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W H I T E  PA P E R  
DEVELOPING LASTING BRAND RECOGNITION AND SALES USING 

REMNANT RADIO  

EXECUTIVE SUMMARY 

Target + Response, Inc. executed a media buy on behalf of a major Home Improvement 
services company, to prove that a sustained, branding-centric, advertising campaign executed using 
low-cost remnant Radio air-time, could yield sales at or above a targeted return on investment. 

 

EXECUTIONAL SUMMARY 

 The campaign ran for 24 weeks to provide consistent and lasting frequency. 

 Total Rating Point (TRP) was used as the metric to measure reach.  The test was 
structured to attain a 35% or higher TRP weekly. 

 Radio was selected as the media because it provided the targeted TRP at the lowest cost.   

o 60-second spots were purchased on a pre-emptible remnant basis at a spot rate 
that achieved a clearance rate of at least 90%. 

o Spots were purchased in the 6a-8p daypart Monday-Friday only with a 
maximum frequency of 7 ads per day. 

RESULTS 

 The campaign response started slow, taking 4 weeks to achieve targeted lift in response, 
but has had a long tail.  The lift in response has remained elevated 6 months after the 
test concluded and continues to remain strong.   

 Radio lifted response across all response channels including telephone, internet, and in-
person.  

 Radio’s credibility with listeners generated ad exposure that consumers absorbed, 
retained, and reacted to positively, generating an impression on the consumer that has 
been both long lasting and responsive. 

 

 

 



 

© Target + Response, Inc.  
Use or reproduction of any kind without express written consent of Target+Response, Inc. is strictly prohibited. 

 

 
Target+Response, Inc. -  1751 S. Naperville Rd., Ste 208, Wheaton IL 60189 -  312-321-0500 

3 

DETAILED ANALYSIS 

 

PROBLEM/ OPPORTUNITY 

A major Home Improvement Services company came to Target + Response to develop and execute 

a media test, to prove whether or not a targeted mass media brand centric advertising campaign that 

was structured like a direct response campaign could generate a sufficient lift in sales to yield a 

positive ROI.  The specific theory being tested was: 

Theory: (A) maintaining a statistically significant and consistent brand presence in a market 

measured by exposure over time, (B) using extremely cost effective ad placements providing 

the greatest exposure for the least cost, will (C) lift sales in that market and have a positive 

ROI.   

 

When determining which mass media channel to use, the advertiser selected the option that 

generated the highest level of marketplace exposure at the lowest cost.  The metric used to measure 

this objective was cost per total rating point (TRP).  A rating point is the percentage of the 

marketplace that is exposed by an ad.  The goal was to achieve a minimum of 35 TRP’s at the lowest 

cost per rating point for 24 weeks.   

 

APPROACH 

DURATION 

One of the postulates of the theory involved the necessity for the ad exposure to run for the 

period of time necessary for the frequency to reach critical mass, generating both brand 

recognition and response.  It typically takes 4-6 weeks for Radio advertising to reach critical 

mass, and another 10-12 weeks to achieve consistent brand recall.  The advertiser decided to 

run the campaign for 24 weeks in order make sure both critical mass and brand recall would 

occur.  
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REACH/FREQUENCY 

The second postulate of the theory was the necessity to expose the message to a statistically 

significant level of the demographically targeted population.  To gauge exposure we utilized 

Total Rating Point (TRP) as our measurement.  The TRP represented the percentage of the 

target demographic reached by our ad placement on a weekly basis.  Our targeted TRP was 

35+, which means our goal was to expose the message to at least 35% or more of our target 

demographic.  One key note, highlighted in the Keys to Success section of this document, is 

you must be careful to limit daily ad exposures to the level where you see maximum return.  

If you reach your TRP goal by securing too much frequency, the law of diminishing returns 

kicks in, and all you accomplish is cost escalation with no benefit.  This is a mistake less 

experienced agencies make as they force the ad buy to achieve the TRP through buying 

more ads/day.   It only drives up the cost of the advertising making it difficult to achieve the 

target ROI goals on the backend.     

