
MARKETING MATERIALS AND PLACEMENT TIPS

A variety of marketing materials for the It All Adds Up to Cleaner Air initiative have been developed for your use.  These materials will not only help you to leverage resources, but will also help to attract the attention of the media and your community.  Your feedback on the effectiveness of these materials within your community is vital to the continued success and sustainability of this initiative. 

Contained in this binder are the following materials: 

· Television Advertisements ­ seven television advertisements that may be used as paid or public service announcements (the two Ad Council PSAs can only be aired free)

· Radio Advertisements ­ seven radio advertisements and a variety of Alive read@ radio announcer scripts (the Ad Council PSA can only be aired free)

· Print Ads ­ a selection of fifteen print advertisements

· Collateral Materials ­ camera-ready artwork for developing materials for local media and other audiences (e.g., letterhead, button/label template, logo sheet, etc.)

Television Advertisements
Television advertisements play a specific and important role in this initiative.  Television combines sight, sound and motion to convey a high impact message that can effectively form a connection with the viewers and elicit emotional reactions.  Television reaches a large audience and has been found to be most effective when a simple theme is repeated.

Research with the public has found that for maximum impact the messages should be celebratory in their approach.  Individuals may take many actions every day for reasons such as ease or convenience, yet not realize they are contributing to better air quality or less traffic congestion.  The messages present a spectrum of easy options that encourage the public to trip chain (combine errands and short trips), choose alternative modes of transportation, and maintain their automobiles.  This approach allows the public to feel acknowledged for the actions they are already taking and encourages them to continue or expand those activities.  It provides a vision of many people doing normal, everyday activities that add up to make a difference. It also conveys a subtle message to those who are not yet making these choices.  Please note that these ads are just as effective in non-attainment areas and areas that have limited public transportation options. The approach provides a vision of normal transportation choices across the country. 

Enclosed in the inside front cover of this binder is a VHS videotape which allows you to preview the three television advertisements.  Each one is thirty-seconds (:30) in length and seeks to increase awareness of the relationship between transportation choices and air quality.  These ads are designed to provide context for your local calls to action.

The television advertisements are entitled:

“It All Adds Up to Cleaner Air”

· Trip Chaining

· Maintenance

· Alternate Choices

· Magic  (Equals Three:  You need to fill in the title from the VHS that EPA FedExed you)
“Commuter Choice”

· Bus Stop
· Elevator
· Rail
“Ad Council”

· Tune Up

· Tire Pressure

· Tune Up/Wax

Scripts of each television ad are also included in this section of the toolkit.  In addition, a broadcast quality videotape of the television spots are enclosed for you to use as a “dub master” for duplication and distribution to television stations in your area.  Please note:  When adding your community logo to this master, it is critical that the copies of the spots include the encoding (used for national tracking) and closed-captioning.
Radio Advertisements
Radio ads can effectively stir the imagination with voices, sound effects, and music.  They are an economical choice for reaching many people.  Radio also is an effective medium to inform people about events and specific actions they can take.  We have enclosed recorded radio spots and announcer scripts for radio broadcasters to “live read” on the air.

Recorded Radio Advertisements
The recorded radio ads are similar to the television ads in that they support broad themes to raise the public’s level of awareness of the issues.  The inside front cover of this binder contains an audio cassette of the radio ads C three sixty-second (:60) and three thirty-second (:30) for you to preview.

The radio advertisements are entitled:

· Trip Chaining

· Maintenance

· Alternate Choices

A broadcast-quality compact disc (CD) with the radio advertisements is provided for you to duplicate at a video duplication service in your community onto either a CD or a reel-to-reel tape (check with your local stations for their preference).  Each ad ends before the line, “It all adds up to cleaner air…” because the stations prefer to add the tagline and your sponsorship/contact information themselves.  Simply provide the radio station with the broadcast-quality dub, a copy of the radio ad scripts, and instructions for the tagline.  Scripts of the recorded ads are included in this section. 

"Live Read" Radio Advertisements
“Live” announcer ads are a tactical approach that use specific facts and encourage a call to action.  This section includes scripts for four “live read” ads:

· Trip Chaining

· Maintenance

· Alternative Choices

· Public Transportation Information

Radio stations prefer having ads of various lengths, because their available time slots vary. Therefore, each of the live-read ads come in  :30, :20, :15 and :10 versions.  Please duplicate these scripts, and your name and contact information, and provide them to radio announcers.  

