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INTRODUCTION 
Old media don’t’ die! They just bounce back in new avatars. Not so long ago radio had been 
written off as fuddy-duddy, down market and not so cool. Television and later “new media” 
were touted to being the media of the future. But thanks to technology radio is making a 
comeback.  In  fact,  in  its  new avatar-fm-radio  is  all  set  too  become the  hippest,  coolest  and  
most with -it medium. 
 
 FM radio is a new entity altogether and has to deal with new market dynamics. Media 
owners dealing with new markets will virtually have to draw up their strategies as they go 
along, create programming that is new, innovative and grab away eyeballs from TV sets and 
make them tune into their radio sets. It’s a whole new challenge and competition is never far 
away. Ad revenues will also not be easy to come by, as advertisers will expect media players 
to put their money where their speakers are before they commit large sums of money towards 
radio advertising. The other challenge for radio in attracting advertisers is the nature of the 
medium-radio has always considered being a reminder medium. The involvement of listeners 
to radio is low, Vis a Vis television or print media. 
 

Radio advertising is getting bolder by the day with carefully worded scripts, 
brilliantly executed situations, the right strategy etc. Though the quality of the commercials 
has gone up by notches, FMCG companies still continue to bank wholly on television. FMCG 
brands  ought  to  wake  up  to  this  elementary  fact,  and  be  a  lot  more  pro-active  on  the  radio  
front. In light of the fact that in cities like Mumbai and Delhi, radio stations have a far greater 
reach than print, companies ought to partner with their respective agencies in executing well-
strategised radio commercials. 
 

Radio is perhaps the most cost-effective and powerful means of communications. 
Studies indicate that instead of two commercials on television, one commercial on TV and 
the other on radio gives about a 20 per cent higher brand recall. Also, a television 
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commercial, if put out exactly on radio, works very well as the listener can then visualize the 
whole ad Agencies and clients are busy evaluating the media and its various stations. And the 
station heads are busy putting together a veritable package for the listeners, the success of 
which may lie in differentiation. And if one were to cite reasons for differentiation as a key to 
success,  one  would  arrive  at  a  logical  answer-  that  the  listener  would  possibly  dive  in  to  a  
particular station only if he is sure of a particular ‘flavor’ that the station has to offer time and 
again.  This flavor can be a concoction of choice of music,  RJs and packaging. And though 
the station managers may not agree, the radio stations in Mumbai today are sounding pretty 
much the same. 

 
OBJECTIVE 
To find out the impact of radio on society. 
To know about the radio commercial broadcast. 
 
RESEARCH METHODOLOGY 
Survey Method has been applied for this research study because as per nature of this research 
topic,  research  questions,  I  have  to  gather  data  from a  relatively  large  number  of  people  of  
this society. This study is concerned with statistics that result when date are extracted from a 
number of individual cases. Basically, survey method is a process of collecting the data from 
concerning people of society to solve the problems and concerning issues. 
 
ANALYSIS AND FINDING 
As Commercial Radio developed in the early days, its key strengths were seen as primarily 
tactical - fast turnaround, low capital cost and local flexibility. These days however, while the 
traditional strength still apply, radio is increasingly being used for strategic roles. 
 
Dominant share of mind 
Share of mind can be described as the extent to which a brand makes itself salient within the 
consumer's  mind -  this is  often the most challenging task in sectors where there are several  
top-parity brands, and/or high levels of competitive activity. 
 
The ability of radio to create dominant share of mind is a product of its intrusiveness and the 
high frequency with which ads are broadcast. 
 
Brands like the Carphone Warehouse have used this unique characteristic of radio to develop 
an unassailable lead within their category. 
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Support to other media 
Young people are of course consumers of several media, and campaigns which use only one 
medium can miss out on the "media multiplier effect". Because of its inherent characteristics, 
radio can work in a complementary way to other media. 

With  TV  it  is  traditionally  used  to  add  to  the  length  of  a  campaign  or  to  fill  weeks  where  
there is no TV activity - it can also be used to explain products or services in more depth, or 
to include additional information. Brands in fast-changing areas like retail or financial 
services often use radio for its ability to put over several different messages as an overlay to a 
core TV campaign (multiple executions in radio are very inexpensive compared to TV). 

Radio also works exceptionally well with TV if there is creative synergy, most conspicuously 
in the form of a Sonic Brand Trigger. 

To press, radio above all adds intrusiveness, because levels of ad avoidance with print are so 
high. Radio can also, like TV, bring things to life - for services or corporate advertising this 
can be very valuable in adding personality and tone of voice. 
 
The "explainer" medium 
Young people, because of their inexperience, often need the benefits of products or services 
explained to them before they can make a decision to purchase - for example, a bank account, 
or a promotional offer. 

Radio is particularly useful for this as it uses the human voice in real-time. This means that 
the young people do not have to wade their way through extensive reading material before 
they even know what the proposition is. 
 
Speaking from inside youth culture 
As the qualitative research illustrates, young people begin to move away from their parents' 
world of choices and preferences, and to set up their own world independently. Inevitably this 
means that some media are seen as outside that independent world - newspapers for example. 

Radio, as a personal "me-medium", allows the advertiser to speak from inside the so-called 
"youth fortress".  
As the respondents said in the research, they feel as though the people on the radio treat them 
like adults - leaving their parents out of the equation. Tone of voice is a key issue with 
advertising strategies in this territory. 
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