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Introduction: 

The Power 
of Sound

Long before there was television, families 
would gather together and listen to the radio. 
Th ere was no Internet, no distracting cell 
phones and what came out of the speakers 
was considered and taken, as the truth. People 
were captivated by the power of sound and 
advertisers knew that listeners had no choice 
but to use their imagination to paint a mental 
picture of what was being described. 

Today, many feel that they need to see something in 
order to feel it or understand it. Even though radio is invis-
ible, it can still create an amazing visual for the consumer. I’ll 
never forget seeing a picture on the wall at the Radio Advertis-
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ing Bureau in Dallas, Texas that said, “I saw it on the radio.”  
Th at was the day it all came together for me and I hope that 
the following chapters will do the same for you.

soundBAIT is about recapturing that feeling. It is a 
theory and a realization that in order for radio to succeed in 
a very congested advertising ecosystem, it must continually 
re-identify and re-establish itself as the best place for business 
owners and marketing decision makers to invest their hard 
earned marketing dollars. 

soundBAIT examines the relationship between the three 
players involved in the survival of radio as a viable media: 
radio stations, advertisers and listeners. Th ere is no doubt that 
listeners are the ultimate targets that both the radio station 
and the advertiser need to respect. Listeners are where it all 
began and listeners are the key to promoting radio in this new 
age of iPods, Internet campaigns and cable television. Th ere is 
a future for radio and it starts here.

“Fishing” on the Radio

I came up with the idea for soundBAIT based on two things: 
the concept of the “sound bite” and the sport of fi shing which 
will act as the appropriate metaphor for not just how radio 
stations should attract customers to advertise on their radio 
stations, but how these advertisers and radio stations must 
work together in order to develop eff ective marketing strate-
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gies that will deliver results, meet expectations and solidify 
long-term partnerships.

Th e allure, or the “lure” in the art of fi shing, is the decoy 
or appeal of an object attached to the end of a fi shing line. 
When fi shing, you must decide on the type of bait required 
to attract the type of fi sh you want to catch. If you’re fi shing 
for shark you use one type of bait. If you’re fi shing for bass, 
you use another.

Unfortunately, many fi shermen forget to do their home-
work before they jump onto a boat and set sail for the middle 
of the ocean without a strategy or a plan. Th ey don’t have 
the right gear or they forget to check and see if  the weather 
conditions are right. 

It’s a pretty simple concept: Fishermen must have the 
right lures, the proper bait, and the most eff ective lines or 
they will come home empty handed.
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Chapter 1: 

Sound Bites, 
Spec Spots, and 
Sixty Seconds

Electronic media is cluttered with all kinds 
of messages, off ers, products and services that 
are being thrown at consumer’s twenty-four/
seven. Researchers have discovered that on 
any given day, every single person is receiving 
thousands of advertisements and off ers. Your 
brain absorbs everything that you hear and 
then decides what’s important to you, what 
makes you feel good and who it is you want 

to buy from.

Th erefore, it’s very important for advertisers to dig 
deep and make sure that they are coming up with compel-
ling off ers, so that if their consumers are driving down the 
highway listening to the radio but focused on making sure 
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they don’t miss their exit, they will be willing to either pull 
over to the side of the road and write down the phone number 
or at least remember the advertised website long enough until 
they arrive at their destination and can act on it.   

One of my favorite advertising gurus, Roy H. Williams, 
suggests that, “It’s hard to read the label when you’re inside 
of the bottle.” For many business owners and marketing deci-
sion makers, they become so focused on their own products 
and services that they forget to step outside of their brand and 
take a look at it from a consumer’s point of view. 

 To compete in this world of endless options, it is crucial 
that business leaders don’t just think outside of the “bottle,” 
but that during their company’s ever-evolving “branding” 
process they keep a watchful eye on how their customers and 
clients needs and fancies change. Similar to how a person 
never dips his or her toe into the same river twice, any busi-
ness that hopes to make it through the rapids and sail on 
through to higher sales and earnings must be willing to accept 
that the only certain is that, rest assured, things will change.

What should your takeaway be from reading sound-
BAIT? If nothing else, I hope that it will encourage radio sta-
tions and their partner advertisers to invest the time, energy 
and resources to complete a relatively simple “advertising 
boot camp” together in advance of a marketing campaign 
start date so that everyone knows how the results are going to 
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be measured and what the desired outcome of the campaign 
needs to be in order to consider it a success. 

The Sound Bite

Th roughout the history of sound, audio linguistics and social 
communications, the term sound bite has been integrated 
into our lexicon and become part and parcel of our everyday 
jargon. Sound bites are usually characterized by the use of 
short phrases and sentences that capture the essence of what 
someone is trying to say. Sound bites are often taken from a 
speech or an interview where the key information or state-
ment may come from someone with authority on a subject or 
simply from the average person on the street. 

For example, recall Ronald Reagan at the Berlin Wall in 
1987 saying, “Mr. Gorbachev, tear down this wall,” or think 
of the lunar landing in 1969 and the famous line “Th e Eagle 
has landed.” 

Based on this understanding, the 60, 30, 15, 10, 5 or 
even 1-second “sound bite” that you broadcast on-air should 
include the key benefi ts that will stand out in your advertise-
ment and remain in your consumers’ memory. Remember, 
when you place your “soundBAIT” on the fi shing hook and 
present it to consumers, you’re giving them a taste of what 
you off er. Many diff erent fi sh will take a “bite” to see if they 
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like it and it’s your job to make them want to come back for 
more. 

Unfortunately, consumers have short attention spans 
and will actually ignore your off er if you don’t put the right 
bait on the end of your hook. Today, they have more choices 
than ever. Th ere has to be something in it for them and it has 
to be something that will make them drop what they’re doing 
and go into a feeding frenzy. 

Sixty Seconds, Sixty Thousand 
People

When I fi rst meet with business owners or marketing deci-
sion makers who are considering advertising on the radio, I’ll 
often ask them, “if you had 60 seconds to stand up in front 
of 60,000 people in a sold out baseball stadium, what would 
you say to them about your business? Why should they listen 
to what you have to say? What’s in it for them? Why should 
they choose you over your competitor?” 

Another way of looking at it is the famous elevator 
pitch. If you had sixty seconds to ride up an elevator with 
somebody, what can you say that will make them want to 
continue the conversation? 

What are consumer’s opinions or feelings about your 
product or service? How can you relate that in a way that 
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will make people want it? While radio can create mental pic-
tures, it still can’t see peoples’ reactions. You have to know that 
you’re saying the right thing to the right audience.

Spec Spots

A spec spot is a speculative radio commercial that is written, 
recorded and produced for sales representatives to use when 
demonstrating to potential advertisers that they have the 
ability to capture their message in sixty seconds (or less) and 
prove to them that the audience that their particular station 
reaches is the best place for the potential advertiser to place 
their advertising dollars. 

I learned from one of my fi rst bosses, Jim Blundell, that 
just like a doctor, it would be malpractice for a sales represen-
tative to prescribe marketing medication for advertising pain 
without completing a proper examination of what a com-
pany’s challenges, obstacles, and opportunities are.  A spec 
spot allows sales representatives to off er a diagnosis and the 
possibility of a cure by spending a little time fi guring out their 
potential advertiser’s needs, desires, and vision. 

Spec spots should be taken seriously. Advertisers want 
to buy ideas, not advertising. Far too often, I hear salespeople 
claim “We have the number-one ratings at our station. Our 
rates are the cheapest. We reach women ages twenty-fi ve to 
fi fty-four.” Radio stations have to stop making it about them 
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and start worrying about the backbone of their business, their 
own listeners. Our job is to keep our listeners entertained and 
fi nd unique ways to integrate products and services into our 
listeners’ lives. Spec spot’s allow sales representatives to shine; 
spec spots also allow potential advertisers to see how their 
products and services can shine—on the radio.    



19

Chapter 2: 

The Good Ol’ 
Days of Radio 

Regardless of how old you are, radio has 
played a role in your life one way or another. 
Th ere has been a moment, at some point in 
your existence, when you’ve actively tuned 
into a radio station to hear something. It 
may have been to hear the new number-one 
song, breaking news, or an updated weather 
or traffi  c update. 

My father, Dick Williams, is a disc jockey 
who became famous in the 1960s not only in my hometown 
of London, Ontario, but also in music history for being one 
of the fi rst disc jockeys to play the Beatles in North America. 
What’s even funnier is that supposedly my mother Debbie, 
who was the music librarian at CFPL radio, was the one who 
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actually handed my dad the record. I recently listened to one 
of his air checks from 1963. It is amazing to be reminded of 
how exciting and engaging radio was back then. 

When I spent time with my father as a child it was not 
always at the hockey rink, fi shing or sailing, but at the radio 
station hanging out in dimly-lit control rooms watching him 
perform his craft, with a pair of massive headphones on, in 
front of a huge soundboard with all kinds of what my friend 
Forrest Martin calls “bright lights and blinky buttons.”  It was 
pretty exciting stuff  for a seven-year-old.

In 1999, my radio sales career started when I accepted 
a position at CFPL Radio and embarked on a journey that 
still continues to this day. I was very excited to walk into the 
same building where so much history had gone down and to 
actually be a part of the legacy myself. Th e only problem was 
that between my dad’s glory days and the day that I started, 
quite a bit had changed in the radio business.

