
Radio Sales
Competitive Media

If you read “The 8 Secrets to Powerful Advertising”, you learned about the strengths
and weaknesses or Radio and our competitors.

The following are “1-sheets” on each competing media. These are suitable for
including in proposals or for handing out to clients. (Full-color PDFs are available on
the station Intranet site).

The sheets are:

 Radio versus Newspaper
 Radio versus Direct Mail
 Radio versus Cable TV
 Radio versus TV
 Radio versus Billboards
 Radio versus Yellow Pages
 The Brutal Truth About the Yellow Pages
 Deader Than a Bag of Hammers (Yellow Pages)

Read each of these. Study them. Understand the strengths and weaknesses of each
and be prepared to address them.



Radio versus
Newspaper…

Radio is More Efficient
And More Environmentally Friendly

When you’re trying to attract new customers, which works better – information or motivation?
The correct answer, of course, is motivation. Newspaper is an information medium, and most
newspapers do a great job of it. However, Radio is motivational, and motivation is the only
way to attract new customers.

According to the book “The 8 Secrets to Powerful Advertising”, by Michael S. Miller,
“newspapers will not draw new buyers into the market. They simply serve as an information
medium for ‘right-now’ buyers. When a specific item isn’t needed right this instant, newspaper
ads tend to get skipped.“ Try it out for yourself, Miller advises. “How many newspaper ads do
you remember from yesterday’s paper?

Why is Radio better? Compare newspaper to Radio and you'll see the difference:

Only 64% of all adults read a newspaper on an average weekday. Those that do, spend
approximately 11 minutes with the newspaper. 81% of all adults listen to the Radio each
weekday. The average adult listens for more than three hours daily!

Newspaper ads are typically read only by those already in the market for the product or service
being advertised. Newspaper ads provide consumers already in the market with reference
information. Radio can stimulate new demand for your product or service, often planting the
seed that leads to a buying decision.

Newspaper is ineffective at reaching under-35 consumers. People under 35 just don't take the
time to read the newspaper the way older generations did. Radio, on the other hand, is
extremely effective at reaching those under 35. Radio reaches people at work, in their homes,
and in their cars.

Newspaper readers typically only “skim” the newspaper. Only 57% read the front page. Only
42% read the TV listings/entertainment page, only 24% read the food page and only 21% read
the classifieds. So if only 60% of the people get the newspaper and only 24% of those people
read your ad in the food page, your readership percentage gets awfully small. Your ad is
missing a lot of people. On Radio, your commercial is “front and center” in our regular
entertainment and news programming. Your ad is never buried at the bottom of page 46-D.

Newspaper ads are just ink-on-paper. They have no emotion and no motivation. Radio uses
the power of the human voice to motivate listeners. Sound makes Radio commercials easier
to remember.

Newspaper advertising is not environmentally friendly. Thousands of acres of trees are
harvested each year to produce newsprint, most of which is not recycled. Radio advertising is
environmentally friendly, with no pollution and no waste.

In “The 8 Secrets to Powerful Advertising”, Michael S. Miller says “no doubt that with
newspapers being so tangible, you psychologically will be tempted to build your whole
campaign there. Don‘t. Regardless of your past success or lack thereof with newspaper
advertising, you‘ll almost always do better when you lay a foundation for it with those media
better built to create brand awareness and product demand.”



Like other print media, direct mail is not a venue which inherently delivers some of
advertising’s critical elements. According to the book “The 8 Secrets of Powerful Advertising“,
by Michael S. Miller, “You can’t create top-of-mind awareness. Nor can you create product
demand.”

If you're spending all of your advertising budget on direct mail, your advertising message may
never reach your potential customers. More often than not, direct mail pieces go straight to the
trash can. Perhaps you should consider switching your advertising to radio for optimum
results.

Compare direct mail to radio and you'll see the difference:

More than half of all direct mail pieces are discarded without ever being read. Don't believe it?
Just check out the trash cans in the post office on the day direct mail flyers are mailed out.
According to recent studies, 41% of all adults consider direct mail a nuisance. On the other
hand, people listen to the radio because they choose too. And 99% of all adults listen to the
radio each week.

Direct mail is expensive - printing, production and postage costs are all up. Radio advertising
is cost effective and has increased at a rate far below that of other media.

Direct mail is unreliable. Mailing lists are often inaccurate and delivery is often late due to
postal delays. Radio reaches a mass audience each and every day without the need for names
and addresses. And delivery of your commercial message is not affected by the Postal
Service.

Direct mail is inflexible. Direct mail often requires weeks of preparation and lead time before
mailing. Once printed, copy cannot be changed. Radio commercials can be revised on short
notice to allow advertisers to take advantage of sudden changes in market conditions.

Direct mail is impersonal. Most direct mail flyers are addressed to "Occupant" or "Resident".
Radio listening is highly personal. No one thinks of radio as a nuisance since everyone selects
a station to meet their own personal needs and tastes.

Direct mail flyers are just ink-on-paper. They have no emotion and no motivation. Radio uses
the power of the human voice to motivate listeners. Sound makes radio commercials easier to
remember.

Your product or service isn't junk, so why settle for "junk mail" when you can have an effective
advertising campaign now. Put your ad dollars to work on the radio!

Radio versus
Direct Mail…
They Don’t Call It “Junk Mail”

For Nothing!



