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Commercial vs. BBC radio

Weekly Reach % {Adults 15+ = 46 million)
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Commercial radio - audience profile
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Consumers continue to love radio
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But share of display advertising
revenue lags behind
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Commercial radio revenue
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Brand churn on radio has almost
doubled 2005 - 2007
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Churn has been arrested thanks partly to new
effectiveness research (RadioGAUGE)
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Strongbow

(Alcoholic Cider Drink)

Creating “thirst appeal” at relevant times
to generate high response
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Background
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Why radio?
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Why radio?
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Implementation
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Implementation
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Implementation
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Results
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RadioGAUGE — effectiveness scores

Commercial vs. Non-commercial listeners



RadioGAUGE 5i's — creative scores
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RadioGAUGE 5i's — creative scores
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RadioGAUGE 5i's — creative scores
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Summary
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The final word



