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“Radio makes you 
feel a part of 

something big and 
yet incredibly close 

to the individual 
voices who  
deliver it.”  

 
   “To be honest, I wonder how many producers can pick up the contact infor-
mation we put in a radio ad?” That was the e-mail we received earlier this week. 
   “Radio doesn’t work for me. It might work for some people, but I’ve just not had 
any success with radio.” That was another comment we heard a few days earlier.  
   In reality, we’ve heard just about every rationalization imaginable why not to ad-
vertise on the radio. 
   First off,  our coworker, who’s been in radio for more than 20 years, analyzed: 
“If you expect people to come in your business, or call for your services, and say ‘I 
heard about you on the radio,’ it isn’t going to happen.” 
   Then he substantiated the analysis with the question: “As a consumer I’ve never 
done that. Have you?”  
   Radio builds brand, creates desire, and develops trust. “Radio will make people 
come in, buy your product, use your services, and visit your website. But, they 
won’t come out and tell you that they did it because they heard your radio com-
mercials. They will buy, because they need what you have, and radio tells them 
how to find it,”  the veteran radio specialist said. 
   One customer who emphatically contended that radio didn't work insisted that 
their website was “getting tons of hits.” So, they insisted that their website was the 
most successful form of advertising. 
   “But wait, during the last 10 months their radio ads focused 100 percent on driv-
ing people to their website.  Thus, radio did masterfully what they intended, and 
they decoded to increase their radio presence,” the consultant noted. 
   Then the Team W Director, Certified Radio Marketing Consultant, got in on the 
discussion: “Consumers don't respond to ads: period. They respond to a need, and 
then contact the ‘top of mind’ vendor that they feel will do the best job of provid-
ing what they need.  
   “Consumers don't go looking for a print ad to find that information. This is a new 
digital era we're in. From age four to 74 (and beyond), their connection with the 
vendor of choice is found in 1.4 seconds  after typing the name into the search bar 
on their computer, tablet or phone,” the director  
   “Radio advertising is like having your best sales 
person out making one-on-one calls to the group 
you need most. It's that personal. It uses carefully 
chosen language, delivered by a trusted voice and 
the right music and sound to bring your presentation 
to life,” emphasized the Team W official. 
   The sales manager inserted. “It's the frequency 
that gets the consumer with radio.  Print advertising 
is a frequency of one. Radio is the most effective 
means of promoting a website with frequency and 
consistency. Perfect example is how the radio listen-
er memorizes words to a song, but they don't know 
them the first time they hear it, but after repetition.” 


