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Podcasting as a PR Tool

Anyone can produce a podcast; not everyone
can make it effective

You see them every day: your target demographic walking down the
street, jogging on the treadmill, sitting next to you on the train, more
and more with headphones in their ears. They are oblivious to the
world around them, entranced by their new digital media player.

A growing audience is listening to anything and everything imaginable
on the tiny player in their pocket. Not just music, but news, sports,
current events, entertain-
ment - the choice is
enormous, searchable and
specific. Podcasts are
following the footsteps of
FM radio and fast becom-
ing a big part of life.
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This new medium is much Radio PR Reference Table

like radio but free from
previous constraints: With podcasting, you control every second of
content that the listener hears. Podcasting effectively cuts out the mid-
dlemen (the radio news and program directors who ultimately choose
what airs and what doesn’t) and puts your content directly in the hands
- and ears - of your target audience.

But how do you make a podcast achieve your PR goals? Make sure
that your message is right for your target demographic, that the podcast
will get posted where the right audience will find it, and that the pro-
duction will keep them listening throughout.

There are lots of ways to use podcasts as PR:

* Mission statement or branding

* Book publicity or author interview

* Member education, like an audio newsletter
* Event coverage or news reporting

* Entertainment and much more

So the next time you see those familiar headphones, you can relax
knowing your podcast will help you reach the new demographic of the

21st century.
- Ryan McKenna

Podcasting Statistics:
*The top podcast sites include iTunes, Yahoo!, iPodder and Feedburner.
* There are over 60,000 podcasts hosted at iTunes alone.

* The most popular podcasts include NPR's On the Media, and The Dawn
and Drew Show.

* Apple confirms they have sold more than 30 million iPods with some experts
predicting they will sell more than 80 million by the end of 2006.

* Apple has more than 75% of the U.S. MP3 player market.
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Grassroots Qutreach

Radio hits home and target demo-
graphics with advocacy messaging

Election time or not, going grassroots to move a message
is a key goal of communicators. Radio has a variety of
trusted and effective tools to target listeners, both
nationally and at local levels.

First, there is the gamut of radio PR techniques (see
below) designed to harness radio’s history of strong,
local connections. Personalities and programming are
intimately tied to the communities they serve; listeners
have a bond with their station and trust what they hear.
Radio PR techniques are tailored to reach specific sta-
tions and air within certain day-parts and programs.

Media buys are another tool for grassroots campaigns
though often overlooked. [see “More on Media Buying”
on page 3] Advocacy advertising on local stations is a
well-known component of many national political cam-
paigns - in terms both of candidates (congressional and,
in key states, presidential) and of specific issues and pro-
posed legislation. However, grassroots efforts can also
benefit from this guaranteed form of radio placement.

The beauty of using radio for grassroots outreach is

that your key message can fit into the intimate relation-

ship between audience and broadcaster. Through skilled
targeting, appropriate techniques and tailored messages,
your specific demographic - whether large or small - can
be influenced, all within a smaller budget than you

might think.
- Bill Polglase

Which techniques meet grassroots
goals? They all do!

RadioTour - Your spokesperson can get into the nitty-gritty of a
grassroots topic with interviews on local stations.

NewsFeed - Send sharp soundbites to hundreds of stations in
specific states or congressional districts, compelling listeners to
call or vote.

PSA - When your message is truly non-partisan (like health or
safety issues) you can get free airtime on thousands of stations.

Media Buy - To guarantee that your grassroots message reaches
specific demographics, a local, targeted media buy doesn’t have
to break the bank.

Daybreak Fax - Get quick stats, website or contact information
out to thousands of stations overnight.

More - Think “outside the box” by combining techniques and
timing distributions to grow grassroots results with radio.

North American Network’s Radio Resource Phone: 301-654-9810 Fax: 301-654-9828 Email: info@nanradio.com







tradition of educating listeners on a wide
variety of timely subjects,” says Tebo. It’s

ConsumerFeature:

The Man Behind
the Voice

If you look through the glass door to Bob

on topics that include health, finance and
technology.

