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The Audience IS Speaking
97% like the fact that Radio is free.

98% like the fact that they can hear Radio wherever they go.

76% say they enjoy discovering new 
songs on Radio.

74% say they enjoy discovering new artists on Radio.

94% say they find interesting news, 
traffic, weather and other information 
on Radio.

84% say they hear unique local personalities on the Radio.

83% say that they hear things on 
Radio that surprise them.

92% say that sometimes what they hear on the Radio 
makes them laugh.

90% say Radio makes the time pass 
when they’re performing routine 
tasks.

88% are aware that Radio is available on new technology 
devices such as iPods, iPhones, mobile phones, computers  
and MP3 players.

86% say that Radio is doing a good 
job embracing technology.

97% say they are glad to have Radio as an option for their 
entertainment, news, weather, traffic and information needs.
April, 2009 we conducted a survey of the listening public with 5,000 consumers through Rasmussen Pulse, a leader in 
consumer polling.



Advertising is good news.
by Melissa Kunde, Executive Director of PARC

Tough times are a  good time to consider changing a perspective. One perspec-

tive I’d like you to consider is your beliefs around Radio commercials. Radio spots 

are more than just back round noise, they are good news and they benefit your life.

The most time committed to Radio ads in Portland is 16 minutes per hour 

and the LEAST is 9 minutes. Meaning on average consumers get to hear 12.5 min-

utes of information that introduces opportunity, promotes better life quality, and  

stimulates economic growth.

Paul Harvey, when interview by CNN’s Larry King, proclaimed “sometimes” 

the best news in the broadcast is the commercial. You can keep your natural teeth all 

your natural life! There is a glove that doesn’t wear out! There is a car battery that 

keeps its promises! That’s good news!”

Radio ads are the harbingers of opportunity like the announcements of  

concerts, discounts, new products, sales, and new venues for entertainment. In 

your car your favorite store speaks to you and tells you they are having huge sale 

on shoes. You take note. You’re starving for a new dining experience and a new  

restaurant calls your attention while your working in your office.

Radio ads inform you of products, services, and experiences that enhance your 

life. Just think about a time when you wondered what to do with the family and 

the Oregon Coast Museum gave you a chuckling invitation. Or you were thinking 

you needed better sleep and Mattress World romanced you to take action toward 

fulfilling that need.

Radio ads nurture local economic growth. It’s the local social media. Radio ads 

ask the local community to show up and people do whether it is to raise funds for 

a local cause or to celebrate a grand opening. 

Radio ads also level the playing field and help small businesses compete against 

big business. Radio ads are beacons of thriving capitalism. They are a very important 

part of the economic engine that makes up our cherished Oregon American lifestyle 

so I ask that next time you hear a commercial on the Radio alter your perspective,  

listen and think: “Wow, now that’s good news!”

DYNAMIC PEOPLE  
DEVOUR RADIO

“HERE’S WHERE THE DYNAMIC 

PEOPLE COME HOME TO ROOST.  

WHILE THEY ESCHEW TV, THEY 

DEVOUR RADIO -NOT ONLY 

IN THEIR CARS WHEN THEY’RE 

ON THE GO WITH THEIR BUSY 

SCHEDULES, BUT ALSO AT 

HOME, WHERE THEY CAN MULTI-

TASK WHILE LISTENING

TO THE RADIO.”

SOURCE: MINDSET MEDIA CO-
FOUNDER SARA WELCH IN AD 

AGE, MAY 4, 2009 

See the Power of Radio at www.portlandradio.org
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Perceptions are not always true and the 
conventional belief that listeners “button-push” 
to avoid Radio commercials is way off target!

92%, on average, listen to your Radio 
message whether you’re the first or the last  
message during the commercial break.

Morning drive is the most sticky it boasts 
97% with lead-in to 3 to 4 minute commercial 
breaks & Midday holds it own with 94.7% for 
shorter one to two minute pods.

But, really everyday at every moment  
people will listen to your commercial, remember  
over ninety percent stay tuned, especially  
mature consumers.