Consider offering for your coalition leaders/members to provide the “live-read.” If your stations give traffic reports, sponsoring them with a :10 ad is a great way to reach drivers who are frustrated with congestion.

Print Advertisements
The print ads complement the broadcast ads and allow for a variety of message placement opportunities.  Using a tactical approach that grabs the readers= attention, they are designed to create a connection between the information given and the readers= own lives.  For example, your local newspaper may be interested in free placement of the Ayou should be reading this on the bus@ ad in their sports section, because it appeals to their male readers and promotes the newspaper. 

The initiative includes fifteen different print ads from which to choose depending upon your available transportation choices and the specific message you wish to highlight. In the course of your program, all three core messages should be delivered in order to reach the largest number of people.  The print ads cover:

· Trip Chaining  (2 ads)

· Maintenance  (4 ads)

· Alternate Choices (6 ads)  (Equals Three:  Do you want to add the Commuter Choice print ads?)

· Public Transportation Information (3 ads)

Included in this section are camera‑ready Aslicks,@ which are ads printed on glossy stock for print media to use directly in their publications.  Each print ad is produced in two sizes C  6.5" x 10" and 4.25" x 6.5" C for you to customize with your organization's logo(s).  If the publications you are working with do not adhere to these standard measurements, inquire if the publication can take the available original and "size it down," "blow it up," or "float it" so that it will fit within the desired space.  If the publication does not have this capability, you can take the slicks to any local print shop (e.g., Sir Speedy, Kinkos, etc.) to reproduce them in the needed size.  The originals are screened at 85 lines per inch, and we recommend that your copies be printed on 80 lb. glossy paper stock.

Collateral Materials
In addition to advertisements, we have included some materials and camera-ready artwork to support your outreach program and help you design your own pieces.  The camera-ready artwork for each of the following materials is included on the enclosed compact disk (CD). 

A10 Simple Steps@ Flyer C This flyer can be used in a variety of mediums, from t-shirts to press kits. It provides a simple way to get across key messages about the program.  The flyer is designed in a 3.875" x 10.25" format, and you can print local facts or information on the reverse side, if desired.  

Logo Sheets C Logo sheets, both color and black-and-white versions of the It All Adds Up to Cleaner Air visual identity, are included in this section of the kit.  The logo can be incorporated into a number of formats, including newsletters, bumper stickers, buttons, labels or other materials.  Please note: the hard-copy color logo sheet is not camera-ready.  You will need to use the artwork provided on CD. 

Icon Illustrations C These are the icons found on the print ads.  You may use them to develop other materials to support your initiative.

Letterhead Template C Artwork for one-color letterhead has been designed for your use.  The artwork is saved on the CD in the MacIntosh program QuarkXpress.  It is not camera-ready.  You will need to use the artwork provided on CD. 

Button/Label Template C This artwork will help you to produce labels or buttons using the It All Adds Up to Cleaner Air visual identity.  It is saved on the CD in the MacIntosh program QuarkXpress.  It is not camera-ready.  You will need to use the artwork provided on CD. 

Newsletter/Fact sheet C A two-color newsletter/fact sheet template is also provided, which you can use to produce your own publication about the program.

AWhat=s Your Air Quality I.Q.?@ Quiz C This quiz, designed as a fun, informative communications tool, can be used in a number of waysCinserted into print materials such as placemats, newsletters, fact sheets, etc., used as a radio quiz for D.J.=s to give out, or distributed to employers for an Earth Day Acompetition.@ 

A10 Simple Steps@ Placemat C The placemat, provided in two-color artwork, is a variation of the A10 Simple Steps@ flyer and can be used as a creative tool for communicating program information to the media, students, and general public.  Please note: the hard-copy color placemat is not camera-ready.  You will need to use the artwork provided on CD.

Raising/Leveraging Funds to Place “It All Adds Up” messages

Corporate Sponsorships

Partnering with businesses and organizations in your community will increase the likelihood of your program’s success.  Partners are great resources for financial support, endorsement, and message dissemination.  In return for supporting your program, your partners receive the positive image that comes from being associated with a reputable, cause-related campaign.  Through your campaign’s advertising, they receive exposure and the opportunity to reinforce any environmental messages they may be promoting.  It’s a win-win relationship—and below are instructions on how to make it happen for you!

