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Consultant Style Selling…

• Different from traditional selling
• It’s not about you, it’s about the client
• Focused on solving problems
• Positions you as the expert
• Establishes you as a trusted advisor





Four Types of Sellers

1. The Commercial Visitor
2. The Product Peddler
3. The Consultant Seller
4. The Sustaining Resource











When you’re known for being a 
problem solver, people come 

to you for help.
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RAB Resources (research) to build 
long-term clients
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#1 
Publications



• Exclusive newsletter to RAB Members 
every Monday-Friday morning.

• Content customized for today’s radio 
seller.

• Research quick hits & sales tips.
• Editorial focus on auto, digital, 

advertising, research insights to 
leverage at the national and local level.

Radio Sales Today











We’re Mobile
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See us on all 
your devices
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#2
Consumer Behavior 

by Format
(one of my favorites!) 











Country Format Indexes High for Recreational Vehicles

INDEX

100%

158%

COUNTRY U.S. A18+

THE COUNTRY FORMAT AUDIENCE IS 58% MORE LIKELY TO OWN A MOTOR 
HOME THAN THE U.S. POPULATION IN GENERAL



Country Delivers The Market For Chevrolet
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#3
Top Business Trends
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#4
The Pitch









IMPORTANT NOTES FOR MEMBERS:

This presentation was created on a blank, basic PowerPoint template
to allow you the ability to add graphics and branding (logos) for your station(s). 

You will also note that throughout, we indicate (insert advertiser here) or identify an advertiser as “Advertiser X” – please replace those with the name of the 
advertiser you are pitching.

In addition, we refer to your station(s) as “radio station” – please fill in your call letters or station ID.

Please delete this slide prior to your presentation.  



Leveraging Radio and (insert station name) for 
(Recreational Vehicle Dealer) 

(Insert date of meeting)

Presented by:
Insert your name and title

INSERT RADIO STATION LOGO(S)



Agenda
• Why radio

• Insight-based ideas for “insert advertiser”



RADIO
INFORMS

RADIO
ENTERTAINS

RADIO
ALLEVIATES

RADIO
HELPS

RADIO 
DRIVES RESULTS



84%

76%

65%
61%

46%

40%
35%

28%

22% 20%

11%

Listened to
Radio Past 7

Days

Visited
Facebook

Past Month

Watched
Broadcast TV

Past Week

Watched Any
Non-Premium

Cable Past
Week

Used
Netflix

Past Week

Visited
YouTube

Past Week

Read Any
Newspaper
On Device

Past Month

Visted Any
Radio Station
Website/App
Past Month

Visited
Spotify

Past Week

Listened to
Satellite Radio

Past Week

Visited
Pandora

Past Week

Adults 18+

Source: Scarborough USA+, 2024 Release 1 Adults 18+ (Jan 2023 – Apr 2024)

Highest Reach Among All Media Options



Radio Reaches RV Prospects

Source: Scarborough USA+ 2024 Release 1 Total (Jan 2023- April 2024)

85%
Households who dwell in a 

mobile home.

89%
Black households who 
dwell in a mobile home.

87%
Hispanic households who 
dwell in a mobile home.



Radio Reaches RV Prospects

Source: Scarborough USA+ 2024 Release 1 Total (Jan 2023- April 2024)

84%
Adults who went camping 

in the past year.

84%
Black adults who went 

camping in the past year.

83%
Hispanic adults who went 
camping in the past year.



Radio is a MUST to Engage RV Prospects

Households who own an RV spend more time with radio each day than they do 
with any other traditional media.

Source: The Media Audit Media Day Analysis ROL 2023
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Billboards

Internet 
(no Email)

Email Daily Minutes



Why YOUR Radio Station
• Insert key facts as to why your radio station is 

the right medium for the Advertiser.



Leveraging Radio for 
insert Recreational Vehicle Dealer



Objectives

• Build awareness and desire for the lifestyle a recreational vehicle provides.

