason for the success of a technique never really changes at all. 
It just changes clothes and gets a different haircut. 

All success in radio is built on the neurological fact that 
human beings are gifted with the ability to attach complex mean­
ings to sounds. This gift is facilitated by an oversized auditory 
association area in combination with Wernicke's and Broca's 
areas, highly specialized language regions in the left hemispheres 
of our brains. It is this unique ability to attach complex meanings 
to sounds - and then re-create those sounds, using the 
diaphragm , larynx, lips, and tongue - that is at the root of 
mankind's superiority over the animal kingdom. This will never 
change. It is hard-wired into the hunlan genetic code. 

Simply stated, Man is a creature of sound. The most mean­
ingful of these sounds are called words. Radio is in the busi­
ness of sounds and words. So why isn't radio at the forefront 
of a relentless investigation into these languages of the mind? 

Yes, languages. Within the realm of sound, there are three 
major categories of languages : 

1. Spoken PhOllen1es: A phoneme is the smallest identifiable 
unit found in a stream of speech. The phonological system of a 

• Techniques must change with the times. But the 

underlying reason for the success of a technique never 
really changes at all. 

• All success in rad io is built on the neurological fact 
that human beings are gifted to attach complex mean­

ings to sounds. 
• Why isn't radio at the forefront of a relentless investiga­

tion into these languages of the mind? 

• Has the time come to unleash these hounds of radio to 
retrieve the rabbit of creative innovation? 
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spoken language includes an inventory of its sounds and their 
features, and a set of rules that specify how these sounds interact 
with each other. But phonology is just one of several aspects of 
language, and is related to odler aspects such as phonetics, mor­
phology, syntax, and pragmatics. A working knowledge of 
phonemes is one of dle secrets to ad copy dlat sells, and sales pre­
sentations to which dle prospect says "Yes." 

2. Music: When measuring the impact of a piece of music 
on the human brain, researchers examine six separate compo­
nents within the music: 1. Pitches: the vibrational frequencies 
of the notes in the m elody; 2. Key: the set of pitches to which 
the notes belong; in our western world, a repeating series of 
12 for each" octave" in the key; 3. Musical Intervals: the dif­
ferences in pitch between one note and the next. How wide are 
the gaps? 4. Contour: the shape of the melody as it rises and 
falls; S. Rhythm: the relative lengths and spacing of the notes 
in the melody; 6. Tempo: the speed at which a melody is 
played. Artfully selected and sequenced, each of these six com­
ponents helps us to powerfully communicate in the powerful 
but non-verbal language of music. 

3. Literature: That 's right, the written word. I'm better 
known as an aud10f dlan a broadcaster for one very Simple rea­
son: The written word allows each of my listeners to hear me at precisely his or 
her own rate of comprehension. Beyond dlat Singular distinction, the 
written word is merely dle broadcast of silent sound. As you read 
this, you're hearing my words in your mind. Were you aware that 
the written word has no meaning until it has been translated into 
the spoken word it represents? (This explains all d10se tinles 
you've been laying in bed, reading a book, and dimly realize that 
you've been scarming the same paragraph over and over but you 
still have no idea what is says.) I mention writing as an auditory 
diSCipline only because weak writing lies at the root of every 
underperforming radio campaign. 

I ask you once again: Why isn 't radio at the forefront of 
an unstoppable investigation into the magiC of the languages 
of sound? 

Radio has always attracted the mavericks, renegades, free spir­
its, intuitives, and creative geniuses of media. Has the time come to 
unleash dlese hounds of radio to retrieve dle rabbit of creative 
nmovation? Or will radio continue to sit quiedy with hands folded 
and let the Internet become the new playground of creative genius? 

Just thought I'd ask, before the fat lady sings. 6il 

Roy H. WilliGll1S, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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Marketing's Melting Face 
Things are changing fast in the world of marketing. New 

technologies are being invented that sharply reduce the need 
for creative talent, intuition, and gut feel. 

In other words, the guys in the white lab coats are dry­
ing up the last of the fun. 

By now, I'm sure you've seen those little Bluetooth ear­
pieces that function as a wireless cell phone headset. Now, 
imagine marrying one of those to a next-generation lie 
detector, and using it to measure the raw, unfiltered respons­
es of people to various ads. 

Bye-bye, focus groups. 
Using this new teclmology, you'd no longer need 

to ask people how they feel about a particular ad. 
You'd just hook the earpiece around their ear, tape the 
lead wire to their temple, play the ad for them, and 
then study their immediate response to the ad. In fact, 
you could tell them how they feel about it! I imagine 
there'll soon be auditoriums full of people wearing 
these earpieces, listening to spec radio ads and watch­
ing spec TV spots. 

You could also have the person flip through a 
series of proposed magazine ads, and watch as the 
earpiece transmits data about which ad would be 
most effective. And don't you think record companies 
might want to use this teclmology to help figure out 
which songs to push? 

How do I know about this, you ask? 
Sigh. 
Three years ago, I produced an hour-long audio book 

called Thought Particles: Binary Code Of The Mind . Very few in radio 
spent any time or money checking it out, but shortly after its 
release, a student from the Pentagon arrived to take our 
three-day Magical Worlds Communications Workshop, and 

• I'm sure you've seen those little Bluetooth earpieces that 
function as a wireless cell phone headset. Now, imagine 

marrying one of those to a next-generation lie detector, 

and using it to measure the raw, unfiltered responses of 

people to various ads. 

• You could have the person flip through a series of pro­
posed magazine ads, and watch as the earpiece trans­

mits data about which ad would be most effective. 
• The unique gift of humans is our ability to attach complex 

meanings to sounds. We are creatures of phonemes, the 

components of words. These are the tools of radio. Yet no 
one in radio is studying them . 
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was intrigued. He was followed by engineers and astrophysi­
cists from NASA, and then we welcomed a bunch of interest­
ed doctors. Included among them was Kary Mullis, who won 
the Nobel Prize for chemistry. 

Most recently, we were visited by a department head from 
the Los Alamos Nuclear Research Laboratories. Evidently, sci­
entists and doctors found Thought Particles fascinating. 

Among others who've shown interest are musicians, 
journalists, ministers, artists, and educators. But the radio 
folks for whom I wrote the book just yawned and asked, 

"When are you going to write a book that will tell me how 
to sell agencies 7" 

Sometimes I fear for radio. 
The human mind is structured around auditory input. 

The unique gift of humans is our ability to attach complex 
meanings to sounds. We are creatures of phonemes, the com­
ponents of words . We are moved by pitch, key, tempo, 
rhythm, contour, and interval. These are the tools of radio, 
solidly within its domain. Yet no one in radio is studying 
them. "I'll study them if they'll tell me how to sell the car 
dealer," is the typical kind of response I hear from radio. 

A radio is a mood selection device. This is easily demon­
strated. But have you ever put on this kind of grand show for 
a buyer? Have you ever taken them on a tour of the full spec­
trum of human emotion in just five short minutes? I'm bet­
ting you haven't. 

Oh well. I guess you can always talk about Gross Rating 
Points. s:l 

Roy H. Williams, president of Wizard of Ads Inc ., may be reached at 
Roy@WizardofAds. com. 

FOR SUBSCRIPTIONS, CALL 1-800-610-5771 I WWW.RADIOINK.COM 
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Radio At Its Highest And Best 
A radio outsider holds the key to empowered programming 

Have you allowed Pandora to read your mind yet? 
Pandora. com is a streaming music service crafted by a cou­

ple hundred musicologists whose ideas about music are much 
bigger and more divergent than mere format or genre. Tell 
Pandora what songs you like, and she'll soon figure out what all 
those songs have in common - that you never realized. Pandora 
also learns from the songs you tell her you don't like. 

Radio programmers who want to think outside the box 
can learn a lot from Pandora. Flirt with her and she'll help you 
escape the numbing sameness of old school format-think . 
Pandora is like Jack on steroids. 

I fed Pandora everything from my favorite James Taylor 
and Jimmy Buffett songs to the blistering r:age of Bone Thugs 
and System of a Down. I even admitted a fondness for certain 
songs of Janice Ian and Frank Sinatra and Nat King Cole. 

Pandora responded by telling me that I tend toward songs 
with a subtle blues or country influence. I also learned that I'm 
a sucker for paired harmony, a syncopated rhythm, interesting 
part writing, and strong melodies. And that 's just a few of the 
characteristics my favorite songs all tend to have in common . 

The benefit of all this back-and-forth interaction with 
Pandora is that she will soon weave together a seamless collec­
tion of eclectic choices that no human programmer would ever 
have put together. She'll play songs you never knew existed, 
songs that make you say, "Wow! This is the coolest music I've 
ever heard in my life!" 

