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Radio sales pros know a proposal is more than the station’s latest package and a ranker. A good proposal serves many purposes.  It will effectively position you as a marketing partner, by helping you build collaboration and demonstrating your professional integrity.  The BEST proposals are client-focused, research-based, problem-solving, and benefit-oriented.  They include an outline campaign objectives, explore problems and opportunities and position radio and your station as the best solution.  
That’s exactly the idea behind RAB’s proposal creation software program, PROposal Assistant.  Included as part of Radio Sales Assistant, PROposal Assistant takes you by the hand and guides you through the process of creating consistently great proposals.  Easy fill-in-the-blank fields, point and click check boxes, preload research and multiple output options make PROposal Assistant the perfect tool for building better proposal that ask for more dollars and longer schedules. 

If you have a copy of Radio Sales Assistant on your computer, then you already have PROposal Assistant.  If not, you can download a copy from RAB.com and begin click your way to better proposals.  

Here’s how PROposal Assistant works …

At it’s heart of Proposal Assistant collects the data you select of input, applies basic formatting and graphics and outputs a clean, client focused proposal.  The user screens are designed like a software “wizard, using forward and back buttons to guide you through the process.  Each screen is devoted to a different section of the proposal and includes easy-to-follow instructions.  If you get stuck along the way, click on the RSA Quicktips or the HELP button.  Help is context sensitive and relates directly to the task you’re trying to accomplish.  

After On the first page, you’ll identify Advertising Objective, specific outcomes you will accomplished with this marketing program. Advertising Objectives come from the need analysis and focuses on up to three objectives the prospect believes their marketing efforts should address. These points will be the foundation for the entire proposal, so make sure they accurately reflect the discussion you had with your client during the needs analysis.

Hint: As you’re writing advertising objectives, try using active verbs. Words like increase, educate, improve, create, enhance or overcome will help communicate the idea that your marketing campaign is designed to generate results through specific actions. A few specific examples include:

· Increase the sale of personal computers by 12%

· Educate consumers about the benefits of owning an indoor spa

· Improve top-of-mind awareness for Outback Furniture 

Page two of your presentation covers your client’s competitive advantages and disadvantages.  In conducting your needs analysis, your client will identify the inherent strengths and weaknesses in his/her business. On this page, you will list these competitive advantages and disadvantages. Among other things, this keeps your proposal focused on the client and helps to recap information gathered in the needs analysis interview.  As with everything in your proposal, be sure to get point by point agreement as you present this information. This assures that you and your client are on the same track. 

Once you’ve discussed the marketplace and identified advertising objectives, it’s time to create a page focused on industry and consumer research.  On this page, you’ll provide your client with the LOGIC he/she needs to make a buying decision.  Your goal is simple:  Create logical connections between supporting research and your client’s advertising objectives.  To that end, as you select research highlights to share with your client, work with one objective at a time and choose only data that correlates directly to your client’s goals.

Some helpful hints:

· Get the RAB Instant Background from http://www.RAB.com.  It’s loaded with current, consise research to help support you presentation.

· Use only consumer research with which the client will most likely agree.

· Avoid introducing any media research (ratings, format information, etc.) in this section. For the time being, focus on your client. Save station-related research for later.

· Again, as you deliver your proposal, solicit agreement on a point-by-point basis and do not continue until you have reached consensus on each major point.

The best written proposals will also consider other media options your client is using or considering.  You goal in this par to the presentation is to acknowledge other media choices and more importantly, demonstrate Radio’s roll in strengthening any marketing program.  Start by documenting the strengths of a given media, counter each strength with a weakness and finally offer a research highlight demonstrating Radio’s value as part of the media mix.  For example, your presentation might read:

Newspaper offers exposure: The reader controls the amount of exposure to a given ad. They can spend as much or as little time with an ad as they like.  At the same time, one of my concerns is most people really don't read all sections of the paper every day. An ad placed in a specific section reaches only the people who look at that section.   Here’s where Radio can help.  Radio reaches 63% of shoppers age 25-54 within one hour of purchase time -- providing the greatest "purchase proximity" of all major media.  Combining Radio with newspaper allows you to influence your customers closer to the point of purchase.



Note the phrase, “At the same time, one of my concerns is …”  It’s a powerful and effecting transition statement to you move easily from the positive aspects of a given medium to research points your client may not find as favorable.

The next section is Why Radio. Before a prospect will even consider your station, he or she must understand the unique way Radio can help them solve their marketing problems and be convinced that Radio can help them meet their specific sales objectives.

