Understanding is built through many
messages
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Radio: The Sales Multiplier
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Nugget Example 7

Understanding
radio, the brand
conversation medium

How radio can help establish better brand connections

with consumers.
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Where are we now?
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RAB return on investment
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Source: RAB/OFCOM/Radio Authority



Last word from an Advertiser

“From our experience in the UK, | would encourage
Japanese advertisers to use RAB-J to consider radio and
better understand from RAB -J how radio can enhance

your business results”.

Paul Philpott, Commercial Director of Toyota GB
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Paul Philpott, Toyota




Last word from an Agency

“Zenith Optimedia are regularly the largest radio buyers in the UK.

We have found the UK RAB very useful in assisting our clients to

understand how to use radio effectively.

As RAB-J are operating to the same principles as RAB UK, |
encourage Japanese agencies to use RAB J as a radio advisor and
to ask them to investigate any problems or questions they may have

with radio”.

Anthony Young, Chief Executive
Zenith Optimedia UK
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Anthony Young, Zenith Optimedia
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Douglas McArthur’s last word

“I encourage Advertisers and Agencies to make use of the RAB-J

team, and find more effective ways of using radio.

| encourage all radio stations to support Mr Mano and his team in the
RAB-J initiative.

Good luck to RAB-J in helping advertisers use radio effectively”