Pandora is discovery. She is adventure. Even as I write 
thiS, I've got Pandora playing through my laptop. A moment 
ago I heard, I Concentrate On You, by Steve Tyrell. Never heard it 
before in my life. Loved it. Right now, Pandora is playing It's 
Alright by Big Head Todd & The Monsters. Who the heck is Big 
Head Todd? 

My previous experience with her causes me to suspect 
that soon Pandora will change the tempo and take me in 
another of my favorite directions. Wow. What a coincidence. 
Just as I typed "another of my favorite directions," the mellow 

• Pandora.com is a streaming music service crafted by a 

couple hundred musicologists whose ideas about music 
are much bigger and more divergent than the mere idea 

of format or genre. 

• Pandora is a radio outsider. 

• Like Pandora, you should go into programming to discov­

er new connections between songs, not to strengthen the 

connections you already knew were there. 
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mumblings of Big Head Todd segued into the bee-sting guitars 
ofTen Years After playing another song I've never heard in my 
life, When It All Falls Down. 

Click the CD cover that appears on your laptop while a 
song is playing, and Pandora will let you give a Thumbs Up or 

Thumbs Down to the song, then 
link you to iTunes to buy the 
MP3 or to Amazon to buy the CD. 
She'll even explain why she chose 
that song for you. 

Pandora is a radio outsider. She's 
not a member of our club. That 's 
why I'm bringing her to your 
attention. 

Azar Nafisi, author of Reading 
Lolita in Tehran, is another outsider. 
In a recent interview she said, 
"Poor reading, like poor writing, 
is imposing what you already 
know on texts. You should go 
into reading to discover, not to 
reaffirm what you know." Her 
comment was aimed at the blind­
ness that comes from living in 
that hard-edged little box insid­
ers call home, a dreary existence 
known as the status quo. 

Let 's expand Nafisi's com­
ment and make it about radio: "Poor programming is impos­
ing your own idea of format on the listener. You should go 
into programming to discover new connections between 
songs, not to strengthen the connections you already knew 
were there." 

Now for the happy news : I knew nothing about Pandora 
until a senior executive from one of radio's largest broadcast 
groups brought her to my attention during a recent visit to the 
Wizard Academy campus. Happily, at least one broadcast group 
has its stethoscope pressed against the heart of Pandora to dis­
cover whatever magic might be found . 

Yes, radio continues to evolve. Accelerated and empow­
ered by new technologies, she is spreading her wings and 
learning to fly. 

Welcome to the skies of tomorrow. It's going to be a 
beautiful day. 6iil 

Roy H. Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 

FOR SUBSCRIPTIONS. CAll l -800-S10-5771 I WIIW.RAOIOINK.COM 



Radio Intonation Shorthand 
One of the biggest problems faced by radio writers is get­

ting the voice talent to deliver the words exactly as the writer 
intended them to be heard. And the very best scripts are the 
easiest to screw up in the recording booth, because they con­
tain lots of broken sentences. Newbies write unbroken sen­
tences. That's why their ads sound phony. Because you and I 
generally speak in broken ones. 

THE WIZARD'S PRICELESS TIPS FOR RADIO WRITERS: 
1. When possible, read the script to the voice talent before 

showing them the copy. That way, they'll see it on the 
paper as they first beard it in their ears. This goes dou­
ble for clients. Read them the ad , and they'll love it. 
Let them read it for themselves, and they'll think it 
needs more work. We hear ads emotionally, but we 
read ads analytically. 

2. Use intonation shorthand, and teach it to your voice 
talent : 

3. Words made bold are meant to be punched. 
Compressed and made tighter. A little louder, even. Think 
of bold lettering as a sort of micro-exclamation point. 

4. Words in italics are meant to be s t ret c h e d . Take 
some time, reader, with the italicized words. 
Emphasize them. Not with volume, but with time. 
And writer, always use a stopwatch on your scripts 
while reading them out loud with all the intended 
inflection. Proper delivery of words takes time. Make 
your script too long, and artistic inflection will be 
the first thing to go. 

5. ALL CAPS IS SHOUTING. But you already knew 
that. Any script writer who writes in all capital letters 
is doing so out of pure tradition. Any defense of that 
sad practice is idiotic. All caps are hard to read because 

• One of the biggest problems faced by radio writers is 
getting the voice talent to deliver the words exactly as 

the writer intended them to be heard. 
• Newbies write unbroken sentences. That's why their 

ads sound phony. 

• When possible, read the script to the voice ta lent 
before showing them the copy. That way, they'll see it 
on the paper as they first heard it in their ears. 

• Use intonation shorthand, and teach it to your voice 

talent. 
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we've been trained over thousands of hours to see the 
beginnings of new sentences indicated as much by 
capital letters as by periods. Proper names are capital­
ized for an auditory reason as well . 

6. Underlining is the cue to deepen the voice to a slightly 
lower register. This is an auditory way of communicat­
ing gravity 

7. Hyphenated sections are meant to be read as a single, 
unbroken word-without-pause. 

If you write the way people speak, you'll use bold 
letters and italics more than any of the other techniques. 

Underlining to achieve gravitas is used primarily 
when a master writer has exceptional voice talent at his 
command. 

Hyphenated-words-without-pause will be used primarily 
to speed across tedious mental images that CaJ.IDOt be short­
ened through any other method. 

ALL CAPS WILL BE USED RARELY. 
Here's an example of what it looks like. See if you can read 

the follOWing ad out loud the way I hear it in my mind: 

KESS: Back in 1 9 1 9, a man named Tolkowski decided 
that every round diamond should have 57 facets . Nobody 
else had a better number, so 57 facets became the standard 
for round diamonds. Go figure. This is Richard Kessler. If 
you want to see the world 's new standard for beautiful 
round diamonds, just stop at any Kesslers and ask to see 
"The Kessler 81." Th e a m 0 u n t 0 fen er g y t hi s 
diamond thro ws off make s you wonder 
i f it' s pI u 9 9 e din tot he w a 11 . Twenty-four 
addi tional facets make the Kessler 81 look like someone hit tlle 
"Fast Forward" button on tlle diamond-sparkle machine. A 
Kessler 8 1 is 1 0 0 p e r c e n t m 0 r e b e au t i f u 1 
than a standard-round-diamond, but costs only 2 percent 
more money. See it for yourself, then you tell m e whether it's 
worth 2 percent more. You be the judge. 

RICK: Compare tlle new Kessler 8 1 to any other diamond. 
It 's like comparing a light bulb that's turned on to a light 
bulb that i s n ' t . Available only at Kesslers Diamonds. 

KESS: I'm Richard Kessler, and I've got a Kessler 8 1 for 
yo u . 

Now go write some ads that sell stuff. !:l 

Roy H.Williams, preSident of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 

fOR SUBSCRIPTIONS, CALL 1-800-610-5771 I WWW.RADIOINK.COM 



Radio's Equals And Opposites 
Dr. Roger Sperry won the Nobel Prize in 1981 for his dis­

covery of brain lateralization, explaining once and for all the 

neurological tug-of-war between facts and faith, science and an, 
sales and programming. 

The left-brain says, "When you do big numbers, radio is fun." 

The right-brain says, "Make radio fun, and you'll do big nunlbers. 

It's an epic battle between the left-brain and the right: methodicaJ 

money versus soaring spirit. And bOtll are necessary if you want to grow. 

Consolidation was all about tlle lefties gaining power. 
Conversations were about "efficiencies" and "power ratios" and 

"maxinlum utilization." But now it seems the pendulwll has 

begun to swing back toward tlle right-brain visionaries. 

About a year and a half ago, one of my best friends called to 
say he'd been "made redundant." I'm pretty sure tllat means fired. 

"Can you believe it?" he asked me. "Sure, I can believe it. What 

amazes me is tllat you were able to hang on for as long as you did." 

My buddy believes in right-brain radio. In a recent press 

release announcing his return to major-market broadcasting, he 

said: "Radio is show business, and I believe tllat everyone in the 

radio industry has to work cleverly to create a bigger 'show' so we 

can all do more 'business.'" 

In otller words, "It takes a spectacle to create tlle spectacular." 

I'm ren1inded of Tom Peters, who said, "Reward spectacular 

failure. Punish mediocre success." But tlle left-brain says, "Hey, wait 

a minute! I don't feel so good about tllis go-for-broke strategy Isn't 

tllere a way to tweak the plan and ameliorate tlle craziness?" 

The secret to lasting success is not to search for a nliddle 

ground, but to let the pendulum have its full arc. We need metllod­

ical enforcers of policy as much as we need boundary-pushing 

rule-breakers. Businesses get big when tlle left-brain folks take over. 