In order to attract local businesses and organizations, you’ll need to show them how your outreach program works.  They’ll want to see the materials suitable for customization with their logo or information.  You can use the promotional flyers provided in this toolkit.  

The It All Adds Up to Cleaner Air initiative highlights three methods for reducing traffic congestion and air pollution:  trip chaining, alternate transportation choices, and vehicle maintenance.  In the back pocket of this toolkit are three separate promotional flyers, one for each.  Simply copy the flyer that is appropriate for the business or organization with which you want to partner and use it as a guide to demonstrate the program.  If they want to help disseminate the advertising materials, order them using the Marketing Materials Order Form.  The materials are free and provide space for your partner’s name, logo, and contact information.  

Companies/organizations sometimes donate ad space in their newsletters, brochures or other print materials or products.  For example, a local grocery store may be willing to print a trip-chaining ad on thousands of grocery bags.  Others may use the ads on utility bills, paycheck stuffers, milk cartons or store flyers.  Some merchants have offered discounts/incentives for those who heed It All Adds Up calls to action.  

Companies also could sponsor the ads by asking newspapers and TV and radio stations to put the ads into their “ad rotation,” which means they request that an “It All Adds Up” ad be printed/ aired periodically within the time they have already purchased for their ads.  For example, Sun Oil could tell the local CBS affiliate to air the maintenance ad after every 5th of its oil ads, Reebok could tell NBC to air the “Alternate Choices” ad after every 6th of its shoe ads, and McDonald’s could tell ABC to air the “Trip Chaining” ad after every 10th of its food ads.  In each case, the company would be entitled to add their logo/identification to the end of the ad.

Following are some organizations, businesses, and groups that would be likely to identify with the It All Adds Up methods of reducing traffic congestion and air pollution.  We urge you to expand these lists according to the opportunities in your community.  With a little brainstorming, you can find countless partnership possibilities.  

Trip Chaining—Combining errands into one sensible trip to reduce congestion and air pollution.

American Lung Association, local chapter

State environmental or public health agencies

Local government agencies

Movie rental stores

Hospitals and health systems

Food establishments—fast food, pizza, coffee shops, delicatessens, Chinese restaurants

Grocery stores

Drug stores

Dry cleaners

Parent-teacher associations

Banks

Hardware stores

Vehicle Maintenance—Keeping vehicles properly maintained to reduce breakdowns and pollution.

Society of Automotive Engineers/Service Technicians Society, local chapter

Tire merchants, such as Merchant Tires

Oil change service centers, such as Jiffy Lube

Vehicle service stations, such as Midas Mufflers

Car dealerships

Auto parts companies, such as Track Auto

Gas stations

State nature societies

State air and waste management associations

American Cancer Society, local chapter

Alternate Transportation Choices—Sharing rides, biking, walking, and riding mass transit to reduce congestion and pollution.

Libraries

Health and automobile insurance companies

Employers who offer commuter benefits

Retailers located near public transit

Administrators and environmental clubs at local colleges

State Departments of Transportation

Bicycling groups and health clubs

Parking authorities

Radio stations

Outdoor and recreational clothing stores

Urban development groups

Public transit operators

Many of the “It All Adds Up to Cleaner Air” ads promote transit services.  A CD in this toolkit contains artwork for bus sides, bus shelters, metrorail dioramas, and posters for inside buses and trains.  For instance, the Washington Metropolitan Area Transportation Authority displayed the ads in all of their unsold space, which amounted to about 100 buses and 25 metrorail dioramas.  For more information contact Rachel Ehrenberg, American Lung Association of DC, at 202-682-5864 or rehrenberg@aladc, or Joan LeLacheur, Metro at 202-962-5113.  

In New York City, with advice from the NYC Corporate Counsel, Commuter Link (the local transportation management agency) sent the following solicitation to all employers in the NYC area with 250 or more employees:  

Dear  ?title? (e.g., VP, McDonalds Corp., etc):

On behalf of the New York City Department of Transportation, the New York State Department of Transportation, and the New York Metropolitan Transportation Council , I would like to invite you to participate in an exciting clean air awareness initiative.

New York City is one of several metropolitan areas in the country that has received a federal grant to increase the public’s awareness of the connection between travel choices, air quality and traffic congestion. The project uses advertising copy and graphics, radio and TV public service announcements and special events to reach a mass audience, focusing on the following major themes:

· Transportation choices at the local level have a direct affect on air quality and traffic congestion,

· Congestion and air pollution have a significant affect on our health and quality of life, and

· Small steps each of us take can add up to make a difference – NOW!