To this day, my father is still the most passionate radio-
man on the planet. He taught me to “Say what you need to 
say. Say it with passion. Say it with energy. Make it believ-
able. Make it entertaining. Show emotion. Be yourself.” And 
although my dad is a very private person, he did and still does 
his job very well. He made everyone he met on the street feel 
special. In turn, it made his radio program and radio station 
special. It was local. It was personable. It was a big part of how 
folks lived their lives and how they went about their day.
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Back then, if you were a disc jockey on the number-one 
station in your city, you were as much of a celebrity as a movie 
star or a rock star. You had a power to draw people’s attention. 
If you said that your favorite hamburger in town was at Joe’s 
Hamburger Stand, people would line up there just because 
you were an authority on the subject and anything that you 
said, was considered gospel. 

Radio taught me that the power of media can really have 
an impact on people’s lives. It can introduce them to new 
things, new ideas, new concepts and new promotions. It’s 
played out well in my life because I wasn’t born with a natural 
radio voice. I hate the sound of my voice. I hate being put on 
the spot in front of large crowds of people. I don’t have the 
slickness and the smooth style of my father—but I do have 
his passion. 

Because of my name being D. J., people assume that 
I had aspirations of being on air, which couldn’t be further 
from the truth. It’s so unnatural for me that it’s almost driven 
me to anxiety attacks at times. I pull it off  pretty well, because 
I learned from my dad that this is show business, and that you 
are “on” all the time.

When you go to a radio station and see that light outside 
the studio that says, “On Air,” it means that it’s game on. 
You have the captive interest of thousands of listeners who 
may not know you personally—but they know you and have 
tuned in to hear what you have to say. 
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Industry Glue

Radio commercials should be considered the glue that holds 
a format together and keeps it fl owing. Th is idea comes from 
a time when radio stations used to be much more creative 
with their advertisements than they are now, though radio 
still continues to have the potential to make an impact this 
way. Back in the day, people might not have even been in the 
market to buy a certain product or service, but because that 
radio personality was connected to that company or service, 
it added credibility. 

In this modern day there are still radio personalities 
that can generate that type of buzz. Unfortunately, this is 
the exception now when it should be the rule. Radio stations 
must make it a priority to groom and foster on-air personali-
ties. An exceptional disc jockey makes all the diff erence. If a 
radio station doesn’t have a bold personality that listeners can 
relate to and believe, it better fi nd some ways to make the 
advertising messages that run on their station over the top 
exciting and able to pique consumers’ curiosity. 

You don’t have to be a clever copywriter to come up 
with a successful a radio campaign. In fact, one of the best 
campaigns that I’ve seen in the last couple years is for Head 
On, the headache relief topical stick. Th ey told the consumer 
what the product is, what to do with it and what will happen 
if they follow those simple instructions. More often than not, 
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a simple and straightforward approach leads to the punchiest 
and most compelling advertising campaign. 

Bringing Sexy Back

When my father would appear at a car dealership for a remote 
broadcast, he would be wearing a shirt and tie, shaking hands 
and telling stories like Dick Clark in the sixties. Now, we 
often see radio announcers showing up at special events in 
dirty station vehicles fi lled with McDonalds wrappers and 
empty coff ee cups. Th ey sit in their van and smoke cigarettes. 
I’ve seen it more than a couple times, trust me. 

Unfortunately, it’s also been much easier to replace the 
locally born and raised morning show host with a national 
syndicated voice who’s never been to your city before. Th is 
person doesn’t know what’s going on, doesn’t know where the 
local watering hole is, or where to fi nd a fresh pizza. Th e local 
fl avor and the community factor have been eliminated, which 
waters down the product and lessens the excitement of local 
radio.

 

Radio is not as personable as it used to be and it needs 
a kick in the ass. Th ere’s been a trickle-down eff ect with cost 
cutting and corporate management, so radio stations have 
lost the art of being professional and slick. As an industry, we 
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have to fi nd a way to bring the sexiness back, Justin Timber-
lake style.

Th ey need to identify and hire personalities that know 
what’s up. Th ey should know the area, they should under-
stand the people and they should have a unique way of pre-
senting their voice to their listeners.

Radio is unique. In all kinds of cases, radio broadcast-
ers started out as family-run businesses, little media empires. 
Th is has evolved into a disaster with a lot of cost cutting to 
meet the bottom line. At the moment, there’s a renaissance 
going on where some of the big corporations are selling off  
stations, especially smaller stations in smaller markets, which 
gives local broadcasters a chance to get back into the game at 
cents on the dollar. 

And, make no mistake; radio is still sexy due to the fact 
that any artist, performer, or newsmaker that wants to get 
their message out can turn to radio. Even though it’s now easy 
to leak a new album on the Internet, radio is still one of the 
fi rst places to go for new music. Nothing has the mass reach 
that radio off ers; it’s still the preferred place for someone like 
Justin Timberlake to release a new song.

If you ever want to see the power of radio at its fi nest, 
cut off  your electricity and watch where people go to receive 
information and updates. A few years ago, there was a black-
out across a major part of the United States. I’ve never seen so 
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many people go down to the basement, dig out their transis-
tor radios, wipe the dust off , and turn them on. Did you? 

On a particularly compelling note, it’s been widely 
reported that the fi rst news of the 911 terrorist attacks in New 
York City broke on the radio. Th ey were on the air, instantly 
live and making reports before a TV station could get down 
to ground zero with the cameras. 

Competition or Complementary?

Radio needs to do a better job of doing what it does best: 
directing listeners to do something else. In a lot of cases, 
people expect radio to be able to do the same things it used 
to be able to do when it had fewer competitors, which isn’t 
realistic and even a tad foolhardy. 

Th e best thing that radio can do, in my mind, is direct 
people to a Web site. In this day and age, people do their 
research before they buy anything. So, instead of asking busy 
listeners to come to that car dealership on Saturday morning 
for free hot dogs, radio should direct them to that particular 
car manufacturer’s Web site where they can go online, build 
their own car and fi nd out exactly what it will cost before 
heading down to the dealership. 

Th e way that advertisers digest radio ads and use radio 
to promote their products and services is evolving. Obviously, 
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the Internet is the number-one vehicle competing for adver-
tising dollars these days. Th ere are still local television and 
broadcast network television, as well as newspapers, direct 
mail, magazines, local community papers, and the Yellow 
Pages. And, of course, there is the point-of-sale purchase 
when you walk into a drug store and they’ve got a twelve-pack 
of Coca-Cola on special for ninety-nine cents.  

Th ere are all kinds of things that happen in between 
someone hearing an ad on the radio and actually buying the 
product or service. Th ere are many other ways to learn about 
that product and service. From this perspective, other media 
is not so much a competitor of radio as radio is a comple-
ment to those other forms of media. Unfortunately, most 
people don’t use both Internet and radio together to achieve 
their desired results, which is also a reason why radio stations 
are so actively marketing their own Web sites and doing it 
themselves. 

Consumers do their homework on the Internet, and 
radio stations are now broadcasting their format on the Inter-
net, as well. Listeners can go to almost any radio station Web 
site, stream their radio station live on the Internet, and listen 
to it while they’re on another Web page doing something else. 

What’s amazing is that while people are listening to 
the radio on the live stream, they can see a banner ad for a 
product or service on the site at the same time they hear the 
ad on the radio. Advertisers have them as a captive audience 
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at that point, and as a result they are even more likely to click 
on the banner ad and go right to the advertiser’s Web site. 

As Long as There Is Traffic and 
Inclement Weather…

When Hurricane Katrina struck in 2005, I was actually in 
New Orleans presenting a seminar about radio advertising. I 
was there with my mother, and we realized very quickly that 
we had to get out of town. We got into a rental car, turned it 
on, and cranked up the radio to get up-to-the-minute infor-
mation from WWL. It took us twelve hours to drive twenty 
miles. Th at day, stuck in a car with only radio news to keep 
us updated, illustrated to me the real power of sound in my 
personal life. I listened to every morsel of information that I 
was getting off  of that radio. 

One thing about AM/FM radio: it’s still free. When you 
get into your car and turn on the radio, you don’t have to pay 
for a subscription. You don’t have to commit to a monthly 
charge on your credit card. Th us, radio still has the poten-
tial to win the war of electronic media. It’s just how radio 
companies use it, in terms of following or embracing new 
technology. 

Radio is immediate. You can’t take that away. Th ere is 
no faster way to receive information. You get to choose the 
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format of interest to you. If you’re looking for traffi  c reports, 
it’s right there. If you want to listen to Rush Limbaugh, it’s 
right there. If you want to listen to high-energy dance music, 
you know where to go. Consumers, in general, spend a major-
ity of their day in their car, alone, looking for a companion. 
Radio is that perfect companion.
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Chapter 3: 

The Radio 
“Food Chain” 

Like any ecosystem, radio has a food chain, 
a cycle of give and take and in order to be 
a healthy ecosystem, this cycle must be in 
balance. In the radio industry, there are three 
key members of the food chain. 

Th e fi rst member is the radio station: 
they need to entertain their consumers and 
fi nd ways to subsidize the costs of operating 
the radio station. Th e second member is the 
advertiser: they need to sell products and ser-

vices and are willing to pay a price for reaching the specifi c 
target audience that listens to that radio station. Th e third 
member is the listener, who as an end result buys from the 
advertiser but is also entertained while listening to the radio 
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station. It is a complete circle, and it keeps going around and 
around.

Th ere has to be something in it for everyone. It’s crucial 
that everyone has skin in the game and a reason to keep it 
in motion. Over my lifetime, I’ve seen some very successful 
product launches, and messages, that deliver a response that 
works for all three members of the food chain to keep the 
momentum rolling. I’ve seen ones that fail miserably, as well. 