But now everything is under control with systems and metllods 

and accountability, tlley must answer the following the questions: 
1. How do we keep our latest innovation from becoming our last? 
2. How do we keep our organization as agile as a startup? 
3. How do we keep a fear of risk from blinding us to opportunity? 

In other words , "How do we keep alive tlle magic tllat our 

• The left-brain says, "When you do big numbers, radio 
is fun." But the right-brain says, "Make radio fun , and 
you'll do big numbers." 

• The secret to lasting success is not to search for a middle 
ground, but to let the pendulum have its full arc. 

• Ideas that seem prohibitively dangerous can always be 
afforda bly tested . 

------------------------------
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right-brain predecessors created for us?" 

Believe it or not, tllose tllfee questions are so prevalent anlong 

America's big companies that they're featured in an ad canlpaign 
for IBM Consulting. Here are my answers to each of tllem: 

How do we keep our latest innovation from becoming our last? 
Trust your intuition. Remember how to play. Do at least one Cffi2Y thing each 

day. SPECIFICALLY: When your mind wanders and you're thinking 

a strange tllought, ask, "What would it cost me to chase tllis rab­

bit?" If you can afford the time, unleash your fun-lOving beagle to 

chase that zigzagging rabbit of distraction. These furry friends may 

lead you to a brilliant ilmovation. The rabbit is a topological recog­
llition cue and tlle beagle is pattern recognition, a function of your 

brain's intuitive, wordless right hemisphere. Having recognized a 

possible solution to a puzzle you've been unconsciously trylllg to 

solve, tlle freewheeling beagle of tlle right brain whispers to tlle 

logical lawyer of tlle left, "Look at that! Follow me!" It is tllis rab­

bit of inexplicable distraction that will guide you to Wonderland. 

How do we keep our organization as agile as a startup? 
Repeat every day: "The truth shall make you free, but first it shall make you 

angry:' SPECIFICALLY: Allow people who don't appreciate your suc­

cess to study your core strengths in search of the weaknesses tllat 

could be explOited by a challenger. When a competitive strategy is 

discovered tllat could actually work, do it to yourself before some­

one else does. Become your own competitor. And be merciless. 

Recognize that all answers are temporary. Allow no cow to become sacred. 
Yesterdays brilliant insight is tomorrows traditionaJ method. SPECIFICALLY: 

Hang a barmer in tlle hallway, "I can't understand why people are 

frightened of new ideas. I'm frightened of old ones." Gatller your 

staff every morning arld say tllese words in unison like the Pledge 

of Allegiarlce. I'm serious. The inertia of cultural memory cannot be 

overcome witllOut enlploymg a phYSical action and repeating it as 

a group for at least 1 3 consecutive days. This is essential if you plan 
to overcome "tlle way it's always been." Changing corporate poli­

cy, having a meeting, and sending out a memo won't get it done. 
How do we keep a fear of risk from blinding us to opportunity? 

Remember that proof-of-concept never req uires you to bet the farm. Ideas that 

seem prohibitively dangerous can aJways be affordably tested. Create a culture of exper­
imentation whose mantra is, "There are no ideas too crazy to test:' SPECIFICAL­

LY: Budget for failure. Set aside hard dollars for testing new ideas 

with "an increase in knowledge" being tlle only expected out­
come. Risk is now elinlinated. Fear is gone. You have created the 

perfect envirOlmlent for successful Research and Development. 

Hopefully, tllere is sometlling here you can use. Now go do 

that tlling you do. ~ 

Roy H. WiilianlS, president of Wizard of Ads Inc., may be reached at 

Roy@ WizardofAds.com. 

FOR SUBSCRIPTIONS, CAll l -800-S10-5171 1 WWW.RADIOINK.COM 
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"Se Habla Espanol" No Es Suficiente 
Sure, you know enough Spanish to 

read the title and know tlm it says "Spanish 
Spoken Here" is Not Enough. But do you 
know enough about the evolution of Latino 
culture in America to know why tllat state­
ment is important today? 

Translating words is easy. But 

trans lating ideas and va lues 

from one culture to another is 

American, they're going to feel more 
comfortable than if the staff is all white." 
The American Hispanic mindset is, "Live 
Latin. Speak English." 

But Latino shoppers don't want to be 
segregated. "They choose the same stores 

One of America's leading consultants 
on marketing to Hispanics is a huge 
believer in radio. Did you read tlle Associated 
Press interview with Juan Guillermo 
Tomoe? "Whetller you market to Latinos 
in Spanish or in English doesn't really mat­
ter so much as whether you understand 
what's on tlleir mind. The Latino market-

an entirely different matter. To for the same reasons and go with the same 

connect with Hispanic shop-
frequency as non-Hispanics," says Candace 
Corlett of market-research firm WSL 
Strategic Retail. "Clodling retailer Men's 

pers, you must write ads that Wearhouse learned that the hard way In 

reflect Latino value . 
2003 , the company launched its Eddie 
Rodriguez stores, a lifestyle and clothing 

ing barrier isn't language, but culture," says Tomoe. 
In other words , writing ads in English and tllen translating 

tllem into Spanish - even accurate Spanish - is a time-tested 
recipe for disaster. Believe me. I've done made tllis mistake more 
tllan once. 

Translating words is easy But translating ideas and values 
from one culture to anotller is an entirely different matter.To con­
nect with Hispanic shoppers, you must write ads tllat reflect 
Latino values - a strong emphasis on fanilly and religion, for 
exanlple - mingled with traditional American aspirations. 

A recent story in Newsweek said, "As Latino spending power 
steadily rises, grocery stores, movie studios and clothing compa­
nies are paying close attention to ills $636 billion-plus market. 
What they're discovering is tllat Hispanic-Americans, particularly 
young spenders between the ages of 14 and 34, want to be spo­
ken to in English, even as they stay true to tlleir Latino identity .. . 
These young consumers are creating ills new identity tllat says 'I 
can have the best of bOtll worlds." 

According to Tomoe, Hispanics don 't need to see a Latino 
salesperson in order to feel comfortable in your store. "It 's 
more about ethnic diverSity," he says , "If a Latino shopper sees 
a Cllinese salesperson, an African-American or a Native 

• Writing ads in English and then translating them into 

Spanish - even accurate Spanish - is a time-tested 

reci pe for disaster. 
• To connect with Hispanic shoppers, you must write 

ads that reflect Latino values. 

• Hispanics don't need to see a Latino salesperson in 

order to feel comfortable in your store, but Latino 

shoppers don't want to be segregated. 
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chain targeting Latino men. By the end of 
this year, all six stores will be closed." 

So how big is America's Hispanic market today? Consider 
the following: 
• In 28 0 of America's 3, 141 counties , non-Hispanic whites 

haven't had majority status since 2000. 
• Between 1990 and 2009, the Hispanic population will 

increase by 121 percent , compared to 14.1 percent for the 
rest of the population 

• Salsa outsold ketchup by nearly $ 175 million over the 52-
week period ending October 8, 2005. 

• The number of Hispanic businesses is growing four times 
as fast as the number of American businesses. 

• From 1994 to 2004, Hispanic buying power posted a 
compound annual growth rate of 7.7 percent; nearly three 
times the 2.8 percent total u.s. rate of disposable income. 

• The Hispanic population grew by 53 percent from 1990 
to 2000 , more than three times the r te of the rest of 
America. 

• About half the total growth from 2000 to 2004 of America's 
entire population were Hispanics (5.7 illion people). 

• 22 percent of all children in America are Hispanic. 
• There are more Latinos in America n Canadians in 

Canada - 44.2 million Hispanics liv in the U.S. as oOuly 
2004, making Latinos the nation's I est etlmic minority. 

• Latino shoppers spend the longest time in the mall, and 
spend the most money at department stores, mall shops, 
and restaurants. 

I think the time has come to learn what Latinos care about. 
What do you think? ~ 

Sta tions wanting to interview Hispanic marketing consultant Juan 

Guillermo Tornoe can reacb bim at jgtornoe@gmail. com. Roy H.Williams, 
president of Wizard of Ads Inc., may be reacbed at Roy@WizardofAds.com. 

fOR SUBSCRIPTIONS. CALL 1-800-61 0·5711 II'MW.RADIOINK.COM 
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To The 40 Grandest Poobahs In Radio 
Gaining and holding people's attention is the key to radio's future 

Is that "Grandest PoohBahs" head­
line meant to be an insult? Absolutely 
not. It 's there, like all headlines and 
opening statements, merely to grab the 
attention of a targeted reader. And today, 
I'm targeting just 40 of them. 