By addressing the problem of air pollution in the New York City region, we will assist in combating asthma, which is rising most rapidly in children under the age of four.  As part of the “It All Adds Up to Cleaner Air” initiative, we will broadcast ozone alerts announced by New York State and will recommend that individuals and organizations:

· Take mass transit, carpool, walk or bike to work or other locations

· Avoid excessive engine idling

· Trip chain -- combine errands into one trip so the catalytic converter does not cool off

· Postpone refueling vehicles until evening and then avoid overfilling or spilling

· Keep vehicles well maintained and regularly check tire pressure

· Encourage the use of alternate fuel vehicles

We already have received expressions of interest from various local and national organizations and corporations interested in making a free donation of services for the “It All Adds Up To Cleaner Air" initiative.  We expect to obtain additional funds to make this a multi-year initiative.  We hope to hear from you in the next few weeks to discuss in greater detail how we can partner for an effective air quality awareness initiative.

If you wish to sponsor an event, pay for posters and flyers, or assist the initiative in any way, please contact CommuterLink at (718) 886-1343 (Fax: 718-886 1151).  For further information, please visit:  www.nyc.gov/calldot or www.commuterlink.com/ozone.html.
Sincerely

John Galgano

Director

CommuterLink

Email: jgalgano@commuterlink.com 

As a result of energetic follow-up, McDonald’s, Reebok, ESPN, Mobil Oil, Ford Motor, and Fleet Bank sponsored the ads in many high-visibility locations, such as trayliners in all 200-300 NYC McDonald’s, billboards in all 5 boroughs of NYC, bus shelters, sold-out games at Shea Stadium, Times Square, and a major expressway through Manhattan.  If you have any questions, contact John Galgano, CommuterLink (718) 886-1343 or Charles Ukegbu, NYCDOT (212-442-7638) appdel@earthlink.net 

Media Partners

An effective way to leverage the prestige and community concerns of your newspapers and radio and TV stations is to enlist them as partners in your initiative.  For example, the Delaware Valley Regional Planning Commission (in the Philadelphia/Northern New Jersey region) sent the following letter to members of the Pennsylvania/New Jersey Ozone Action Partnership, which resulted in almost $200,000 worth of TV and radio ad sponsorship over two ozone seasons:  

Dear (Ozone Action Partnership member):

The Ozone Action Partnership has decided to continue its program of extraordinarily successful announcements on KYW3-TV for the summer of 2001, and we wanted all of our partners to have the opportunity to sponsor these messages.  In addition to our television announcements, which merited an award from the U.S. Department of Transportation and the U.S. Environmental Protection Agency, this year we have arranged with KYW1060 News Radio to allow sponsorship of radio announcements as well.

The “It All Adds Up to Cleaner Air” campaign was designed to heighten awareness of air pollution and the transportation-related voluntary actions people can take to limit the emissions that cause ozone.  The three television advertisements emphasize trip-chaining, car maintenance and alternatives to driving.  They were shot on location in the region.  The radio ads use the same general scripts and cover the same three topics, but are twice as long to accommodate radio scheduling. 

We are offering each of the Ozone Action Partnership members the chance to contribute to this campaign by buying one or more shares at $4,000 each.  A share will result in your organization’s name being read -- and displayed in the television ads -- at the conclusion of the announcement along with the names of two other non-competing organizations. Therefore, the purchase of one share will buy mention on $12,000 worth of television advertising and $4,000 worth of radio advertising. 

Please join us for lunch at the KYW3-TV studio, 5th and Market Streets in Philadelphia, on November 16th at 11:30 AM.  Members of the KYW3-TV news team and broadcasters from KYW1060 News Radio will be on hand to welcome you.  Enjoy a tour of the studio, see and hear the advertisements, ask any questions you have, and share lunch with other partners.

Please contact Ron Roggenburk of the Delaware Valley Regional Planning Commission at 215-238-2845 before November 9th if you plan to attend, or if you need more information. You may also reply via email at rroggenburk@dvrpc.org if you prefer.  If your organization includes someone else whose approval is required to pledge to this campaign, please invite that person to attend also.

Please do not hesitate to call me with any questions at 215-580-7930.   See you on November 16th.

