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GETTING RADIO INTO MEDIA PLANS

My role in P&G as “Radio Guy”
1.  I was not an executive!

2. I was a media analyst, focused on the data

3. I had access to the agencies and the media 

groups

4. I worked in the NA Media Group and in a 

brand



GETTING RADIO INTO MEDIA PLANS

5-Question Audio Framework:

1. Does audio work?

2. Can radio be planned and purchased at scale?

3. Are there creative best practices for getting 

radio right?

4. Can radio be measured?

5. Is the brand properly set up for radio success?



GETTING RADIO INTO MEDIA PLANS

5-Question Radio Framework:

1. Does radio work?

A. What does radio contribute to a media plan 

– reach, awareness, recency, sales

B. Can radio work without sight & motion



GETTING RADIO INTO MEDIA PLANS

5-Question Audio Framework:

2. Can audio be planned and purchased at scale?

A. Is the media stream in planning tools

B. Is there a network structure that supports 

large scale buying – organization of assets



GETTING RADIO INTO MEDIA PLANS

5-Question Audio Framework:

3. Are there creative best practices for getting 

audio right?

A. On air reads vs recorded, audibility

B. Duration

C. Branding

D. Sufficiency



GETTING RADIO INTO MEDIA PLANS

5-Question Audio Framework:

4. Can audio be measured?

A. Is there data? Does syndicated data support 

advertisers

B. Can you support sales lift tests

C. MMM and the integration of reach



GETTING RADIO INTO MEDIA PLANS

5-Question Audio Framework:

5. Is the brand properly set up for audio success?

A.   Creative testing

B.   Consistency of audio with other ads – use 

of iconic assets

C.   Sonic branding
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