If you're spending your advertising budget on Cable TV, your message may be missing most of
your potential customers. Cable TV advertising, although inexpensive, is plagued by low
viewership and limited reach. According to the book “The 8 Secrets of Powerful Advertising”
by Michael S. Miller, “The average household changes the TV channel once every 3 minutes
and 42 seconds. Those with cable flip channels every three minutes. And with the use of
remote controls, it’s not uncommon for a viewer to spend eight or so seconds per channel,
while racing through 40 different channels.“

On the other hand, Radio is everywhere. The average household has five Radios and the
average adult listens to the Radio in excess of three hours a day. Perhaps you should
consider switching your advertising to Radio for optimum results.

Compare Cable TV to Radio and you'll see the difference:

Cable TV reach is limited. Most cable systems cover only a limited geographic area, normally
a specific city and its immediate suburbs. Those outside the area have no access to cable,
and therefore never see your commercial. People with satellite dishes are watching the
“national feed” of various cable channels and never see commercials aired on the local cable
system. Radio is everywhere and is accessible to listeners in their homes, in their cars and at
work.

Cable TV is extremely fragmented. With 40 or more channels on most cable systems,
reaching potential customers can be difficult, especially since ads run only on certain channels.
Even the most-popular cable channels rarely reach over 3% of TV viewers at any given time.
On the other hand, everyone has a favorite Radio station. Listeners are loyal to the station as
opposed to channel flipping to watch certain shows.

Cable TV is ineffective. Most cable subscribers get cable to improve the reception of network
channels (ABC, CBS, NBC, FOX), to receive premium channels (HBO, Cinemax, The Movie
Channel or Pay-Per-View events) and to receive "Superstations" (WTBS & WGN). Persons
watching these channels are not exposed to your ads on the "off brand" channels. Radio
advertising is extremely effective. Listenership patterns are stable and do not vary greatly from
one program to the next.

Cable TV advertising, like broadcast TV advertising, is highly susceptible to "zapping" and
"channel surfing" (see above). Commercials in TV programs are "interruptions". When
commercials come on, viewers zap to another channel, run to the bathroom, or head to the
kitchen to make a snack. Radio commercials are integrated into the programming making
them less likely to be missed.

Cable TV is inflexible. Commercial production usually requires substantial lead time. Copy
changes are difficult and expensive. Radio commercials can be revised on short notice to take
advantage of sudden changes in market conditions.

Don't settle for advertising with so many limitations when you can have an effective advertising
campaign instead. Put your ad dollars to work on the radio!

Are Your Ads Being “Zapped?”



Look Closely For
The Real Picture!

Television advertising - it's glamorous and expensive. It's also very risky. When commercials
come on, viewers often disappear. According to the book “The 8 Secrets of Powerful
Advertising” by Michael S. Miller, “The average household changes the TV channel once
every 3 minutes and 42 seconds. Those with cable flip channels every three minutes. And
with the use of remote controls, it’s not uncommon for a viewer to spend eight or so seconds
per channel, while racing through 40 different channels.“ What do you do when commercials
come on? Flip channels? Go to the bathroom? Head to the kitchen for a snack? So does
everyone else! If you're spending your advertising budget on television, perhaps you should
consider switching your advertising to radio for optimum results.

Compare television to radio and you'll see the real picture:

Television is stationary. It cannot reach mobile consumers. 96% of all television viewing is
done in the home. Radio is everywhere and is accessible to listeners in their homes, in their
cars and at work.

Television viewership is extremely fragmented. Network affiliates face competition from
hordes of cable channels and from satellite dishes. Viewers don't watch stations, they watch
programs, often flipping the dial until they find a show they like. On the other hand, everyone
has a favorite radio station. Listeners are typically loyal to that station, often listening for hours
at a time.

Television advertising is highly susceptible to "zapping" and "channel surfing" (see above).
Commercials in TV programs are "interruptions". Local commercials on network affiliates
usually run between programs, when viewership drops drastically. Radio commercials are
integrated into the programming making them less likely to be missed.

Television advertising is inflexible. Commercial production usually requires substantial lead
time. Copy changes are difficult and expensive. Radio commercials can be revised on short
notice to take advantage of sudden changes in market conditions.

Television has a very small daytime audience. People at work, in their cars, and out shopping,
are not daytime TV viewers. Radio's daytime audiences are huge. Radio reaches 61% of all
adults in their workplace and 95% of all adults in their cars.

Television advertising is expensive. One prime time spot on a network affiliate can cost as
much as an entire month long schedule on radio. Radio is affordable and cost effective,
allowing you to air your commercial more often and reach more people.

Don't settle for expensive advertising that airs when most people are in the bathroom or raiding
the refrigerator. Put your ad dollars to work on the radio! According to “The 8 Secrets of
Powerful Advertising”, “Radio is the only medium that allows you to incorporate each of
advertising’s eight power ingredients.“ And, Radio can deliver your message with greater
repetition that TV. And as we all know, repetition sells!



Radio versus
Billboards…
Is There A Hole In
Your Advertising?

According to the book “The 8 Secrets of Powerful Advertising“, by Michael S. Miller, “few companies can grow by

using only billboard advertising. Billboards generally become the principle medium used only when a product or

service can be used immediately by people driving by.“ Gas stations, motels and fast food restaurants often benefit

from billboard advertising. However, as Miller states, “you won’t create demand, impact emotional decision-making

or be memorable with billboards. If your after support for a widely recognized product (Wendy‘s – Next Exit), or if

your offering something that can be of quick use to those driving by (Gas – One Mile), then billboards can play an

important role.“ If your product or service doesn’t fit into either category, then billboards are largely ineffective.

