Day 13
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Why does Radio work?

. Radio offers efficient targeting

Radio reaches people at relevant times and places
Radio reaches out in an ad avoidance world

Radio has a "multiplier effect” on other media

. Radio creates a large "share of mind" for a brand
. Radio drives response, especially online

. Radio is "a friend"
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The Fallout

The results are now in. It has been a disaster.

“Pepsi-Cola and Diet Pepsi have each lost about 5% of their market share
in the past year.”

“For the Pepsi-cola brand alone this represents a loss of over $350
Million. For both brands, the loss is probably something in the
neighborhood of $400 Million to a Half Billion dollars.”

“For the first time ever Pepsi-Cola has dropped from its traditional position
as the number two soft drink in America to number three (behind Diet
Coke)”

In 2010, Pepsi’s market share erosion accelerated by eight times
compared to the previous year”
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Search Engine Click-Thru Behavior

— ]
Search Results

\e 28%
0 of search engine
users clicked on a search result

within the second or third page.

6 2 /0 of search engine users clicked

on a search result within the first results page

Source: 2006 IProspot Search Englne User Behavior Study
& 2007 Eliance, Ine. | www.elliance com

Radio Cost per Click

Market of 100,000 people

A Station with a “6” rating

6000 people

3 Hrs Listening per day, 5.3 Hrs on Weekend +/- 1:30 TSL

8 Ads SHOULD equal about 3 Impressions on audience

18,000 Impressions for $80 ($10 per ad) = 4/10 of 1 cent per Impression
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Search Engines are the new

When no business comes to mind... Search Engines come into play.
Internet ads are not intrusive.
Internet ads are difficult to target

Click Through rates (full impressions) are EXPENSIVE
compared to Radio
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Radio Managment Software



