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Have 
Questions?
Ask in the GoToWebinar Panel 
during the webinar, and we will 
answer them at the end!



Let's take a Poll



Credit: Borrell Associates

Harder
52%No Change

31%

Easier
17%

How have your digital advertising sales fared in 
the past 6 months?



Local Advertisers’ Wish List for Media 
Partners

Credit: Borrell Associates

1. More Affordable Products

2. Measurement/Tracking

3. Customized Solutions

4. Targeting Capabilities

5. Knowledge About My Industry

6. Build Relationship/Partnership

7. More Transparency in Pricing

8. More Results/Effectiveness

9. Help for Non-Profits

10. Avoid A.I./Be Personal



Products vs Results



Let's take another Poll
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Credit: Borrell Associates

What Persuades 
Advertisers to Try 
Something New?

Trackable, Targeted 
Results!

Proof of delivery/trackable 
campaign metrics

33%

Targeting capabilities to 
reach my core demos

33%

12%

9%

7%
7%

A great deal/
discount



66% of Advertisers are looking for these!

Credit: Borrell Associates

1. More Affordable Products

2. Measurement/Tracking

3. Customized Solutions

4. Targeting Capabilities

5. Knowledge About My Industry

6. Build Relationship/Partnership

7. More Transparency in Pricing

8. More Results/Effectiveness

9. Help for Non-Profits

10. Avoid A.I./Be Personal



What do advertisers 
actually want?

RESULTS they can 
MEASURE



• 2 codeword sweeps ran over 9 weeks

• Listeners had to tuned in for codewords

o Could also visit the restaurant sponsor in person to get 
a bonus codeword

• 800 sponsor opt-ins

• 315 hot leads

o Clicked to make an online reservation

• Market research data gathered

• Revenue: $3,000

Golden Ticket Staycations
NRG - Lincoln | Lincoln, NE



Leads/Foot Traffic

315 clicked to make a reservation

List Growth

800 opt-ins

Social Growth

16% of entries followed on FB

Data

Artists the audience wants to see

Brand Awareness

1,300 people participated

Golden Ticket Staycations
NRG - Lincoln | Lincoln, NE



Needs Analysis



How many entries 
are good?

How many opt-ins 
will we get?

How many people 
will participate?

Setting Expectations

There is no 
perfect # 

of entries or opt-
ins

Define your 
advertiser's idea 

of success 
through the CNA

Uncover metrics 
they use to 

define success:
• Avg customer spend
• Leads needed to convert

Use metrics to 
prove success at 
the end of the 

campaign



Proving the ROI



Return On Investment: 
Metric used to measure the 
profitability or efficiency of an 
investment

ROI



ROI
The ROI that promotions provide:

Hot Leads
Opt-ins
/Social 

Data



A prospect actively in-market and has 
shown explicit buying intent

Include a SPECIFIC question to collect 
leads Hot leads 

convert 5-10x 
more often than 

warm leads

Hot Leads



• 2 sweeps run in February & December

• Extra chances for:
o FB follows
o Viewing reviews of advertiser

• Data questions:
o When was the last time you had your furnace replaced?
o Have you considered a whole house humidifier to get rid 

of dry air in your home?

• 332 sponsor opt-ins

• 188 hot leads
o $60,000 in sales from leads

• Revenue: $3,400

Free Furnace Giveaway
Federated – Ft. Wayne | Fort Wayne, IN

1,664% ROI



When a user gives EXPLICIT permission for a 
company service to contact them

Define the frequency and email subject 
matter Do NOT 

pre-check your 
opt-ins

Opt-Ins



Difference Between Opt-ins and Hot leads

Opt-In

Hot Lead



• Quiz highlighting amenities of Century Cruises

• 17,728 sponsor opt-ins

• Thousands of travel consultations booked

• Extra chances for FB and Insta follows

• Data questions:

o What amenities are most important for your 
cruise? 

• Revenue: $40,000

o $600,000+ secured for 2026

Voyage of a Lifetime Quiz
USA TODAY Co.



Information collected that can be used by 
advertisers to improve their 
products/services or their marketing strategy

Data



• Sweepstakes promoting local mall​

• 4,400+ entries

• Valuable data collected:
o 65% said they would shop at the mall more if it 

added more locally-owned businesses

o 60% said they would shop at the mall more if it 
added more chain stores

o 57% said they would attend an adult focused event 
at the mall

Park Place Mall Giveaway
KVOA-TV | Tucson, AZ



Promotions are #1
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"Align your client's objectives to the best solutions that 
provide an ongoing presence and engagement and 
activations. The reward will be ongoing revenue for 

your organization.

If you don't leverage every bit of what 
Second Street offers, one move can mean

a very big revenue lift."

Rebecca Capparelli, VP Promotions, USA TODAY Co



"The Second Street platform isn't just about 
radio stations having a  promotional platform to fulfill their 

contests, it is a client first approach to help clients with their 
individual needs. If you really approach this in the correct 

way, it's making sure that the client's needs are met first."

Deb Williams, GM of Digital Sales, Federated Media



Questions?



Resources



Tuesday, June 10th 12:00 
PM CT

Day 2
Sales Packages that Drive 

Maximum ROI

Day 3
How to Prove ROI and Score 

Repeat Business

Join us for the whole series!

Wednesday, June 11th 
12:00 PM CT



lab.secondstreet.com



Download the Seller's Guide
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Thank You!
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