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Direct Response Radio: Strategy - Media - Creative

The Eight Ways Direct Response Radio
Enhances DRTV Advertising Campaigns

How to Strategically Leverage Radio Advertising to Enhance Your TV Advertising

By Jefff Small, CEO, and Brett Astor, Vice
President of Strategic Media, Inc. Together
they have over twenty years of experience in

direct response advertising. And counting.

onsidering or

currently running a

DRTYV advertising
campaign? Here’s why you

should read this paper.

Direct response television (DRTV)
advertising can be very effective at
driving profitable sales. However the
high cost of creating and modifying
the ads and the lead times associated
with DRTV leave room for another
more nimble medium to serve a sig-
nificant purpose. Radio fills that void
extremely well, and done right it can
significantly enhance the profitability
of any DRTV effort.

DRTYV is the bread and butter of
any huge success. Why? Because you
can make the most money the fast-
est via TV. It’s also the most expen-
sive and risky channel — so one has
to consider the risk/reward tradeoft.
As you'll learn, radio plays the role of
“risk minimizer” — that’s why includ-
ing radio in your marketing efforts is
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Profitability and Success Rate

such a smart business move.

We routinely work with DRTV agen-
cies to crafta strategy that allows radio
to provide the most strategic value to
a DRTV campaign. Below you'll find
out why the most successful, most
profitable DRTV campaigns also in-
clude radio advertising.

Before You Launch — How
Radio Will Boost Profits

1. Radio will create a profit stream

that can fund DRTV development

efforts

DRTV development and media test-
ing is costly and requires a long time-
line. In contrast, radio ad develop-
ment and testing is inexpensive and
quick. What costs $100,000 in TV
costs $1000 in radio. What takes 3-6
months in TV takes 2-4 weeks in ra-
dio. With these advantages, you can
build a radio campaign that delivers
profits that can finance the TV devel-
opment.

2. Radio will provide a source

of testimonials

Almost without exception, infomer-
cials and DRTV spot ads are more ef-

fective if they contain real testimonials
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from real customers. Initiating a ra-
dio campaign prior to launching in
DRTYV provides a source of qualified,
legitimate,
—and as every DRTV creative agency
will tell you, those characteristics will
make for very compelling stories that
sell your product.

authentic testimonials

3. Learn about customers with

real data, and gather insights
inexpensively

The radio ad development process
will push your creative team to un-
cover the core customer insights that
will drive the campaign, regardless of
media channel. Therefore creative ef-
forts in radio can be a valuable input
into the TV ad development — not
that they will transfer exactly, but the
core elements of the psychology be-
hind the appeal of the product will
become clearer. This will greatly en-
hance the efficiency and effectiveness

of the TV ad development.

4. Refine the “back-end” of

your campaign

There are many moving pieces to a
successful direct response advertising
campaign. The creative and the me-
dia are “front end”. The “back end” is

comprised of areas such as sales, cus-
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tomer service, fulfillment. It can also
include manufacturing and merchant
processing. Leveraging radio allows
you to refine many of the back-end
details that go into making a cam-
paign successful without the pressure
that comes with a large ad develop-
ment budget and large media buys.
Refine the sales scripting, the offer
path, pricing, and upsells so your
close rate and average revenue per or-
der are strong. Establish and improve
the “save the sale” efforts in your cus-
tomer service area. And fix any prod-
uct or packaging issues that would
drive a high return rate and therefore

impede a rapid TV roll-out.

Already Running a DRTV
Campaign? Here’s How Radio
Will Boost Your Profits:

1. Acquire incremental

new customers

It is commonly known that Radio
and TV audiences don’t overlap very
much. That means when you adver-
tise with radio, you aren’t cannibal-
izing your TV sales. You are reaching
a whole new group of customers.

Nearly all TV campaigns reach a
point where their results begin to
fall off. If you want to maximize the
profit of your campaign, and build
the strongest brand, you can't do it
without radio.

2. Establish a strong competitive
position in the market

You've spent a lot of time and money
building your DRTV campaign and
you’re finally reaping the profits from
it. Your media spend has grown and
you know you're one of the top ad-
vertisers. So does the competition. If
you want to establish a strong posi-
tion in the marketplace verses the
competition, leaving radio out of the
mix is a terrible mistake. Many new
entrants will look for that weakness,
establish a profitable radio campaign
and fund their competitive entry into
TV. The next thing you know, your
entry into retail is threatened.

3. Minimize call abandonment
through efficient call

center scheduling

This is particularly true for soft-of-
fer campaigns which typically go to

“smaller” call centers where staffing is
a science based on the call forecast.
Basic math says that radio will pro-
duce smaller call spikes. As a result,
radio can “smooth out” the call vol-
ume and allow the call centers to ef-
fectively staff so they dont abandon
the calls coming in off of TV.

4. Inexpensive means of ongoing
creative testing

Fresh creative appeals are the life-
blood of all successful advertising
campaigns. Without them, you have
a “flash in the pan” campaign. With
them, you have a long-running suc-
cess that becomes a brand. That’s why
ongoing testing is so important. Ra-
dio provides a low cost way to ensure
ongoing testing of different appeals,
offers, pricing, or packaging on a
smaller scale before rolling out. And
while radio campaigns can be set up
as mass appeal like TV, they also can
be highly targeted. If you find that
you have a certain common profile
target customer that you are — or are
not — capturing with TV, radio’s abil-
ity to target can be of significant use.
Developing that area will further en-
hance your profits.
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For radio advertising that immediately delivers
profitable new customers

Visit the Strategic Media Radio Sage Blog.

Discover more Strategic Media Articles.

© Strategic Media, Inc. 2006

Page 2

WWW. strategicmediainc.com


http://www.strategicmediainc.com/?gad=COvxg8oCEghvtoEvX3AHjhidnJ39AyCXppkc
http://www.strategicmediainc.com/radio-advertising-blog/?gad=CLf_g8oCEgie_U5607i87xidnJ39AyD7sJkc
http://www.strategicmediainc.com/radio-advertising-articles/?gad=CJ-RhMoCEgi3msp7pGAJlBidnJ39AyCTvZkc

