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Ruth I%‘I’.’SEJE]_,’_T!-E President r{,l'rf}f':?::'a:.lﬂuﬂ

Interactive Rovenue. PIR pn:rfa'r-:'a:
Dat-c-Base e-mail mﬂn&:eﬁug ﬂ.lﬁlt'ﬂr'l'.'
and mm‘;-n:-.'fng exportise to over 100
radio stations in the U.S. and
Canada. Since CUOryone 18 .!ﬂﬂefug
abont databaso ma rﬁa!’ing those dlags,
and since that is f’msshﬂﬁs aread uf
expertise, | asked hor to giee ns Somma
r'm-'!'g;rf into the sufvju:!'.

Pmssl'laf,-l'r sees clear opportunities _.";:r
radio in the ,l'r:rfun:'_. but she also wants fo
caution slations that are rum:ni‘.lf._:_.l drur'ng
database gﬂﬂrrn:u'ing and mm'.{'{'fr'ngr that
I.Irmg.l aren ¢ Jr."L'.l'.rTg upr to the ;mn.’n:':ﬂ'h!l !';rcg
have in front of them today

The future is under construction.
Evervthing's changing. MyS pace is a so-
cial revolution. Bloggers are becoming
stars and bringing down politicians, Buzz
10 lung-u.zr has to do with how VoL Te feel-

Dalabase gaihering, |
which has been around
since the first Radio Shack
employee asked the first
caveman for his IIP code,
will become even more
critical fo radio’s survival
and evolution.

€
g alter a -;mu]'rlc of glnaiEL'E. of wine and
evervthing to do with how hot vour prod-
uct is.

Closer to home, radio’s disty little
secret, that music is just the filler be-
bween commercials, is about to get dirtier.
Soon on-air content will be an excuse to
drive pu-.:plu to your station database. Da-
tabase marketing is becoming that im-
portant.

Dalabase gathering, which has been
around since the first Radio Shack em-
p]n.:-:m.: asked the first caveman for his
ZIP code, will hecome even mare criti-
cal to radio’s survival and evolution. So
slop messing around, Follow these five
steps and greet the hulure,

* Work it like vou mean it. Your
database i= your lifeline. Give FL‘HJP]E
mi:.lningrul reasoms o regisler and an
excuse to LJQ hack in every ﬁinglr: -|l.1y.
Crive p-l:np]f: a reazson bo parbopate m a
n'_laLiq:l:n'-tl'LiIr with you and to interact with
"|."I: W1 31% arnl I.'I"I]-L-::l]'l:'lg I.'l-ﬂ‘-'|1‘-'|

Reasoms to register should transcend

comtests. There's uvwll'ungc wWrOTg with
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contestz, but 111:3_-;'1'-3 not the
lonig-term relationship build-
€18 ytm'u need to slay relevant,
Exclusive content, access and o
portunities will keep vou relevant as
I.Uil!': as _"u-'li LLR L]U].'i."l".."['.

Interacting on a ngialur hasis can be
as simple as giving people a reason to
log in. Post the names of contest win-
ners every day. Pull together content
that vour registered listeners will appre-
ciale. Get creative: Build a "time-wast-
ers” section. Someone has to let listen-
ers know there's a site
called rr.-u'u'.shr,ﬂ";:umym!.

com, Why shouldn't it be

:,ruu?
That's for lnlja:,r. To-
TN, :,'111.1'” need to gel
ersomal ]‘.n}r posting |1]-:Jg5
E:':m] WO j::u:]e.q or concerl
reviews from VOLIT listen-

s, "Ir-nu‘]] nur.tl o E,"r:L ox-

clusive 1:!_1.-' poshing audio
streame from station stu-
dio sessions or interviews
with artiste.

And mhu“ akso need to get interac-
bove ]n. Lllulz,_ vour listeners tell yvou what
Loy post, what llu.ﬂrr lilse and wlu{ |'.I1L'|. T
:Jumh Ciive Ll'u_m a hand in creabing a
um rus:l:, just for database mun]n.:rs

So get going. all: alyout vour sta-
tion club and its members, evenls, ad-
vantages and perks. Work it. Sell it to
your listeners. It will I.1J1.:i.'|:11»:l|.:.!|_'g." ]'I'flilﬂ
you more ralings, more revenue and
more relevance than any one-ofl pro-
motion.