So here's my question to the 
Here 's another question: Is it only 

the investment community that's 
beginning to lose interest in radio, or 
is it the American public? 

40: How is radio planning to 

gain and hold the attention of Gaining and holding people's atten­
tion is the key to radio's future. 

Have you ever noticed how hard it 
is to gain the attention of busy people? 
Too much to do, too little time, too 
many options, not enough day to get it 
all done . Sound like anybody you 

an i ncreasi ngly d isi nterested Good News: there are people who 
know preCisely how to gain and hold 
attention. Successful speechwriters, 
novelists, songwriters, comedians, and 

public? Is there a plan? 

know? Give it a moment, and you'll soon realize that I just 
described everybody you know. People are getting busier every 
day. Even "unimportant" people, like the listeners to your 
radio stations. 

So here's my question to the 40: How is radio planning to 
gain and hold the attention of an increaSingly disinterested 
public? Is there a plan? 

This morning I received a Radio Ink headline bye-mail, 
"Analyst Calls April Radio Revenue' A Big Miss .''' The story 
said, "Wachovia VP I Equity Research Marci Ryvicker is call­
ing April's 4% radio revenue decline 'a Significant miss.' 
Ryvicker goes on to say that the decline for April radio rev­
enue makes the third month in a row that radio was nega­
tive. National revenue dipped 7% during the month of April 
with local not doing much better, posting a 4% decline. 
Ryvicker adds, 'We continue to suggest investors be selective 
in the broadcast sector.''' 

Was that decline in revenues a blip from which radio 
will qUickly recover? Or was it the beginning of a trend? I 
don't pretend to know the answer. I'm merely asking the 
question. 

QUICKREAD™ 

• How is radio planning to gain and hold the attention of 
an increasingly disinterested public? 

• Gaining and holding people's attention is the key to 
radio's future. 

• Google "TRIZ" and you' ll find research that indicates there 
are only 40 answers behind every innovation in history. 

• Read about TRIZ and you'll soon see how every innovation, 
every new patent, every breakthrough revolves around one 
or more of its 40 Principles. 

1Q II)AnlO lUll' _ IIII V l ?nOIi 

cartoonists each have their own tech­
niques for breaking through walls of disinterest. 

Better News: Most of their techniques could eaSily be 
adapted to radio. 

Fabulous News: The impact of these new attention­
grabbing-and-holding techniques would show up as an 
increase in measurable results for advertisers and a national 
increase in time spent listening. 

Bad News: Radio rarely considers talent from outside its 
own little ghetto. 

Might I be so bold as to suggest that ideas from outside 
radio might prove to be useful in helping radio reinvent itself 
for a new generation? 

Are you aware of the 40 proven, scientific techniques 
that could reenergize our weary media? Google "TRIZ" and 
you'll find research that indicates there are only 40 answers 
behind every innovation in history. Amazing breakthroughs 
and discoveries are now being made by people who took 
the time to investigate the 40 principles ofTRIZ and adapt 
them to their respective industries. I've studied it, and am 
convinced that TRIZ could trigger a whole new way of 
doing radio. 

I know it sounds insane, but isn't it worth a few key­
trokes

' 
.Read about TRIZ and you' ll soon see how every innova­

tion:' every new patent , every breaktlrrough revolves around 
one or more of its 40 principles. General Electric knows it. IBM 
knows it. Boeing knows it. NASA knows it. And now you know 
it, too. Everything revolves around the 40 . 

Just like in radio. 
I want to personally thank all 40 of you for reading this. 

know how busy you are. ~ 

Roy H. Williams, president of Wizard of Ads Inc. , may be reached at 
Roy@WizardofAds.com. 

FOR SUBSCRIPTIONS, CAll I-BOO-SI O-5771 I WWW.RAOIOINK.COM 
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How To Track Ad Results 
Try one - or all three - of these strategies 

There will always be advertisers who 
want to "hold their advertising dollars 
accountable." You meet these people 
every day, right? Rather than debate with 
them the counter-productive nature of 
treating their advertising like a cosmic 
gum ball machine - in goes the budget, 
then you crank the handle and out come 
the results - I usually just give them 
what they want. 

There are baSically three ad tracking 
strategies from which to choose: 

STRATEGY 1. Under-price a 
well-known consumable. This is the 
classic Loss Leader strategy. The general 
idea is that enough customers will buy 
additional items to offset the losses cre­
ated by the under-pricing of the lead item. Would you make 
a trip to the grocery store if they were advertising milk at 75 
cents a gallon and eggs at 25 cents a dozen? You can eaSily 
track the effectiveness of the advertising through the number 
of units sold, or by the increase in customers. The losses cre­
ated through the under-pricing of the item will be relative to 
the amount of traffic generated. Think of it as pro-rated 
advertising. The better it works, the more it costs. The down­
side to this strategy is that customers who switch to you for 
reasons of price alone will switch from you just as quickly, for 
the same reason. 

Don't confuse the Loss Leader strategy with couponing. 
Generally, coupons appeal only to the lowest quality of cus­
tomer. If you're going to offer a bargain, do it openly. Your best 
customers, the relational ones, will be offended by the idea 
that some customers pay a higher price than others. 

QUICKREAD™ 

• There are basically three ad tracking strategies from 

which to choose. 

• Under-price a well-known consumable. 

• Feature an item with a powerful story. 

• Plant a word flag in the ad. 
• It is possible to combine one, two, or even all three 

strategies in a single ad . But you've got to have a bril­

liant ad writer. 

STRATEGY 2. Feature an item 
with a powerful story. The quantity of 
customers generated through this strat­
egy will be less than when using the 
Loss Leader strategy, but they will be a 
better quality of customer. The keys to 
this strategy are: a.You must fmd an item 
with a powerful story, then, b. You must 
fmd a writer capable of telling that story 
well. Again, the effectiveness of the ad 
can easily be tracked through sales of the 
item and/ or a general increase in cus­
tomer count. 

Both strategies 1 and 2 must be 
limited-time offers. "While supplies 
last" is always a bad idea. You must name 
a specific calendar date when the offer 

will expire and then be sure you have enough of the promo­
tional item in stock to satisfy every inquiry. "Limit one per cus­
tomer" is usually okay as long as it was said plainly in the ad. 

STRATEGY 3. Plant a word flag in the ad. A word flag is 
an unexpected, memorable name, word, or phrase that customers 
will voluntarily mention in their efforts to be friendly or to "con­
nect" with you. Example: I once ended a radio ad by having an 
unintelligent-sounding caller call the store and ask, "How much 
should a hamster weigh?" The flustered clerk responded by say­
ing that he wasn't sure. To which the caller replied, "I got one up 
to 72 pounds!You think maybe it's a wolverine?" Customers con­
tinued to smile and ask, "Where do you keep those 72-pound 
hamsters?" for several months after dle advertising schedule had 
expired. The downside of this strategy is dlat is produces less traf­
fic, but usually of dle highest quality. The customers responding 
to dlese ads will be coming to you because dley've decided dley 
like you. Note: It is not a word-flag to say, "Mention dlis ad and 
receive a 20 percent discount." Those sad ads make you seem 
unfocused, unintelligent, and desperate. 

It is possible to combine one, two, or even all three strate­
gies in a single ad. But you've got to have a brilliant ad writer. 

Do you7 ~ 

Roy H. Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com.Williams is the New York Times bestselling author of 
The Wizard of Ads trilogy For more information, visit www.WizardAcademyorg. 



How Often Should I Change My Ads? 
About 15 years ago I concluded dlat a medium-impact broad­

cast ad should be replaced only after me typical listener has heard 

it at least 12 times, and a low-impact ad hould be replaced after 
achieving a frequency of 20. I arrived at mese conclusions by care­
fully monitoring dle results of radio canlpaigns of clients around 

me country. 
But dle times have changed, and so have you and 1. It appears 

dlat dle media filters we carry in our heads are like computers: 
They 've been forced to get faster in order to keep up with the demands our high-speed 
society puts on them. 

My most current research indicates mat today's moderate­

impact broadcast ad beginS to show diminishing returns after 
achieving a frequency of only 8 to 10. Let dle same listener hear an 

ad 12 times or more, and you'll see a clearly diminished effective­
ness after achieving a frequency of 8 to 10. It appears dm our 
brains have learned to recognize more quickly what we've heard 

before, and subconsdously to tune it out. 
Dang This means we've got to write 20 to 50 percent more ads 

in every 52-week campaign to maintain maximunl effectiveness. 
Additionally, it would appear dm low-impact "institutional" 

ads are no longer able to pound out market share using me blunt 
instrwnents of frequency and consistency alone. That day is over. If 

your advertisers don't have somedling meaningful to say, dley 
should really keep dleir money in dleir pockets. In odler words, 
we've got to improve: l. our message uncovery skills; and 2. our 
ability to develop innovative strategy - or we'll soon be hearing 

more people dlan ever say, "I tried radio and it didn't work." 
One d1i.ng dlat hasn't changed is dlat a listener still has to hear 

a new ad two or wee times before it will begin to affect dleir 

choices, even when mey're fan1iliar widl me advertiser and have a 
positive opinion of dlem. What dus means is dlat dle first week of 

a new ad will yield softer results man you can expect to see in 
weeks two and wee. But after an ad achieves a frequency of 8 to 
10, you 'll see it plurnmet to a whole new depdl of non-response. 

