BRIAN BATTLES
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® As proprietor of a fully self-con-
tained production house orrecording/-
performing/marketing company, you
have to know the different elements of
preparing broadcast advertisements.
From time to time we've examined
equipment, explored techniques for
people who work at or with radio sta-
tions, and in the last Ad Ventures 1
devoted this space to a potpourri of
handy tips for greenhorns, hackers,and
even some ideas for you old stalwarts
who still toil in primitive studios. So,
what should we get into next? Most db
readers are fairly clear on how to use
their equipment, and if you’re a musi-
cian, there’s noway I can teachyou any-
thing new about composition,
arranging,and playingsynthesizers and
stuff. So here comes a short course on
how to write copy for radio commer-
cials.
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I've oftcnstated that radio spots have
tobe designed to motivate a listener to
react instantlybysimplyshowingupon
the sponsor’s doorstep, cash in hand.

Although some radio and TV spots
are referrcd to as direct response ads
(“Call 1-800-555-1234 right now and
use your credit card to order...”’), most
ofthe commercials you produce will be
of a more indefinite naturc. They'll be
one of three other basic types:

1) Those geared toward a future
event (Party at the Vile Inn this Satur-
day with the Spandex Geeks and two
drinks for the price of one...”)

2) Information on an event or sale
that the sponsor hopes customers will
look into (“Uncle Drippy’s Used
Groceries is holding its monthly going-
out-of-business sale now through Sat-
urday and all prices are slashed up to
fifty percent...”)

3) A public awareness or image spot
(Drink Burpo Cola because it’s more
fun than falling into a vat of battery
acid...”)

Unlike direct response commer-
cials, these advertisements rarely scll
products; they just bring prospective
patrons to the merchant’s door. The
most important single element of a
radio commercial is the “copy,” or
script that the announcer(s) will read.

BELIEVING IN THE PRODUCT

When you setout towritea commer-
cial, your first step is to believe in what
you are doing. If you hold the opinion
that advertising is generally an enter-
prise of bull, hype, unethical, or
amoral damage to society, and noise
pollution, then stop reading now and
forget about the potential income you
might gain from cutting commercials.
It’s true that, unfortunately, not all
advertising is good, but it isn’t all nec-
essarily evil, either. The ads you write
will be informative, helpful, honest,
and profitable for the listener/cus-
tomer as well as theretailer.

To prepare a good commercial, you
must care about the merchandise. Get
to know the product you are selling.
(We'll call anything advertised a “pro-
duct,” whether it's an actual piece of
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tangible merchandise, a car wash, a
movie, an accounting service, an in-
surance policy, abank,astore,orarock
concert.) The idea is to present a con-
vincing argument for why the listener
should try it. The best approach is to
treat him or her as a friend. You can’t
convince a friend to invest in some-
thing you don’t personally believe in.
You also can’t convince a friend to try
something that you've never tried or
seen for yourself. So, the firststepis to
research the product. Find outwhatit’s
called, what it does, how it works, how
much it costs, how it came into being,
and why people who use it will benefit.

Next,you must understand the target
market. Who is most likely to buy the
product? What type of music appeals
tothem? What sortoflanguage do they
respond to? What are their maininter-
ests and concerns? After you've iden-
tified the market, seek out any
obstacles there may be to selling it. Is it
overpriced? Too revolutionary? Is
there a better product offered by a
competitor? Does everyone already
have one? s it dangerous? Is it just
plain boring?

You have to write copy that will do
four things:

1) Get attention.

2) Point out the customer’s need for
the product.

3) Describe the productinaclear and
exciting way that shows how well the
product fulfills that need.

4) Stimulate action.

If the copy doesn’t grab the listener’s
attention and hold it, you're licked
from the start.

WRITING EFFECTIVE COPY

How do you get “up” for writing an
ad? Easy: start writing. Nothing tricky
about that, is there? Pretend you’re
writing a letter to a friend, and that you
sincerely want to convince your friend
that he or she desperately needs the
product. Just write it out. Use free-
form, random, stream-of-conscious-
ness terminology,  spontaneous
vocabulary, and positive expressions.
Let go of your natural urge to write
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