Why is Radio better? According to Miller, “Radio has the ability to deliver your message to any person, at any time

at any place.“ Plus “Radio can create demand” and “Radio uses the power of sound to motivate people.“

Compare billboards to radio and you'll see the difference:

 Billboards are passive. People can drive by your billboard every day and never notice your message. Radio is

an active medium. Radio can create demand for your product or service and influence purchasing decisions on

a daily basis.

 Billboards have a negative image and are usually perceived as an "eyesore". Many communities have banned

or restricted billboards. Radio's message can be received at almost any location. Customers need not be in

any specific location to be exposed to your advertising message.

 Billboard advertising is inflexible. Copy revisions are difficult and expensive. Radio copy can be changed as

frequently as necessary to respond to changing market conditions, to promote special events or announce new

product lines.

 Billboard copy must be brief. The average billboard reader sees your message for just six seconds (if they see

it at all) - not enough time to make an impact. Radio offers a variety of commercial lengths and program

sponsorships.

 Billboard readership and physical condition deteriorate during inclement weather. Radio listening is not

hampered or controlled by seasonal conditions.

 Billboards without lights are ineffective after dark. With as many as 12 hours of darkness in some months, your

ad is totally useless more than half the time. Radio advertising actively promotes your business 24 hours a

day, 7 days a week.

 Billboards cannot stimulate customer interest or help you develop top-of-mind awareness. Radio uses the

power of the human voice to motivate listeners. Consistent radio advertising creates top-of-mind awareness for

your company. Radio creates a positive image for your company through repeated airing of your commercial

messages.

Don't settle for just a sign when you can have an effective advertising campaign instead. Put your ad dollars to

work on the radio!

ClevelaHw
843-



How Entertaining Is
Your Phone Book?

If you are relying on the Yellow Pages as your primary advertising medium, you’re missing the
boat! According to the book “The 8 Secrets of Powerful Advertising” by Michael S. Miller,
“Yellow Pages in and of themselves do not make an advertising campaign. In reality, Yellow
Pages are more of a directory than an advertising medium. Businesses that rely on Yellow
Pages advertising must wait for someone to come to them. Yellow Pages will not create
additional demand or top-of-mind awareness.”

If you are spending your advertising budget for Yellow Pages advertising, you should consider
switching your advertising to radio for optimum results.

Compare Yellow Pages to radio and you'll see the difference:

The Yellow Pages are passive. People consult the Yellow Pages only after the buying
decision has been made and only when they are ready to buy. Radio is an active medium.
Radio can create demand for your product or service and influence purchasing decisions on a
daily basis.

The Yellow Pages are used infrequently. Your Yellow Pages ad is not "on the job" everyday -
in most homes the Yellow Pages are stuffed under the bed, located at the bottom of a kitchen
drawer or just plain lost. Radio reaches over 96% of the U.S. population on a weekly basis.
The average person listens to radio over three hours per day and radio is the only major
advertising medium that reaches people in their cars.

The Yellow Pages are inflexible. You are locked in to the same ad copy for an entire year.
Radio copy can be changed as frequently as necessary to respond to changing market
conditions, to promote special events or announce new product lines.

The Yellow Pages are composed entirely of advertising, with your ad usually located right next
to your competitor's ad. Radio is mostly entertainment and news and your commercials are
never aired within 10 minutes of your competition.

Yellow Page directories located in public places are often missing, mutilated and/or out of date.
Radio is always complete, with no missing program material and always up-to-date.

Yellow Page ads are just ink-on-paper. They have no emotion and no motivation. Radio uses
the power of the human voice to motivate listeners. Sound makes radio commercials easier to
remember.

The Yellow Pages are nothing more than a reference source, they do absolutely nothing to
actively promote your business. Radio advertising actively promotes your business 24 hours a
day, 7 days a week. Consistent radio advertising creates top-of-mind awareness for your
company.

Don't settle for just an ad when you can have an effective advertising campaign instead. Put
your ad dollars to work on the radio!



The Brutal Truth
About Yellow Pages

Why are the Yellow Pages like nursing homes? They're shockingly expensive, few people under 70 use
ƚŚĞŵ͕ �ĂŶĚ�ŵĂŶǇ�ǁ ŚŽ�ĚŽ�ĂƌĞ�ũƵƐƚ�Ă�ůŝƩ ůĞ�ŽƵƚ�ŽĨ�ŝƚ ͘

Moral of the story? When you invest in Yellow Pages ads, ǇŽƵΖƌĞ�ƐĞƫ ŶŐ�Į ƌĞ�ƚŽ�ǇŽƵƌ�ŵŽŶĞǇ.