MEDIA SELECTION   

When evaluating all media options, including TV, Radio, Print and Internet, the advertiser 

chose Radio as it provided the highest TRP exposure at the lowest cost on a cost/TRP basis.  

The concept was tested in the top 8 markets in terms of lead to sale ratio to provide a 

representative sample.  In order to succeed on Radio, and prove the concept, several 

executional criteria were developed.  These key criteria included: 

 Focus on pre-emptible remnant Radio  

o Spots negotiated on a pre-emptible remnant 

basis to secure 60-80% discount off rate card 

o Placement negotiated to achieve at least 90% 

clearance 

o Maximize value add opportunities 

 Creative Execution 

o Utilize 60 second spots 

o Utilize multiple creatives/offers that rotated 

monthly 

o All spots were announcer read 

o Included a sweepstakes executed during the campaign to provide 

incremental brand exposure  

 

KEYS TO SUCCESS 

 Ad Frequency was limited to no more than 7 – 60 second spots per day with maximum 

separation, to avoid law of diminishing returns from kicking in, which would arbitrarily 

increase cost without providing the commensurate benefit. 
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 Ad buys were limited to 60 second spots run during the best dayparts, M-F 6a-8p.  By 

limiting our ad purchases using these two criteria, we achieved maximum TRP’s at the lowest 

cost and built recall quicker.  We did run spots outside these parameters on a value add basis 

which helped increase exposure at no additional cost. 

 Advertiser measured sales lift across the market regardless of the 

response vehicle. 

o Measuring across all response channels is key - The Radio 

campaign lifted sales leads across all channels including 

calls, web leads, and in-store. 

o Campaign duration allowed brand exposure to achieve 

critical mass - Initial results were slow but consistent.  

Frequency and Length of campaign (24 weeks) allowed 

enough time to reach critical mass, in terms of exposure, to generate a lift in sales 

that has sustained for the past six months and counting – slow start, long tail. 

o Low Cost of Remnant Radio led to positive ROI – Because we were able to secure 

ad placement during this test at an average of 68% below rate card, and secured an 

additional 10% in value add, the cost of the campaign was low enough to generate a 

positive ROI. That, with drag, has exceeded the target ROI! 

 

FINDINGS 

 Slow Start with Long Tail – it took 4 weeks before we generated enough exposure to start 

seeing lift.  This is for two reasons.  First, there has to be enough frequency to generate 

awareness and make the advertisers brand top of mind when need arises.  Second, because 

the Home Improvement sector is a service industry, the need has to arise before a consumer 

response is generated.  This second reason also accounts for the very long tail the campaign 

has had.  We ended the media buy over 6 months ago but the lift in response has remained 

elevated, because the brand remains top of mind as the Home Improvement service need 

arises.   

 Radio Lifts All Boats – response rates, leads, and sales across all channels were significantly 

lifted by the Radio campaign.  Consumer response preferences are very disjointed in today’s 

marketplace.  We have already established that Radio was able to create lasting brand 

awareness for when the service need arises, so it’s logical that consumers would respond via 

the mechanism with which they are most comfortable, creating lift across all response 

vehicles including web and in-store. 

 Radio Provides Credibility – Very few media channels have the credibility of Radio. That 

combined with the announcer reads, (another source of credibility), generated ad exposures 

that consumers absorbed, retained, and reacted to positively.     
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Radio has shown itself to be a cost effective method to reach a large segment of the population and 

influence the purchase decision process.  The key is finding an agency to execute a campaign who 

understands the Radio marketplace, and can negotiate and secure an ad buy that generates the brand 

exposure you need, at a cost that generates a positive ROI.  If you would like to find out how you 

can tap into this highly lucrative marketplace, and generate brand exposure that drive sales cost 

effectively, please contact Target + Response, the leader on remnant radio for more than 25 years.     


