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Agenda

* Insights & Strategy

* Building your Revenue Toolkit

* The ldeas - 5 Integrated Campaigns
* Be Ready to Sell
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Insights

* Radioisina unique position to offer multi-channel
engagement & advertising opportunities
— On-Air
— Web
— Mobile
— Social

* Leverage local personalities and community connection

* Make digital feel familiar by playing to your strengths
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Don’t Give Away the Goods

Advertisers are no longer spending
in online vs offline silos. Radio must
stop thinking about digital vs
traditional advertising but rather
treat them as an integrated unit.

Presentation for CMO Spend Survey 2015: Eye on the Buyer, Gartner, October 2014
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Making the Journey

Build your Create “crglii

Revenue Engaging

Toolkit Promotions Sell
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Digital Revenue Trends

 Think outside of the “Box Ad”

* Push to high yield units instead of traditional banners
— Video
— Mobile
— Premium Ad Units

* Digital spending by local businesses is expected to grow 42% this
year?!
* Native Advertising growth will continue unabated

— Studies indicate native ads deliver 6x more conversion than banner ads?

1. Source: Borrell Associates, 2015 2. http://navigatingnative.com/2014/12/native-advertising-trends-insight-2015/
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Building your toolkit

"6 | Ready to Sell

* Page takeovers - premium position, high impact

* Local logos - with option for feature position, make money year-
round, simple to execute

* Profiles of key businesses - done by station personalities
* Promoted content - advice from local advertisers
* Video Pre-roll - premium ad unit with high response rates

* Contests - regular sponsored contests that integrate with your
brand and offer email list acquisition for your clients

* Email — high CPMs for banners, drive additional web traffic
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Things to Consider

Ready to Sell

 When reviewing the ideas presented, SoCast recommends
considering these factors:

Simple

Repeatable

Fits your target customer

Offers new value to advertisers

Runs year-round or extended time

Makes it easy for your Sales team to discuss digital

Make it easy to pair with a terrestrial media buy (e.g. position packages as
“add-ons”)
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Idea 1: Holiday Rush



The Concept — Holiday Rush

We help you do your holiday shopping! Participate in our weekly
draws and have the chance to win amazing prizes. One lucky family
will win a dream holiday package!
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The Details — Holiday Rush

"6 | Ready to Sell

* Multiple advertisers would participate with a different featured
business each week

— Each contributes a prize to draw

* Focus advertiser would receive promotional write-up (with
potential for interview with on-air personality)

* Sijte takeovers done in consistent creative to streamline
execution

* Contest is promoted across all of the market’s properties
e Consider including charity element to compliment holiday theme
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The Rationale — Holiday Rush

* Sweepstakes remain a reliable traffic driver that generates
repeat site traffic, database growth and ad impressions

* Could become franchise promotion that is repeated each year
* Easy for advertisers and audience to understand
* Measureable — click through and coupon redemptions
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The Inventory — Holiday Rush

* Local Logos on contest page

* Site takeover

* Video pre-roll promoting contest — focus on major sponsor(s)
* Profiles of key businesses

* Air time (optional)

* Coupon / vouchers
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SHOPPERS

DRUG MART
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Idea 2: Shop #Local



The Concept — Shop #Local

As a members of your community, proudly support the people and
businesses who drive our local economy
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The Details — Shop #Local

* Native Advertising with a local twist

— Solution Listicles - Backyard BBQ Tips, Back to school, Fall - yard care, retail,
etc.

— Local business profiles

* New articles from advertiser on a weekly basis
— Ghost-written by team
— Ideally includes short video which can also be used from pre-roll

* Articles are previewed on the homepage as well as in new
navigation items (eg. “Special Offers” page & microsites)

* Syndicated across all sites for wider impact & more impressions
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The Rationale — Shop Local

* “Shop Local” is a growing movement that resonates with may
Americans

— 45 per cent of consumers had made an effort to buy local in the past year,
87 per cent believed it was more environmentally responsible

* This movement also aligns well with your brands, which are
hyperlocal and carry the voice of the community

* Combat “Showroom Shopping” trend
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The Inventory - Shop #Local

* Native advertising

* Page take over

* Video pre-roll

* Site navigation

e Potential for events

* On-air mentions & testimonials

* Profiles of businesses by on-air talent
* Social Media posts
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Idea 3: User Generated Content Contest



The Concept — User Generated Content

Execute a local talent search contest where your audience
participates in an “American Idol” style competition to win a great
prizes.
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The Details — User Generated Content

Ready to Sell

 Think Talent Contest on Steroids

Music talent search — have your listeners become contestants
Ending in live event hosted at participating sponsor venue