Young people (18-24) are only about 
11% less sticky than the average Radio 
listener. Which is still ranks in the mid to high  
80 percentiles!

Source: What Happens When the Spot Comes On? Insights from 
PPM, Media Monitors, and Colemen

Radio is a Sticky Medium
by Melissa Kunde, Executive Director of PARC

Emotional Linkage & Memory  
Maintenance Build Healthy  
Brands & Greater Brand Equity

Radio is a brawny player in Media  
Multiplier Effect. In a media mix, Radio  
cost-effectively extends reach and leverages  
frequency. You get resonance and magnifica-

tion - the increase in message validity  
(truth, emotion and information). 

One role of Radio is advertising memory 
maintenance and the false credit (imagery  
transfer) to TV is good. The effect happens 
when a Radio ad uses audio cues and  
messages established by TV advertising. Your 

The Media Multiplier Effect by Melissa Kunde, Executive Director of PARC
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audience actually re-experiences your TV  
imagery while listening to your ad on the 
Radio. Media strategies that employ image 
transfer techniques leverage the past or/and 
co-existing investments in TV advertising. 
Radio keeps costly TV campaigns working 
and in the front of minds of consumers at a 
significantly lower cost.

Note: Employing Radio’s uniqueness by 
capitalizing sound imagery and the personal  
nature of the medium enhances the level of 
communicative intimacy. Reinforcing emo-
tional brand equity; an essential ingredient to 
brand health.

RADIO AND THE INTERNET: 

A “SWEEPING” COMBO

and Internet play well together. In Malcolm Gladwell’s 
Tipping Point terms  acts as the Connector while the 
Internet behaves as the Maven and together they make a 
fabulous Salesman!

 of the population (ages 18-54) are reached, on a daily 
basis,  by using  and the Internet. A statistic that 
rivals television.

 say, “Hearing things on the  will remind me to 
look up something when I’m  using the

 of those who listen to the  while online say they 
“check out things on the Internet just after hearing about 
them on the .”

 of light or non-users of television are super heavy users 
of  or the 

When  ads and Internet ads are used in tandem, 
compared to a singular web ad, unaided brand recall dramatically 
enhances four and a half times. 

Aided recall of one  and one  was more than 
twice the aided recall of two Internet ads.

Harris Interactive and Radio Ad Effectiveness Lab, February 2007
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I have been dining out my whole life. As soon as I 
was old enough to sit in a high chair I was out on 
the town. I say this because I think it gives me wit-
ness and wisdom in what I am about to convey to 
restaurant marketers. I have 40 years of listening 
to, and being apart of, the “What do you feel like 
eating?” dance.

It goes something like this:
Hungry One: “So what do you feel like 
eating?”

Hungry Too:  “I don’t know what do you feel 
like eating?”

Hungry One: “Okay, what kind of food 
sounds good?”

Hungry Too: “Ummm (deep breath) I dunno.”

Hungry One: “Hey, does Mexican sound 
good?”

Hungry Too:  “No.”

Hungry One:  “How about a burger?”

Hungry Too: “No, I had a burger for lunch.”

Hungry Too: “I feel like something delicious 
at a place with a good atmosphere.”

Hungry One: “Okay, how about the “local 
tried and true?”

Hungry Too: “No, I ate there yesterday.”

Hungry One: “Alright, let’s make a decision 
I’m starving. (Mildly impatient.) What about 
Chinese?”

Hungry Too: “No.”

Hungry One: “Pizza?”

Hungry Too: “No.”

Hungry One: “Italian?

Hungry Too: “No.”

Hungry One: “How ‘bout that place that 
serves that amazing chicken and dumplings 
on the river?”

Hungry Too: “Yeah, that sounds good let’s 
go there.”

Hungry One: “Cool, let go there.” 