* Permission is paramount. This
i= a ]'k'lf.]l.:l." uw.*rlmﬁlh:::] O N rend I-f'[ lilﬂ'
tabase marketing. You're locking for
more than just information. You're ask-
ing for permission to e-mail, text mes-
sage (vou are texting, aren’t you?) or
contact database members in some form
or fashion. If database marketing is
ana]nt_,n:mq L Ja{ing, this is the critical

"'-i.:nr [ see you again? guestion.

Tr.“ pr:t:up]r. wlnv {l'u:}r should s1En up
Fc:rwmr e-mails. ant an LJn.-E1'.|'I|1]L s of your
Q- ma]l “'-pr:u[‘u.- the benefits of ¢ getting
m}urr:—mal] *-:[.._ul’-, the henefits :1Frr:ar]
ng your e- mail.

That's not to say regisbrabion with-
oul permission is worthless, You're add-
mg o the overall ]m:-[1]:. of your listen-

Ladi -] "ﬂ.".l.'l]'l I1IJ.IZ "'l'.l.'.l1|.'l|.1IZ MIL O -ﬂLL |-1L‘11(J.L1' |:I.1II'J

ZIP codes. It's also -;.uLm;.lv I.ILH.].‘.’ that

“The worst thing about the
miracle of modern commu-
nications is the Pavlovian
pressure 1t P].{'IC"E! upon
everyone to communicate

whenever a bell rings.

— Eusscll Baker

Hulll |’rt‘t|5|:l”

these regdistrants will parlicipate on their
own terms. Their survey answers and
conlinued interaction are valuable, but
if there's power i passive parbicipation,
there’s platonium in permission.

One more detail: Make sure vour e-
mails and messages are Wi wth opling in to.

* The message makes the me-
dium: Your e-mail is a virtual on-air
hreale. qlanm].inh it l:m,ul]wr is like en-
couraging your |m|z-= to open the mike
and talk ::1:4.1]::531' about 11c:111u1;, The
very people who are most interested in
what you have to say will
tune vou out. Feep the opt-
in status youve worked s0
hard to attain. Send enter-

taming, inLr:ru_'-.q{qu'l', r¢:1-

evanl messages. Some bips:

F"rnr?'r'ammur. If you
have a “From” line u.11.|1 the
names of your sta Lion's per-
*-'.1111.1]{Lv VOur call letters
a111l a stabiom Lc o al L|11_ top
of the e- rnml don't start
the e-mail with ]l’.]L‘L:iF here
from WXYZ." Most of
wour listeners have EI]ILEI.IJ'I.- fl-FLEL'rJ this
cmt. E-;.rm.ml:lur v:;m re wriling [or read-
ing, nol [or announcing.

And plca&:.' find someone who can
write. Be imreverent. Be mteresting. Be
remarkahle, Make sure the e-mail repre-
sents the station and that it's s-:unulhi:ug
}-‘-_Iu'r_l want Lo read.

Sales: It's all about the offer. Client
]l.f'r_f'l.'IF are El]ll'." [UI' Il‘.l'l]_"‘I"l.-';-Fll.'llﬂE ]'".1'.- I:I.- you
wonl to mowve I:rnh;]ml male a n.,n-ud of-
fer. Tf the offer is not L|11.11|.,. don’t send
the e-mail. It's not worth the harm }r::uu'ﬁ:
|.|cﬁng bo pri;-r.x:n:] listener I‘l."l-lli-:*]lf-lﬁ[‘t&l.

KPRI/5an Diego has a greal L"":."IIJ.].I:IIL
of a .-:j-:JmJ offer. GEM Pat Ochbum }:1.;-
ured out how Lo sell CaTs I:m{]m:uul r-l.]]m,_;!
spols, |13.r the way) and sent an e-mail
that was worth reading,

The concept of thie beneficial e-mail
was ‘.-'-'[]'I'l[l]:.-' ":-'.er:ug{]] in numbers.” One

listener doesn’t have

I}:}

: Tlle Future Is
Under Construction

Using your database wi.scly

l]lu_l,' have hundreds of other Ji\-m'giu._f
interests. Surveving listeners is your
|:|ﬂ.1.1:wﬂ_'.r bo relevance and ratiings,

The answers to just aboul anything
you've ever wondered about vour station

Are the contests still fresh? What do
listeners ru.m“}' think of the morning
show? Who's buying what? — are avail-
able to vou if you ask questions and ana-
lyze the results. Then be sure to act. Seg-
el wour content ﬂ-l“l '23'[[!.'!['5 ]1'-:1-':'-'0."4.1 il
the interests 0 m've discovered.