* Multi-week integrated campaign

Sponsors benefit from exclusive content gated to your digital properties

Numerous on-air, online, social and interactive opportunities for sponsors
Repurpose video/audio of each stage of the competition in web and social
Invite contestants in studio for live performance and leverage video/audio

* Syndicated across web and social
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The Rationale — User Generated Content

"6 | Ready to Sell

* Content Galore
— Easy content generation — let your audience create engaging content for you
— Video and audio content for on-air, online and social engagement

* Encourage membership growth with voting for contestants

* Engage listeners with multiple contest stages — build a serial
effect

* Potential to generate viral content
* Benefit from the “Influencer Effect”
* Create community good will for your brands and ad partners
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The Inventory — User Generated Content

* Site navigation

* Presenting sponsorship

* Event sponsorship & activation opportunities
* On-air mentions

* Social media mentions

* On-air spots

* Local logos
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Idea 4: Loyalty Clubs



The Concept — Loyalty Club

Celebration of moms with great deals, contests and content.
Advertisers can sponsor promotions, provide mom-friendly content
or support great events.
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The Details — Loyalty Club

* Develop loyalty offering that compliments a specific target audience

* Generate themed online sections that offer advertiser-generated
content

— Sections with content on: 1) Easy Lunches (from local grocery store) 2) Back to
School Must-Haves (local retailer) 3) Work / life balance (health care service)

— Compliment with on-air content featuring segments with local ad partners

* Blogs & articles are previewed on the homepage as well as in new
navigation sections

* Drive member data acquisition to validate with current ad partners and
to share with future ad partners
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The Rationale — Loyalty Club

* Ad buyers are looking to own more of their data
* Gather buying intelligence on a specific listener segment
* Aggregate email addresses

* Develop specific on-air and online destination for targeted
audience & demographic — generates brand loyalty

* Premium dollars with more targeted groups
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The Inventory — Loyalty Club

* Native advertising

* Video pre-roli

* Site navigation

* Microsites

* Membership data — double opt-ins
* Sell targeted sponsorships

* eNewsletter program
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Idea 5: Station Participation Challenge



The Concept — Station Challenge

"6 | Ready to Sell

Host a fitness challenge pitting different stations/personalities
against each other in an extended competition and invite audience
to follow along to see which station can live healthier and achieve

transformation.

i/ SoCasb 2016-07-06 | 37




The Details — Station Challenge

* Announcers compete in multi-week challenge and are scored based on
weight loss and health transfromation

— Scored posted regularly based on weekly check ins

* Listeners submit pictures of inspiration to win prizes throughout
— Winner(s) win a free 13-week challenge from sponsor

* Syndicated across all participating sites & stations

* Complimentary on-air and online content around theme

— Weekly nutritional segments and blogs
— On-air fitness advice and interviews with sponsor and participants

Participant blogs, social posts and updates
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The Rationale - — Station Challenge

* Targeted ad campaign for specific partner with strong product
tie-in (eg. Gyms, Nutritional services, personal trainers)

* Creates weekly appointment listening opportunities — CTA
around weekly on-air weigh ins and updates

* It’s got legs — multi-stage over extended time frame
* Creates large volume of user & participant generated content
* Huge social media content opportunities

* Creates strong affinity and passion between listener & your
talent
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The Inventory — Station Challenge

* Native advertising

* Presenting sponsorship

* Site navigation

* Social media mentions

e Contesting element

* On-air mentions & testimonials
* Local business logos
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Monetization
ols

Ready to Sell
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Media Kit o

* Update your media kit
— Update testimonials and/or feature existing ones more prominently
— Include success stories and data

* Develop collateral specific to promotion offerings including:
— Inventory and pricing

— Potential audience and business impact for advertisers
— Key program details (Dates, Creative Specifications, Run time etc.)
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Planning and Training

»¢ I Ready to Sell

* Set out revenue targets for the promotion and monitor internal
progress

* Undergo internal training on promotion and new inventory
* Add advertising information to all of your sites

* Ensure production of any required creative is as simple as
possible for advertisers
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Launch Recommendations

* Conduct an “open house” event for key advertisers

* Present them with digital capabilities as well as tentpole
promotion

* Enlist personalities into sales process

* Offer incentives for early adopters (e.g. first three advertisers
receive X bonus, exclusivity)
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Before you go.......

1. Learn more about SoCast at — www.socastdigital.com

2. Email eric@socastdigital.com if you’d like a copy of this
presentation

3. Win a complimentary Building Revenue with Digital training
session with SoCast’s Client Success Team (valued at $2,500)



http://www.socastdigital.com/
mailto:eric@socastdigital.com



https://www.socastdigital.com/
https://www.twitter.com/socastsrm
https://www.facebook.com/SoCastDigital/