McDonalds, for instance, has used radio very eff ectively 
for many years. It was and still is a tremendous vehicle to 
introduce not just their food but also other things that draw 
people into their restaurants, things like gift toys or Happy 
Meals or special products like the Shamrock Shake. In order 
to get moms and children into their restaurant to buy ham-
burgers, McDonalds realized they needed to off er more than 
just a piece of meat with bread and ketchup on it. 

What they did was come up with strong marketing mes-
sages. One of the most famous is “Two all beef patties, special 
sauce, lettuce, cheese, pickles, onions on a sesame seed bun.” 
I haven’t heard that commercial on the radio in decades, but I 
can still recite it. Obviously, that message had a lasting impact 
on me, and the billions served that they promote. 

McDonalds came up with a creative message that 
appealed to the consumer, and radio showed them how to use 
it properly. Because of that, consumers continued to support 
the radio station as well because it had found a way to posi-
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tion McDonalds’ advertising in a way that was of interest to 
the listener. Hence, the full circle. 

I used to love watching my colleague, friend and former 
boss at Clear Channel Radio’s Creative Services Group, Bob 
Case, complete a needs-analysis interview with potential 
advertisers and present them with the Coca-Cola analogy. 
Coca-Cola is essentially a sticky brown liquid in an alumi-
num can. But Coca-Cola isn’t selling the sticky brown liquid; 
it’s selling a brand that represents fun, family, good times, 
summer picnics, sporting events, and ultimately, happiness. 
Coke fi gured out what their consumers are really buying. 
Sometimes it’s not just what the product is, it’s what the 
product stands for. 

Radio stations can’t continue to let bad campaigns run, 
because advertisers will stop supporting their stations and 
their listeners will stop listening to their stations. Each indi-
vidual radio station is responsible for the success of the indus-
try. Cutting the resources they invest into creativity and pro-
duction will be the ultimate demise of this media. If they’re 
not keeping it fresh, exciting and relevant, the outcome looks 
dismal.

The Triangle

Just as there are three key players in the radio food chain, 
there are three components that make radio advertising espe-
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cially fl exible: reach, frequency, and compelling creative mes-
sages. Without all three, you may be in trouble.

Reach is the total number of people that listen to a radio 
station, whether it is one thousand or one million. If your 
message is strong enough, you can aff ect so many more 
people than just those listening to one station. In my mind, 
reach includes not only the number of people that hear your 
message, but the people they repeat it to.

Frequency is the number of times those people will hear 
that off er. And, of course, a compelling, creative message 
requires the ability to entertain or at least hold the listeners 
attention. It is the manner of explaining to listeners how to 
use a product or service, or why they should have it or do it. 

As an analogy, if you run an announcement at three in 
the morning on the lowest-rated radio station in any market 
and say that you are giving away a brand-new Cadillac 
tomorrow morning, word-of-mouth will probably be clearly 
demonstrated. 

My guess is that when that car dealership opens tomor-
row morning, there will be a line of people waiting outside 
wanting to win. 

On the other hand, just because you run a whole bunch 
of spots doesn’t mean that the campaign will work either. A 
large percentage of radio campaigns fail every day. And they’ve 
failed before they even hit the radio, because there was no 
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substance in the ad that was of any importance or relevance 
to the listener. If advertisers and radio stations don’t work as 
partners and make sure that all of the tools are in place before 
they run a campaign, it’s a guaranteed failure. 

Branding versus Direct Response

Th ere are two types of ads: branding ads and direct response 
ads. Th ese are very diff erent. Branding a product or service 
takes longer to do. If a message is strong and passionate, 
if there’s emotion and commitment, and if the advertiser 
believes in what they’re saying and is attaching themselves 
to big ideas, they can create god-like status. Advertisers have 
to be patient and let consumers begin to become acquainted 
with the brand so that it becomes a part of their day-to-day 
life. 

An example of this happens every morning where listen-
ers might wake up to the eight o’clock news, sponsored by 
McDonalds. A consumer may not be going to McDonalds 
that day, but radio’s job is to brand their message into the 
consumer’s brain every single day and make it a part of their 
life for the next time they are in the market to buy what is 
being sold.

When developing a branding ad, advertisers have to 
keep in mind that when people are listening to the radio, 
they’re usually also doing something else—driving, washing 
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dishes, doing yard work, or having friends over before they 
go out to a bar, restaurant, or club. Radio is often in the back-
ground, but close enough to make an impact, which gives it 
power that many critics of radio don’t realize or recognize. 

For example, “Susan” sitting at her desk at work with 
the radio on in the background has no idea that commercials 
are being digested in her brain without her actively listening. 
She doesn’t even think she’s listening, but she is. 

Th is way, advertisers can continuously build their case 
over time, so that when all of a sudden, Larry needs a new 
couch, he will remember hearing the name of a furniture 
company on the radio because he heard it so many times. 
When he opens up the Yellow Pages to look under furniture 
stores (or searches it online) and sees the one he’s heard of 
more often on the radio, it gives them credibility. Listeners 
believe what they hear. 

With direct response, on the other hand, it’s very impor-
tant to get to the point fast, say what you need to say and give 
it a limited-time off er. A lot of businesses confuse the two; 
they want a branding ad, but they want it to happen imme-
diately. Branding campaigns take longer than direct response. 
Radio stations need to be upfront with their clients about this 
before they run a campaign.

 Regardless of anything else, an ad must answer one 
question: “What’s in it for me?” 
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Listeners should be able to dissect every radio ad they 
hear and walk away with some knowledge of what their need 
is and how an advertiser can meet that need. Th ey need to walk 
away with something from that ad that they will remember. 
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Chapter 4: 

The Role of 
the Account 
Executive 

Th e biggest mistake that many radio stations 
make is that they hire new salespeople and 
provide them with very little, if any, training 
in order for them to understand how impor-
tant it is to ensure that every campaign that 
they sell has a chance at succeeding. 

In too many cases, people that are hired 
to sell radio may have been great insurance 
salespeople, or great car salespeople, but as 

much as radio can benefi t from their “closing” techniques that 
they have acquired in other industries, they may be selling 
radio without the knowledge of what the “real” power of it is. 

In radio, you’re selling an invisible product: air. 
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Th is job isn’t about selling spots. It’s about helping pro-
spective advertisers uncover challenges and obstacles they’re 
facing with their current marketing strategy and turn that 
information into ideas and opportunities. 

Creative First, Sales Second

As a radio sales account executive, your job is to identify what 
it is that a company is trying to educate the public about, 
then your job is to sell them airtime, campaigns and strate-
gic marketing plans—maybe even a sponsorship on the radio 
station. 

Even though the economy’s tight and marketing budgets 
are becoming nonexistent, this doesn’t mean that advertisers 
aren’t willing to buy advertising. Th ey just want to buy an 
idea fi rst. 

Understanding and implementing the concepts, lessons 
and protocols outlined in soundBAIT will help guide you 
through the process of getting to know an advertiser better. 
It will help you get to a point where, once you’ve established 
their marketing objectives, you can start talking about your 
radio station, the benefi ts of your station and the listeners of 
your station. You will build trust with that advertiser and help 
capture what it is that they are really trying to say.  Contrary 
to an old-school formula, just repeating the phone number 
three times in an ad is not going to get the job done. 
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Asking the right questions and getting the right infor-
mation is where it all has to start. Good questions, asked well, 
demonstrate your expertise and allow you to uncover what 
the advertiser’s expectations are before they buy anything. 
While you’re going through this process, you’ll discover that 
every business owner or marketing decision maker has pain 
and frustration. 

Account executives need to sell that solution. You are 
selling a vehicle for advertisers to promote their message. 
You’re selling an audience. You’re selling pairs of ears. You’re 
selling the dream of the advertiser’s name in lights. You’re 
selling positioning, a time slot and a piece of invisible real 
estate that backs on to priceless property, which in a nutshell 
is strong content.  

Unfortunately, the number-one problem occurs when 
the account executive isn’t actually dealing with the decision 
maker. You may be getting information about a company 
from the receptionist, or from one of the salespeople or from 
the outdated Web site. 

Too often, when the campaign goes to air, a few of the 
fi ner points are left out. Th ese bits of information and formi-
dable hooks would have been much more appealing to the 
listener but the copywriter wasn’t provided all of the facts.

I’ve seen it happen a million times where hours of time 
and eff ort goes into developing a radio commercial, only to 
have the business owner look at it and say, “What are you 
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talking about? Th at’s not what we’re trying to do. Th at’s not 
our strategy at all.” 

Th e fi rst thing radio sales account execs need to ask is, 
“Am I dealing with the decision maker here? Am I dealing 
with the person in charge of marketing this company?” 

Rates as a Defense Mechanism

One of the most unfortunate aspects of the radio business 
is that rates are often the determining factor of what station 
an advertiser will wind up buying. Rates are something that 
most advertisers don’t understand. Some would rather buy 
more commercials cheaper on a smaller station than reach a 
massive audience one time with another commercial. 

Rates and ratings should only come into play once 
the account executive and the advertiser have decided how 
long to run the campaign and how many times to air it. If 
an advertiser has a really strong off er that’s clean, clear and 
simple—something that will make listeners stop what they’re 
doing—the campaign doesn’t have to run ten times a day, 
seven days a week and cost a fortune.