�ƌĞ�ǁ Ğ�ďĞŝŶŐ�Ă�ůŝƩ ůĞ�ŚĂƌƐŚ�ŽŶ�ƚŚŝƐ�ǀ ĞŶĞƌĂďůĞ�;ƌĞĂĚ͗ �ĂŶƟƋƵĞͿ�ŝŶĨŽƌŵĂƟŽŶ�ƐŽƵƌĐĞ͍ ��, Ğůů�ŶŽ͘ ��dŚŝƐ�ŽďƐŽůĞƚĞ�
technology sucks millions of dollars away from more cost-Ğī ĞĐƟǀ Ğ�ŵĂƌŬĞƟŶŐ�ƚŽŽůƐ͕ �ǁ ŚŝůĞ�ĚĞůŝǀ ĞƌŝŶŐ�
ůĞƐƐ�Ğǀ ĞƌǇ�ǇĞĂƌ͘��dŚĞƌĞ�ĂƌĞ�ďĞƩĞƌ�ƵƐĞƐ�ĨŽƌ�ǇŽƵƌ�ďƵĚŐĞƚ͕ �ĞƐƉĞĐŝĂůůǇ�ŝĨ�ǇŽƵ�ŵĂƌŬĞƚ�ŐŽŽĚƐ�ĂŶĚ�ƐĞƌǀ ŝĐĞƐ�ƚŽ�
people who don't ƌĞŵĞŵďĞƌ�ƚŚĞ�dƌƵŵĂŶ��ĚŵŝŶŝƐƚƌĂƟŽŶ͘

Way back in the 20th Century...
The answer to “Where can I buy a refrigerator?” used to be “let your fingers do the walking.”  But the 
ŽŶůǇ�ƉĞŽƉůĞ�ǁ ŚŽ�ĐŽŶƟŶƵĞ�ƚŽ�ǁ ĂůŬ�ƚŚŽƐĞ�Į ŶŐĞƌƐ�ŝŶ�this millennium are the ones who got into that habit
ĚĞĐĂĚĞƐ�ĂŐŽ͘ ��' ŽŽŐůĞ�ĂŶĚ�zĂŚŽŽ͕ �ƚŽ�ĐŝƚĞ�ƚǁ Ž�ƐŝƚĞƐ͕ �Žī Ğƌ�ǀ ĂƐƚůǇ�ŵŽƌĞ�ŝŶĨŽƌŵĂƟŽŶ͕ �ĨƌŽŵ�ŵŽƌĞ�ƐŽƵƌĐĞƐ͕ �
more quickly.  Fresher info, too.  Phone book accuracy begins to decay the moment it comes off the 
ƉƌŝŶƟŶŐ�ƉƌĞƐƐ͘

Look at your brand message: how can you best tell your story? If you can draw prospects – via broad-
cast or print ads, good search engine rankings, or sponsored search – to your website, you can offer 
ŝŶĨŽƌŵĂƟŽŶ�ƉƌĞĐŝƐĞůǇ�ƚĂŝůŽƌĞĚ�ƚŽ�ƚŚŽƐĞ�ƉƌŽƐƉĞĐƚƐ͕ �ǁ ŝƚŚ�ĂƐ�ŵƵĐŚ�Ěƌŝůů-ĚŽǁ Ŷ�ŝŶĨŽƌŵĂƟŽŶ�ĂƐ�ƚŚĞǇ�ĚĞƐŝƌĞ͘��
�ŶĚ�ƉŝĐƚƵƌĞƐ͘ ���ŶĚ�ǀ ŝĚĞŽ͘ ���ŶĚ�ĂŶŝŵĂƟŽŶƐ͘ ���ǀ ĞŶ�ƉĂŐĞƐ�ŽĨ�ƚĞĐŚŶŝĐĂů�ƐƉĞĐƐ�ŝĨ�ƉƌŽƐƉĞĐƚƐ�ŶĞĞĚ�ƚŚĞŵ͘ ���ŝŶͲ
go. Yahtzee. Home run. Hibachi.

E ŽƚĞ�ĐĂƌĞĨƵůůǇ͗�ǁ Ğ�ƐĂŝĚ�ΗƉƌŽƐƉĞĐƚƐΗ�ƚŚƌĞĞ�ƟŵĞƐ�ŝŶ�ƚŚĂƚ�ůĂƐƚ�ƉĂƌĂŐƌĂƉŚ͕ �ĂŶĚ�ŶŽƚ�ďǇ�ĐŚĂŶĐĞ͘��/Ŷ�ďƌĂŶĚŝŶŐ͕�
ǁ Ğ�ƉĂǇ�ůĞƐƐ�ĂƩ ĞŶƟŽŶ�ƚŽ�ǇŽƵƌ�ĐƵƐƚŽŵĞƌƐ͘ ����ƵƐƚŽŵĞƌ͛Ɛ�Ăƫ ƚƵĚĞƐ�ƚŽǁ ĂƌĚ�ǇŽƵ�ĂƌĞ�ĐŽŶƚĂŵŝŶĂƚĞĚ�ďǇ�ƌĞĂůŝͲ
ty; product performance will dictate repeat purchases. The bigger lever to your growth is to create a
ƉŽǁ ĞƌĨƵů�ďƌĂŶĚ͕ �ƚŽ�ŝŶŇƵĞŶĐĞ�ƉŽƐŝƟǀ ĞůǇ�ƚŚĞ�ĐŽůůĞĐƟǀ Ğ�ƉĞƌĐĞƉƟŽŶ�ŽĨ�ǇŽƵƌ�ďĞƐƚ�ƉƌŽƐƉĞĐƚƐ͘

