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By: Al Stone, King Media Services

This brief white paper should help you design and implement an effective advertising campaign for your 
Safe Money Places® business in your local market.  With the tools and guidance provided by the Safe Money 
Places® Agent Network, the information in this short paper will help you maximize both your time and 
money as you develop your client base.  Please keep in mind that we offer this information to you in the 
form of guidelines; it is not a comprehensive approach to developing and implementing a total marketing 
plan. 

As a qualified member of the Safe Money Places® Agent Network, you may design and implement your 
advertising yourself, or you may choose to take advantage of our guidance to create and place the 
tools for you in your local media market.  For example, we have produced two (2) radio and two (2) 
television commercials (suitable for streaming on your website as well) that you may customize and place 
for your own purposes with your local broadcast media outlets.  Or, we will customize and place the 
spots (commercials) for you.  In making your decision, consider that creating and producing and then 
placing advertising is time-consuming.  And, unless you have had some experience working with media 
representatives, it is quite possible to make some costly mistakes.

On the other hand, if you choose to have us “set up” your advertising market and place your commercials 
for you, it is quite possible that at some point in time you may be able to do all or part of the work yourself.  
Either way, you remain in control of your advertising budget at all times.  So, think about which way you 
want to go, here at the beginning, and then let us know.



Media Placement: Two Important Issues to Address 

Two words to keep in mind no matter who is doing your advertising: consistency and professionalism.  Let’s 
look at consistency first ...

Over the past forty years, I have had advertising clients who have tried to do their own media “buys” themselves.  
The results were less than successful.  The main reason for their failure was their lack of consistency in their 
advertising purchases.  Many of them were unrealistic about “how long to run their spots and when, specifically 
to run them.”  They were inconsistent. They often bought a week or two of airtime on radio or TV and then 
pulled off the air for a couple of months.  That’s usually when I would get a phone call from them, saying, “My 
radio (or TV) spots aren’t working!  What am I doing wrong?”

A lack of consistency of effort was usually the main – but not the only – problem.  Again, as a qualified 
member of the Safe Money Places® Agent Network, you will have access to us to help you develop a consistent 
advertising schedule so that your opportunity for success will be much, much better.  Though no one can 
guarantee that your phone will ring off the hook when you start an ad campaign, we do know through years and 
years of experience what works and what doesn’t.  And we can teach that, if you wish.

For example, once we “work up” your media market and identify which media will meet your objectives, we can 
develop a template for you to follow and, most important, a way of measuring the results of your advertising 
along the way.  You may decide to use, for instance, two different radio stations in your market that appeal to 
your target demographic – the people age 50+ who could become your clients.  Rather than simply throwing 
some commercials on the stations, five days a week for a month, we can help you decide how many times per 
day, which days per week, and which weeks per month you should be buying.  We will provide you with easy-to-
use measurement tools to help identify where the potential client heard about you and what motivated him or 
her to contact you. (By the way, the same is true for print and outdoor advertising)

In any advertising campaign, consistency also includes “consistency of message” for the customer.  We design 
our Safe Money Places® ads (broadcast and print) to include a “call to action” – an appeal to get the listener, 
viewer, or reader to pick up the phone and call you.  Furthermore, with today’s “modern” media, we also include 
motivation to drive your potential clients to your website.  

The other issue in creating and implementing an effective advertising campaign is professionalism.  The 
more your commercials look and sound professional, the more effective they will be.  Yes, I’m fully aware of the 
annoying car dealer spots featuring the owner of the car dealership doing his or her own TV spots, and, yes, they 
do work.  BUT, most car dealers, for example, spend ten to twenty times the amount of money running those 
spots in their local market than nearly any other local advertiser!  

I handled a small car dealer in Indianapolis for a number of years – he averaged over one hundred thousand 
dollars a month in his radio and TV advertising – not including production costs!  Would he have spent as 
much even if his spots were more professionally produced?  Probably.  But, would his business have been better 
(more traffic; more sales) had he been a little more professional on the air?  I think so.  And here’s why.  After 
a few years of doing his own commercials, this car dealer actually became a professional spokesperson for his 
dealership – he looked better, sounded better, and did better during the “shoots” than he had done in his first 
year or so.  The better he became, the more his sales increased.

