Checklist for an Effective Presentation

I have:


Written my standard presentation(s).


Outlined my scripted presentation as a guide for the actual presentation.


Written out and practiced aloud, a list of responses to any probable questions, concerns or objections that may arise.


Delivered my standard presentation(s) to at least two different people who have offered me feedback.


Prepared appropriate standard presentation material for my clients and expected venue (e.g., auditorium, small round table, conference room, hallway, etc.)


My presentation:


Focuses on the benefits  - "what's in it for the client"  - as they relate to solving the client's specific problems.


Begins with the most important benefits and continues in descending order of importance, including only pertinent benefits.


Has no unneeded statements (zero fluff—ask yourself before adding extraneous information, "does it really matter?")


Includes a very brief station background discussion only if it adds credibility or if it's anticipated that the client would like it addressed.


Includes appropriate, customized and easy to understand illustrations where applicable.


Includes opportunities for prospects to engage.  (Remember: positive discussion is a good indicator that the client is happy with what you're telling her.)


Includes a powerful conclusion which clearly illustrates the benefits my prospect will receive as a result of buying my solution (underwriting) right now.


Is 10% shorter in terms of time than would be expected for a presentation which discusses a solution of its relative complexity.


I will be sure to:


Minimize the preparation work on the part of the client (e.g., acquisition of projectors, flip charts, markers, etc.)


Confirm that all individuals necessary to make the decision to purchase underwriting will be present. 


Avoid reading directly from any slides, scripts, or outlines.


Avoid using public radio terminology unless I'm absolutely certain the attendees will understand it.


Talk to address my remarks to everyone in the room by looking directly at each person during my presentation.


Share my attention, eye contact, body language and "mental telepathy" with everyone in the room-- not just the primary decision maker.


Confirm the next action steps with all appropriate parties at the conclusion of the 

presentation and get a firm commitment.
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Checklist for The Written Proposal
(  Cover Page
(Your station’s call letters/logo

(Contact name(s) and company name of person(s) receiving the proposal

(Date of proposal

(Sales person’s name, address, phone, fax, e-mail address

(  Second Page
(Recap of prospect’s/client’s marketing objective(s)

(Benefits of underwriting on your station

(  Third Page
(Proposed schedule detailing the number of announcements, days 

    and times they will run

(Individual rates (optional)

(Any valued-added elements to the schedule (if applicable)

(Total investment of schedule

(Date through which proposal and rates are valid

(Invoicing information

(Requirement of signed agreement

(  Additional Page(s) as necessary

(Qualitative Research

(Quantitative Research

(Testimonial letters

If you do not have access to quantitative research data about your station (Scarborough, The Media Audit, Simmons Study) or qualitative data from Arbitron you may want to see what American Demographics magazine, or even the Census Bureau has that can be helpful.  
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WGUC Drives Business To Central Bank


Central Bank

“A Bank with YOUR Interest in Mind”
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And Your Money In Our Bank!

Presented To:

Ms. Decision Maker

Central Bank

Submitted By:

Gordon Bayliss 





November 12, 1999

Marketing Objective

Central Bank’s marketing plan is to bring awareness of its new drive-through ATM services to the listeners of WGUC.  Central Bank’s primary target is women, 25-49.

Here’s what Central Bank will receive:

(
Targeted Market 

Your targeted demographic will be reached in their cars during drive times 

and weekend evenings.  Your message about your new ATM services will 

reach them at the best times and in the best place -- when they’re on the 

go, and in the car.

(
Highly Desirable Market

You’ll be reaching an audience that has an aggregate household income of 

more than $5.6 billion dollars.*

(
High Time Spent Listening

Your message will be heard with frequency because WGUC listeners are not radio “button-pushers.”  Your year-long schedule of announcements will create a real awareness of your banking services among our listeners.

(
Loyal Audience

You will reach an audience that donates more than one million dollars 

annually to WGUC, averaging $85 per person, paying to listen when they 

can listen for free.  Listeners’ loyalty to WGUC transfers to our 

underwriting sponsors.  You’ll actually hear from our listeners thanking 

you for supporting our station, and, importantly, they will support your 

business.
(
Commercial-Free Format
Your message will stand out in our uncluttered environment as one of only 

four local underwriting announcements per hour. WGUC is the only 

classical National Public Radio station in the Greater Cincinnati area.  

Your underwriting schedule will reach your target demographic of women, age 25-49, in their cars.  Strategic placement of your announcements, along with our high Time Spent Listening, will contribute to the frequency with which your message will be heard.

WGUC has 27,400 women listeners, ages 25-49, with a Time Spent Listening of about 7  hours per week, and in-car listening as high as 69%.  Three out of every five of them use ATM machines*.

Household Income Breakout

(per Scarborough and Arbitron sources):

WGUC’s total listenership, Mon-Sun, 6A-Mid is 133,600

Less than $25K
13.3%
  =

Figures not included

$25K-$50K

34.1%
  =

45,424  =  $1,135,600,000

$50K-$75K

21.9%
  =

29,258  =  $1,462,900,000

$75K+

30.6%
  =

40,881  =  $3,066,075,000

WGUC's listeners' aggregate annual household income is more than

$5,664,575,000

Two Questions: 

1)
How much of that amount would Central Bank like to have 

as deposits and investments?
2)
How quickly will you begin marketing to the WGUC listeners?

*Data Sources:

Scarborough Release 1 & 2 of 1997, 60 markets, and over 175,000

consumers interviewed.  Aggregate income based on those with $25,000+.

Arbitron - Radio Research Consortium, Inc., MSA Women, 25-49, Mon.- Sun, 

6-Mid, Summer, '99. Arbitron data are estimates only.

Central Bank’s 52 Consecutive-week Schedule for Effectiveness

Monday through Friday Sponsorship:

(
National Public Radio’s Morning News Reports 6 - 10AM

3 per week (Each includes an open billboard)

(
Classical Music Programming 10 AM - 3 PM

2 per week

(
All Things Considered 4 - 6 PM



3 per week

Saturday Sponsorship:

(
Classical Music Programming 10 AM - 3 PM



1 per day

Sunday Sponsorship:

(
Classical Music Programming 10 AM - 3 PM


1 per day

Totals Per Week:
10 underwriting announcements

  3 open billboards for NPR Morning News sponsorships

$1,085 Net per week

Total for 52 consecutive week campaign:

$56,420 Net

Remember:

The WGUC listeners' aggregate annual household income is more than 

$5.6 Billion

Two Questions:

1)
How much of that amount would Central Bank like to have as deposits and investments?
2)
How quickly will you begin marketing to the WGUC listeners?

Please Note:
This proposal is subject to avails. All rates and investment totals are net to WGUC. This proposal is valid through November 19, 1999 at which times rates are subject to change. Invoicing is done on a monthly basis for previous month's run of announcements.  Underwriting content must meet FCC and station requirements. An underwriting agreement must be signed and returned ten (10) business days before the schedule can be trafficked and aired.
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