Given that, why would you want to spend a king's ransom on Yellow Pages display ads? Those rectan-
ŐůĞƐ�ŽĨ�ƐƚĂƟĐ͕�ůŝŵŝƚĞĚ�ŝŶĨŽƌŵĂƟŽŶ�ǁ ŝůů�ďĞ͙ �ƚŚŝƐ�ŝƐ�ǁ ŚĞƌĞ�ǇŽƵƌ�ŝŶǀ ĞƐƚŵĞŶƚ�ŐĞƚƐ�ŵŽŶƵŵĞŶƚĂůůǇ�ƵŶƉƌŽĚƵĐͲ
Ɵǀ Ğ͙ �ƐƵƌƌŽƵŶĚĞĚ�ďǇ�Ğǀ ĞƌǇ�ĐŽŵƉĞƟƚŽƌ�ǇŽƵ�ŚĂǀ Ğ.  You've spent good money just to set off a round of 
comparison-shopping phone calls.  If you're the one called first, you can't close the sale; if you're called 



second or third, you have to be the low-price spread. It's a lose-lose. You may even be ignored totally
ŝĨ�ƚŚĞ�ƉƌŽƐƉĞĐƚ�ĨŽĐƵƐĞƐ�ŽŶ�ǇŽƵƌ�ĐŽŵƉĞƟƚŽƌ�ĂŶĚ�ŶĞǀ Ğƌ�ƐĞĞƐ�ǇŽƵ͘ ��zĞůůŽǁ �WĂŐĞƐ�ŝƐ�Ă�ΗƉƵƚ�ƚǁ Ž�ĚŽůůĂƌƐ�ŝŶ͕ �
get one dollar out" crapshoot.

Measure your ROBI...
�ŽŵƉĂŶŝĞƐ�ƚƌǇ�ƚŽ�ĂŶĂůǇǌĞ�ZĞƚƵƌŶ�KŶ�/Ŷǀ ĞƐƚŵĞŶƚ�ƚŽ�ũƵƐƟĨǇ�ƚŚĞŝƌ�ĐŽŶƟŶƵĞĚ�zĞůůŽǁ �WĂŐĞƐ�ƵƐĞ͕�ĐŽŵƉĂƌŝŶŐ�
ƚŚĞ�ĐŽƐƚ�ŽĨ�ƚŚĞ�ĂĚƐ�ƚŽ�ƚŚĞ�ƐĂůĞƐ�ĂƩ ƌŝďƵƚĞĚ�ƚŽ�ƚŚĞ�ŵĞĚŝƵŵ ͕ �ďƵƚ�ƚŚŝƐ�ŝƐ�ĚĞĞƉůǇ�ŇĂǁ ĞĚ͕ �ĨŽƌ�ƚǁ Ž�ƌĞĂƐŽŶƐ͗

The first flaw is the dilemma discussed in the last paragraph:  you're spending money to be compared 
ƚŽ�Ğǀ ĞƌǇ�ĐŽŵƉĞƟƚŽƌ͕�ƌŝŐŚƚ�ƚŚĞƌĞ�ŽŶ�ƚŚĞ�ƐĂŵĞ�ƉĂŐĞ͘��/ƚΖƐ�ŝŵƉŽƐƐŝďůĞ�ƚŽ�ŵĞĂƐƵƌĞ�ďƵƚ�ĞĂƐǇ�ƚŽ�ŝŵĂŐŝŶĞ�ŚŽǁ �
many sales you lost that way, greatly reducing your ROBI (Return On Bad Investment). Let's get real: is
ǇŽƵƌ�zĞůůŽǁ �WĂŐĞƐ�ĂĚ�ƐŽ�ŵĂŐŶĞƟĐ�ƚŚĂƚ�ǇŽƵ�ǁ ŝůů�ĐĂƉƚƵƌĞ�Ă�ƌĞĂĚĞƌΖƐ�ĞǇĞƐ�ƚŽƚĂůůǇ͍ ��̂ Ž�ƉŽǁ ĞƌĨƵů�ƐŚĞ�ǁ ŽŶΖƚ�
even look at the ad next door? Right.

dŚĞ�ƐĞĐŽŶĚ�ŇĂǁ ͍ ��dŽŽ�ŵĂŶǇ�ƐĂůĞƐ�ĂƌĞ�ĂƩ ƌŝďƵƚĞĚ�ƚŽ�zĞůůŽǁ �WĂŐĞƐ͗ ��WƌŽƐƉĞĐƚ���ŚĂƐ�ƐĞĞŶ�ǇŽƵƌ�ŵĂŐĂǌŝŶĞ�
ads and bus sides, heard your radio spots, and decides to call. If he looks up your phone number, the
ĂŶƐǁ Ğƌ�ƚŽ�Ηǁ ŚĞƌĞ�ĚŝĚ�ǇŽƵ�ŚĞĂƌ�ĂďŽƵƚ�ƵƐ͍ Η�ǁ ŝůů�ŽŌĞŶ�ďĞ�ŵŝƐĂƩ ƌŝďƵƚĞĚ�ƚŽ�ƚŚĂƚ�ƚŚŝŶŐ�Ɛŝƫ ŶŐ�ŝŶ�ĨƌŽŶƚ�ŽĨ�
Śŝŵ ͘ ��>ŽŽŬ�Ăƚ�ǇŽƵƌ�ŶƵŵďĞƌƐ͘ ��/Ĩ�ǇŽƵΖƌĞ�Ă�zĞůůŽǁ �WĂŐĞƐ�ĂĚǀ ĞƌƟƐĞƌ͕�ǇŽƵΖƌĞ�ƉƌŽďĂďůǇ�ƐĞĞŝŶŐ�ĚĞĐůŝŶĞƐ�ĨƌŽŵ�
ǇĞĂƌ�ƚŽ�ǇĞĂƌ͕�Ă�ƚƌĞŶĚ�ǁ Ğ�ƉƌĞĚŝĐƚ�ǁ ŝůů�ĐŽŶƟŶƵĞ͘��dŚĞ�ƚŽƚĂů�ŶƵŵďĞƌ�ŽĨ�zĞůŽǁ �WĂŐĞƐ�ƵƐĞƌƐ�ǁ ŝůů�ĚĞĐůŝŶĞ͕�ďĞͲ
cause, to put it bluntly - Ğǀ ĞƌǇ�ǇĞĂƌ�Ă�ƉŽƌƟŽŶ�ŽĨ�ƚŚĞŵ�ΗůĞĂǀ Ğ�ƚŚĞ�ŵĂƌŬĞƚ͘ Η