One Product, Many Audiences

Advertisers often think that you can say the same thing to 
everyone, and that’s just simply not the case. A sixty-year-
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old woman listening to a country-music station has diff erent 
needs, wants and desires than an eighteen-year-old guy listen-
ing to a hard rock station. And although a company may be 
trying to sell the same product to both of these individuals, 
it’s how they say it to each one of them that will make the dif-
ference as to whether or not it works. 

Both advertisers and the radio stations are responsible 
for being creative and ingenious about this. Advertisers have 
always had the assumption that the radio station will make 
your radio commercial for you. Unfortunately, with cutbacks 
and the way that the industry has consolidated itself, radio 
stations have fewer copywriters and producers available to 
take the time to develop a customized, strategic message. 

It’s usually slapped together after the buy has been made. 

Too many times, advertisers and radio stations spend 
months debating rates, time slots, and the duration of the 
campaign. Th en, all of a sudden when they fi nally get around 
to signing the contract, the light bulb goes off : “Oh, we’ve 
got to come up with an ad for this campaign now.” But the 
campaign starts tomorrow, so they rush to get a spot together, 
bang something out and go with it… and it fails.

Putting together a marketing schedule and a buy for 
a radio station should be the easiest part of radio sales. It’s 
coming up with the plan and the strategy that should be most 
important and most time consuming. 
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If radio stations are not prepared to off er a well thought 
out, strategic marketing message designed for radio, then 
they should be honest with their clients up front: “We would 
love to give you a free radio commercial, but we don’t have 
the talent or the resources to do that. But we do know of a 
company that can do it for you.” 

A rule of thumb is that advertisers should be willing 
to spend at least fi ve percent of their advertising buy on the 
development of a strategic message. Some advertisers will 
ultimately spend ten thousand, one hundred thousand, or 
even one million dollars on a radio marketing campaign, so 
spending an extra fi ve hundred bucks to create what may 
wind up being an award-winning radio commercial, devel-
oped by professionals, is a very small investment. 

Here, especially, it comes down to the account exec 
asking great questions. You are ultimately responsible for a 
campaign. If you want the advertiser to love it and buy more, 
it’s very important that, early in the game, you fi nd out the 
right information.

Here are some great questions that I recommend:

1. Name of company, business, event, or service

2. Type of business or industry category

3. Name of city, market, or region

4. Web site address of company (if applicable)

5. Phone number for listeners to call (if applicable)
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6. What is the core audience, target demographic, or 
format that we need to speak to?

7. What do you need to promote or sell more of?

8. What is the objective of this campaign?

9. What makes people want your product or service?

10. What do you need or want a listener to do when they 
hear your ad?

11. What can you off er that your competitors can’t?

12. Do you have a tag line, slogan, or sell line?

13. Would you like us to develop one? 

14. What are the three most important copy points that 
need to be mentioned?

15. Are there any price points and/or off ers that need 
explanation?

16. Are there manufacturer/co-op copy points that need 
to be included?

17. Are there any legal disclaimers that you are required 
to include?

18. How do you explain the location of your business?

19. If your physical location is not important, where 
would you like to direct a listener?

20. What don’t you think that people know about your 
business?
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21. What are common misconceptions or misunderstand-
ings about what you do?

22. Can you explain specifi c situations when someone 
would want or need your service?

23. What is the outcome after someone does business with 
you?

24. What is the common link between your company and 
a listener?

25. What will it take to force a listener to do business with 
you?

26. Is there a call-to-action that you have used in the past?

27. What is important to you? Image, drive traffi  c, or 
immediate response?

28. How can people pay for your service?

29. Do you like your ads to be serious, funny, or sing-a-long?

30. If you were going to run a print ad, what would you 
feature in it?

31. If you were to develop a direct-mail advertisement, 
what would you promote?

32. If you were to run a TV ad, what would you want 
people to see?

33. What are some of the features on your Web site that 
are important?
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34. If someone was to write an article about your business, 
what would you want to tell them?

35. If you had a billboard that people read everyday, what 
would you like to remind them of?

36. What are some of the most exciting things that you 
would want someone to see or know about your 
products or services the minute that they walk in the 
door?

37. What would you want featured in a Yellow Pages ad if 
a client was in desperate need for your service?

38. Do you have a specifi c budget set aside for radio? Is 
there a certain feature or sponsorship placement that 
you would like to tie into?

39. Can you identify certain events for which you may 
need revisions or updates on your commercial during 
the year?

40. Are there any specifi c pronunciations of street names, 
persons, products, or services that may not be common 
knowledge if you are from out of town?

Ideas, Not Spots

By reinventing the role of the account executive, we are 
reinventing the wheel. 
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Radio must get out of the business of selling spots and 
become experts at selling ideas. You name the city; I’ve been 
there and I’ve heard the same story: “Business is down. Cus-
tomers want to hold off  and see how things go.” 

Th at’s simply not true. Th ese salespeople haven’t asked 
potential clients the right questions. Th ey’ve been lazy. If 
they’d come up with an idea, opportunity, or interesting 
promotion—a solution to their potential client’s problem—
the decision maker would have found the money to adver-
tise. Th ese radio salespeople need to understand that adver-
tisers are always willing to buy ideas. Th ey just don’t want 
to buy spots. 

If you can show them that you and your station have 
the ability to take an idea and make it into the most talked 
about thing in town, you’ll gain their confi dence and you 
will get the buy. And they’ll be great clients. But you have 
to prove it to them fi rst. Radio, as I mentioned at the begin-
ning of the book, is no longer the only game in town.

Newspaper
 Advantages
 As the most loyal and highly regarded media, the newspa-
per can deliver a high degree of familiarity, acceptance, cred-
ibility and respect. With a mass audience at its disposal, the 
newspaper off ers some very interesting combinations of text 
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and graphics that will hit your target. You can communicate 
information in a variety of ad sizes that will make the track-
ing of coupons and other off ers easy. When you choose the 
newspaper, you give the reader control of how they interpret 
and judge your business.

Disadvantages
Newspapers always have to meet a deadline and, in the 
crunch, can become very busy. Because of this, newspapers 
often place your message right up against other competitors 
in the same industry. Although the newspaper can provide 
valuable information about a product or service, it does not 
build the brand awareness or product demand that other 
media can. Since most people don’t read the entire newspa-
per, very few readers recall full-page ads against much smaller 
ones in greater frequency.

Newspaper and Radio Together!
 It is my belief that many businesses could decrease their print 
budget and re-direct it into a successful campaign on the 
radio. You can reach that target audience that you are looking 
for right before the point-of-purchase transaction takes place. 
Radio can off er a strong mix of frequency with newspaper and 
stimulate the demand of your product. Directing listeners to 
your ads in the newspaper will do this. Radio is visual and 
can create images that are not available in print. Radio and 
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print are two separate entities that should be used together 
and evaluated individually. 

Direct Mail
 Advantages
Some like it and some don’t. One thing is for sure; direct mail 
seems to always wind up in our homes and in our heads. By 
using very sophisticated computer-database software, direct 
mail can help select prospects by means of age, education, sex 
and purchase patterns. You can also track response and off er 
special deals with this media. Th e biggest problem that direct 
mail off ers businesses is the chance that it will become “junk 
mail” and remembered as an intrusion. Direct mail can off er 
target ability, mass reach and the opportunity to maintain 
relationships with people that will want to do business with 
you. You can off er detailed information about the benefi ts of 
your service and present your prospects with visually stimu-
lating messages. 

 Disadvantages
 In most cases, a 2-3% response rate can be considered suc-
cessful. Are you prepared to accept the fact that 98% of your 
prospects will reject your off er? With a decline in traditional 
coupons, direct mail has become much more expensive due 
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to postal rates, production charges, paper costs and database 
fees that make this the least cost-effi  cient of all media.

Direct Mail and Radio Together!
You can augment existing strategies by calling attention to 
your mailings that will pre-condition your clients to what 
you have to off er, what to look for and what to expect. You 
have a tremendous opportunity to not only reach new cus-
tomers, but you can also reward existing ones who already 
support your business. Radio can make any piece of direct 
mail receive a greater reception and favorable consideration. 
People do have a choice of what station they listen to, not 
what is put in their mailbox.

Television
Advantages
Television is a very eff ective tool that is available in almost 
every household. Not only do people spend a substantial 
amount of time in front of their television, it has become 
a way of life with Baby Boomers and Generation X’ers that 
have grown up with this medium that has a fantastic ability of 
reaching new audiences. You can reach large audiences with 
minimal frequency and create the appeal and the demand of 
your product through sound, pictures, and motion. 
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Disadvantages
Along with the evolution of television technology, this indus-
try has been faced with the addition of VCR, DVD and 
DVR use. Many people surf channels looking to avoid adver-
tising and you will probably be faced with expensive costs 
of producing a quality commercial. Th e last thing that you 
want to do is off er a visual demonstration that does not look 
professional. 

Television and Radio Together!
Th e audio portion of any commercial is the backbone of 
a great campaign. If you watch a comedy with the sound 
turned down, it better be able to convey the message clearly. 
Th e cost effi  ciency of radio can off er you the opportunity to 
use strong creative elements on not just the radio, but on the 
audio track of your locally produced television spot. Th is can 
create synergy and deliver consistency.

Internet
Advantages
Th e Internet can off er the opportunity to reach people who 
have purchasing power at the click of a mouse. Th ey can keep 
in direct contact with your business, they can tell you what 
they think, and you can learn what they are really interested 
in. You can track your response, change your message as often 
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as you want and share interesting things that are new and 
exciting in the your industry. Th is is a medium that can spe-
cialize in novelty and wonder. 