• Drive traffic and sales for Advertiser X.

• Develop a customer base and build loyalty and continued engagement.



Strategies
• Leverage all radio station platforms to engage the core target audiences.

– On-air
– Online
– Mobile
– Social media
– Experiential (in-market/on-site)

• Develop marketing solutions that position Advertiser X as the source that shares a deep passion for 
RV’ing.

• Deliver turnkey programs that integrate into the radio station content in a relevant way.



Leveraging Radio for 
Recreational Vehicle Dealer

Insight-Based Ideas



Idea: Windshield Adventures

Radio station and Advertiser X present a multi-faceted 
campaign designed to showcase the incredible scenery and 
experiences visible through an Advertiser X RV's windshield.

Through partnerships with expert travel bloggers and radio 
station influencers together listeners will be served with 
content highlighting the best windshield views and routes for 
RV adventures.



Windshield Adventures

How it works:

• Radio station creates a series of audio and video vignettes hosted by their on-air influencers in partnership with expert travel 
bloggers that vividly bring scenic RV routes and the beauty of the views through an Advertiser X RV windshield. 

– :60 audio vignettes air across dayparts on the broadcast and in station streams.

– Long-form travelogs will be produced for podcasts and on-demand listening/viewing.

– Radio station’s on-air host promotes each of the vignettes and long-form pieces via teaser endorsements within their 
show/dayparts and on social media.



Windshield Adventures

How it works:

• As an extension to the content series, radio station hosts a user-generated contest where listeners are invited to share their 
best windshield views via social media or email for prizes including a new RV, a weekend getaway, RV accessories or gift 
certificates for the dealership.

• Radio station will create a dedicated, Advertiser X-branded, section on its website that showcases photos, videos and 
testimonials related to the windshield adventures:

• Site to house each vignette and long-form content.

• Links to the dealer’s website for special offers and to tour available RVs.

• Partnership offers from venues such as parks, businesses, campgrounds and other local attractions.

• Suggested destinations and routes to experience Windshield Adventures.



Idea: The Great RV Home Tour

Radio station and Advertiser X present a home tour series of 
Advertiser X mobile homes in action. 

Through a multi-media testimonial program that airs across 
radio station’s platforms, listeners will be enamored with the 
style, function, fun and sensibilities that an Advertiser X RV has 
to offer.



The Great RV Home Tour

How it works:

• Advertiser X identifies RV owners to participate in the home tour feature and radio station visits the owners, tours the RV, 
interviews the family members and edits each Home Tour into the following:

– :60 audio vignettes featuring excerpts from each owner’s story and their mobile homes for over the air and streaming spots.

– Long-form interviews for a limited series “The Great RV Home Tour” podcast.

– One-to-two-minute video tours throughout the RV homing in on unique features, whether they be design/décor related or features inside the vehicle to be 
posted on the radio station website and linked from radio station and talent social media posts.

– Photo galleries of each RV Home Tour that showcase their unique features with a click to buy or explore from each feature.



The Great RV Home Tour
How it works:

• Each week, a new RV Home Tour will be released over the air, online and on social media.

• Radio station will create a feature page on its website for The Great RV Home Tour to include:

– All audio and video content

– Photo galleries for each of the RVs on the home tour.

– Link to the Advertiser X website to view available RVs.

• Program will culminate in The Great RV Home Tour event where all featured RV owners will be on site at 
an Advertiser X location for listeners to walk through all of the RVs.

– The Great RV Home Tour will be promoted across all radio station platforms.

– Radio station talent will be on hand to create entertainment surrounding the tours in sync with enjoying the great 
outdoors (e.g., firepit to make s'mores, campfire music/concert, contests to win RV accessories, etc.



Idea: RV for a Day

Radio station and Advertiser X invite listeners to experience 
an Advertiser X RV by allowing prospective owners the 

chance to live in one for 24 hours.



RV for a Day
How it works:

• On-air spots and DJ endorsements drive listeners to register online to 
move-in to an Advertiser X RV for a day (24-hours).