Bob Tebo is more than a voice. His days
Tebo’s office, you'll see posteards from the . po e and determining what
would make it successful. “If a client
doesn’t have a script, I volunteer to write

tropics, vintage rock’n’roll posters, and hun-
dreds of tapes and CDs stacked on shelves
along the walls. If you peer in closer, you'll

see him speaking into a microphone, script oo message they want to share.”

Tebo is a master at
developing messaging.
“I try to look over the
script and read it as a

in hand and face ani-
mated with an
expression of
warmth. If you press
your ear against his
door, you’ll hear a

“I think about how I

voice that resonates would want to hear it

with authoritative over the radio.”

friendliness.
Since 1993, Tebo has

been the voice of the also an experienced

producer and editor.
Once the script is fin-
ished and approved,
Tebo records the

Consumer Radio
Network, a division
of North American
Network that pro-

duces 60-second fea-

tures reaching millions of radio listeners expert on the particular consumer topic.

He edits a final product, and sends it to
hundreds of radio stations that regularly
anticipate the monthly series. “I send an

MP3 file to the client first,” says Tebo.

across the country. Every month, via CD,
satellite and the Internet, the division dis-
tributes dozens of ConsumerFeatures on
industry trends, product announcements
and safety and consumer protection issues.

[ .
With ConsumerFeatures, we have along 0 T oo a oo

More on Media Buying

Media buys aren’t just for national, major-market or big- budget campaigns. Advocacy
advertising for state and local issues is a North American Network specialty. Our inti-
mate experience with radio not only spans across the country, but also down to specific
states, counties, metro markets and congressional districts.

Here’s some of what we’ve learned:

News/Talk stations aren’t your only outlets.
In many cases, music-based stations can be better demographic matches for your target

audiences. Also, some News/Talk stations charge a significant premium for advocacy-

based ads.

Think beyond the traditional ad. We recommend exploring such venues as the
10-second live-read ads that are incorporated into (or are adjacent to) traffic

and news reports.

Look at the locations of local district offices when target-

his velvet-like voice that informs consumers

begin by contacting clients about their next

one. I get on their wavelength and find out

cohesive piece,” he says.

In addition to having a
well-trained ear, Tebo is

spokesperson, who is an

“Then I work on the materials that we dis-

ing congressional districts. It’s often confusing to deduce

bet is to go by the locations of the local district offices - in

terms of determining both the extent of the district itself,

North American Network, Inc.
www.nanradio.com

and what the most important parts of the district are.

from district maps where to target your ad buying. A better

- Eric Jon Magnuson

The Consumer Radio Network offers a
unique and integral part of North
American Network’s radio PR specialty
services like RadioTours, NewsFeeds and
PSAs. ConsumerFeatures are different:
they’re a guaranteed way to reach a large,
national audience with a specific,

crafted message. As many as 8 million
listeners in the top 100 markets hear
ConsumerFeatures in a given month.

Tebo believes the success of cach
ConsumerFeature is a personal victory as
well. “When I know I've surpassed a
client’s expectations and feel that I've
helped someone else get their message
across, I not only know that I have done my
job, but I made their job a little easier. It’s
the best part of what I do here.”

- Devika Strother

ConsumerFeature Stats since 1993:

958 ConsumerFeatures have
been distributed

2,800 radio stations have received

ConsumerFeatures

1.2 billion listeners have heard
ConsumerFeatures

473 clients have recorded
ConsumerFeatures

Quoted in PRWeek
Radio, By Lisa LaMotta

Reprint from Toolbox,
published May 8, 2006, page 20

I’m trying to change public opinion and
influence Congress. How can radio
support my targeted grassroots efforts?

Tom Sweeney of North American Network
says radio is an excellent medium for advoca-
¢y messaging and targeting specific demo-
graphics and congressional districts.

“Three key strengths of radio are speed, tar-
geting, and low cost,” he says. “Most radio
outreach techniques can be turned around
within 24 hours if necessary, though it
usually happens within a week or two.”

“Choosing certain radio formats gets your
message to [very specific| audiences,”
Sweeney adds. “You can also look up stations
by congressional district.”

And the price tag on most radio outreach
options is relatively low, he explains.
“Targeted ad buys in large cities can be the
most expensive outreach tool, but a cheap
option in smaller markets.”

North American Network’s Radio Resource Phone: 301-654-9810 Fax: 301-654-9828 Email: info@nanradio.com
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