E:.,-' segmenbing information geo-
gra.p]uiq:a]]:.r, ]unniL:T Williams, Market-
ing Dhirector of WOSX/ Detrait, creatod
a greal win. .[.FF!iI]:_E ZIP code informa-
ton, WCSX nvited “Workforee” da-
tahase members within a 30-mile ra-
divs of a new home r]m*elupmuuL to an
event. An e-mail was sent to this Epi-
cific segment with exclusive offers and
icentives,

How successful was the 1..:L|':'||'|.:Li|:_,1'|"':I
Williams says, *The client ended up hav-
ing five l'h'_"\i:l]_‘.ll.nl_ I'I]EIIL‘-L :llenlL*; o1 New
|1unu,s= at the event, and my understand-
ing is they all ended up huying homes.”

]3-.; segmenting content requests,
WXRT/Chicago Marketing Manager
Tom le-ﬂl..L! l..‘ﬂl'.l.'.lJIJlllL"l’.l a great bEIJ.Cb ]3|..:| L-
form with a targde bed invitation to lsten.
When listeners register Lo become
WXRT VIR, LI‘LL‘_';":I'L‘ asked if Ll'u.'}rluj lile
hulleting about Studio X, the station's
live, in-studio lmr[unu.:'um.:a.

When Studio X performances are
coming up, the station sende a brief e-
mail Lo just that ﬂI:lll.:]-ill gegment of
the database. It consists of a shorl mes-
sage, a pchure of the band aud a SO~
SOT ].::l,.;'u.

The {argr:lcrj message with music
content and advertiser support works
on a few different levels, First, it works
for listeners because they're reminded
to listen to smtml,hing llmy'm inter-
esled i1 second, it works for the sta-
ton because it creates a sponsored des-

l.'tli.'lllg}'l l:,-u]l las gul a r =
great Juﬂlatadmlcr— E I N
ship. Lots of listeners

|1‘.|_ ctls of histeners THEPQINT IS n E “ E N Ll E

]myltlg at the same
time, however, can del a hreal,

DE-I'I'LIJ.'I:I “’(:'Tlﬂ_'l‘_:l “'iLI'l fi | Il.hi.'ﬂl ].l.L"i.l.'II}'-
car L:I.-I:EI.IL"E'E-IIi]_‘.I b negobiale a [leet vate
for listeners. An e-mail outlined the deal,
and hundreds of clicls, many appoitit-
1'I'.|.L'1I|.E |11IIJ SIS CarT E-EI].CE ].GLL'I;. L".-"l.'l'_'.-"'lll]li."rhi
.-'.mi]{nt;'.

On a grand scale, this is great. The
challenge i that one man's treasure is
another man's ILIJ.IL‘. It's just p].:ﬁ.u hand
Lo pranidr: benefit and relevance to tens
of thousands of datahase members at
once. Bul there i= a solution.

* Survey, zegment,
While all your database members have
].'L“-l.L"IlZi.‘[lE_' te vour stabion in common,

B2uCce ".I‘.
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tination for tune-in with the exclusive
Studio X content: and third, it works
for the sponsor, in this case Miller beer,
which receives a closer association with
the station.

“The Studio X e-mail is not a Miller
ad s]aplmj acrogs your tace, it's a spon-
s-nrslnp that's 1:|I:|.~.l..'11 ﬂlﬂmapnﬂll.lj imilo
the message,” Lisack says. “If we sent
an e-mail ]1.151 from the L]1L11t we'd g gdet
quite a hit of |31|5-|1J]f|1.l... The incentive
for the listener would be lessened. This
way we re supporting our listeners and

lu.,nl: with asl'rm,l[lu message ll‘rjl.151 the
[lwplu who have asked for it.
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