Sincerely,

John McGee

Chairman of the Board

Ozone Action Partnership
Securing PSA Placements
Following are guidelines for securing free placement of the print and broadcast materials through your local television and radio networks, as well as in print and electronic publications.

Contacting the Media for Placement
Note:  Additional information about writing a pitch letter to promote PSA placement of your ads can be found in the next section of this toolkit, “Effective Media Relations.”

Television and radio stations generally allocate a portion of air time to public service messages.  To increase the probability that your ads will be broadcast and placed in print media at no cost, contact the advertising or public service directors at your television, radio, and print outlets who are responsible for PSA placements.  These individuals act as gatekeepers, determining which ads are deserving of time and space, as well as when and where they will appear and for how long.  Research indicates that broadcasters use four primary criteria in choosing which PSAs to air for free:  1) sponsorship; 2) relevance of the message to the community; 3) message design; and 4) recognition for the station’s support. 

Who at the media organization makes the decision about PSA placement? It varies:

· At many good-sized radio and television stations, the public service director, public affairs director, or community relations manager determines PSA placements.  At smaller broadcasting companies, the station manager or the news or advertising director might make the decisions.

· At newspapers and magazines, typically the editor, publisher, or the advertising director determines PSA placements.

· To place billboard or transit PSAs, you will need to work with a media planner or media buyer at an outdoor advertising agency or your transit agency. 

Placing Your PSAs—What’s Needed?

Newspapers/Local Magazines

As with a news or feature story, newspaper editors or publishers prefer to be contacted early in the week and early in the morning, however, you should check with the publication for editorial deadlines.  You will have a far greater chance of placing your ads if you meet and discuss them with the newspaper’s public affairs or ad director rather than just mailing them off―personal contact is critical.  Coalition members can be helpful in providing support for your program by writing letters or meeting with the PSA director to urge free placement of your ads.  Deadlines for magazines are usually two or three months in advance of the publication date.  Therefore, the most effective way to contact a magazine editor is by phone or a letter explaining the ads. (See example in the section on “Effective Media Relations: Placing a PSA”) Working to place PSAs in local magazines at different times throughout the year will extend the life of your program beyond the ozone season. 

Radio, Television, and Cable

Requesting free placement for your video and audio ads is similar to newspaper ad requests.  Typically, you would mail the broadcast-quality PSAs with a letter explaining them to the public affairs directors at television, cable and radio stations who make decisions about ad air time.  (See example in the section on “Effective Media Relations: Placing a PSA”) As with newspapers, personal meetings, letters, and telephone calls of support by businesses and community coalition members can help to convince a station to air ads at no cost.

Securing Discounted Ad Placements
(Note:  the following information was adapted from the Guidelines for Generating a Non-Commercial Sustaining Announcement, An Ozone Transport Commission Document, by Judy Landers and Kathy Brockett, September 28, 1998.)

Tapping Into NCSA’s
Advertising can be very costly, but also it can be essential to promoting your program and allow you to target your audience(s) during specific times of the day.  One way to reduce the costs is to place your ads as Non-Commercial Sustaining Announcements (NCSAs).  An NCSA can be broadly defined as a marriage between a no-cost PSA and a standard paid commercial broadcast advertisement.  NCSAs are administered by your state and/or city Association of Broadcasters, an organization made up of management representatives from local television and radio companies.  As a requirement for their commercial broadcasting license, every radio and television station across the country supplies some air time for public service ads.  Broadcasters nationwide are required to sell “discounted” air time to state and federal agencies.  With NCSAs, the Association of Broadcasters serves as your contractor by customizing or producing your ads (if not already produced), purchasing air time, distributing, and administrating your NCSA.

NCSAs--Getting More For Your Money!
Depending on your area, an NCSA may allow you to obtain as much as a 5½ to 1 exchange on the promotional dollars you have to spend.  For example, Maine’s Bureau of Air Quality had a budget of $40,000 for a three-month car pollution awareness program.  By establishing an agreement with the Maine Association of Broadcasters, the Bureau of Air Quality was able to obtain a 4:1 “buy,” turning their $40,000 into $160,000 worth of air time.  Each area has a different ratio, which is determined by the state or city Association of Broadcasters.