You can take my word for all of dus, or you can do dle exper­

inlent yourself Here are me criteria dlat were used in my proof set: 

--, QUICKREAD™ 
• The media filters we carry in our heads are like comput­

ers: They've been forced to get faster in order to keep 
up with the demands our high-speed society puts on 
them. 

• Current research indicates that today's moderate-impact 
broadcast ad begins to show diminishing returns after 
achieving a frequency of only 8 to 10. 

• After an ad achieves a frequency of 8 to 10, you 'll see it 
plummet to a whole new depth of non-response. ------------------------------
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1. Begin widl an advertiser mat gives radio 100 percent of 
his/her ad budget and 

2. aclueves at least a 3-frequency in me typical week and reaches 
at least 40 percent of dle 18+ market, 52 weeks a year. This 

3 + frequency will be a multi-station radio buy as measured by 
a I -week, master reach-and-frequency analysis. 

3. The advertiser in question should maintain a presence in at 
least five tmrelated markets widl a si:n1ilar reach and frequency 
aclueved in each market. 

4. The advertiser must keep meticulous sales and traffic records. 
5. The total sales volume of me advertiser should be in me tens 

of millions of dollars and me ad budget should be in me n1il­
lions. In odler words, we need a large sample size. 

6. The advertiser must be known to be truly objective. They can­
not have a ludden agenda or a secret axe to grind. 

7. Data must be collected weekly for at least 14 mond1S. 

Definition of terms: 
1. A low-impact ad is me typical radio ad, answering who, 

what, when, where, and why. It is informative widlOut being 

interesting. 
2. A medium-impact ad speaks to dle heart as well as dle mind. 

It is well written and surprisingly produced (meaI1i.ng mat it 
has elements of dle auditory unexpected , such as dranlatic 
pause, unusual voice inflection, interesting sound effects, 
incongruent music, Broca-surprising word pairings, nouns 

used as verbs, etc.). Medium-inlpact ads never carry an expi­
ration date. They are not used to make limited-time offers, but 
ramer for brand and traffic building. 

3. A high-impact ad includes me urgency of a deadline. 

Years ago I began teacl1i.ng dle power of a weekly 3-frequency, 
and radio stations across America created me 2 1 / 52 plan. TIus is 
still a good plan. TIle only dling mat has changed is mat: 
a. Your ads must have at least moderate impact, salience, or rel­

evance to dle listener. Ads mat have no relevance will not be 
renlembered, no matter how much frequency you give dlem. 

b. You need to change copy after an ad has been heard by me 

typical listener 8 to 1 0 times. 

If you're willing to spend 14 monilis and millions of dollars, 
you can repeat my experiment aIld come to dle same conclusion I 
found. Or you CaIl save your clients all dlat time and money and 

just take my word for it. s:l 

Roy H.Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 

FOR SUBSCRIPTIONS, CAll 1-800-610-5771 I WWW.RADIOINK.COM 
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When Should I Use The Client's Voice? 
If you ask radio listeners or television viewers to name dleir 

favorite ads, mey'll usually list ads dlat produced high entertain­
ment but low results. Ask advertisers to name meir favorite ads, and 
mey smilingly tell you about messages mat made mem a lot of 
money but dlat no one else remembers. 

Does your station measure dle success of its commercial 
breaks by how few listeners bang dle buttons on me dash? Or do 
you measure success by how often your clients bang me buttons 
on dle cash register? 

Danm. Sales and programming collide again. 
Old-school radio people believe announcers should sound 

smoom and mellifluous. Flawless. Golden. The new school believes 
people on me air should sound audlentic. Relaxed. Believable. 

Have you ever told a client his voice wasn't suitable for radio? 
"Leave it to us. We'll use one of our professional announcers." 

INTERPRETATION: "We'll make your ads sound exacdy like 
everyone else's." 

BOTTOM LINE: Smoom, polished ads are easy to ignore. 
That's why mey're less likely to cause your listeners to change sta­
tions, and why mey're less likely to generate results for your client. 

I've built a career by selling 52-week schedules to clients who 
need to gain dle trust of me public. And I'm widely known to use 
my clients' voices in dleir ads. 

I use client voices for wee reasons: 
1. They're more believable. 
2. They're less easy to ignore. 
3. They create dle highest level of personal connection with 

me listener to be accomplished wough mass media. This trust­
bond is essential when me product or service category is one in 
which dle customer has a high level of fear. Diamonds. Used cars. Medical 
procedures. 

But I don't use client voices: 
1. When me client sounds as mough he or she is reading a 

script. (We can usually coach dle client past dlis tendency, however, 
and so can you.) 

QUICKREAD™ 
• Smooth, polished ads are easy to ignore. 

• Client voices are more believable, less easy to ignore, 
and create personal connection with the listener -

essential when the customer has a high level of fear in 

the purchase. 

• Don't use client voices when the client sounds as 

though he or she is reading a script, when the script 

requires character voices, or when the advertised prod­

uct or service is in a no-fear category. 

2. When me advertised product or service is part of a no-fear 
category. Restaurants. Electronics. Concerts. 

3. When me script requires character voices. 
As long as I've been in radio, program directors have been 

suggesting dlat I allow mem to add music pads beneam my clients' 
dry-voice ads. I've been rejecting meir helpful sabotage for just as 
many years. Music beds are like soap: They allow you to mix me oil 
of llighly produced music programming - flOwing wim rhyilim 
and meter - wim me repellent water of unstructured talking. In 
omer words, adding a music bed will make your ad less noticeable. 

If you're considering a client spokesperson: 
• Be sure your client is prepared to endure the criticism of 

friends and family. Any time results are sharply on dle rise, so are 
complaints: "You really ought to let a profeSSional do your ads." 

• Avoid cliches and overused phrases. If your client says 
dungs mat feel predicable to your listener, me ad will seem con­
trived and artifidal. 

• Be sure the client doesn't sound as though he or she is 
reading. Extemporaneous is good. Mispronundations are good. 
And struggling to find just me right word is me stuff of nliracles. 

Uh-oh. Is dlis beginning to sound like you have to record a 
lengmy chat wim your client and men edit bits into a warm and 
cozy patchwork quilt of "unrehearsed" audio? Sorry about mat, but 
I never said dlis would be quick or easy. I said only that it is powerful . 

Though I don't use music beds, I occasionally add barely 
motivated sound effects. I said barely motivated. You're looking for a 
sound dlat doesn't belong, but somehow fits. I don't want me 
effects to flow searnlessly into me ad any more man I want to inject 
smoodl music or oily cliches. Think of dlese sound effects as punc­
ruation, a palate cleanser in a multi-course meal, an audio non sequitur 
dlat will elevate attention men blend into cognitive resolution at a 
lligher level. 

If you have any training in music, dUnk of dlis as a major sev­
enm. In the words of composer and symphony conductor Ron 
Nelson, "The major sevendl chord is highly unstable ... by Simple 
virrue of dle notes used in dlis chord, its primary use is as a portal 
to a resolution . .. an end to a phrase, a new key or even a new sec­
tion of music." Its notes don't quite belong togemer, but mey 
somehow nliraculously fit. If you don't understand music dleory, 

ask a friend who does. This is important. 
If you can wrap your arms around what I've tried to explain 

to you today, it will make your clients - and you - a lot of 
money. Good luck. ~ 

Roy H. WiJlianlS, president of Wizard of Ads Inc., may be reached at 
Roy@WizordofAds.com. 
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Mirages Of Marketing 
Radio Is Good - But It 's Not A Miracle Cure 

It's easier to sell something you believe in. That 's why we 
work so hard to convince ourselves that radio is the best invest­
m ent an advertiser can make. 

Som etimes we do too good a job on ourselves, and believe 
so much in radio that it causes us to chase the truth, like a 
mirage, across the desert. 

MIRAGE 1: RADIO IS A MIRACLE CURE. 
Have you ever done such a good job of convincing your 

prospect of the power of radio dlat mey handed you dleir broken 
business and told you to fix it? If you've never walked into dut 
minefield, don't worry, I've done it often enough for all of us, 
and have always gotten blown to bits. Not even radio can fix a 
fundamentally flawed business. 