/ƚΖƐ�ĂŶ�ĂĚĚŝĐƟŽŶ͕ �ĂŶĚ�ĨĞĂƌ�ŽĨ�ǁ ŝƚŚĚƌĂǁ Ăů�ŝƐ�ǁ ŚĂƚ�ŬĞĞƉƐ�ƚŚĞ�zĞůůŽǁ �WĂŐĞƐ�ŽŶ�ůŝĨĞ�ƐƵƉƉŽƌƚ͘ ���ůů�ƚŚĞ�ƐŵŽŬĞ-
and-ŵŝƌƌŽƌ�ĨĞĂƌ�ƚĂĐƟĐƐ�ŽĨ�ΗĐŽŵďŝŶĞĚ�ƌĂƚĞƐΗ�ĂŶĚ�Ηǀ ŽůƵŵĞ�ĚŝƐĐŽƵŶƚƐΗ�ĂŶĚ�ŝŵƉůŝĞĚ�ƚŚƌĞĂƚƐ�ƚŽ�ďĂŶŝƐŚ�ǇŽƵ�
ƚŽ�Ă�ΗďĂĚ�ƉŽƐŝƟŽŶΗ�ŝĨ�ǇŽƵ�ƌĞĚƵĐĞ�ƚŚĞ�ƐŝǌĞ�ŽĨ�ǇŽƵƌ�ĂĚƐ�ŵŝƐƐ�ƚŚĞ�ƉŽŝŶƚ͗ ��ƚŚĞǇ�ĂƌĞ�Ăůů�ďĂĚ�ƉŽƐŝƟŽŶƐ�– over-
ƉƌŝĐĞĚ͕ �ƵŶĚĞƌƉĞƌĨŽƌŵŝŶŐ͕�ĂŶĚ�ŽƵƚĚĂƚĞĚ͘ ��:ŽŝŶ�ƚŚĞ�ƌĞǀ ŽůƵƟŽŶ͗ ��ǇŽƵ�ƐŚŽƵůĚ�ŬĞĞƉ�Ă�ƐŝŵƉůĞ�ůŝŶĞ�ůŝƐƟŶŐ�ĨŽƌ�
older people who need to look up your phone number, but quit display ads cold turkey. Start now,
because it will take 12 to 18 months to recapture and redeploy those budgets.

Consider anyone who says "oh, our company has always used the Yellow Pages" as a person failing to
ĂĚĂƉƚ�ƚŽ�ĐŚĂŶŐŝŶŐ�ƟŵĞƐ͘ ��dŚĂƚΖƐ�ƵŶĚĞƌƐƚĂŶĚĂďůĞ͕�ĂĐƚƵĂůůǇ͕�ďĞĐĂƵƐĞ�ŶŽŶĞ�ŽĨ�ƚŚŝƐ�ǁ ŽƵůĚ�ŚĂǀ Ğ�ďĞĞŶ�ƚƌƵĞ�
ten years ago.  Even five years ago, before high-ƐƉĞĞĚ�ĐŽŶŶĞĐƟǀ ŝƚǇ�ŐŽƚ�ƐŽ�ǁ ŝĚĞƐƉƌĞĂĚ͕ �ŝƚ�ǁ ĂƐ�ŶŽƚ�Ă�ƐůĂŵ�
dunk. Many of the clients we speak to admit their Yellow Pages results are in year-to-year decline, but
they persist out of fear.

�ƌĞ�ƚŚĞƌĞ�ĞǆĐĞƉƟŽŶƐ͍ �K Ĩ�ĐŽƵƌƐĞ͘
/Ĩ�ǇŽƵΖƌĞ�Ă�ůŽĐŬƐŵŝƚŚ͕ �Žƌ�Ă�ĐŽŵƉƵƚĞƌ�ƌĞƉĂŝƌ�ƐŚŽƉ͕ �ǇŽƵ�ŵƵƐƚ�ĂĚǀ ĞƌƟƐĞ�ƚŚĞƌĞ͗��ǇŽƵƌ�ƉƌŽƐƉĞĐƚƐ�ĂƌĞ�ƚĞŵƉŽͲ
ƌĂƌŝůǇ�ĚĞƉƌŝǀ ĞĚ�ŽĨ�ƐĞĂƌĐŚ�ĞŶŐŝŶĞ�ĂĐĐĞƐƐ͘ ��>ŝŬĞǁ ŝƐĞ͕�ŝĨ�ǇŽƵΖƌĞ�ŵĂƌŬĞƟŶŐ�ƚŽ�ƚŚĞ�ĞůĚĞƌůǇ�Žƌ�ƚŽ�ƚŚĞ�ƉŽŽƌ�
(credit furniture, payday loans, monthly-pay car insurance, bankruptcy counseling...) Yellow Pages
might be cost-Ğī ĞĐƟǀ Ğ�– maybe.