NCSA Content--What to Include to Ensure Your Ad Will Air
In general, any public service message that engages and educates the general public on an issue, such as “It All Adds Up,” is eligible.  If you have funds to develop additional ads, seek advice from your local Association of Broadcasters for additional ads, message concept development and/or appropriateness of content.

It is important to be mindful of the lengths stations typically use for television and/or radio ads.  Although :10, :15, and 1 minute ads are generally accepted, focus group research has shown that :30 ads are the most effective, and they are the easiest to place into television and radio schedules.  Thirty-second ads also are more likely to be used as “free fillers” during the term of your contract.  For these reasons, we developed :30 second versions of the “It All Ads Up” TV and radio ads, with room for your customization. 

On to the Process
Contacting Your Local Association of Broadcasters

First, call your city or state Association of Broadcasters to tell them about the “It All Adds Up” ads and find out how the NCSA program works in your area.  By establishing effective communications with them early on, you greatly increase your chance for an NCSA slot for your ads.  Each Association of Broadcasters sponsors a limited number of NCSA programs each year, which varies from area to area.  Note:  A listing of state Association of Broadcaster contacts can be found at the end of this section.  Ask them if your city has its own Association.  

Ask Around Town

Ask your Association of Broadcasters or conduct research to determine if any local or state agencies have previously run NCSA programs.  Building a relationship with state or local government agency contacts may save you time, and more importantly, increase your understanding of contractual procedures handled through your state or local agency’s financial office.

And Finally, Seal the Deal

Obtain a contractual agreement with your Association of Broadcasters that includes the details and costs related to producing and airing your radio and television ads.  NCSA contracts usually cover no less than three months and no more than one year.

Securing Paid Placements
(Note: the following is adapted from the American Association of Advertising Agencies, Guide for an Effective Media-Service Relationship with Media-Buying Companies.)

Paid placements of advertisements enable you to control the dates and times the ads are placed.  Placing paid advertisements in your area may require that you coordinate a media buy directly through your TV and radio stations, however, we recommend using the services of a media-buying company or a local advertising agency that has a media-buying division.

When shopping for an advertising company to make media buys, it is important to look for:

· A minimum of five-years of successful performance.

· Satisfactory client/advertiser, advertising agency, and financial/credit references.  Ask the client/advertiser or ad agency how many times they have used the buying company’s services.  Would they use their services again?  Verify the buying company’s credit standing.

· A professional full-time, full-service in-house media department.

· A willingness to design a media plan in accordance with your marketing plan and to execute the media plan based on your approval.

· Acceptance of client or ad agency participation in schedule approval and post-buy reviews (e.g., review of station tracking reports of your spots).

· A willingness to indemnify and hold clients harmless in any media payment claims.

In order to give you an understanding of the relationship between an advertising agency and a media-buying company, following are five steps to developing an effective media-buying program using the services of an advertising agency.  

Step 1:  Pre-Buy-Media Planning and Approval
You or your advertising agency account manager should provide the media department at the ad agency or media-buying company with an advertising/marketing plan or situation analysis outlining your marketing objectives, describing your messages, defining the category (environmental or transportation) and message competitors, and providing a target audience profile and other relevant information.  This enables the media-buying company to develop an appropriate media plan within your budget.

If your organization approves of the plan, the ad agency or media-buying company then prepares what is called a Abuy authorization@ with a set of instructions for the media-buying company to follow when executing the buy.

Step 2:  BuyC Negotiation and Placement
Following your approval of the media plan, the media-buying company begins the negotiation and placement process.  The media-buying company is responsible for negotiating the most favorable programming and pricing package for you within the approved buy specifications, such as drive time or a specific news program. 

Once the Apreliminary buy@ is completed, the media-buying company submits the air time schedules to you or your ad agency, if you are using one, for approval.  If the agency and/or you  approve the proposed schedules, the media-buying company will execute the buy with the appropriate networks/stations.  

A confirmation of the buy is sent from the media outlets to the media-buying company for review.  When the schedules are approved, ordered, cleared, and confirmed, a copy of the buy will be forwarded to your organization.
Step 3:  Buy ModificationsC Re-Negotiations and Revisions
At any point during the buying process or while the schedule is airing, your organization can make revisions and/or cancellations.  If so, the media-buying company will re-negotiate the schedule.  Your organization or ad agency must then issue a revised “buy authorization” detailing the changes.  The media-buying company will then verbally relay these instructions to the media outlets and immediately revise the media schedule, forwarding the revised schedule to your organization.