Professional production, therefore, will help improve your opportunities to meet with potential clients – 
and isn’t that what you want to be doing?
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10 Tips for Buying Media
If you choose to “do it yourself,” i.e. doing your own advertising placement yourself, here 
are a few tips to help you save time and money.

1.  Establish your own in-house advertising agency.
In most markets, radio and TV stations (and some newspaper and magazines) recognize an ad agency and offer 
a discount (normally 15%) off their published rates.  If you are going to be doing the work of an ad agency, you 
are entitled to this discount.  However, it would help if you actually set up an ad agency of your own, with its own 
name and phone number and perhaps a different mailing address than your financial services company address.  
When you contact a media rep, be sure to introduce yourself as “I’m (name) of (name of your agency, e.g., ABC 
Advertising.  I have an account, Safe Money Places, that is interested in advertising on your station.”  The station 
will connect you with a sales person and you should identify yourself as the agent for your client (Safe Money 
Places).  Then, when it’s time to talk about costs, invoices, etc., be sure you and the rep agree that your ad agency 
is being billed at Net not Gross. For example, if you decide to spend $ 2,000 per month on the station, your 
actual bill from the station would be $ 1,700 Net not the $ 2,000 Gross.

2. Research your market thoroughly.
Before you buy any time or space in the media in your 
market, do a thorough analysis of the media.  Identify 
all of the media for your target market –the radio 
stations your customers would normally listen to, the 
TV programs they watch, the magazines and newspapers 
(especially local ones) they read, any other publications 
they might encounter (e.g., grocery store monthly 
“throwaways’).  Be as specific as you can be, especially 
with the radio and TV stations.  If your customers 
“always listen to so and so in the mornings of wwww Radio, make note of that.  Your station rep is going to 
present you with loads of statistics (ratings) that show how many people listen or watch which programs.  It gets 
even crazier with Cable TV.  

3. In broadcast media we talk about “reach” 
and “frequency.”  
Usually, when we buy radio time, we are thinking 
about frequency – the number of times a spot airs on a 
station.  The more times the spot runs, the more potential 
listeners you will have.  In TV, we usually consider 
“reach” rather than frequency because TV audiences are 
generally much larger than radio audiences.  So, if you’re 
trying to have ten thousand people hear or see your spot 
in a given week, you will probably have to run more radio 
spots than TV spots.  The “fly in the ointment is Cable 
TV.  We buy cable much like we buy radio – in terms of frequency rather than reach.  

In summary, just understand that to get the same number of people hearing your 
commercials, you’ll have to run more radio spots than TV spots.
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4. Most stations will offer you “packages” to buy; some are ok; some are not.
In order to keep their “avails” (availability of spots for sale) priced as high as possible, a station often will try to 
sell you a package of spots that includes time slots that you don’t necessarily want to buy.  What they are doing 
is simply asking you, “Hey, if you’ll take some of these ‘cheap’ time slots (when fewer people are listening to the 
station), we’ll throw in some of these really, really expensive time slots (usually called drive time).  Depending 
on the number of spots total and the number of drive time spots in particular, the package may or may not make 
sense.  So, be ready for this pitch from the station rep.

5. Consider buying sponsorships.
Many stations (both radio and TV) offer sponsorship packages for special events, local programs, contests, or 
other promotions they are running from time to time. If the station rep doesn’t present any to you, be sure to ask. 
For example, sponsoring the weather forecast, sports broadcasts, local concerts or shows, etc., are often sold in 
sponsorship packages. Sometimes the spots you can get as part of the sponsorship will be “Ten-second, live read 
only” which means the station’s announcer will read your “tag line” live during the event or during the on-air 
promotion of the event.  Look over the sponsorship package very carefully to see if it’s really a good deal for you 
and your potential clients.  