Disadvantages
Aggressive online advertising has taken over many Web sites 
and has made many people block out Internet advertising 
with special software programs. People are still cautious when 
it comes to e-commerce and although high-speed Internet 
is becoming more-and-more mainstream, a large number of 
dial-up connections are not able to load graphic-heavy pages 
and can become frustrating.

Internet and Radio Together!
Radio and the Internet are perfect marketing partners. Th e 
number of radio stations that use Internet Web sites to 
educate listeners on concerts, charts, events and personalities 
can testify to this. Radio is one of the only forms of advertis-
ing that a computer user can enjoy while surfi ng the web. You 
can draw the attention of potential online customers before, 
during and after Internet use. 

Magazines
Advantages
Magazines are a fantastic way to target consumers in a spe-
cifi c demographic, product affi  nity, or by lifestyle. Th rough 
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the use of photography, graphics, color and compelling copy, 
magazines are highly creative and can stand out well. Th ey 
can be carried anywhere and everywhere and can off er the 
opportunity to have the content read a little more like an 
editorial rather than straight advertising.  

Disadvantages
Th ere are several competitors in this form of media and with 
many magazines consisting of over 50% advertising; it is often 
diffi  cult to absorb editorial and advertising at the same time. 
Creative changes are not as available last minute, distribution 
and production costs have skyrocketed, and many magazines 
have missed their intended target not by content, but by over-
saturation on the shelves.

Magazines and Radio Together!
 Radio is a fantastic way to break through ad clutter and give 
people a reason to remember your ad. By adding a cost-effi  -
cient radio schedule to your media mix, you can extend your 
reach to your prospects and build the necessary frequency 
that it will take to develop a strong campaign.
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Outdoor Advertising
 Advantages
 Outdoor advertising is a very eff ective way to pass along 
brief messages and simple concepts. Th ey are great curiosity 
“teasers” and can attract attention by using size, color and 
illumination. You can have twenty-four-hour exposure that 
directs consumers to your door and you can, in most cases, 
select where you would like to place them. Outdoor advertis-
ing is about much more than just roadside signs; it includes 
ads on buses, bus stops and rail stations. You may even see the 
odd one in a restroom!

Disadvantages
If your message is brief and simple, it may not be enough. 
You don’t want a message that is diffi  cult to understand, lacks 
detail and is absent of advantages and benefi ts. It can also be 
diffi  cult to measure the results and can often leave an ugly 
image of your product, if it is not well maintained. 

Outdoor Advertising and Radio Together!
Th ink of it this way, a billboard can grab the attention and 
the radio can deliver the details. Th ere will be all kinds of 
opportunities to be remembered if you can take advantage of 
this most eff ective drive-time combination. Keep the message 
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simple on the outside and the information easy to understand 
inside of a car, on the radio! 

Point of Purchase
Advantages
You can use P-O-P advertising to sell products at your place 
of business. If it is targeted to people that have an immediate 
need that you can fi x, it can be very eff ective for sales, brand 
awareness and image development. You can get in touch 
with consumers right on the frontlines and inform them of 
other special products or promotions that you are looking to 
demonstrate.

Disadvantages
When you focus only on place-based advertising, you are 
only able to reach a small group of prospects. It has often 
been suggested that many people feel compelled to buy some-
thing when they are presented with on-site presentations and 
demonstrations, but repeat sales become tricky.

Point of Purchase Advertising 
and Radio Together!
Radio can be an incredibly synergistic companion in the 
attempt that you are making to convince people why they 
should do business with you. You can sell your location to the 
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right audience on the right station with the right off er. If you 
are looking to identify who your clients are, radio can deliver 
people to your door on a silver platter. 

Yellow Pages
Advantages
Th e Yellow Pages are probably one of the most important and 
well-known advertising opportunities in the world. Used as a 
reference tool, the Yellow Pages can work well if you realize 
that most people have not made a decision on what business 
they will select once they open this directory. You can cash 
in by targeting the needs of people that are already in search 
mode when they discover your ad or your listing.

Disadvantages
Th e Internet has changed the concept of Yellow Pages and 
the traditional method can become very cluttered with other 
businesses that are trying to be bigger and better. Th is is a 
very diffi  cult medium for a company to dominate.  

The Yellow Pages and Radio Together!
Your business can use the Yellow Pages along with radio to 
reach, motivate and inform customers on how to get in touch 
with you. Radio can warm up your prospects, create demand 
and infl uence buyers before they look in the Yellow Pages. 
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Th e Yellow Pages can reinforce and remind your customers 
of why they should do business with you once the radio has 
directed them there.
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Chapter 5:

The Account 
Executive 
Process

Th ere’s so little training in the radio business 
on the art of coming up with ideas and a strat-
egy that most salespeople don’t realize how 
successful they could be if they sold this way. 
Th e soundBAIT formula does nothing more 
than take you back to the fi shing analogy of 
casting your line out, pulling it back in and 
casting it out again. It’s not always easy, it 
takes practice and once you get the hang of it, 

you can do very well.

Keep fi shing. Ask your clients questions. Learn about 
them. Ask them for referrals. Don’t keep going after the same 
small percentage of businesses all the time and trying to pitch 
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them the new rate card and the new package. If your bait isn’t 
making fi sh bite, try going after diff erent fi sh. 

By this I mean start going after categories that aren’t 
currently using radio. Right now the car industry—tradition-
ally the number-one advertising category in radio—is falling 
apart. All of a sudden those dollars have dried up. So radio 
salespeople have to start going after categories that ten years 
ago would never have considered radio.

Having a process is incredibly important because in 
radio sales, you’re marketing yourself as much as your clients. 
You have to think like a rock star. In fact, you have to be like 
a rock star. You have to be known in the advertising com-
munity as a marketing partner. You need to be sought after 
as more than just a salesperson schlepping spots. You need 
to be known as the account executive that sells solutions to 
customers’ problems. It’s not that hard to do.

Prospecting

Account executives need to do better prospecting and pros-
pecting requires research. It’s your job to fi nd advertisers that 
make the most sense for your radio station. 

In this new age of radio, it’s up to the account execu-
tive to pound the pavement, fi nd relevant prospects and do 
responsible prospecting. Prospecting means sitting down with 
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a pen and a blank sheet of paper and writing down a list of 
categories and local accounts that would be good advertisers 
on your radio station. 

In a lot of cases, it becomes a list of who is already spend-
ing money in the market and being heard on the other radio 
stations. Th is isn’t necessarily the best way of prospecting. As 
a radio station account executive, you need to prospect cat-
egories that are relevant to the audience you’re speaking to, 
which isn’t always the audience of advertisers on other radio 
stations. Prospecting sounds like a daunting process, but 
once you realize the types of companies and products that are 
speaking to your audience, all you have to do is go through 
the Yellow Pages or do a Google search and make a list of ten 
or twenty of them that do spend money on advertising.

Usually the full or partial-page ads in the Yellow Pages, 
or the fi rst couple searches that come up on Google, are bold, 
aggressive marketers. Obviously, those are the ones you want 
to write down on that list fi rst and spend the most amount 
of your time developing a reason for them to meet with you.

Th e wrong way is to start off  cold calling and asking, 
“May I speak to the person that makes the advertising deci-
sions?” Unfortunately, that is how most calls in radio start 
out. Almost every company has hired a gatekeeper to make 
sure that that call doesn’t get past the reception desk, because 
if they didn’t, marketing decision makers would be getting 
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thousands of phone calls every day from people trying to beg, 
borrow, or steal a piece of their marketing budget.

Don’t make some assumption that just because a 
company fi ts your client profi le that they want to advertise on 
your station. You must do your homework fi rst by looking at 
other advertising they’re doing and then, from that informa-
tion, fi nding a reason as to why they should even meet with 
you.

Don’t worry about selling them an ad yet. You need to 
get the appointment fi rst. A lot of account executives will 
get on the phone and start pitching the package of the week 
before they’ve even explained to them what the benefi ts could 
be if the company used the station properly.

As an account executive, you are an advisor to the people 
that you’re getting to buy advertising. We already know going 
into it that most people don’t understand how to advertise on 
the radio eff ectively; it is your job to show them how to do 
that. 

If you put the wrong advertiser on the wrong station 
with the wrong message, you will get a one-time-buy out of 
it, and you’ll have to spend a long time explaining to people 
why it didn’t work.

And a number-one rating doesn’t necessarily mean 
that your station is the best for a particular advertiser. It just 
means the spot is more expensive. So many times, I hear radio 
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campaigns companies are spending an ungodly amount of 
money on just because it’s the number-one station, when 
the number-three or the number-four station is where their 
money would’ve been better spent.

New account executives spend a lot of time trying to sell 
airtime to companies that probably can’t aff ord it, and some-
times, they’d be better off  with a direct-mail piece or an ad in 
the newspaper with a coupon. Th ey may not be in a position 
to succeed with radio, even if they have a great ad. It’s not for 
every business in every category.

When you are dealing with a smaller, locally-owned 
business where marketing dollars are tight, it’s very important 
that you make it work, or don’t sell it at all. Your station may 
be the only advertising they’re buying, and if you sell them a 
bad bill of goods, you may be responsible for their demise. 

