L

How can research drive revenue & DOLLYWAGON
profit growth for Regional Press? 0000000000




", ow to make money using research”

“, ow can research drive revenue and profit growth for
regional press titles?”

"hort, pointed and awkward
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dhe research team is often more 'respected' than loved

VWople don't like research that's drier than yesterday's toast

' ood researchers turn facts into stories - people need narratives
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t henis comes to new research, never assume “/f / build it they will
come”

Kr perhaps more accurately, “/f they asked for it they will use it...”

~ell your work to your colleagues; they will then sell it to the
market
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The case against...Case Studies

e wary of case studies
gency folk rarely even glance at them...

...not least because they often make terrible lunch-time reading
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The case In favour of...Case Studies

Wanners and buyers often need ammo to underpin (or post rationalise) a
media scheduling decision

dip: make case studies short with salient facts to the fore

dhen make it *very* easy for stressed agency staff to find and 'nick' them
for pitch presentations and audit meetings
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Uber-case study: RadioGAUGE

Zadio' h' -award winning radio advertising measurement funded by
the ommercial Zadio industry (Z )

:udged to be an unqualified success after three years of operation

D ore than 200 radio campaigns measured since 2007
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Uber-case study: RadioGAUGE

Knline survey of radio listeners, at least every fortnight
D easures three advertisers in every survey wave

ach ad ‘slot’ offered free of charge on a first come, first served basis
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Why the RAB invested in RadioGauge:
Brand churn on radio doubled 2004 - 2007
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Key factors contributing to churn

oo . reativity has been a perennial
oo problem for radio

50%

40% - dhe emergence of online

30% advertising has fundamentally
20% shifted advertisers’ expectations
10%

of media accountability
0% +

Creative issues
Accountability issues
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Long-term ambition for RadioGauge
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Providing evidence of radio’s effect:
Ad awareness/brand consideration

$G $Z DUHQHW %DQG & RQVLGHLDVRQ

CR Listeners Non Listeners CR Listeners Non Listeners
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Providing creative development learning:
5I's of effective creativity

avge
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Providing creative development learning:
5I's of effective creativity
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Providing creative development learning:
5I's of effective creativity
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Results: Churn stemmed across 2008
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Results: real revenue growth vs the market
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Results: real revenue growth vs the market
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clear purpose — arrest the churn of big advertisers

ddress key concerns — creativity & accountability

Kffer clear customer benefits — individual campaign results & it’s free!



iscipline — clear survey rules, consistently applied

Austainability — high quality data, low cost design

D arketing — cunning debriefs, effective launch campaign, support
material & trained presenters



Thank you

mail jason.brownlee@dollywagon.com
t ebsite www.dollywagon.com

log dollywagon.com/blog
dwitter @ ollywaggon

&acebook