• Listeners submit their preferred days to “move-in” along with a shopping 
list of what they need in the RV for the day, for example:

– Items for the cupboard, pantry and fridge

– Toiletry requirements

– Number and ages of family members for linens, etc.

– Note: All RVs will be equipped with Wi-Fi, state-of-the-art home electronics, 
appliances, etc.



RV for a Day
How it works:

• Registration questions probe for the attributes the individual really wants 
in an RV.

• Stories will be selected from the registration process and edited for on-
air and online :30 and :60 vignettes

– Vignettes will all be tagged with Advertiser X messaging explaining why the featured 
storyteller and the listening audience is better off with an Advertiser X RV.



RV for a Day
How it works:

• When each participant’s scheduled day arrives, the RV will be delivered 
to their location or choice.

• Local stations keep in touch with the family throughout dayparts to 
interview them on their experiences and the features they are enjoying 
most about the RV.

• Outtakes from the check-ins with the families will be edited audio and 
video Advertiser X “RV for a Day” vignettes to run on-air, online and on 
the Advertiser X website.



Idea: On the Road with Advertiser X

Radio station and Advertiser X partner for a summer road trip 
(or a series of road trips) in a custom radio station RV. Report 
live from it, invite listeners to join in on it and share an all-
American road trip with a loyal listening audience.



On the Road with Advertiser X

How it works:

• Advertiser X skins a luxury RV with radio station branding to take on the road and 
broadcast live from various locations across the region (or even the country). 

• Every other week over the course of the promotion, radio station talent rotate to 
take Advertiser X on the road with their station and Advertiser X family.

• Listeners are invited to participate by selecting where the talent goes with the RV 
by choosing a destination the radio station’s website.

– Consumers that participate in the DJ’s road map, are automatically entered to receive special 
offers and instant win prizing opportunities.



On the Road with Advertiser X

How it works:

• Radio DJs will report live from their experiences on the road while station staffers 
blog and video upload their on-the-road experiences as they traverse the region 
(or even the country).

• Listening and viewing audience will experience the trip vicariously through a multi-
media experience that stays with the talent on the RV and off.

• Radio station will employ a “spot the RV” promotion on his/her journey for a 
chance to win a series of instant-win summertime experience prizes (baseball 
game tickets, amusement park passes, etc.).

• Listeners are invited to submit their own summer road trip experiences for a 
chance to win an all-expenses-paid “cross-country adventure” in an Advertiser X 
RV.

– Promotional mentions will drive listeners to email, text or blog in their summer experiences.

– Submissions should include how an Advertiser X RV would have helped them to extend or 
improve those experiences.



On the Road with Advertiser X

How it works:

• Listeners can also go to the station events where they can record their summer 
road trip experience using a green screen for video – background will include an 
Advertiser X RV (as if it were their own).

• Weekly on-air rewards/giveaways to families that submitted experiences (e.g., 
tickets to children’s museums, beach passes, etc.).

• Grand prize will be an Advertiser X RV for the winner to take on the road!



Idea: RV Scavenger Hunt

Advertiser X and radio station partner to create an 
interactive scavenger hunt that immerses the listener in 
the product while inviting them to explore the benefits 
of RV-ing.



How it works:

• Radio station creates an interactive feature page on its website where it will hide 
various clues inside a virtual Advertiser X RV (make/model can change each 
week).

• On-air promo spots will be created/produced by the radio station that invite 
listeners to participate and direct them to the virtual Advertiser X RV to find the 
clue that will send them on their mission to find the item.

• Once the item has been found (online or in the real world), participants will snap 
a selfie with the item and post it to social media with appropriate tagging and 
hash tagging (e.g., @Advertiser X; @RadioStation; #FoundItRVHuntDay1).

• All appropriately tagged selfies will be entered to win points towards prizes and 
points earned and they receive entry to a grand prize RV giveaway.