6. Ask about “earned media” possibilities.
Ask for opportunities to appear as a guest on the station to tell your Safe Money story.  Local TV news shows 
often have segments designed specifically for this kind of “earned media” coverage.  Earned media is extra time 
that a station gives after you have signed on as an advertiser.  Print media sometimes also offer earned media in 
the form of stories about you and your company.  Always ask!  

7. Your budget.
Before you contact any media representatives, think about how much money you can allocate to your advertising 
for each month.  In making this decision, be realistic with yourself first.  Don’t worry about how much it costs 
to run radio and TV spots in your market or how much your local newspaper charges for an ad.  Establish your 
own, comfortable advertising budget and be prepared to stick to it for at least three months.  Make sure the 
amount you arrive at is an amount you can afford to set aside for advertising.  Don’t base your budget on “all of 
the new business that’s going to be coming in.”  You can always raise your advertising budget if you decide to 
after you’ve gained some experience.  Do not tell your station rep what your budget is!  Keep that “close to the 
vest” as we used to say.  Let the rep figure out two or three proposals and present them to you.  You choose the 
proposal that fits your budget.

8. Logs and Tear Sheets.
Be sure to ask for logs (from broadcast stations) and 
tear sheets (from print publications) once your ads start 
running.  It’s almost automatic with the media now, but 
be sure to ask and be sure you get these documents.  
Logs will show you exactly when your spots ran on radio 
and TV; tear sheets are actual copies of your ad in the 
publication after it has gone to print.  After you receive 
your logs, look them over!  Make sure you got what you 
paid for.  You may see things such as “pre-emp” next to a 
spot on the log.  That means your commercial was bumped (didn’t run) for some reason.  Somewhere below the 
“pre-emp” notice you should see an “mg” notice (make good).  Make sure that the make good is equal in value to 
the spot that was not run or that the station made an adjustment in the billing for that day (week or month).
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9. Length of Contract
How long you commit to running your advertising 
schedule is one of the most difficult decisions to 
make when you’re just starting out.  We recommend 
that if you’ve done the proper research and have our 
commercials ready for broadcast, you should commit to 
a minimum of three months.  At the end of this three-
month period, you can adjust your schedule or cancel it.  
But give the campaign a chance to succeed by giving it 
enough time on the air. 

10. Be prepared.
One of the most memorable experiences I had working 
with an advertising client occurred back in the year 2000.  The client was a doctor who had hired me to be his 
ad agency and produce and place all of his media in the Indianapolis market.  He was opening his first special-
ized medical clinics and, despite my recommendations, had had me purchase time on what I believed was the 
wrong radio station.  It was a substantial media buy … around $ 5,000 per week for a month or two.  I produced 
the spots and placed them on the air.  Nothing happened.  The phone at the clinic range a few times a day, but for 
thousands of dollars a month, it should have been ringing off the hook.  At the end of the first month, I met with 
Doc and told him to let me stop the ads immediately – they weren’t working and he was wasting his money (as I 
had tried to tell him at the beginning).  He agreed and said, “Do it the way you wanted to do it in the first place!”  
I had already put together a schedule for the “right” radio station, so I called my rep and said, “Let ‘em rip!”  The 
spots starting running the next day.  It was a Wednesday as I recall and I have left for vacation in Florida.  

At about 10 o’clock on Thursday morning, the phone in my condo rang and it was Doc.  He was frantic!  “Al,” he 
yelled.  “Is there any way you can stop those spots from running?  All four of our phone lines are jammed and I 
don’t have enough people to answer them, let alone call them back to set up appointments!”  Be prepared!  That 
was the first and last time I wasn’t prepared for such an overwhelming response.  Doc’s spots had run for a little 
more than a day on the correct station and his people couldn’t keep up.  We pulled the spots for the rest of the 
week and he hired three people just to answer the phones beginning on the following Monday morning.  Doc 
went on to open more than a dozen medical clinics over the next few years.  And he never again questioned my 
advice on which stations buy!

We’re here to help you be as successful as possible!  Don’t hesitate to call 
the office or call me direct at (317) 598-0316.
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