


PROSPECTING
Annette Malave, SVP/Insights



• Newsletter emailed Monday-Friday contains:
• Industry related articles to educate, inform and 

generate prospecting ideas
• RAB News highlights upcoming presentations, 

updated resources and reminders of RAB 
products and services

• Daily Sales Tips that inspire and help you grow

• Mondays are RAB Takeover days that can remind you 
of the various products and services available to you.

RADIO SALES TODAY



Created to help identify categories for prospecting

• Summarizes advertising and prospecting activity 
from RAB products:

• Instant Backgrounds
• The Pitch
• Co-op Directory
• RAB Top Business Trends 
• Promotional Calendar
• Media Monitors Spot 10 for radio, cable and TV

• Also includes “What to do” and “Thought starter” 
sections 

RAB PROSPECTING REPORT



In-depth look into where your listening audience is 
strong in consumption of products/services or behaviors

• Powered by MRI-Simmons, these reports contain 
data that you can use as:

• Idea starters for prospecting
• Talking points to open a dialogue
• Bullet points to include in a presentation

• Index highlights were your listening audience or 
consumer segment is “more likely” to use a 
product/service

RAB GOLD DIGGER
(aka CONSUMER BEHAVIOR REPORT)



In-depth look into where your listening audience is strong in consumption of products/services or 
behaviors

• Index highlights were your listening audience or consumer segment is “more likely” to use a 
product/service

RAB GOLD DIGGER 
(aka CONSUMER BEHAVIOR REPORT)



APPOINTMENTS

Dave Casper, SVP/Digital Services



RAB Instant Backgrounds

• Flagship report from RAB, consistently 
in the top 5 of most used resources

• Who, what, where, when, why, and 
how consumers take action, purchase 
preferences, trends, and links

• Nearly 200 product and service 
categories

• Easy to use, easy to print and 
invaluable at every stage of the sales 
process



IB’s for Appointments

• Create powerful, research-based valid business reasons (VBR) to help 
clients understand the benefits of meeting with you

– A VBR will demonstrate to a prospect what they will gain from meeting 
with you

– Not about you or the products you are selling, but specifically, how can 
their BUSINESS benefit



VBR for Appointments

“The average age of marriage is now 31. What are you seeing in terms of 
demographic shifts in your customer base? We specialize in helping companies 
identify shifts in consumer trends and I’d like to share more of the research with 
you. How’s Tuesday at 2:15?"



RESEARCH

Erica Farber, President & CEO



Easy to use pull-down menu of national radio stats
• Black, Hispanic or all listeners
• Ad categories
• Top spenders

Use to support talking points, proposals and more

Available in Why Radio > Facts

RADIO FACTS



RADIO FACTS



RADIO FACTS



MISPERCEPTIONS OF RADIO

10 Most Common Misperceptions

• Fact-based infographics that help dispel myths
• Downloadable and easy to share

Available under Sales Tools > Research



MISPERCEPTIONS OF RADIO



CUSTOMER NEEDS ANALYSIS

Jeff Schmidt, SVP/Professional Development





The Customer-Centric
Client Needs Analysis



Our goal is to understand them. 
Find The Pain



Client Needs Analysis

Buyers are more likely to deal with 
salespeople who best understand the 
buyer’s needs instead of the seller’s 

own products or services.

More sales are lost by doing a poor 
job in the needs analysis stage of the 
sale than for any other single reason.





Client Needs Analysis

First focus area: Your client / prospect / customer

1. What’s your story?

a. How did you get into this business, anyway?

b. Why do you do this, besides the money?

c. You are successful. What’s your secret or what are the things you 

did to get here?

d. What’s the next level for you?

e. What’s preventing you from being there?

f. If we were to ask your customers to describe you with one word or 

one sentence, what would that be?

g. Are there any misconceptions about your business?

h. What’s one thing you wish people knew about you?

i. Are you currently fully staffed? (If not, how short are you?)

j. What is not being fully staffed costing you?

k. How are you finding new staff members?



Client Needs Analysis
Second focus area: Their client / prospect / customer

1. Your customers and potential customers – what’s their story?
a. Why do they do business with you?

b. Do your customers engage with you on social media?
c. What similar product categories do your customers regularly use?

d. Who is your ideal customer? Think of one specific person and describe 
them.

e. If you could create the ideal customer that is currently not shopping from 
you, how would you describe them?

Third focus area: Competitors

1. If people aren’t buying from you, who are they buying from?
a. What are your competitor’s strengths? 

b. What are your competitors known for? (Use one phrase to describe them)
c. What are your competitor’s weaknesses/vulnerabilities?

d. What is something your competitor does that drives you crazy?