Techniques to Build Strong 
Relationships

So many account executives get hung up on taking clients 
out for lunch—the wining and dining, the baseball games 
and the little gimmicks. At the end of the day, this can all 
be a waste of time if the same amount of time, energy and 
resources is not being put into the development of some com-
pelling creative ideas. Hands down, if I were a business owner 
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or a marketing decision maker, I would rather you give me a 
big idea rather than buy me a steak. 

When I was working in radio sales as an account execu-
tive back in 2000, the manager of the radio station gave the 
top eleven key clients that were about to sign an annual con-
tract this choice: a trip to the Caribbean for two, or a custom 
Web site developed for their business. All eleven of those 
companies took the Web site.

Keep in mind that it is always in your best interest that 
you be able to speak in the language of your consumer, no 
matter what their industry. Google their market, familiarize 
yourself with what it is they do or what it is they provide. 
Also, when you are fi rst getting to know an advertiser and 
beginning to develop a relationship with them, you’re shoot-
ing yourself in the foot if you overwhelm them with some-
thing that might as well be Japanese to them.

You must also be able to prepare your clients for what 
they will be getting into if they do business with you. In the 
morning, read the local paper to fi nd out what’s going on. 
Watch the news. Study research on the industry of the busi-
nesses you’re calling on and discover the new trends. 

Once again, it’s also important to match products and 
services to an audience. Depending on the brand and the 
interests that your station represents, it’s very easy to look at 
almost any industry category and say, “How can we integrate 
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this client’s product or service into what we’re doing here at 
the radio station?”

Here’s where research can be your greatest friend of all. 
If you can show that research proves that 75 percent of males 
in your region that own Harley Davidson’s listen to your rock 
station, you can probably convince the Harley Davidson 
dealer’s that he’s dealing with the right station.

Some Convincing Reasons for 
Advertisers

Radio is the most targetable medium out there. It’s open for 
business twenty-four hours a day, seven days a week and it 
off ers the opportunity to reach people that live a normal, 
nine-to-fi ve life or those that work the all-night shift. Radio 
is on the clock all week long, year in, year out.

Radio is also a very good medium to create an image 
of success. If your company is small and just getting rolling 
and you run an ad during Ryan Seacrest’s morning show, or 
Howard Stern’s show, or the local celebrity DJ’s morning show, 
you just got yourself a whole bunch of potential customers.

Th is is a perk for the people that work for you and your 
immediate customers too. It makes people feel good that their 
company is the talk of the town. It’s strategic. You can reach 
the audience you want to reach regardless of education level, 
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age, income, or lifestyle. It is relatively easy to hone in on the 
specifi c audience you want.

Th e more times you run an ad at the right times, the 
more people you will reach. You can pick and choose what 
time of day you run your ads. Some advertisers choose to run 
ads only during the all-night show because it’s a lot cheaper 
to do it than during the day. You won’t reach as many people, 
but you’ll be able to aff ord to reach those people more often. 

Radio a very mobile medium, as well, whether you’re 
listening to it at home, in your car, at work, wherever. In a 
lot of cases, if someone hears an ad for something they really 
want, they’re liable to go get it right then. Radio’s immediacy 
is great at generating impulsive and incremental sales.

Radio also is very exclusive in the sense that you can 
position yourself on a radio station as a sponsor, which comes 
from the old days of soap operas on television. Detergent 
companies essentially funded soap operas, hence the name, 
because women were at home watching television while their 
husbands were at work. It’s no secret that companies like 
General Electric and some of the pharmaceutical companies 
are actually owned by media companies just for product-
placement purposes.
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Chapter 6: 

Formula 52
• soundBAIT is more persuasive than rates, 

ratings, charts, graphs and packages.

• soundBAIT can help develop local direct 
dollars and non-traditional revenue.

• soundBAIT off ers managers and account 
executives a structured sales process.

• soundBAIT can help radio stations 
diversify and expand their prospect list.

• soundBAIT can make the opening and 
closing of annual contracts easier.

• soundBAIT can help pre-select, pre-approve, and 
pre-qualify prospects.
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• soundBAIT can eliminate the uncomfortable 
aspects of cold calling.

• soundBAIT can be used as an icebreaker, talking 
point and reason to meet again.

• soundBAIT isn’t just for traditional advertisers; it’s 
all about NEW prospects.

• soundBAIT isn’t just for new business; it can be 
used for existing accounts as well.

• soundBAIT is a part of long-term strategy, not a 
quick-fi x solution!

• soundBAIT can deliver big ideas that justify a long 
term commitment.

• soundBAIT helps identify radio’s strengths and 
ability to partner with other media.

• soundBAIT helps demonstrate how to combine 
reach, frequency and creativity.

• soundBAIT can demonstrate the diff erence 
between branding and direct response.

• soundBAIT forces account executives to set up a 
strategic plan while prospecting.

• soundBAIT forces clients to follow a plan and not 
skip important steps.

• soundBAIT builds a bond between account 
executives, clients and listeners.
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• soundBAIT is a great way to surprise prospects 
with the gift of audio!

• soundBAIT introduces your commitment to 
writers, producers and voice talent.

• soundBAIT implements “on-the-go” training 
without delay or interruption.

• soundBAIT can help market your sales 
department as the “creative experts.”

• soundBAIT will generate an immediate buying 
signal from a client.

• soundBAIT can introduce additional sales tools, 
strategies, ideas and concepts.

• soundBAIT can bring all kinds of new and unique 
industry categories to radio.

• soundBAIT can be off ered as a reward to VIP 
clients who support your station.

• soundBAIT will challenge clients to open up, talk 
and think long term.

• soundBAIT campaigns can be written, recorded 
and produced fast.

• soundBAIT allows your sales team to put their 
best foot forward.

• soundBAIT will take your creative services to a 
new level.
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• soundBAIT is much more cost-eff ective than 
antiquated jingle services.

• soundBAIT demonstrates that you are willing to 
invest in your clients.

• soundBAIT is much more relatable to your clients 
than seminars or books.

• soundBAIT is like the fi fth member of your sales 
department.

• soundBAIT makes your clients understand the 
value of their purchase.

• soundBAIT can help say things that most 
advertisers have diffi  culty explaining.

• soundBAIT can reiterate theories from the most 
trusted radio sales consultants.

• soundBAIT is a great service to off er agencies that 
lack creative radio services.

• soundBAIT campaigns are fl exible and easy to 
revise, change or update.

• soundBAIT puts you in control, early in the game.

• soundBAIT demonstrates your ability to do 
something that your competitors are not.

• soundBAIT can be off ered as an incentive to do 
business with your station.



F O R M U L A  5 2

69

• soundBAIT inspires account executives that are 
looking to generate new business.

• soundBAIT will prove the power of sound to 
non-believers.

• soundBAIT gives account executives a better 
perspective of what they are selling.

• soundBAIT lets you paint a picture for an 
advertiser in a way that other media can’t.

• soundBAIT is the fi rst chapter of long-term 
partnerships with potential clients.

• soundBAIT is the ultimate customer service 
experience for new prospects.

• soundBAIT gives your station a big-market sound 
at small-market rates.

• soundBAIT can be used to help correct existing 
marketing mistakes.

• soundBAIT proves that you are doing more than 
just selling airtime.

• soundBAIT: Creative Weapons of MASS 
Distraction!
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Chapter 7: 

Creativity, It’s 
Really Not 
That Hard

To this day, all kinds of campaigns go to 
air and sound great, but the advertiser says, 
“Well, I don’t know how many of these cars I 
sold because of my radio ad.” Th is is because 
radio salespeople let people run their ads 
without having a way to measure results.

Managing expectations up front is vital 
to keeping clients that you’ve worked hard 
to create savvy marketing campaigns for. It’s 

important that advertisers know that radio can bring a con-
sumer to their doorstep. Once it gets them there, the business 
has to sell them. Radio can deliver leads, but the business 
itself has to close the sale.
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The Most Important Question 

I learned very quickly that the fi rst question that needs to be 
asked is: What’s your strategy?

When you’re writing a commercial sometimes you have 
to ask this question a few times, but that one question will get 
you on the track to gathering the information that you need 
about an ad. It’s just like the Coca-Cola analogy that was used 
earlier in the book. Th eir strategy is to position themselves 
around good times and be a part of them.

Th e best way to ensure campaign success is to enable 
the client to defi ne that success and voice it to you. Do they 
need to sell twenty cars to feel that this campaign worked? 
How will they know that this radio advertisement sold those 
twenty cars? Are they going to put a special off er in the ad? 
Are they using a special phone number to track the calls? Will 
they tell people to go to the radio station’s Web site, download 
a coupon and bring it to the dealership for a special discount? 

Th is line of questioning is really important, because at 
the end of the day when you break down the success of the 
campaign, you have the advantage of being able to say, “We 
talked about you being able to track this in advance. Did we 
deliver what we said that we would, and if not, what could 
we do to make it better?” Nothing’s perfect, but if you ask 
these questions beforehand, you have a much better chance 
of having a successful campaign and an automatic renewal.



C R E A T I V I T Y ,  I T ’ S  R E A L L Y  N O T  T H A T  H A R D

73

In order for advertisers to answer these questions, they 
must understand what motivates and drives consumers. In a 
lot of cases, consumers may not know they have a need for a 
product when they fi rst hear an ad. So it’s important to com-
municate to advertisers, as the radio station coming up with 
the campaign, that their clients must be able to identify why 
they should want or need the product or service. Your job is 
to uncover this information and then package the message in 
a way that works best on the radio to deliver that message.