This, “What to eat dance”, of course, has 
endless variations and takes places everywhere  
(at home, at work, etcetera) moreover, the  
conversation will happen face-to-face as well as 
via texting, cell phones, home phones and on the 
computer. Seldom are people sitting in front of 
their TV and watching your food ad on the tube 
and saying, “Let’s go to there.” In all my years 
of picking a place to eat with family, friends and 
co-workers this has never happened. Now, I’m not 
saying someone out there hasn’t done it. I am just 
saying that it’s NOT at all typical.

If you’ll notice in the conversation above, the two 
repeated  words were “feel” and “sound” 
seldom do you ever hear people in the process  
of picking a place to eat use words like “look” 
and “see” as part of their food deciding 
vernacular. “feel” and “sound” are important 
because they explain peoples proclivity to 
internalize and link feelings to sounds 
to the mental images of what they  
want to eat.

The average person interested in eating doesn’t 
run around looking for pictures of food in order 
to decide what they want. They tap into their own 
mental Rolodex and make decisions from their 
emotional mind’s eye.

Which begs the question: Why do so many insist 
that your food needs to be seen in order to sell it?

Respectfully, I just don’t understand.

Deciding where and what to eat is a process of 
matching emotion with relevancy, both of which 
Radio has proven itself as a best-in-class medium 
in reaching these very common human facets. The 
visual part of food enters only in the delivery of 
your product to your customer. Your unique food 
experience is your best opportunity to visually 
influence your customer so they bank your food in 
their emotional and mental memory.

Strong advertising is a multi-pronged process of 
engagement and what better way to engage than 
to position yourself as the “music solution“ part  
of “the dance?” Radio’s ubiquitous nature and in-
teractive format  does an excellent job influencing 
listeners. Tapping into the connectivity assets the 
medium offers, such as it’s ability to target specific 
parts of the day or leverage large audiences 
through real-time texting technology, can make 
your restaurant a community icon. What you need 
to do is be clear about what makes your establish-
ment unique (ie. the best chicken and dumplings 
in town) and relentlessly deliver that experience in 
everything you do.

The golden phrase to your revenue stream is,  
“That sounds good!” and Radio is the right 
medium to deliver your music to the endless 
“What to eat dance.”

A
 F

ac
to

id
 T

ha
t 

M
ay

 S
ur

pr
is

e 
Yo

u 
| 

Sa
te

lli
te

 li
st

en
er

s 
ar

e 
H

ea
vy

 U
se

rs
 o

f 
Ra

di
o 

O
ve

ra
ll 

an
d 

Sp
en

d 
m

or
e 

tim
e 

w
ith

 A
M

/F
M

 R
ad

io
 t

ha
n 

w
ith

 S
at

el
lit

e.
 3

.4
%

 is
 t

he
 T

ot
al

 P
en

et
ra

tio
n 

of
 t

he
 S

at
el

lit
e 

Li
st

en
er

s 
N

at
io

nw
id

e.
 S

at
el

lit
e 

lis
te

ne
rs

 s
pe

nt
 a

n 
av

er
ag

e 
of

 3
3 

ho
ur

s 
a 

w
ee

k 
w

ith
 R

ad
io

 
co

m
pa

re
d 

w
ith

 t
he

 t
yp

ic
al

 li
st

en
er

 w
ho

 li
st

en
ed

 a
pp

ro
x

im
at

el
y 

19
 h

ou
rs

 a
 w

ee
k 

to
 R

ad
io

. A
ls

o,
 p

eo
pl

e 
w

ho
 li

st
en

 t
o 

sa
te

lli
te

 s
pe

nt
 m

or
e 

tim
e 

w
ith

 A
M

/
FM

 R
ad

io
 (1

4 
ho

ur
s)

 t
ha

n 
th

ey
 d

o 
w

ith
 s

at
el

lit
e 

Ra
di

o 
(1

0 
ho

ur
s 

45
 m

in
ut

es
) o

r 
In

te
rn

et
 (8

 h
ou

rs
 1

5 
m

in
ut

es
). 

