Commercials

“All great radio takes place in your mind.  The characters and situations you identify with, the taste, smells, emotions, all come to life through the power of your imagination.” – Bill Burton, Detroit Radio Advertising Group
What makes an effective commercial?

There are few firm rules but generally spots must engage the listener’s attention and not be an irritant. Commercials should be aimed at one individual.

A commercial has to be effective in terms of sound.  There’s no picture, so the sound must compensate.

Producer v. client

· Many advertisers want to cram lists of products & prices into their ads

· They pay the bill, so do what they say 

Standard Commercial Appeals:

1. Personal Fulfillment – a subtle promise that the product can help you be the person you knew you could be

2. Authority – many people are influenced by respected authority figures

3. Bandwagon Effect – join the trend because “more and more people every day are discovering this product…”

4. Fear of Rejection – the negative aspect of not being on the bandwagon; the ultimate exploiters of fear of rejection are personal hygiene products

5. Sexual Success – this category overlaps several other appeals including personal fulfillment & fear of rejection

6. Reinforcement of Listener’s Ego – “you know that this product is better because you’re an intelligent person”

7. Prestige – seek that sensitive nerve that prods people to prove they’re a little better than other people

8. Value & Quality – convince the listener that the product or service is worth the price; this approach is often used by brand-name products

9. Other Emotional Triggers – nostalgia, family ties, guilt, loyalty, tradition

Music in commercials – very effective in establishing mood and very helpful in reinforcing a message, but not always a favorable attribute

Voice in commercials – anyone who reads copy must stress key words. If the goal is to express value, the word value must receive proper stress/emphasis

Five common mistakes:

1. Lack of Focus – spots should contain simple messages that don’t wander from idea to idea

2. Poor Technical Quality – some spots are too loud, too soft, badly mixed or cast with inappropriate voices

3. Lack of Completeness – spots need beginnings, middles & ends; satisfying conclusions may be the most important of all

4. Assembly-line Approach – vary voices, music styles, SFX approaches

5. Fear of Experimentation – don’t shy away from new ideas just because you’ve never tried them or “that isn’t the way we do things at this station”
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