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MAIN STREET  VS.  MADISON AVENUE

Geotargeted Advertising & Local Radio

Webinar: Tuesday, March 24, 2pm EST



© 2020 BIA Advisory Services. All Rights Reserved.  

TODAY’S WEBINAR CO-HOSTS

Rick Ducey
Managing Director

BIA Advisory Services

“Main Street”

Justin Fromm
EVP Business Intelligence

Advertiser Perceptions

“Madison Avenue”

Main Street vs. Madison Avenue on Local Radio Zoned Broadcasting
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Kathy Doyle
EVP Local Investment

MAGNA Global

TODAY’S FEATURED GUEST
Agency POV on Local Radio and Zoned Advertising
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Before we get started, a quick 
take on what we are each 
seeing and thinking about 
impact of COVID-19 on the 
local advertising marketplace.

Read BIA’s analysis here:

https://bit.ly/COVIDandLocalAdvertising

Advertiser Perceptions webinar tomorrow:

https://bit.ly/AdvertiserPerceptionsWebinar

https://bit.ly/COVIDandLocalAdvertising
https://register.gotowebinar.com/register/8806157257824494860
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ZONECASTING

GEOTARGETING 
AGE

https://www.forbes.com/sites/bradadgate/2020/03/19/amfm-

radio-wants-better-targeted-ads/#7f5196be60b3

Radio geotargeting 

hits the mainstream 

business press
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LOCAL RADIO’S ECOSYSTEM

Buyers

BroadcastersAudience

FCC

Setting the stage for today’s discussion about zoned radio broadcasting
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Edison Research surveyed local radio listeners about importance of local area content

AUDIENCE FACTOIDS
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BROADCASTER FACTOIDS
With a new, geotargeted advertising product, Radio could get +$750M lift in revenues
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https://www.fcc.gov/ecfs/search/filings?q=geobroadcast&sort=date_disseminated,DESC
https://www.fcc.gov/ecfs/filing/1021307412028

FCC FACTOIDS
Petition for Rulemaking to Let Local Radio Stations Voluntarily Offer Zoned Coverage
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ZONECASTING

SURVEY Madison 

Avenue
Main Street

December 2019

SURVEY

October 2019
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Advertiser Perceptions                      Survey

Fielded

October
2019

Sample: Marketer and Agency contacts from The Advertiser Perceptions 

Media Decision Maker Database and third-party databases as needed

Qualification: 100% involved in media brand selection decisions

Weighting: Data has been sample-balanced and weighted to reflect relative 

agency/marketer influence

Incentives include cash and information

301
interviews 
conducted

RANGING IN TITLE: 

EXPRESSING OPINIONS FROM:

39% 43% 18%

MID-LEVEL
Dir/Supervisor

JUNIOR
Mgr/Plnr/Buyer

SENIOR
VP+

METHODOLOGY AND RESPONDENT PROFILES 

Madison 

Avenue
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Fielded

December
2019

300
interviews 
conducted

RANGING IN TITLE: 

84% 16%

MID-LEVEL
Dir/Supervisor

SENIOR
VP+

METHODOLOGY AND RESPONDENT PROFILES 

BIA Advisory Services                       Survey

Sample: Online panel of businesses with a minimum of 10 full-time 

employees.

Qualification: Person most responsible for or has influence in deciding 

how your business advertises or promotes itself for some or all of the 

locations.

Sponsored by GeoBroadcast Solutions.

EXPRESSING OPINIONS FROM 

RADIO AND NON-RADIO BUYERS:

37%

Non-

Radio 63%

Radio

Main Street

ZoneCasting™ by GeoBroadcast Solutions

www.geobroadcastsolutions.com
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*BIA: Q7. Are you using any type of geo targeting for your company’s/clients’ advertising efforts?
Base: Total Respondents. “Radio” refers to current radio advertisers, “Non-Radio” refers to current non-radio advertisers.
**AP: QCu5. Are you using any type of geo targeting for your company’s/clients’ advertising efforts?   Base: Total Respondents

GEO TARGETING USAGE

Agency 24%

Marketer 43%

Agency 69%

Marketer 54%

Yes

81%

No

11%

Not 
Sure

7%

Radio 85%

Non-Radio 79%

Yes

63%

No

31%

Not 
Sure 

6%

YES

81%
YES

63%

Madison 

Avenue
Main Street
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Agency 51%