One of dle hardest iliings about selling radio is dlat it doesn't 
work me same way for everyone. In me end, everyiliing hinges on 
whemer me stuff being advertised is any good. 

Bill Bernbach, legendary principal of the Doyle Dane 
Bernbach advertising agency, understood this. He said, 
"Advertising doesn 't create a product advantage. It can only 
convey it. .. A great ad campaign will make a bad product fail 
faster. It will get more people to know it's bad." 

Writing ads comes easier when you have something to 
say, so do your best to find advertisers who have something to 
say. You'll be stUlmed by how much better the ads work. 

MIRAGE 2: IT'S YOUR FAULT. 
Companies in pain rarely look inside dlemselves for dle 

problem. They always look outside. "It must be me advertising." 
Give dlem a minute and dley' ll convince mem selves dlat you, me 
outsider, are in fact dle one responsible. And if you let dlem, 
dley'U convince you , as well. Don 't let dlem. 

You want dle trum?Your client's success isn 't determined by 
me quality and power of your station. It's determined by dle qual­
ity and power of dle offer in me ad. A good ad for a good product 
will work on anyone's station . Ads for bad products work on no 
one's station . Good ads work even better on formats where mey fit. 
Weak offers don't work. regardless of dle quality of your audience. 

It's not your fault. 

QUICKREAD™ 
• Not even radio can fix a fundamentally flawed business. 

• Your client's success is determined by the quality and 

power of the offer in the ad. 

• Clients rarely tell the whole story. Learn to hear what 

they're not telling you. I -----------------------------_. 
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MIRAGE 3: YOUR CLIENT HAS TOLD YOU THE WHOLE TRUTH 
I'm always staggered by the size of things my clients 

conveniently forget. I recently had a m eeting with a long­
time client who informed m e that he was hiring a firm to 
do "data mining." For the uninitiated , data mining is the 
new buzzword for analytical hyper- targeting. At the end of 
the day it means "Let's do a lot of cross-referencing and cre­
ate a magical mailing list and then send som ething to all 
these Perfec t Targets." 

I sm elled where my client was headed as soon as he began 
talking about using "a rifle shot instead of a shotgun blast." But 
you can't argue with results, right? 

"Last Christmas I let them do an experiment for me, and 
it made me a lot of money." 

My client went on to explain how iPods and satellite radio 
have completely destroyed broadcast radio in his town. "No 
one listens to the radio anymore. Maybe it 's different in other 
towns, but here, no one listens to the radio. We're just not 
reaching the people anymore. No one is listening." 

Did I m ention that my client has strongly resisted my 
urgent plea to update his inventory, his pricing , and his 
image? "No, Roy. The rifle shot is where it 's at. Targeting is 
the answer." 

Here are the details of his Christmas experiment: Data 
mining came up with 2,500 Perfect Targets, 934 of whom 
immediately cam e into the store and consummated the pur­
chase. Impressive , right? I was blown away. Those kinds of 

results are nothing short of miraculous. 
But I still smelled a rat, so I asked, "What offer did you make?" 
"We sent 2,500 people a $ 100 gift certificate." 
Oh, tlle miracle of targeting! 
"How many of the 934 respondents bought something 

for almost exactly $ 1 OO ?" 
"About two-thirds of them . But the other one-third spent 

enough money to make the whole thing profitable." 
I suggested we test the matter by picking random names 

from the phone book and mailing each person a $ 100 gift cer­
tifica te. I have absolutely no doubt tllat we'd see a similar 
result. My client refused to listen . 

Sigh. 
I hare this so you 'll feel more normal. People don't 

always listen to me, either. 
Bottom line: Clients rarely tell the whole story. Learn to 

hear what they're not telling you. !iil 

Roy H.Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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Radio R & 01 
Reward Your Employees For Their Great Ideas 

If radio hopes to move with strength into the future, it must 
embrace research and development. But not the narrow and 
skewed R&D we've used in recent years. Please, no more of 
that. To paraphrase Andrew Lang, radio has been using 
research like a drunk man uses a lamppost -
for support rather than illumination. 

Yes, the crowd under the streetlight 
knows best what ought to be changed, 
but the preconceptions of our researchers 
give them the perspective of the drunk. 

-
The world looks different from the gritty sidewalk than it does 
from the carpeted boardroom. Fearful of findings that don't 
support executive leanings, radio's researchers have become 
yes men who ask the same old questions: 
• What are the revolutionary formats that would win audi­

ences back from iPods? 

• 
• 

• 
• 

• 
• 
• 

How can we make commercials palatable to the public? 
What is the reality of the Hispanic market potential, and 
how is it accessible to Anglo advertisers? 
Should we be doing something different in overnights? 
Why don't agencies think more highly of radio? (And 
please, I beg you, don't tell me again that it's because they 
make more money producing ads for print and TV.) 
How can we take grocery store dollars from newspaper? 
How can we take new car dollars from TV? 
How can we get at the truth? 
It's easier than you think. 
Most corporate communications come from the top 

down, but the message that matters most is the one that trav­
els from the bottom up. Have you prOvided a path for that 
in1portant message to travel? 

Are you encouraging and 
your people? 

QUICKREAD™ 

collecting the suggestions of 

• Are you encouraging and collecting the suggestions of 
your people? 

• Do you reward good ideas by shining the spotlight of 

company-wide recognition? 
• Be sure the employee is thanked for the effort, even 

when the idea isn't used. 
• The combination of reward, immediate response from 

management, and regular spotlighting of good sugges­

tions will make your employees feel tied to the com­

pany's success. 

------------------------------

It can start with something as Simple 
as an online suggestion box, an e-mail address to 

which full- and part-time staff can send their observa­
tions and ideas. Do you have such a suggestion box? Are 

you netting the wisdom from that ocean of talent 
that lies on the other end of your payroll? 

Probably not. 
We rarely improve things until 

they're measured. Do you have a method 
for measuring the number and quality of 

suggestions you get from your employees? Do you reward good 
ideas by shining the spotlight of company-wide recognition? A 
co-worker's smiling photograph in a newsletter - holding a 
check they can take to their fanilly - will inspire other employ­
ees to start digging for the gold that lies underground. 

How many diggers do you currently employ? Have they 
been doing any digging lately? 

The search for good ideas is like any other treasure hunt. 
There's got to be a reward for fmding the treasure. 

Smart companies attach a financial reward progran1 to the 
employee suggestion box. If the company uses your money-sav­
ing suggestion, management will calculate how much money it 
will save in one year and give you a bonus check for a portion of 
those savings. 

But radio isn't in need of money-saving. It's in need of 
audience-building. Does radio management have the humility, 
openmindedness, and wit to create ways to reward audience­
building) To reward money-making? The stick of diSCipline 
rarely moves the donkey. It's the carrot dangling from the end 
of that stick that drives the strong beast forward. 

Where would you like the strong beast to take you? I sug­
gest you try holding a carrot in that direction. The donkey isn't 
nearly as dumb as you think. 

If you think you may want to launch such a plan, be sure the 
employee is thanked for the effort, even when the idea isn't used. 
And never fail to give a brief explanation as to why the idea was 
passed over. Do this, and you'll see d1at even when an idea isn't 
used, d1at employee will continue to submit new ideas. 

The combination of (1) a reward and (2) an immediate 
response from management and (3) regular spodighting of 
good suggestions will make your employees feel tied to the 
company's success. 

Hey, I'm not making this stuff up. Smart companies have 
been doing these things for years. ~ 

Roy H. Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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The Fading Strength Of Repetition 
The Audience Is Still There - They Just Won't Pay Attention To Drivel 

Have nervous clients been telling you that you're losing your 
listeners to satellite radio and the iPod? 

Broadcast radio has lost about 4 percent of its audience over 
the past three years. That number is slightly higher in tlle younger 
denlos, but still not high enough to justify tlle panic among radio 
advertisers. So is tlle problem witll radio just in their heads? 

According to my research, involving hundreds of pieces of 
radio copy for advertisers in dozens of markets over a period of 
more tllan 500 weeks: No. The problem of radio's diminished 
effectiveness is very real. Radio isn 't working like it did two years ago. But 
clients are wrongfully asslll11ing tllat audience attrition is to blame. 

I get paid according to how much my clients grow. So I don't 
really care what the problem is. My job is to find it and fix it. 