A
rb

itr
on

 F
eb

ru
ar

y 
27

, 2
00

0

T
ha

t 
So

un
ds

 G
oo

d
by

 M
el

iss
a 

Ku
nd

e,
 E

xe
cu

tiv
e 

Di
re

ct
or

 o
f P

AR
C



PDX Radio is everywhere.
Think of Radio and you are sure to 
identify with its connective, omnipres-
ence. At home, working, driving, camp-
ing, exercising, gardening, biking, walk-
ing, partying, boating, waiting, ironing, 
cleaning, waking, showering, dancing, 
reading, learning, fixing, moving, be-
ing, picnicking, running, riding public 
transportation, surfing the Internet and 
thousands of other daily activities.

PDX Radio is valued.
The average Portland Metro resident 
spends at least 3 hours throughout the 
day listening to Radio. Portlanders value 
Radio because it assures them relevant 
information on the pulse of their com-
munities. They tune in to be entertained 
and informed. Everyday Portland listens, 
providing businesses with effective and 
profitable marketing opportunities.

PDX Radio is influential.
In the 21st century stronger and more-
enduring customer relationships are 
critical to long-term profits. Radio is 
the medium of relationships. It delivers 
unsurpassed marketing value by intro-
ducing your business to thriving, lifestyle 
specific customer segments. Portland 
Radio personalities and stations build 
trust with their listeners and influence 
them closest to the time of purchase. 
Radio keeps your sales funnel strong by 
building top of the mind awareness and 
converting listeners to buyers when the 
time is right.

PDX Radio is linked.
New technologies link Radio to your 
customers and they respond to opportu-
nity, contest, and information. Portland-
er’s use their cell phones via voice and 
text messaging to interact with Radio. 
They access station web sites and they 
invite emails for informational updates 
and dialogue. What’s evolving is a power-
ful real-time personal listener-station 
interaction that surpasses any other 
medium. There’s unlimited potential 

toward building a powerful customer 
relationship when combining the forces 
of Radio and media technology.

PDX Radio is listener-centric.
Thousands of local people with the same 
values, musical tastes, political views,  
and similar demographic wants and  
desires tune in to their favorite stations.  
Meaning you will achieve daily access 
to healthy target groups in numbers 
that make economic sense. Market share 
means everything and Radio makes  
sure you get yours.

PDX Radio is community.
Portland Radio is more than commer-
cial spots. It is targeted interactive and 
integrated local marketing. Each station 
in Portland is experientially involved 
with their listeners. Stations continually 
engage the community by sponsoring 
concerts, spearheading charity fundrais-
ers and offering entertaining local video 
clips on the Internet. Integrate your 
business with the Radio marketing  
experience and your business will grow.

PDX Radio is consistent.
In 2006, Portland Radio enjoys relating 
to 73% or about 1.3 Million people in 
our communities everyday — all year 
long, no matter the day, month,  
or season.

PDX Radio is flexible.
Portland Radio is responsive to your 
marketing needs. Your message can be 
created and/or changed quickly without 
the steep production costs and delays  
of other media.

PDX Radio is effective.
Radio creative when scheduled appro-
priately by day-part and weekday, enables 
you to deliver your message closest to 
time sensitive habitual purchases like 
eating or choosing evening or weekend 
entertainment. Listeners will act on your 
marketing message and participate in  
station promotions and competitions.

RADIO BRANDS DELIVER 
RELATIONSHIPS...

THROUGH SEVERAL MODES 

OF CONNECTIVITY. BRAND 

CO-INTERACTION IS RADIO’S 

UNIQUE VALUE PROPOSITION 

FROM ON-AIR TO TEXTING. 

RADIO IS IN THE BUSINESS  

OF BUILDING RELATIONSHIPS.  

WE ARE NOT IN THE BUSINESS 

OF ADVERTISING. OUR LIFESTYLE 

SOCIAL MEDIA PARTY INVITES 

YOU TO BE THE BELL OF THE 

BALL. 