Marketer 28%

Agency 24%

Marketer 46%

Very 
familiar

38%

Somewhat 
familiar

32%

Heard of, 
but not very 

familiar
22%

Never 
heard 

of
8%

*BIA: Q9. QCu6. How familiar are you with “ZoneCasting”, a new technology that allows radio stations to broadcast different content “over the 
air” to different parts of their market based on location? 
Base: Total Respondents. “Radio” refers to current radio advertisers, “Non-Radio” refers to current non-radio advertisers.
**AP: QCu6. How familiar are you with “ZoneCasting”, a new technology that allows radio stations to broadcast different content “over the air” 
to different parts of their market based on location?   Base: Total Respondents

Radio 49%

Non-Radio 32%

Radio 30%

Non-Radio 33%

ZONECASTING FAMILIARITY

Very 
familiar

7%
Somewhat 

familiar
19%

Heard of,
but not 
very 

familiar
33%

Never 
heard of

42%

Madison 

Avenue
Main Street
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Very 
interested

55%

Somewhat 
interested

36%

Not
very 

interested
9%

Very likely
52%

Somewhat 
likely
38%

Not 
very 
likely
8%

Radio 66%

Non-Radio 48%

Q10.How interested are you in the ability of radio to deliver geo targeted ads “over the air” through “ZoneCasting”?

Q11. Knowing that there is now the opportunity to use radio to deliver geo targeted ads “over the air” through “ZoneCasting”, 

how likely are you to spend (or spend more) with broadcast radio?

Base: Total Respondents. “Radio” refers to current radio advertisers, “Non-Radio” refers to current non-radio advertisers.

Interest in Ability of Radio to Deliver Geo Targeted 

Ads “Over the Air” Through “ZoneCasting”

Likelihood to Spend/Spend More With 

Broadcast Radio Due to “ZoneCasting”

Radio 66%

Non-Radio 48%

ZONECASTING INTEREST & SPEND OPTIMISM

Main Street
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QCu7. How interested are you in the ability of radio to deliver geo targeted ads “over the air” through “ZoneCasting”?
QCu8. Knowing that there is now the opportunity to use radio to deliver geo targeted ads “over the air” through 
“ZoneCasting”, how likely are you to spend (or spend more) with broadcast radio?  Base: Total Respondents

Interest in Ability of Radio to Deliver Geo Targeted 

Ads “Over the Air” Through “ZoneCasting”

Likelihood to Spend/Spend More With 

Broadcast Radio Due to “ZoneCasting”

ZONECASTING INTEREST & SPEND OPTIMISM

Very 

interested

17%

Somewhat 

interested

49%

Not very 
interested

22%

Not at all 
interested

13%

Very likely

11%

Somewhat 

likely

38%Not very 
likely

32%

Not at all 
likely

20%

Madison 

Avenue
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https://bit.ly/GeotargetedAds-and-LocalRadio

DOWNLOAD 

THE FULL 

SURVEYS:
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Rick Ducey
Managing Director

BIA Advisory Services

Justin Fromm
EVP Business Intelligence

Advertiser Perceptions

Kathy Doyle
EVP Local Investment

MAGNA Global

PANEL 
DISCUSSION A

Q&
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1. The importance of national and local radio in the media mix.

2. How ZoneCasting affects this.

3. The complementary roles of geographic vs 1-to-1 targeting.

4. How brands like P&G and Adidas balanced advertising that may be over-targeted.

5. How advertisers must adapt their targeting strategies in a cookie-less future. 

6. Precision reach over radio, i.e., being able to cume large audiences but still delivering precise 

messages to them.

QUESTIONS FOR THE PANEL
Role of local radio in the marketing mix.
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• COVID-19 is placing strain on the local advertising market. 

• BIA is adjusting its forecasts to incorporate economic considerations caused by the virus. BIA 
will release updated nationwide and local market estimates in early April. 

• We want to help you in two ways:

• Identify fresh prospects by identifying where ad dollars are shifting (i.e. vertical analysis).
• Recent analysis here: https://bit.ly/LocalVerticalGuidance

• Prepare for future. What are the best steps to take now to prepare for the rebound? Our local 
market forecast will give you insights. 

We are issuing weekly guidance. Email us at advantage@bia.com and let us know what analysis 
would be most helpful to you.

Positioning: Now & the Future
Special Message from BIA Advisory Services

https://bit.ly/LocalVerticalGuidance
mailto:advantage@bia.com


Advertiser Perceptions

Justin Fromm

Justin.fromm@AdvertiserPerceptions.com

BIA Advisory Services

Rick Ducey

Rducey@bia.com