Your best media strategy?
�ƐƐƵŵŝŶŐ�ǇŽƵΖƌĞ�ŶŽƚ�ŽŶĞ�ŽĨ�ƚŚŽƐĞ�ƌĂƌĞ�ĞǆĐĞƉƟŽŶƐ͕ �ǇŽƵƌ�ŵŽƐƚ�Ğī ĞĐƟǀ Ğ͕�ŵŽƐƚ�ůĞǀ ĞƌĂŐĞĚ�ĂƉƉƌŽĂĐŚ�ƚŽ�
media can best be planned by brand strategists with the help of media planning specialists, considering
your service or product, your geography, the demographics and psychographics of your primary and
secondary market segments, your seasonality, budget, research… it gets even more complicated than
that, but we'll be happy to help you sort it out, to get you into this ĐĞŶƚƵƌǇΖƐ�ďĞƐƚ�ďƌĂŶĚŝŶŐ�ƉƌĂĐƟĐĞƐ͘

KŶĞ�ƚŚŝŶŐ�ŝƐ�ĨĂŝƌůǇ�ƐƚƌĂŝŐŚƞŽƌǁ ĂƌĚ�ĂŶĚ�ŝŵŵĞĚŝĂƚĞ͗ ��ŝĨ�ǇŽƵΖƌĞ�ƐƉĞŶĚŝŶŐ�ŵŽƌĞ�ƚŚĂŶ�ƚŚĞ�ǀ ĞƌǇ�ŵŝŶŝŵƵŵ�ŽŶ�
zĞůůŽǁ �WĂŐĞƐ͕ �ŝƚΖƐ�ƟŵĞ�ƚŽ�ŬŝĐŬ�ƚŚĞ�ŚĂďŝƚ͘

=
&ƌŽŵ�<ŝůůŝĂŶ�Θ��ŽŵƉĂŶǇ��Ěǀ ĞƌƟƐŝŶŐ�- ǁ ǁ ǁ ͘ ŬŝůůŝĂŶĂĚǀ ĞƌƟƐŝŶŐ͘ĐŽŵ

&ƌŽŵ�ƚŚĞ�h^��dŽĚĂǇ͗��:ĂŶĂŶ�EĞǁ ͕ �ĞǆĞĐƵƟǀ Ğ�ĚŝƌĞĐƚŽƌ�ŽĨ�ƚŚĞ�̂ ĂŶ�&ƌĂŶĐŝƐĐŽ��ƉĂƌƚŵĞŶƚ��ƐƐŽĐŝĂƟŽŶ͕ �ƚŽůĚ�EWZ͕ �͞ /Ĩ�ƚŚĞ�
tenants don’t pick them up, the books collect down there in the lobby, which creates not only a garbage hazard
but a fire hazard. And there’s no reliance on either the owner or the resident manager to pick all of that up and 
recycle it.” New was talking about the Yellow Pages, that stalwart of the landline era when looking up a commer-
ĐŝĂů�ƉŚŽŶĞ�ŶƵŵďĞƌ�ŵĞĂŶƚ�ŇŝƉƉŝŶŐ�ƚŚƌŽƵŐŚ�ƉĂŐĞ�ĂŌĞƌ�ŐŽůĚĞŶƌŽĚ�ƉĂŐĞ͕�ƐƋƵŝŶƟŶŐ�Ăƚ�ůŝŶĞƐ�ŽĨ�Ɛŝǆ-point type to find 
ƚŚĞ�ƌŝŐŚƚ�ůŝƐƟŶŐ͘�dŽĚĂǇ͕�ŝƚ ͛ Ɛ�ŶŽƚ�ĞĂƐǇ�ďĞŝŶŐ�ǇĞůůŽǁ �ŝŶ�ĂŶ�ĞƌĂ�ŽĨ�ŐƌĞĞŶ͗ ��ƌŝƟĐƐ�ŽĨ�ƚŚĞ�zĞůůŽǁ �WĂŐĞƐ�ƐĂǇ�ƚŚĞǇ͛ƌĞ�ǁ ĂƐƚĞͲ
ful, bad for the environment and about as useful as a mimeograph or card catalog. And the more the books go
unused, the more they pile up in apartment hallways, landfills and recycling centers. Last year alone, San Francis-
ĐŽ�ƌĞĐĞŝǀ ĞĚ�ĂďŽƵƚ�ϭ͘ ϲ�ŵŝůůŝŽŶ�zĞůůŽǁ �WĂŐĞƐ�ďŽŽŬƐ�ĨŽƌ�ŽŶůǇ�ϴϬϬ͕ϬϬϬ�ƌĞƐŝĚĞŶƚƐ͕ �ĐƌĞĂƟŶŐ�ŶĞĂƌůǇ�ϳ �ŵŝůůŝŽŶ�ƉŽƵŶĚƐ�ŽĨ�
waste. So in May, San Francisco banned the books. In a 9-1 vote, the city’s Board of Supervisors approved an
ordinance to create a three-ǇĞĂƌ�ƉŝůŽƚ�ƉƌŽŐƌĂŵ�ůŝŵŝƟŶŐ�ĚĞůŝǀ ĞƌǇ�ŽŶůǇ�ƚŽ�ĐƵƐƚŽŵĞƌƐ�ǁ ŚŽ�ĂƌĞ�Ăƚ�ŚŽŵĞ�ƚŽ�ƉŚǇƐŝĐĂůůǇ�
ĂĐĐĞƉƚ�ƚŚĞŵ�Žƌ�ǁ ŚŽ�Őŝǀ Ğ�ƉƌŝŽƌ�ĂƉƉƌŽǀ Ăů�ďǇ�ƉŚŽŶĞ͕�ŵĂŝů�Žƌ�ƐƟĐŬǇ�ŶŽƚĞ͘�;^ĂŶ�&ƌĂŶĐŝƐĐŽ�D ĂǇŽƌ��Ě�>ĞĞ�ƐŝŐŶĞĚ�ŝƚ�ŝŶƚŽ�
law just two weeks later, making it the first city in the country to ban what some have called a glorified doorstop.) 