Client Needs Analysis
Fourth focus area: Financial

1. How many people shop here in an average week?

a. What percentage of them buy from you? 

b. When they buy, on average how much do they spend?

c. How often do they buy from you again?

d. What is something your current or future customers don’t 

know about you?

e. Do any of the brands you carry offer co-op funding? (If 

not aware…)

f. Would you like me to research that for you? Can you 

provide your dealer number?



Client Needs Analysis

Advertising/Marketing:

Mindshare = Market share. Who has the dominant position in your 

category in the market? Where are you on the ladder?

List the businesses

In your category



Client Needs Analysis





Client Needs Analysis
very important question

Final Question:

Of all the things we discussed today, what’s 

the ONE THING – that lingering issue, that 

if we could solve it, we would be heroes in 

your eyes?



Remember…

1. The one asking questions controls the 
conversation

2. Keep the client’s wall down with questions

3. DO NOT START SELLING!

Client Needs Analysis



PROPOSALS AND PRESENTATIONS

Tammy Greenberg, SVP/Business Development



• Easy access to thousands of coop plans available.
• Search by expiration date, category or manufacturer.
• Resources available for all media: Radio, Television, 

Digital and more.

RAB CO-OP DIRECTORY

www.rab.com 
Sales Tools/Prospecting

Sales Tools/Research



Deep dives into categories

• Complementary to Instant Backgrounds

• Designed to assist in driving sales on a 
local, regional or national level

• Delves into the current statistics, 
challenges and opportunities

Go to market and close the deal

• Includes PowerPoint presentation full of 
ideas sellers highlight the various ways 
that radio can help drive traffic and 
sales.

www.rab.com 
Sales Tools/Prospecting

Sales Tools/Presentations
Sales Tools/Research



INSPIRING & 
REWARDING AUDIO 
CREATIVE

www.radiomercuryawards.com

Approximately 19,500 commercials, podcasts and 
innovative and integrated audio marketing campaigns 

have competed for over $3.4 million in prizes. 

The Radio Mercury Awards are highly respected in 
the ad creative community.

Exclusively devoted to radio, the 
Radio Mercury Awards reward the 
development of effective and 
creative radio commercials.

• Radio Mercury Awards Live 
Presentation Series

• Raise the Volume: Advice From 
the Experts

• Radio Mercury Awards Audio 
Library



INSPIRING &  GUIDING 
AUDIO CREATIVE

Creative Best Practices Presentation

ABX  Radio Creative Scorecard

Guide to a Creative Brief

Creative Resource Directory

Articles of Note: 

• Matter of Fact

• Radio Matters Blog

radiomercuryawards.com

Raising the Volume
www.rab.com CREATIVE



CLOSE/SERVICE

Leah Kamon, SVP/Marketing & Communication



ACCOUNT SERVICE & 
ONGOING ENGAGEMENT

Radio Matters Blog

Current news, information and insights 
about broadcast radio growth brought 

to you by RAB.

Radio on Main Street Podcast

Radio on Main Street podcast shines a 
spotlight on people who are creating 

great radio content, marketing using 
the power of radio, using radio’s 
influence in their market, or innovating 

for radio’s future.

Matter of Fact Newsletter

Keeping the advertising Community in the 
know about radio across platforms.



ACCOUNT SERVICE & 
ONGOING ENGAGEMENT



ACCOUNT SERVICE & 
ONGOING ENGAGEMENT

Sharing Radio’s Story

• Latest Radio sizzle videos available for download & to share with your clients

– Three variations: Long format and two shorter formats 

– Multicultural sizzle video

https://vimeo.com/870896169?share=copy




PROFESSIONAL DEVELOPMENT

Brooke Williams, SVP/Membership



RAB Live Presentations 
Radio Works Category Presentations 

• Political 
• Automotive 
• Plumbing/HVAC  
• Legal 
• Recruitment

Radio Mercury Awards-
Creative Webinar Series 

• March 
• June 
• November

7 Steps to Selling Success Webinar Series 
1. Prospecting 
2. Appointments 
3. Research 
4. Customer Needs Analysis 
5. Proposals 
6. Presentations/Public Speaking 
7. Closing/Objection Handling 

Other Professional Development Presentation Topics 
• Recap of CES (watch on demand)
• RAB/Borrell Digital Benchmark Report 
• How Radio Makes Digital More Effective 
• Get More With Co-op 
• How to Get It All Done- Task Management



RAB Training and Certifications
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