ALL YOU NEED TO DO IS  

INTRODUCE YOURSELF, BE NICE 

TO OUR GUESTS, GET TO KNOW 

THEM, LET THEM TALK TO YOU 

AND BRING VALUE TO 

THEIR LIFE EXPERIENCE.

THE ULTIMATE MEDIUM
by Melissa Kunde, Executive Director of PARC

CONNECT  AT  WWW.PORT LANDRAD IO .ORG
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“DYNAMIC PEOPLE”  

TUNE IN

DYNAMISM 5’S (HIGHLY  

DYNAMIC PEOPLE) THRIVE ON 

BEING WHERE THE ACTION IS.

THEY SEE AND DO MORE IN 

A TYPICAL DAY THAN MANY 

WOULD DREAM OF DOING IN  

A WEEK, OR EVEN A MONTH. 

THEY BELIEVE THE ONLY PLACE 

TO BE IS IN THE THICK OF

IT; NEVER ON THE SIDELINES.  

MAKES SENSE, SINCE WE 

KNOW RADAR 101, RELEASED 

JUNE 15, 2009, SHOWS THAT

MORE THAN 94 PERCENT OF 

COLLEGE GRADUATES  

AGES 25-54. AND 95 PERCENT 

OF ADULTS 25-54 WITH A  

COLLEGE DEGREE AND AN AN-

NUAL INCOME OF $50,000 OR 

MORE TUNE INTO RADIO OVER 

THE COURSE OF A WEEK.

RADIO REALLY IS 
THE LAST MASS 
MEDIUM THAT IS 
USED LIVE, IN REAL 
TIME. BY PEOPLE 
WHO DO, BUY 
AND INFLUENCE. 

SOURCE: SCBA

The Jock Talk 
is Golden
What makes “viral marketing” or “word-of-mouth” 
so powerful? Trust. It’s that simple.

When folks trust that you have their best interest at heart, when they trust 
you have knowledge through research or experience; they will trust you 
when you recommend a product or service.

Radio DJ’s earn and maintain trusted relationships with their listeners. 
When jocks endorse products or services their audiences listen, they  

buy, and their audiences tell their friends…and  
so on and so on…

Paul Harvey, a Radio icon, could be 
called the greatest huckster of 

broadcast media. His power 
to build trust, convince, and 

entice is unsurpassed.

Get huge, get personal, 
get connected with a  

DJ and start your  
viral marketing 

explosion with  
Radio. 

by Melissa Kunde, Executive Director of PARC
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The charts below illustrate a powerful new allocation plan 
based on which mediums influence people to buy.*  As 
you can see in Chart A:  When marketer’s are influenced 

by spend or conventional wisdom instead of effectiveness only 6.4% 
is allocated to Radio.

When looking a Chart B: You can see four categories: Automo-
tive, Electronics, Groceries and Eating out  - BIGResearch’s SIMM 
study reveals Radio earned allocation’s ranging from 29.4% to 
36.4%. Radio is a strong contributor in today’s marketplace when 
weighted by influence, consumption and cost. Smart marketer’s are 
increasing their Radio usage dramatically and finding results with a 
consumer driven media mix.

Since 2002, BIGresearch has been conducting a simultaneous 
media usage study that consists of over 211,000 individual responses 
across 31 separate marketing communication techniques. The data 
ranges from media usage by dayparts with each medium, which 
media forms are used simultaneously, which media forms have the 
most impact on consumers’ purchase decisions, to shopping behav-
iors for retail and products. SIMM is conducted by BIGresearch 
two times each year with over 20,000 respondents per survey.

If you’d like to learn more about BIGresearch, go to  
www.radiogurupdx.com and order the Media Generations 
book at a special PARC discount. Also, look for podcasts that  
further explain the most innovative approach to media buying in  
the 21 century.  

*SIMM Study BIGresearch in the Pacific region.