Here's what I discovered, tested, and proved: 
1. Internet surfing has trained radio listeners to quickly 

disregard empty words. You spend about a minute a day going 
though the mail, right? Until recently. tllese 6 minutes a week were 
your only exercise in the high-speed evaluation of content. But 
now you're spending at 'least 6 hours a week scanning search 
engine results and web pages for relevant, meaningful, salient 
information. Those hours are teaching you - and your listeners -
to recognize more quickly and disregard word-fluff and otller irrel­
evant information. 

2. Salience has become more important than repetition. (I 
did not say repetition no longer matters.) Salience is tlle word used 
by cognitive neuroscientists for meaningfulness, or relevance. 

Bottom line: Meaningful (salient) messages are working bet­
ter tllan ever, especially when tlle fundanlental premise of your ad 
is clearly stated in tlle opening line. Ads full of unsupported claims 
and overworked image-building phrases are being rejected before 
tlley ever enter your listener's subconscious. 

Our brains admit information into mid-term and long-term 
memory according to a formula of salience x repetition. 
Traditionally, radio has been able to overcome a lack of salience in the 
message witll an abundance of frequency in tlle schedule. Today's listener 
isn't letting us get away with that anymore. 

QUICKREAD™ 
• According to my research, the problem of radio's dimin­

ished effectiveness is very real, but clients are wrongful ly 
assuming that audience attrition is to blame. 

• Meaningful (salient) messages are working better than ever. 
• Ads full of unsupported claims and overworked image­

bui lding phrases are being rejected before they ever 
enter your listener's subconscious. 
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The audience is still tllere. What's gone is tlleir willingness to 
pay attention to drivel. 

Is this beginning to make sense to you? For your clients to see 
tlle big-time results that radio can deliver, they must: 
1. Air ads about things your audience really cares about. 
2. Write those ads in a style that rings true. 
3. Avoid heroic chest thumping such as "~ are the number 

one ... " because it is falling on increasingly deaf ears. 
4. Close the loopholes in the ad copy! 
S. Provide specifics; they're more believable than generalities. 
6. Understand that substance is more important than style. 
7. Realize that creativity and repetition can no longer be 

expected to overcome a shortage of salience. You've got to 
convince your client to give you a message that matters. 

In the past 18 months I've seen radio ads fail that once 
would have produced good results. Yet other ads are working 
far better than I would have expected. Here's a piece of radio 
copy that triggered a miraculous result for my client, Sean 
Jones. Based on all that I've told you so far, see if you can fig­
ure out why. 

SEAN JONES: "Your life and her life have become intertwined 
like two ropes, looped into a knot. And that's a good thing. It gives 
you both sometlling to hang on to. If you're in love, you know 
exacuy what I'm talking about. This is Sean Jones of Spence 
Diamonds, and I'm suggesting you spend ninety-nine dollars on the 
woman you love. But wait till you hear what you get for that ninety-nine dol ­
lars: The new Love-Loop necklace is 14-karat gold tied into a beau­
tiful knot and set with glittering diamonds. And each Love Loop 
comes witll its own gold chain so you can slip it over her head as 
you kiss her. She's gonna like tlm. White gold or yellow gold, set 
with glittering diamonds in a powerful symbol of your love and 
comminnent. Ask to see the Love-Loop necklace, just ninety-nine 
dollars at Spence Diamonds. Don't wait for a special occasion. Buy 
her diamonds just because you love her." 

One last thing: My client had never seen this jewelry item and 
had none in stock. I saw the item, recognized the symbolic story 
tllat could be written about it, and suggested to Sean that he buy 
some and air my ad as an experinlent. He sold thousands of them. I 
was paid an embarrassingly large bonus. 

Deliver a measurable result. It's a hundred times more con­
vincing tllan any demographic, psychographic, or reach-and­

frequency data you could ever deliver. ~ 

Roy H. Willian1S, president of Wizard of Ads Inc. , may be reached at 
Roy@WizardofAds.com. 
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Refer To An Unseen Action 
Leaving Out Some Details Will Draw The Listener In 

To increase the magnetism of a message, refer to unseen action. 

"Thoughts are the threads that bind us to deeds. Deeds are 
the ropes that bind us to habits. Habits are the chains that bind 
us to destiny." 

- inscription carved on theWestWall at the palace in Mayg05sa 

Where is Maygassa? Who carved the quote? How large is 
it written) How long has it been there? These are the questions 
that immediately spring to mind, right? By referring to an 
event in an untold story, a writer 

1 . stimulates curiosity , 
2. elevates interest, and 
3. heightens awareness. 

Would you like to generate that level of interest for your 
clients? 

A famous paragraph written by Ernest Hemingway opens 
by saying, "They shot the six cabinet ministers at half-past six 
in the morning against the wall of a hospital. There were pools 
of water in the courtyard." 

One Hemingway reviewer observes : "What cabinet minis­
ters of what country, for what crime, or for what historical 
movement, and with what justice, or with what miscarriage of 
justice, we are never told ... these elements were rigorously 
excluded from the writer's art, in order to intensify the 
descriptions of pure pain and horror." 

- Maxwell Geismar, July I, 1962 

Here's a quote taken from The Engines of God, lifted from the 
diary of Janet Allegri: ''I've been thinking a lot about my life 
the last few days, and I have to say that it doesn't seem to have 
had much point. I've done well professionally, and I've had a 
pretty good time. Maybe that's all you can reasonably ask. But 
tonight I keep thinking about things not done. Things not 
attempted because I was afraid of failing. Things not got 
around to. Thank God I had the chance to help Hutch throw 

- . -

QUICKREAD™ 
• Referring to an untold story is a powerful technique. 
• Most writers don't have the guts to do it, and most 

clients don't recognize the interest it will generate. 
• By referring to an event in an untold story, a writer stimu­

lates curiosity, elevates interest, and heightens awareness. 

------------------------------~ 

her foamball. I hope it gets out. It's something I'd like to be 
remembered for." 

Who is Hutch? Why did she throw a foamball? Who did 
she aim it at? Why did she need help thrOwing it? What the 
heck is a foamball, anyway? And aren't you just a bit curious 
about Janet Allegri and what else might be hiding in that diary) 

Dang. I did it to you again. 
Referring to an untold story is a powerful teclmique, 

rarely used. Most writers just don't have the guts to do it. Or if 
they do, their client lacks the wit to recognize the magnetic 
attraction of it. 

Here's a radio script written by the great Adam Donmoyer 
that obliquely refers to an untold story. See if it doesn't leap off 
the page and bang you on the snout: 

Do you remember what it was like before you met her? 
Seriously, do you remember all those girls that seemed okay at 
first, but later - whoa! 

But now you're beginning to understand what they mean 
by "happily ever after," right? 

Do you have any idea how many guys are out there still 
lookin' for exactly what you have? 

Don't screw this up, man. Remember what happened to Leeroy. 
You need to think about lifting up the top of an engage­

ment ring box while you're down on one knee. That's really 
not such a scary idea when you imagine that it's her you're 
giving it to, right? 

The scary part is shopping for a diamond. You don't want 
to go swimming in those shark-infested waters. No, no, no. You 
want to go where it's happy and safe. You want to go to 
Preston's [Guitar Stinger] Rocks. 

No pressure, no hassle. Just great prices, tl1e hottest styles 
of engagement rings and fmancing if you need it. 

They don't call us Preston's Rocks [Guitar Stinger] for 
nothing. We do diamonds better thon anybody, because diamonds 
are all we do. 

Back behind the Arby's on 96th, just west of 1-69. 

If you'd like to hear that radio ad in it's fmal form, just go 
to www.MMMemo.com/Pres tonsAd.htm 

And don't forget to bang the wonkus. 
Don't even tl1ink about adapting that script for a local client. 

Copyright law prohibits it. Don't use the ad, use the technique. ~ 

Roy H. Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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Talk Loud And Draw A Crowd 
Exposing One Of Radio's Great Myths 

Q: WHICH OF THE FOLLOWING STATEMENTS IS FALSE? 
1. Thomas Edison invented electric light. 
2. Gugliehno Marconi invented radio. 
3. Alexander Graham Bell invented the telephone. 

Because this is a magazine about radio, you're probably 
assuming the Marconi statement to be the false one, right? If so, 
you're only one-third correct. All three statements are false. 

Nikola Tesla invented radio in 1893 when Marconi was just 19 
years old, then wrote a series of sdentific papers describing exacdy 
how to build one. Underrated to this day, Tesla was perhaps dle 
most brilliant sdentist to stride the earth since Leonardo da Vind. 

But Guglielmo Marconi lmew how to talk loud and draw a 
crowd. Marconi read Tesla's descriptions, then built a radio and 
clainled it was his own invention. Newspaper stories everywhere 
began touting the young genius Marconi. 