With a newspaper ad, you have more space to ramble 
on, but with radio, you have to keep it entertaining, get right 
to the point and tell people what they need to do. If you don’t, 
it’s just an invitation to turn the channel. A lot of advertisers 
look at their radio campaign as thirty seconds to tell their life 
story and every reason why people should buy their product 
or service all in one shot. Th ey turn it into one big laundry 
list. Th e consumer doesn’t want that. Th ey want it clean, 
simple and easy; they want to know what you need them to 
do. If you give consumers a compelling enough reason to do 
something, they will. 

Don’t Over-think Commercials

Another mistake that’s common in radio advertising is talking 
to the consumer in a way you wouldn’t talk to your best 
friend—or your worst enemy. If you said to me, “D.J., do 
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you have the phone number for John’s pizza restaurant?” I 
wouldn’t reply, “Th ree-two-four, seven-six-seven-six. Th at’s 
three-two-four, seven-six-seven-six.” But a lot of advertisers 
think that they need to talk that way. Th ey underestimate the 
intelligence of the average consumer, thinking the consumer 
needs to be talked to like a child.

I sit down with business owners all the time who have 
no experience in good advertising, or advertising at all. When 
I tell them this and they look at me like I’m crazy, I put it this 
way: “Say your company name three times right now, and 
repeat your phone number three times.” All of a sudden 65 
percent of their ad is used up. You can’t explain all the benefi ts 
of doing business with that particular company in one-third 
of the ad.

Th is is the kind of irrelevant stuff  that advertisers think 
need to be in the ads that doesn’t. Studies have shown that 
consumers will go to a Web site before they will call a phone 
number. It’s a fact, consumers now want to do their research 
before they just pick up the phone and allow someone to start 
bombarding them with a sales pitch. If they do go to your 
Web site, chances are so much better that they’ll learn, digest, 
read reviews and ultimately, buy. Th e days of using the phone 
number have passed. Unless you have a vanity number like 
1-800-ATLANTA, there’s really no point in using a phone 
number anymore. Th at said, there are exceptions to the Web 
site versus phone number rule. For instance, let’s say there’s 
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a research study going on and listeners can’t go to a Web 
site; they actually have to call a phone number. In this case, 
you really have to have phone number that will be easy to 
remember.

Find Common Ground

Advertisers love it when salespeople come to them with a big 
idea. If you’ve got a really great opportunity that really makes 
sense and fi ts their strategy, they want to know about it. It’s a 
lot easier to get an advertiser to listen to a free idea that might 
push them over the edge. It’s easier to get them engaged in the 
possibility of buying radio if you lead with an idea. My slogan 
is, creative fi rst, sales second.

It is benefi cial for all sides to foster a sense of collabora-
tion. Trust is vital. If you’re trying to come up with a cre-
ative idea and subliminally trying to sell your client at the 
same time, you can easily get your wires crossed and start 
taking shortcuts to get ads on faster. Th ere are times when 
the creative space is really rushed without the proper thought 
process being put into it.

A Crash Course in Spec Spots

A spec spot is your ace in the hole. Th ese sample radio com-
mercials demonstrate how your radio station will position an 
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advertiser’s message, and they don’t get used enough. Th ey are 
great to use as starting points to learn what a client thinks of 
the way you generate ideas.

Many advertisers have never even heard their business 
name recorded before, and most have certainly never heard 
it on the radio either. So if you’re just going in and showing 
them a piece of paper with a bunch of numbers on it, you 
haven’t really let the client experience the power of sound.

A well-crafted spec spot is the best starting point you 
can have, because all you’ll be talking about is whether the 
spot was wrong or on-target. It gives you an opportunity to 
ask the advertiser, “What do you think? How do you feel? Do 
you like this direction? Is it on-target? Does it fi t with your 
general strategy?” 

Th is engages the client. Quite frankly, you will know 
almost immediately after they hear the spec spot whether or 
not you have any chance of doing business with them. If you 
demonstrated that you were willing to make the eff ort to show 
them a big idea generated by hours of creative brainstorming, 
quite frankly, the person on the receiving end of that com-
mercial at least owes it to you to tell you right then and there 
whether or not they would be interested in going any further. 

It gives you the power to get to the “no” faster, which is 
really important. Many salespeople say, “Oh, the client told 
me to give him a call next week and check back with him.” 
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With a spec spot, you will have a pretty immediate indication 
as to whether or not you’re heading in the right direction.

Spec spots should be complimentary. If your station is 
really looking to save money or cut expenses, there are other 
things you can and should cut back on. A spec spot doesn’t 
have to be award winning. It doesn’t have to be perfect. It just 
needs to show that you were being creative, that you had an 
idea. To the advertiser, it’s about demonstrating eff ort. 

You never get a second chance to make a fi rst impres-
sion. And if you’re in the business of sound and entertain-
ment, you absolutely have put your best foot forward and use 
ingenuity and the power of sound.
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Chapter 8:

Radio of the 
Future 

Advergaming

Advergames are a very cost-eff ective way to reach 
a specifi c audience and raise awareness. Th e goal 
of Advergaming is to improve the consumers’ 
brand perception and intent to purchase.

� ere are three diff erent types of 

advergames:

Associative Games
• Supports brand awareness through lifestyle 

association
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• Makes the consumer associate a certain lifestyle or 
activity with a product

Illustrative Games
• Features the product in game play

• Th e entire plot of the game revolves around 
fi nding or doing something with the product

• Game players will likely remember the product 
because it played a prominent role in the game

Demonstrative Games
• Presents the product in its natural context and 

invites the consumer to use the product

• Players will understand the products capabilities 
prior to purchase

Why Use Advergames?
• High impact marketing 24-7

• Engages the listener/player

• Undivided/focused attention

• Not considered “advertising”

• Easy-to-learn, forgiving play

• Addictive and viral

• Integrated product placement
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• Fosters data collection and lead generation

New Media: Video on the Radio

Many radio broadcasters are now able to host music videos on 
their station Web sites of the same artists they’re playing on 
the radio. In fact, many radio networks have now been able 
to off er music and video programming on their station Web 
sites that even television can’t even off er. A lot of radio sta-
tions and companies are doing partnership deals with musi-
cians and artists, who will actually come to the radio station 
to be fi lmed doing an acoustic performance, which is then 
posted exclusively on that particular station’s Web site.

Th e beauty of a lot of technologies is that they enhance 
or broaden radio’s appeal. Radio is being very smart to 
embrace the Web instead of considering it a competitor. 
Th ey’re doing partnerships with AOL and with Microsoft 
and Apple. Th ey’re coming together; the radio industry has 
been undeniably savvy and sharp to partner up with new and 
emerging technologies so that radio continues to be relevant. 

Banner ads are amazing when it comes to radio. When 
consumers hear an ad that runs on the station they’re listen-
ing to on the Web site, and also see the banner ad on the site, 
there’s a greater chance that they will click on that ad. Th ese 
kind of direct links are an amazing benefi t that radio stations 
can now off er to their advertisers. 
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Th e radio industry and the Internet have done a great job 
of fi guring out each other’s strengths and weaknesses. Th ey’ve 
recognized that they both can complement each other and 
help grow each other’s share in the advertising world. It is 
a match made in heaven. It will only get bigger and better. 
Listeners will begin to see more and more cross-promotional 
relationships in the years ahead.

Changes on the Airways

Radio evolution is leaning towards more of a streamlined 
model that can be used market-to-market-to-market-to-
market with the same personality on the morning show in 
Cincinnati as in San Diego. Th is is an area of concern. It’s 
exciting that on local market radio you can have Dennis 
Miller doing a morning show, but it’s impossible to replace 
the foundations that made radio famous and popular, which 
was local content. Th e radio industry has to fi nd ways to keep 
their appeal local, or people will start going to other places to 
get their information. 

Net Gains

Account executives need to off er their clients tools to help 
them expand their new media presence to complement radio 
campaigns. Certain mechanisms need to be in place to track 
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and capture directives outside of traditional selling. One of 
the best advertising options is to drive listeners to the station 
Web site with an off er they can’t get anywhere else. It’s track-
able and if it’s real, and if the off er’s strong enough, people 
will go there. 
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Chapter 9:

You Can Do It; 
We Can Help 

We are at a crossroads. Th e smartest people in 
radio are going back to the drawing board and 
asking, “What used to be so powerful about 
radio that it was the only game in town?”

Radio stations need to support one 
another and share resources as best they can. 
Radio has a habit of thinking that their com-
petition is other radio stations, but they have 
to begin to look at their competitors as their 

partners, and build a united front to save the medium, not 
just to save individual formats.

Radio companies that continue to do things the way 
they’ve been doing them—without embracing change, 
without embracing new technology and without embracing 
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the concepts of good advertising—will go down hard and 
fast, some before you’ve fi nished reading this book.

Radio becomes sexy—if we make it relevant. If we’re 
doing good radio—using the Web, being a part of good 
causes and community partnerships—radio will have a bright 
future. Th e industry has realized and accepted the fact that 
running “this weekend only” campaigns and all of that sort of 
cheesy, hogwash advertising will nail our coffi  n shut.

Build a Brand

Radio is a brand. It has spent decades building itself into being 
a brand through consistency and commitment, and everyone 
in radio needs to be able to tell this story to the people that 
advertise with us. 