Step 4:  StewardshipC Quality Control
Besides negotiation of all media schedules, the media-buying company is responsible for monitoring the advertisements as they run and developing analyses comparing actual delivery against the agreed-upon schedule.  After careful monitoring of all schedules, the media-buying company will issue revised schedules to your organization, media outlets and the ad agency, if you are using one.

Step 5:  Post-BuyC Billing and Verification
After the buying negotiations are completed, the media-buying company should send a record of the buy estimate directly to you or your advertising agency to be used later for monitoring the advertisements, post-buy analysis, and invoicing. 

While a majority of the media-buy is handled through the advertising agency and the media-buying company, your role in this process is important.  It is prudent to work closely with your ad agency or the media-buying company to make certain that the schedules you purchased are monitored adequately and in a timely fashion.


 List of Association of Broadcasters Contacts

Executive Directors
	Mr. Ben McKinnon

AL Broadcasters Assoc

1316 Alford Avenue, Suite 201

Birmingham, AL  35226

Phone:  205-979-1690

Fax:  205-979-9981

WEB:  www.al-broadcasters.org

E-Mail:  bmckinn@al-broadcasters.org
	
	Ms. Robin Kornfield

AK Broadcasters Association

P.O. Box 102424

Anchorage, AK  99510

7023 Tanaiina

Anchorage, AK  99502

Phone:  907-258-2424
Fax:  907-258-2414
E-Mail:  robin.kornfield@nana-dev.com

	
	
	

	Mr. Art Brooks
AZ Broadcasters Association
3800 North Central Avenue, Suite 1120
Phoenix, AZ  85012
Phone:  602-274-1418
Fax:  602-631-9853
WEB:  www.azbroadcasters .org
E-Mail:  ajbrooks@primenet.com
	
	Mrs. Pat Wilcox
AR Broadcasters Association
2024 Arkansas Valley Drive, Suite 201
Little Rock, AR  72212
Phone:  501-227-7564
Fax:  501-223-9798
E-Mail: aba@intellinet.com

	
	
	

	Mr. Stan Statham
CA Broadcasters Association
915 L Street, Suite 1150
Sacramento, CA  95814
Phone:  916-444-2237
Fax:  916-444-2043
WEB:  www.cabroadcasters.org
E-Mail:  cbastan@AOL.com
	
	Mr. Douglas Wayland
CO Broadcasters Association
Five Point Media Center
2900 Walton Street, Suite 320
Denver, CO  80205
Phone:  303-293-2100
Fax:303-293-3835

	
	
	

	Mr. Paul Taff
CT Broadcasters Association
P.O . Box 678
Glastonbury, CT  06033
101 Tall Timbers Lane
Glastonbury, CT  06033
Phone:  860-633-5031
Fax:  860-657-2491
WEB:  www.ctba.org
E-Mail: pktcba@aol.com
	
	Mr. Pat Roberts
FL Association of Broadcasters
101 East College Avenue
Tallahassee, FL  32301
Phone:  850-681-6444
Fax:  850-222-3957
WEB:  www.fab.org

	
	
	

	Mr. Bill Sanders
GA Association of Broadcasters
8010 Roswell Drive, #260
Atlanta, GA  30350
Phone:  770-395-7200
Fax:  770-395-7235
WEB:  www.gab.org
E-Mail:  sandersb@gab.org
	
	Ms. Jamie Hartnett
HI Association of Broadcasters
1515 Ward Avenue, #1105

Honolulu, HI  96822
Phone:  808-599-1455
Fax:  808-599-7784
E-Mail: jammin@aloha.net

	
	
	


	Ms. Connie Searles
ID State Broadcasters Association
2419 W State Street, #5
Boise, ID  83702
Phone:  208-345-3072
FAX:  208-343-8046
WEB:  www.is-ba.org
E-Mail:  connies@cyberhighway.net
	
	Mr. Wally Gair
IL Broadcasters Association
1125 South 5th Street
Springfield, IL  62703
Phone:  217-753-2636
Fax:  217-753-8843
WEB:  www.iba.org

	
	
	

	E-Mail:  ilbrdcastfgi.netMs. Linda Compton
IN Broadcasters Association
11919 Brrokshire Parkway
Carmel, IN  46033
Phone:  317-573-0119
Fax:  317-573-0895
WEB:  www.indianbroadcasters.org
E-Mail:  indba@aol.com
	