How certain are we dlat Marconi stole dle credit for Tesla's 
invention? Nine months after Tesla's death in 1943, the Supreme 
Patent Court of dle United States announced its dedsion: "Nikola 
Tesla is dle fadler of wireless transmission and radio." The court 
concluded dlat Marconi was lying. Case closed. 

So what about Alexander Graham Bell? Was he Simply another 
poser who lmew how to work dle press? At dle risk of sounding 
harsh : yes. TIle telephone was invented by an Italian immigrant 
named Antonio Meucd, who died penniless. Meucd didn't lmow 
how to talk loud and draw a crowd. Alexander Graham Bell did. 

How certain are we that Bell stole dle credit for Meucd's 
invention? In 200 I, the 1 07dl Congress of the United States passed 
House Resolution 269 . In a nutshell, that resolution aclmowledges 
dlat "Meucd invented dle telephone, Bell stole it from him, and we 
all feel real bad dlat Meucd got screwed." Antonio Meucd had been 
dead for 11 2 years. During dlose years, Bell Telephone became one 
of the largest and riche t companies on eardl. 

Speaking of the largest and richest companies on earth, dle 
backbone of the Microsoft empire - dle DOS operating system -
wasn't created by Bill Gates or Paul Allen. TIley bought it from the 
litde company dlat employed its creator, Tim Paterson, and dlen 
Gates and Allen flew into high gear to popularize it. Talk loud and 

draw a crowd wins again. But at least Gates and Allen bought DOS 
instead of stealing it. 

Thomas Edison was a great inventor. His first invention was a 
stock ticker dlat was purchased by the New York Stock Exchange. 
Widl the money he made from that invention, Edison hired a staff 
and set up his famous laboratory in Menlo Park, NJ 

Joseph Swann in England and William Sawyer in the U.S. were 
also brilliant inventors. Swann and Sawyer were each working on 
the production of electric light by running a current wough a fil­
ament in a vacuum. When Edison learned they were further along 
in their experiments than he was, Edison Simply announced dlat he 
had perfected dle light bulb and immediately received all dle 
recognition. He made dlat announcement more than a year before 
he actually produced electric light. By the time Swann and Sawyer 
announced dleir inventions, electric light was already old news, 
even dlough Edison hadn't yet actually done what he'd claimed. 

Edison's statement to the press bought him the time he 
needed to complete his experiments. Talk loud and draw a crowd. 

Am I suggesting dlat you don't have to be creative to be suc­
cessful ? Yep. Is it honorable to pretend you've created something 
when in truth you've just "borrowed" the idea from someone else? 
Absolutely not. 

My point is this: Fame is not a reliable indicator of talent. 
How do you measure success? 
Nikola Tesla, the inventor of radio, was awarded 221 world­

wide patents and 113 U.S. patents. He saw money only as a tool that 
allowed him to continue his research for the betterment of human­
ity. After 1915, he faded into obscurity. 

Tesla was a genius who changed the world but died widl 
nothing to show for it. Marconi was a thief who won dle Nobel 
Prize for what he stole from Tesla. Who would you rather be? 

P.S. From dle Interesting Cultural Trivia Department: The rock 
band Tesla has a song called Eclisons Medicine. One of its lines says, 
"They 'll sell you on Marconi. Fanllliar, but a phony" Like their 
namesake, dlese guys have done dleir homework. d 
----------------- ---------
Roy H.Williams, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 
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WEAF network NBC-Red; the 
WJZ operation becomes NBC­
Blue. Later and lesser-known net­
works were NBC's White, Orange 
and Gold. 
1927 - First coast-to-coast 
hooku p broadcasts the Rose 

Bowl. 

1927 - The Radio Act of 1927 
is passed. The Federal Radio 
Commission is born and grants 620 licenses. 
1927 - United Independent Broadcasters Inc. is 

formed on Jan. 27. Four 
months later, Columbia 
Phonograph Manufac­
turing Co. rescues the 
company from financial 
ruin. Columbia is unable 
to secure sufficient 
advertising, and sells the 

company for $500,000 
to Congress Cigar Co. 

executive William S. Paley. The company is renamed 
Columbia Broadcasting System, or CBS. 

mately wins by a landslide. 

19305 
1931 - Radio rev­
enue is estimated at 
$170 million. 
1932 - Franklin 
Delano Roosevelt 
begins making radio 
speeches during 

the presidential 
campaign. He ulti-

1933 - FM is demonstrated to RCA by Major Edwin 
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The Right Thoughts In The Right Order 
Ad Writing Is Simply Organized Salesmanship 

Are you one of dlOse consultants who beheves d1e • 
message of an ad should be dictated by me media cho- tz 
sen to carry it? Do you beheve d1at radio copy is fun­
damentally different man direct-mail copy, magazine 
copy, TV copy, or face-to-face selling? 

Or are you one mose radio folk who imag­
ines a distinction between salespeople and 
ad writers. 

Ad writing is sin1ply organized salesman­
ship. Are you in sales? 

Imagine making a sales presentation - in writing 
- to a person you know very litde about.You could do 
it, right? You'd Simply have to depend more on your product 
knowledge and less on your sparkling smile, steady gaze, and win­
ning personality You'd have to write plainly and clearly: 

1. What you're offering to do; 
2. How you plan to do it; 
3. Why your offer is better d1an me od1ers. 
Congratulations.You wrote an ad. Mail it to someone, or to several someones, and 

see what happens. If you said something worth hearing, you're likely to make a sale. 

Now organize your thoughts into d1e fewest possible words so 
you'll be better able to hold your prospect's attention. 

Oh, so you've decided to make this a really good ad! Remember, shorter is bet­
ter. Saying more in fevver words is the key to holding people's attention. Theres no such 
thing as a good sales letter that is longer than a Single page. 

Locate the most meaningful statement in your presentation and 
move it to d1e beginning. 

This is going to be a powerful piece of persuasion . Open big if you want 
to see big results. Make a Single point wholeheartedly. Weak ads make multiple 
points half -heartedly. 

TriIn what you've written so it can be read out loud in a spedfic 
number of seconds. 

QUICKREAD™ 
• Do you believe that radio copy is fundamental ly different 

than direct-mail copy, magazine copy, TV copy, or face­

to-face sell ing? 
• Most beginners write ads that take about 90 seconds to 

read out lOUd. Tighten it to 60 seconds, and watch your 

ad gain power. 

• If you want to become better at selling radio, fo llow the 

seven steps outlined here. ------------------------------

• Congratulations again, you've just creoted a radio ad. Most 
beginners will instinctively wri te ads that take about 90 seconds to read 
out 10ud.Tighten it to 60 seconds, and watch your ad gain power.A real 
pro can make that message ring like a bell in 30.And the best-of-the-
best can rock the world in 15 attention-riveting seconds. 

Dramatically increase the point size of your opening state­
ment and add a photograph or illustration to reinforce it. 

Thats a fine magazine or nevvspaper ad.And it reinforces everything you've been 
saying on the radio! You've got the beginnings of a comprehensive master market­

ing strategy. Keep this up and people will think you know what you're doing. 

Instead of a stationary photograph, try using a series of video 
images to reinforce your radio script. 

Television, anyone? Hey look! Your master marketing strategy just got stronger. 
The only dangerous assumption we're making is that you've got enough ad budget to 
buy suHicient repetition in all these different media. In truth, you probably need to pick 
just one of these media, and then become the king of that mountain. 

Now post any or all of mese media variations to a website. 
Did I hear you say e-commerce? Use your website as a 24-hour relationship 

deepener and expert salesperson, even if you don 't plan to transact money online.Your 
corporate websi te should be the most highly organized repository of expert advice and 
salesmanship within your corporation. 

Now break all d1ese components apart again and use d1em to 
prepare, rehearse, or illustrate your next face-to-face sales presenta­
tion. If you sell by presenting useful and interesting information in 
a clear and logical manner, you're eimer a really great salesperson 
or a fairly average ad writer. 

If you want to become better at selling radio: 
1. Sit down - as an exerdse - and write an ad for what 

you're trying to sell. Is it a package? A promotion? A 52-
week annual? 

2. Record your ad in d1e production room. You work at a 
radio station, right? 

3. Listen to what you 've recorded. 
4. Tweak it and make it better. 
S. Record it again and again until you can't make it better. 
6. When you've got it memorized, dehver your ad in person. 
7. Yes, you're going to raise a few eyebrows. 

And you're going to raise your billing, too. EiiiI 

Roy H.Wi!lian1S, president of Wizard of Ads Inc., may be reached at 
Roy@WizardofAds.com. 

FOR SUBSCRIPTIONS, CAll 800-610-5711 I WM'i.RADIOINK.COM 
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