RV Scavenger Hunt



How it works:

• On-air promo spots will run across dayparts in high frequency to generate participation.

• Station talent will air a select number of mentions in-show each day.

• The feature page on the radio station website will include:

– Virtual RV tour – ability for a listener to do a full walk-through of that week’s featured vehicle.

– Scavenger hunt clue will move to various rooms each day.

– Link to the Advertiser X website.

– Featured RV lifestyle tips and ideas.

RV Scavenger Hunt



How it works:

• Example RV Scavenger Hunt items include:

– Receipt (or alternate item) from an RV park

– Ad for Advertiser X

– Postcard from the local area

– Rope swing

– Sleeping bag

– Something green from the woods

– “No bears” sign

– Canoe

RV Scavenger Hunt



Idea: Livin’ the RV Life

Advertiser X and radio station encourage listeners to 
take selfies living the RV life for a chance to win 
Advertiser X and radio station prizes.



How it works:

• Radio station creates and produces a series of promotional spots inviting listeners to participate in the Livin’ 
the RV Life photo contest.

• :15 and :30 promotional spots run across dayparts Monday through Sunday in high frequency.

• Promotional spots provide instruction for posting and tagging Livin’ the RV Life photos via the radio station 
website and/or social media networks.

– Example: Are you one of our lucky listeners who are Livin’ the RV Life? Radio station and Advertiser X want you to share it with us. Send us photographs of you 
on your journey with your RV – the pictures that tell your best story. If it’s a great shot or a great story – you will be eligible to win an upgrade to your RV or 
other amazing prizes. Enter by uploading your form and photos on our radio station website or through your social networks with hashtag LivinRVLife 
@AdvertiserX @radiostation.

Livin’ the RV Life



How it works:

• Listeners will further be instructed to persuade their friends to “like” their submission (tag or share with friends).

• The Livin’ the RV Life with the most interesting stories and the most shares/likes will win prizes from Advertiser X and be 
automatically entered into a grand prize sweepstakes for a new RV.  

• Prizes for “most liked” may include:

– Discounts/special offers from Advertiser X.

– Gift cards for RV accessories and upgrades.

– Tickets to select radio station-hosted events.

Livin’ the RV Life



How it works:

• Throughout the promotional period, all Livin’ the RV Life photos that are posted and tagged will appear on an Advertiser X 
“Livin’ the RV Life” contest page on the radio station website.

• Radio station and Advertiser X will share a Livin’ the RV Life story each day on their social media networking pages with a link 
back to the Advertiser X contest page to view all submissions.

• Select radio station talent will endorse the program by weaving commentary about submitted/most liked “Livin’ the RV Life” 
stories within their on-air shows and promote the URL to view all submissions and post your own.

Livin’ the RV Life



Idea: I Should’ve had an RV…

Radio station and Advertiser X invite listeners to share their 
nonRV camping experiences, their outrageous stories, funny 
mishaps and crazy memories from when they really wished 
they had an RV for a chance to be featured on-air and win a 

weekend RV adventure.



How it works:

• Radio station will create :30 or :60 vignette series to include real stories from real campers that would’ve been better off with 
an RV.

• Vignettes will be introduced by radio station talent and followed by an Advertiser X call to action and tagline.

• Stories are solicited via short-form promotional units that run across dayparts asking listeners to share their experiences – 
funny and unbelievable. Only criteria is that they are real stories.

I Should’ve had an RV….



How it works:

• For example:

– I went camping with a bunch of friends. I got sick inside the tent and unfortunately broke the zipper of the door because my body ripped through the tent. 
Since it wouldn’t close anymore, it ended up being covered with bugs and god knows what else for the rest of the trip. Would’ve been so much better if I had 
one of those luxury facilities inside an Advertiser X RV.

– We were all showering in the communal shower and about halfway through the shower I looked up and noticed a bat hanging from the shower head. We all 
ran out naked with shampoo still in our hair and guano on our feet – clearly, life would have been better with an RV that had a “no bats allowed” sign.

