RADIOWORKS
MISPERCEPTION

IT’S HARD TO TRACK
AND MEASURE RADIO’S
LOCAL RESULTS.
Radio delivers results for advertisers – from Fortune 500 companies to Main
Street retailers. With over 15,000* local radio stations across the country,
radio provides measurable outcomes for advertisers in all markets.
* (Source: FCC, 2018)

RADIO
WORKS

Radio delivers measurable results.
It drives web traffic and
influences behavior.

Based on a radio campaign analysis of a local
utility company, radio delivered:
(Source: Katz Radio Group/AnalyticOwl, 2018)

72K

Nearly 72K new
website users.

13%
13% increase in new
user web activity
versus prior month.

Morning drive ads
influenced greatest
web traffic.

Radio’s advertising impact can be measured both online and
oﬄine. According to a Nielsen 2018 study, listeners who
heard a radio ad three or more times took signiﬁcant action
as compared to those that hadn’t heard the radio ad:

20%
Store visits were
20% higher.

75%
Website visits were
75% higher.

40%
40% increase in a
desire for additional
information about
the product.

RADIO
WORKS

Regardless of the retail category, radio can be attributed
for driving traﬃc to brick and mortar locations. In an
analysis of a broad range of retail brands across 4 ad
categories, radio drove a 22% lift in store traﬃc.
(Source: RAB: Radio Drives Store Traﬃc, TagStation 2018)

32%
Automotive 32% lift.

7%
Home Improvement locations 7% lift.

32%
Quick Serve Restaurants 23% lift.

32%
Beauty Retailer 32% lift.

Local advertisers believe
in the power of radio
“Radio is the most important thing we use on the media side because it touches so many people.”
Ed Wehmer, Founder, President & CEO, Wintrust Financial Corp.

“It’s personal, it’s daily & we can tell our story in an evolving way on radio. That’s hard to do in other media.”
Diana Sikes, Senior Vice President, Art Van Furniture

“We can target diﬀerent demographics, change the message. It’s a tremendous, ﬂexible medium.”
Roy Spencer, President & Owner, PermaSeal Basement Systems

“Radio is the core of our inﬂuencer strategy.”
John Alﬁrevich, Dealer Operator of Apple Chevrolet and President of the Chicagoland
and Northwest Indiana Chevy Dealers Association

“About 13 percent of our total advertising budget is dedicated to radio. People come in mentioning
the station’s call letters. We feel it has been a good return-on-investment.”
Tammy Oreskovic-Geraci, Peter & Co. Jewelers