Photo:  Tons of discarded Yellow Pages books fill a landfill. 



Deader Than a Bag of Hammers
Mini-Bikes, Tape Recorders, Leisure Suits and Yellow Pages

The Las Vegas Hilton, 2003: The stagehand said, “This is the stage where Elvis appeared when he played Vegas.” He was helping
me set up to speak to the managers of all the local, county and state fairs in the English-speaking world.

When my stage buddy said we were good to go, the floor attendants opened the doors and the crowd washed into the room, thick
streams of people jamming the aisles, then branching into little rivulets as they chose specific rows of seats. I went backstage to get
last-minute instructions from my hosts.

The chairman of the board looked at me and said, “You’ll be speaking to about 16 hundred members and delegates from the US,
Canada, England and Australia. They’re looking for ways to boost attendance at their fairs.” The board of directors then filled me up
with everything they felt I needed to know. When they had finally spent themselves, I asked, “What does your organization do, ex-
actly?”

The chairman answered, “The main benefit we offer our members is a monthly magazine that reports the gate attendance of all the
different fairs. We also report which performers and attractions were the biggest draws. The manager in Des Moines whose fair is
about to begin wants to know what happened at the Chicago fair that just ended.”

We started walking from the green room toward the wing of the stage when we heard the emcee begin to welcome the crowd.

“But doesn’t it take a long time to gather all the information, print it and get it to the members?” I asked. “Yes, and that’s a big frustra-
tion among the membership. They say the magazine is mostly old news by the time it arrives.” “You don’t have a website?” “Son,” he
said as he stopped abruptly, “the average age of the people you’re about to address is 72 years old. Many of them are over 80.
There’s no one in the house younger than 65. These just aren’t internet people.”

At that moment, the emcee flung his arm toward me and shouted, “Roy H. Williams!” With a final glance at the chairman, I walked
onto the stage and quietly took off my shoes. Standing there in my socks, I studied the crowd a minute. They looked at me as I looked
at them.

Then I raised my hand and said, “How many of you have used a search engine in the past 7 days to research a purchase you were
considering?” Sixteen hundred hands went up simultaneously. I looked offstage at the chairman. The man was openly stunned. I
think he may still be standing there.

Pennie and I found a plastic bag at the end of our driveway last Tuesday. In it were 3 different Yellow Page books. This triggered a
discussion between Pennie and me about icons of the past. We recalled the famous Yellow Pages ad of 1962, “Let Your Fingers Do
The Walking.” We talked about all the different tape recorders we’d owned. I told her about the J.C. Penney Golden Pinto mini-bike I
coveted in 1970. And then I dropped the bag of books into the garbage.

The next morning I received an email from my client and friend, Vess Barnes: Roy, When do you predict the demise of Yellow Pages
and their brand-associated websites? Is money spent there basically wasted? Have a great week. Aloha, Vess

Short Answer: Yes, money spent in the Yellow Pages (and their associated websites) is basically wasted.
Have you ever Googled a product or service and had the search engine direct you to the online Yellow Pages listing for a com-
pany? I’ve never once experienced it. Search engines elevate the most commonly clicked links. Think about what this implies. (Okay,
I'll spell it out for you: if people were using the digital Yellow Pages, those online Yellow Page ads would rank higher on Google and
the other search engines. The ads don't rank high on Google because most people never see those ads.)

During the past few years, a number of our service company clients (foundation repair specialists, plumbers, HVAC companies, etc.)
have taken our advice and abandoned the yellow pages completely, moving virtually 100 percent of their ad budgets to the radio.
They already have websites, of course. These businesses, without exception, are outdistancing their competitors in the area of new
customer acquisition.

I’m fairly certain my position will generate a firestorm of emails from people who feel passionately that I’m wrong. But there are others
who will know I’m right.

Are you in that second group? Do you have the courage to slash your Yellow Page budget? Would you like to learn how to craft ads
for radio and the internet that will gain and hold the attention of a far-too-busy public?

MONDAYMORNINGMEMO©

of Roy H. Williams, the Wizard of Ads®

December 21, 2009
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