– We caught an Alaskan king salmon on our adventure through Juneau – went back to the campsite all excited about the delicious dinner that we were about to 
have. Our dreams quickly evaporated after taking four hours to get the fire going. Sigh. A full kitchen would have come in handy from one of those RVs that we 
passed on our way home.

I Should’ve had an RV….



How it works

• Radio station creates a dedicated phone line for listeners to leave their stories and selects a phone prompt that 
allows station to use the recording over the air and on station streams.

• All listener submissions will receive a “test drive” opportunity from Advertiser X along with a thank-you gift for 
participating (e.g., Advertiser X and radio station-branded Swiss army knife). 

• Advertiser X will have access to all listeners who submitted stories for remarketing purposes.

I Should’ve had an RV….



Next Steps
• Gain feedback on ideas

• Station to revise based on feedback and propose schedules and costs

• Plan activation timeline including commercial creative and station-
produced spots (if required)

• Discuss how campaign success will be measured

• Launch campaign







83

#5
Instant Backgrounds
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#6
Ad-to-Sales Ratio
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#7
Prospecting Report
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#8
Co-op Directory











Co-op Directory
• Find new ways to fund radio 

campaigns with cooperative 
advertising information.

• The RAB Co-op directory 
includes:
– Over 8,000 listings searchable by 

manufacturer of category.
– Media plan information for  radio, 

digital and other media.
– Tutorial book and video. 
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#9
Automotive Toolkit





















Male
50%

Female
50%

Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile

Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)

Other Consumer Insights
Race

• 79.08% White
• 9.41% Black
• 14.79% Hispanic
• 1.96% Asian

Employment
• 48.21% Employed Fulltime
• 21.6% Retired

Marital Status
• 58.49% Married
• 25.99% Single or Never Married
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18%

21%
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A18-24 A25-34 A35-44 A45-54 A55-64 A65+

Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile by Age

Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)n



Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)
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Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile by Income

Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)



Country Reaches Your Auto Buyers

11%

16% 17% 17%
18%

21%
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18%
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A18-24 A25-34 A35-44 A45-54 A55-64 A65+

Net Any Vehicle (currently owned/leased): Chevrolet vs. Country Listeners

Net Any Vehicle (currently owned/leased): Chevrolet Format: Country

Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)



Country Reaches Your Auto Buyers

• Reach auto buyers closest to the point of purchase with the #1 reach medium, radio.
• 58.49% are currently married.
• 50.28% are male, 49.72% are female.
• On a typical weekday, 87.18% of Country listeners listen in their car.
• The most popular time to listen based on Radio/Audio Daypart Cumes: Weekday 3:00 pm - 7:00 pm: 60.27%.

Source: MRI-Simmons Spring Doublebase 2023, Adults 18+, RAB (http://www.rab.com)



Radio Reaches Auto Customers

• 86% who plan to buy new/lease a SUV
• 86% who received transmission repair.
• 86% who plan to play $45K or more for a new/leased vehicle.
• 85% who use any auto site/app to shop new/used vehicle.

Source: Scarborough USA+ 2022 Release 2 Total (Dec 2021 - May 2023), RAB (http://www.rab.com)



Radio Fast Facts

• 86% of radio listeners agree that having a vehicle that works for the entire family is 
important.

• 81% of radio listeners purchase a vehicle based on how well it meets their needs, regardless 
if it is a foreign or domestic vehicle.

• 75% of radio listeners find out about the car's safety rating before buying it.
• 68% of radio listeners will recommend a vehicle they like to people they know.

Source: 2023 Spring MRI-Simmons Doublebase; RAB (http://www.rab.com)



125

#10
Misperceptions

Of Radio
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#11
Competitive Media
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#12
Radio Facts

The POWER of Radio













































































Be a source of business 
intelligence and information 
with your prospects and 
customers.







7 Steps to 
Selling Success





800-232-3131
MemberResponse@Rab.com