The “WHY RADIO” section is built on the objectives we defined at the beginning of the proposal. Your goal is to support each objective with two or three benefit statements demonstrating Radio’s power to deliver results.  Benefit statements are different from feature statements. They are client-focus and help position your proposal as a solution to problems or objectives defined by your client. For example, “With Radio, you’ll stand out from the competition because Radio reaches more than 95% of adults every week.” The about benefit statement opens with focus on the client and positions Radio as a solution to the given problem.

If you need additional “WHY RADIO” data, it’s readily available from the Radio Advertising Bureau. Look for the Radio Marketing Guide and Fact Book on your course data CD-ROM or log on to http://www.RAB.com.

Now the page for which you’ve been patiently waiting... the page that tells why the prospect should be using your station! The Why Your Station page uses the same format as the Why Radio page where each research point about your station is phrased as a benefit to the client.  Again, on this page you’ll write two or three benefit statements for each objective and limit your data to facts that relate directly to the advertising objectives covered in the previous sections.  Also don’t forget to look beyond station ratings. There may be a number of important benefits to advertising on your station, including creative, follow-up, targetability, specific programming and more.
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Next, you’ll work with creative strategy.  Remember, the client is buying more than a schedule — more than air time. The client is buying a solution to his/her problem and a major part of the solution is the commercial message. Use this page to explain exactly how your creative approach will solve one or more of the very same objectives that have served as the foundation for the entire proposal. Be sure to include two or three of the most important copy points, a clear call to action and supporting details.  

The summary page comes next and includes bullet-point highlights of everything you’ve discussed to this point in the proposal.  A good summary will include a quick recap of the competitive situation, the target audience for the campaign, key points from your creative strategy and of course, your client’s advertising objectives.  At the time of your presentation, this page gives you to opportunity to quickly summarize your proposal and get final point by point agreement leading into your close.

Finally, you’ll create a page for the schedule and investment.  In creating this page, make sure you design a schedule you feel confident will work for your client. More important that the schedule grid, explain your schedule conceptually, in plain terms your client can understand.  Your schedule should reflect any logic presented in your proposal and be aggressive enough to fulfill the objectives of the campaign.

You’ve covered the details, handled any objections, and have agreement on each point of each page of the proposal. Now, closing should be a relatively easy and logical end to a great presentation.

The proposal discussed in this section is based on RAB’s PROposal Assistant, a software-based proposal writing system. You will also find a sample proposal on your course data CD-ROM for Acme Computers.  Use these resources to help create great client-focused, research-based, problem-solving, and benefit-oriented proposal that will help you sell longer, deeper scheduled.  

Summary

The BEST proposals are client-focused, research-based, problem-solving, and benefit-oriented.  They include nine easy steps that outline campaign objectives, explore problems and opportunities and position radio and your station as the best solution.  

The key pages are:

· Advertising objectives

· Competitive advantages and disadvantages

· Industry and consumer research

· Media analysis

· Why radio

· Why your station

· Creative summary

· Summary page

· Schedule and investment

The proposal discussed in this section is based on RAB’s PROposal Assistant, a software-based proposal writing system. You will also find a sample proposal on your course data CD-ROM for Acme Computers.  Use these resources to help create great client-focused, research-based, problem-solving, and benefit-oriented proposal that will help you sell longer, deeper scheduled.  

Start your tour of PROposal Assistant by clicking on NEXT > at the bottom of each screen.  Notice the instructions on each page and data is entered or selected.  Follow the PROposal Assistant path all the way to the end.  The final page is PRINTING OPTION.  From this page you can choose to view and print your proposal in pre-designed format or export your proposal for use this a word process like MS Word.

Choose one of the FORMATS and use your PGUP/PGDN keys to skip from one page to the next.  If you see something you would like to change, click the X in the upper right hand of the proposal.  This will close the proposal format.  Now use the < BACK button or the PROPOSAL PATH bar on the left side of the screen to navigate to the section you would like to change.  Enter your new text.  When your satisfied, use NEXT > or the PROPOSAL PATH bar return to the PRINT/FINISH screen.  Choose a format and review your changes.  When you're all set, click the file DROP DOWN menu and choose PRINT.

If all of this seems like a lot, don't worry.  PROposal Assistant is friendly and very intuitive.  There's lots of help a long the way.  If you really get stuck, just call RAB Mmember Service and ask one of or trained service consultants for help.




