Roy Williams, � e Wizard of Ads, says, “Th e ear remem-
bers what the eye soon forgets.” In a world where people seem 
to think that the best advertising is on television, studies have 
shown that people will remember a good radio ad longer 
than they will a good television ad since they’ve had to actu-
ally dream it up in their mind, versus having it visualized for 
them. Because of this they remember it. Radio is interactive, 
forcing the imagination to conjure a mental image; it takes 
more work.  
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And, you know, some of the funniest things that we 
laugh about are things that we’re picturing in our mind, not 
something we actually saw. A radio ad can make an impres-
sion for a long, long time.

Let’s bring radio back. Still to this day, radio reaches 
millions of people everywhere, every day of their life. To really 
harness the power of sound, we simply need to fi ne-tune the 
product we deliver. Th e best thing radio can do is continue 
to fi nd ways to be relevant in our own industry, and in other 
ones, as well.
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All Pro Plumbing’s Experience 
with D.J. Williams

Plumbers—Dirty! Smelly! Sagging pants! Stupid! But 

not us… we arrive in clean, neat trucks wearing uniforms 

with white shirts, using fl oor runners and boot covers to 

protect our customers’ homes. We’re polite, clean and courte-

ous and provide great service too! Nevertheless, our company 

needed something else to make us stand out from every other 

plumber in town. Our company was young, just my husband 

and myself. With several mature plumbing companies in our 

area and, of course, our fair share of fl y-by-night companies 

too; we needed a way to reach all those people who were not 
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already our loyal customers. You know, the people who hadn’t 

heard about us yet.

We were already advertising in the Yellow Pages. A huge 

ad; larger and brighter than most of the companies in our 

area. It was beautiful but expensive! Every year we increased 

the size of our ad to stay in front. We knew we had to fi nd a 

way to change the way we advertised or soon we’d be in busi-

ness solely to support our phone book ad. All the research we 

had been reading and seminars we attended suggested radio. 

So we considered radio.

But how? Th ere is no way we can aff ord radio! Wrong. 

Our attitude changed when we met Jetset Media in the spring 

of 2003. Our local radio station was running a special in 

which they would match every dollar we spent with Jetset 

Media with a dollar credit in airtime. So we met with D.J. 

Williams and our local radio rep at the station. We were skep-

tical but intrigued by the idea of hearing our name on the 

radio. It’d be kind of cool.

D.J. was great! He was friendly and easy to talk to. We 

talked about how our company does things, the things that 

make us stand out, things that make us diff erent. He asked 

us specifi cally what did we want to accomplish with our 

advertising. He was very receptive to our ideas and thoughts. 

Equally important, we talked about the fact that we were a 
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young mom and pop company that needed to fi nd a way to 

compete in our market without breaking our budget.

D.J. discussed with us how to make our radio adver-

tising eff ective using a frequency driven campaign over an 

extended period of time. Together we developed a plan that 

would get us name recognition in our area. What we found 

is that the ads put together from Jetset had a diff erent sound 

than the ads currently running on the station. Th ey really 

stood out. We were ecstatic!

We continue to maintain that plan. We switch our ads 

occasionally and have new ads made but always maintain 

our frequency. We still run an ad in the phone book that is 

equally beautiful but smaller in size. Our radio ads direct our 

customers specifi cally toward our ad in the phone book; we’re 

on the top of their mind!

I love the fact that with the smaller ad in the phone 

book, we have more control over our advertising budget. 

Although I never reduce our frequency plan with our radio 

ads, I increase the frequency as needed—sales, specials, holi-

days or if business needs to pick up, we can always add a few 

more spots on the radio. Th e phone book just doesn’t have 

that fl exibility.

P.S. A couple months ago, my husband was getting into 

his truck after fi nishing a service call when two men rode by 
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on bicycles. When they saw Terry walking toward his truck, 

they sang our ad to him! When he told me, I couldn’t stop 

smiling. Now that’s a successful campaign.

Th anks D.J.!

Kim Tracy

All-Pro Plumbing

Kokomo, Indiana

765-868-2094

kim@ap-plumbing.com



Acknowledgements
soundBAIT was made possible by some very special individu-
als who were willing to share their time, energy, encourage-
ment and support. 

Without you, I may never have had a chance to tell my story.

To Natalie, Buckley and Guinness Williams. Thank you 
for putting your life on hold and for following me to ATL 
where I had a chance to live my dream and hopefully, make 
a difference.

To Debbie and Bob Broderick. Mom, you are my hero and 
your unconditional belief helped me more than you will ever 
know.

To Dick Williams and Mary McEllister. Dad, you are my idol 
and thank you for sharing your craft, commitment and dedi-
cation with me. DWYSYWD.

To Stan Fisher and Ute Lawrence, Marc, Bailey and Eva. Ute, 
your book inspired me to put this story to paper.



s o u n dB A I Ts o u n dB A I Ts o u n d

94

To Mac and Helen Dennis and Don and Lucille Williams. 
Having an innovative entrepreneur and an Order of Canada 
recipient as grandfathers was an amazing infl uence along with 
two supportive Grandmothers who loved me and spoiled me 
to death. I miss you all every day and I hope that I made you 
proud.

To Leslee, Rod and Nolan Miller, Aimee, Tim, Jacob and 
Jolie Wilson and Helen Broderick.

To Jon and Jo Williams with a special thank you to Paul and 
Nick Williams for serving Canada proud.

To Elizabeth and Peter McLaren, Sarah and Kristy.

To David and Katie Anderson, David and Maureen Wiley, 
Dr. Nassir and Robin Marrouche and Ryan Burton.

To Navid, Bessie, Masoume, Homa and the late Mimi 
Khonsari.

To Barry Garber, Donald Tarleton, Norman Lloyd, Richard 
Walker, Nathalie Bergeron, Brenda Lamb and Tricia 
Silliphant.

To Jaysen Cole and Darren Trudeau at Overnight Radio Pro-
ductions, Jeff  Norman, Terry Yormark, Yaman Coskun, Mike 
Scott, Mark Sullivan, Jon Pinch, Lew Dickey, David Field, 
Weezie Kramer, Butch and Michele Mitchell, Bill Hazen, 



95

A C K N O W L E D G E M E N T S

Kevin Klein, Todd Mallinson, Mike Christopher, David Sall, 
Roy H. Williams, Jim Blundell, Susan Johnson, Ann Laroque, 
Steve Hodgins, Kent Guy and Murray Armstrong.

To Andre, Michelle and Alexa Blanke, Sean Sweeney, Mitch, 
Tina and Max Steinberg, Andrew, Brittney and Blakely 
Runnion, Kris, Stacey and Finn Sauriol, Tony Marra and the 
Zuliani family in remembrance of Angela. 

To Frankie Whyte and the Dead Idols, Jim Grant, Duncan 
Coutts, Raine Maida, Chantal Kreviazuk, Jeremy Taggart, 
Steve Mazar, Eric Lawrence, Rob and Arnold Lanni, Jeff  
Martin, Stuart Chatwood, Jeff  Burrows, Mike Turner, Edwin 
and Amir.

To Clear Channel Radio, Blackburn Radio, Cumulus, 
Citadel, Entercom, Salem, Corus, Astral and CHUM.

To Bob Case, Jim Cook, Liz Smith, Karen Shiffl  et, Tamala 
Edmonds, Zen Gomez, Vito Gorinas, Forrest Martin, JJ 
Foxx, Jason Phelps, Dave Savage, Colin Costello, Summer 
Mullins, Christina O’Flaherty, Gabe Warren, Luther Lotz, 
Alphonzo Dorum, Josh Robertsen and Linda Supian at Clear 
Channel Creative Services Group in Atlanta.

To Rachel McGrath, Barbara Sherry, Rob Scott, Randy Spicer 
and all of the creative writers, voice talent and producers that 
supported me throughout the US and Canada.



s o u n dB A I Ts o u n dB A I Ts o u n d

96

To RAB, NAB, Radio Ink, Inside Radio, Radio-Info, RBR, 
Milkman Unlimited, Broadcast Dialogue, Th e London Free 
Press and All Access.

Special thanks to Glenn Matthews, Angela Dupont, Kim Ly 
and Dick Lockwood at Siskinds Law Firm and the entire staff  
at Th e Fisher Corporation Accounting Firm for keeping my 
books in order.

Additional Copy Editing provided by Natalie Mia Williams

Th e proceeds from the fi rst 52 copies of soundBAIT will be 
donated to the London Health Sciences Breast Cancer Aware-
ness program in London, Ontario Canada as well as 52 copies 
for War Child Canada inspired by Our Lady Peace who pro-
vided the ongoing soundtrack in my giant red headphones.

Finally, to Advantage Media Group. You get the last word. 
You saw my vision, you understood my story and you stuck 
by me all the way to the end. Stay Tuned…Formula 52 is 
next!

D.J. Williams

August 13, 2009







Advantage Media Group is proud to be a part of the Tree Neutral™ 
program.  Tree Neutral off sets the number of trees consumed in 
the production and printing of this book by taking proactive steps 
such as planting trees in direct proportion to the number of trees 
used to print books. To learn more about Tree Neutral, please visit 
www.treeneutral.com.  To learn more about Advantage Media 
Group’s commitment to being a responsible steward of the 
environment, please visit www.advantagefamily.com/green

soundBAIT is available in bulk quantities at special discounts for 
corporate, institutional, and educational purposes. To learn more 
about the special programs Advantage Media Group off ers, please visit 
www.KaizenUniversity.com or call 1.866.775.1696.

Advantage Media Group is a leading publisher of business, motivation, 
and self-help authors. Do you have a manuscript or book idea that 
you would like to have considered for publication? Please visit 
www.amgbook.com 