A Lifestyle Portrait: 
Portland, OR
Top Ten Lifestyles Ranked by Index | Base Index US is 100,  
Adult Population 2,295,108  |  Source: Equifax 2008

VISIT WWW.PORTLANDRADIO.ORG FOR MORE PDX MARKET: L IFESTYLE INFORMATION

Camping / Hiking 161
Recreational Vehicles 149
Frequent Snow Skiing 143
Own a Cat 138
Horseback Riding 127

Own an Apple/ Mac PC 126
Vegetable garden 124
Frequent Flyer 123
Needlework / Knitting 123
Own a GPS Locator 122
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A Media Mix that Influences

Chart read as:  When targeting Electron-
ics Purchase Intenders, 33.0% of the 
media budget should be allocated to Radio to 
influence their Electronics purchases.

Chart read as: When targeting consum-
ers who are planning on purchasing a Car/
Truck in the next 6 months, 36.4% of the 
media budget should be allocated to Radio.2009 Projected  

Ad Spend
Source: Magna Insider’s Report Robert 
Coen Presentation on Advertising  
Expenditure. December, 2008.

*2009 Projected Advertising Spend includes Local & 
National Advertising Expenditures

PIE CHARTS KEY

 Television  Radio

 Magazine 	 Newspaper

	 Direct Mail 	 Yellow Pages

	 Internet 	 Other Media

Chart as: When targeting consumers 
who frequently buy Health & Beauty 
Aid (HBA) products, 29.4% of the media 
budget should be allocated to Radio.                                                                                                                                           
        

Chart read as: When targeting the 
selected consumer segment, 35.2% of the 
media budget should be allocated to Radio 
to influence their Eating Out purchases.                                                                                                                                       
            

24.0%
18.2% 16.7%

21.9%19.8%

24.6% 25.1%

25.2%23.3%

36.4% 35.2%

29.4%33.0%

13.2% 12.9%

11.9%16.3%

6.5% 7.7%

9.6%6.3%

1.0% 2.5%

1.9%
1.2%

6.4%

4.7%

12.2%22.6%

5.1%

4.6%

20.4%

Chart A Chart B



Your Competitive Advantage – 
Local Audio & Digital Marketing 

Consumers want personal attention and 

in today’s progressive era Radio deliv-

ers immeasurable value in a fragmented 

impersonal market place. The boomerang effect of 

the digital era shows that while consumers have 

more choice there is also less humanity in quantity, 

less true rapport. More than ever you need to  

consider how you reach, speak, listen, and relate to 

your clients. 

Radio’s genius is two-fold. First, its ability  

to bring human element to your advertising  

message and second, its ability to reach your  

customer through several communication touch 

points – on-air, online, mobile, and on-site. 

Radio is and always has been the free and 

personal medium. These are key factors and often 

taken for granted. Radio is the last and only  

medium that is accessible to absolutely everyone 

with absolutely zero cost for connection or  

entertainment. In Portland, 99% of employed 

households have a Radio receiver, the average 

home has 8, and 94% listen to it weekly. In our 

high tech world it costs to be digitally linked, and 

the experience (no matter how savvy) lacks the 

core ingredient to penetrating advertising: authentic 

soul. People like Radio. They just do. They find it 

relevant, entertaining and personal. 

Radio binds communities and lifestyle seg-

ments in real-time, which no other medium can 

do. People habitually 

tune-in, knowing that 

thousands of other 

people are listening, 

yet they feel a personal 

relationship with their 

Radio  

interaction. Ironi-

cally, in a world where 

nothing seems sacred, 

where Google has 

become not only a 

reference tool but a 

verb, and where televi-

sion lulls the viewer 

into a trans-like state, 

Radio activates listeners minds and builds trust. We 

all know that the most valuable and motivating part 

of life is the emotional link we have with people 

that are part of our life experience. When a DJ talks 

about the best risotto in town or the coolest new 

gadget on the market, people listen and take ac-

tion. It’s like a friend giving a personal referral or a 

reminder that you have options. This is the magic of 

Radio and illustrates the uncompromising value of 

Radio’s local influence. 

