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Radio is the most personal of media,
. _~7"Teconnecting with consumers one-on-one.

personal Mediym

% teners expect ads on “their” stations
Relevance & te relevant than ads in other media.
Emotions Personal, relevant connections mean a more
- remaotional connection with listeners.
Ad Engagement : . .
929 A s are perceived as more directed
A" IS personally, with more honesty.

Ad Impact
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T listeners expect relevance, and are emotionally open.

. " And that means more ad impact because Radio

PERSONAL RELEVANCE, PERSONAL CONNECTIONS

(rHE WIRTHLIN STUDY) FOCUSED ON HOW CONSUMER PERCEPTIONS OF RADIO ADVERTISING
DIFFER FROM THOSE OF TELEVISION AND NEWSPAPER ADVERTISING.

RESEARCH YOU CAN USE FROM PEOPLE WHO KNOW — THE RAEL COMMITTEE IS COMPRISED
OF ADVERTISERS, AGENCIES, AND BROADCASTERS IN AN EFFORT TO FURTHER THE INDUSTRY S
UNDERSTANDING OF HOW RADIO ADVERTISING WORKS AND TO MEASURE ITS EFFECTIVENESS.

FOR MORE INFORMATION, n ad I nAd

AEVERTIEING BUREAL visIT THE RAEL SECTION ON RAB.COM OR RADIOADLARB.COM. ectiveness La