Radio is the original wireless. All the new age 

marketing tools like social media and e- only  

campaigns have advertisers chasing the wrong  

The Value of 
Radio

BY MEL ISSA KUNDE,  EXECUT IVE  D IRECTOR OF PARC AND Z IGZAG MONTEFUSCO

L EARN MORE  ABOUT  THE  COMPET I T I VE  ADVANTAGE  OF  RAD IO  BY  V I S I T ING
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carrot. Driving traffic, creating relationships, and  

developing brand is a huge endeavor and unless you 

make it personal your voice will be lost. Radio is the 

perfect digital and integrated media mix companion.

When you pair Radio with Internet, e-mail, mobile, 

TV, billboards, or any another medium you’ll get the 

most bang for your buck and the most “sticky” power. 

Think about it, people are on the move and distraction 

is common in the process of life but Radio is the only 

medium can has the ability to get exclusive “audio”  

audience in the car and it’s the last medium they inter-

act with just before they shop. Employed Consumers 

have a special relationship with Radio they come to 

engage, real-time 2.5 to 3 hours every day. Let face  

it, multitasking media is the new reality and naturally,  

Radio’s ubiquitous presence positions messaging  

anywhere and everywhere the potential consumer  

is at any given moment. Radio is a strong asset in  

any advertising campaign.

According to BIGresearch, “Radio consistently shows 

up as an influential media format in many of their dem-

onstrations using measured media,” yet when you look 

at the percentage of businesses that use of Radio nation-

ally, Radio only gets 7 to 8% of the marketing pie. This 

is shocking when you consider what businesses lose in 

influencing the marketplace by not using Radio. For 

example, here are some interesting facts BIGresearch 

uncovered about the auto industry, which only allocated 

3.1% for Radio in 2007: 

“When focusing on consumers who plan on buy-
ing a car in the next 6 months and how they say 
they are influenced by media weighted by the time 
allocated to various media and also factoring in the 
cost of the media, the allocation of media dollars 
looks more like this: Television goes from 63.6% 
(amount spent by automakers in 2007) to a new 
percentage of 23%. Newspapers go from a 2007 
historical spend of 6.6% to 7%; outdoor from 
1.5% actual spend to 5%; internet from 6.8% 
spent in 2007 to an optimal allocation of 25%; 
magazines from 18.4% to 17%; and Radio 

which only received 3.1% of automaker ad dollars 
in 2007 gets a 23% of the media budget. When 
viewed in context of all ad dollars spent on these 
measured media by automakers in 2007, it appears 
that the misallocation of advertising by the top 7 
automakers resulted in $1,639,000,000 that 
should have been, but weren’t, allocated to Radio.” 

– BIGresearch. 

Another secret weapon Radio possesses is its unique 

auditory component linked to memory and learning. 

Studies have been done that verify that what we hear 

we remember more clearly that what we see and creates 

significant emotional impact. For instance, Stephen  

Kosselyn, a psychology professor at Harvard states, “A 

word is a key, when a word unlocks the correct memo-

ries, it is meaningful.”  Radio has the ability to unlock 

stored memories and create a powerful imagined per-

sonal experience. We all know that the perfect song or 

jingle played at the perfect time brings out a memory or 

makes one. What’s your unforgettable audio brand?

Radio involves the listener. It activates everyone’s 

mind theater that links audio to visual images. When 

Radio listeners create their own unique mental  

picture with your advertising message, they have played 

an active role in relating to your message in their  

own language and visual terms. Radio is interruptive 

advertising and it’s advertising that listeners have come 

to expect and rely upon for information about local 

good and services. 

What’s your competitive edge? Use Radio. It’s  

emotional impact, strong purchase influence, on-air  

connectivity and digital synergy is under utilized by 

your competitors. It can mobilize your consumers,  

build brand, and is inexpensive per listener impression. 

Radio’s value is its ability to bond 
the human element to your marketing 
mix. It is alive and it is always out 
there. Turn the knob and you will find 
it waiting for you to tell your story.

THESE  S I T ES :  WWW.RAD IOGURUPDX .COM &  WWW.PORT LANDRAD IO .ORG
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