	Ms. Sue Toma
IA Broadcasters Association
PO Box 71186
Des Moines, IA  50325
Phone:  515-224-7237
Fax:  515-224-6560

	
	
	

	Ms. Harriet Lange, CAE
KS Association of Broadcasters
1916 SW Sieben Court
Topeka, KS 66611
Phone:  913-235-1307
Fax:  913-233-3052
WEB:  www.kab.net
E-Mail:  kab@ink.org
	
	Mr. Gary White
KY Broadcasters Association
PO Box 635
Frankfort, KY  40602
Phone:  502-227-0157
Fax:  502-227-0726
WEB:  www.kba.org
E-Mail:  kba@kba.org

	
	
	

	Ms. Lou Munson
LA Association of Broadcasters
5425 Galeria Suite F
Baton Rouge, LA  70809
Phone:  504-295-1110
Fax:  4-295-1159
WEB: www.broadcasters.org/index.html
E-Mail:  labbr@eatl.net
	
	Ms. Suzanne Goucher

ME Association of Broadcasters

P.O. Box P

128 State Street, Suite 301

Augusta, ME  04332-0631

Phone:207-623-3870

Fax:  207-621-0585

WEB:  www.mab.org

E-Mail:  suzanne@mab.org

	
	
	

	Mr. Chip Weinman

MD/DC/DE Broadcasters Association

1 East Chase Street,  Suite 1130

Baltimore, MD  21202

Phone:  410-385-0224

Fax:  410-783-1875

WEB:  www.mdcd.com

E-Mail:  chip@home.com
	
	Mr. B. Allan Sprague

MA Broadcasters Association

43 Riverside Avenue, Suite 401

Medford, MA  02155

Phone:  603-471-1875

Fax:  603-471-1876

WEB:  www.massbroadcasters.org

E-Mail:  al@bedfordgranite.com

	
	
	

	Ms. Karole L. White

MI Association of Broadcasters

819 N. Washington Avenue

Lansing, MI 48906

Phone:  517-484-7444

Fax:  517-484-5810

WEB:  www.michmab.com

E-Mail:  michmab@aol.com
	
	Mr. Jim Dubois

President & CEO

MN Broadcasters Association

3517 Raleigh Avenue South

St. Louis Park, MN  55416

Phone:  612-926-8123

Fax:  612-926-9761

WEB:  www.minnsotabroadcasters.com

E-Mail:  jdubois@minnesotabroadcasters.com

	
	
	


	Ms.  Jackie Lett

MS Association of Broadcasters

15 Northtown Drive, Suite A

Jackson, MS  39211

Phone:  601-957-9121

Fax:  601-957-9175
	
	Mr. Donald Hicks

Executive Vice President

MO Broadcasters Association

P.O. Box 104445

1803 Sun Valley Drive

Jefferson City, MO  65110-4445

Phone: 573-636-6692

Fax:  573-634-8258

WEB:  www.mbassoc.com

	
	
	

	E-Mail:  mba@mbassoc.comMs. Judy Reddy

MT Broadcasters Association

P.O. Box 503

221 Fifth Avenue

Helena, MT  59624

Phone:  406-442-3961

Fax:  406-442-3987
	
	Mr. Richard Palmquist

Executive Director

NE Broadcasters Association

12020 Shamrock Plaza, Suite 200

Omaha, NE  68154

Phone:  402-778-5178

Fax:  402-778-5135

WEB:  www.NE-BA.org

	
	
	

	Mr. Robert Fisher

NV Broadcasters Association

1050 E. Flamingo Road, Suite S-110

Las Vegas, NV  89119

Phone:  702-794-4994

Fax:  702-794-4997

E-Mail:  rdfnba@aol.com
	
	Mr. Ballan Sprague

President

NH Broadcasters Association

10 Chestnut Drive

Bedford, NH  03110

Phone:  603-472-9800

FAX:  603-472-9803

E-Mail:  al@bedfordgraanite.com

	
	
	

	Mr. Phil Roberts

NJ Broadcasters Association

Broadcast House

348 Apple Garth Road

Cranberry, NJ  08512

Phone:  609-860-0111

Fax:  609-860-0110

WEB:  www.njba.com

E-Mail:  proberts@njba.org
	
	Ms. Paula Maes

NM Broadcasters Association

P.O. Box 21760

2900 Louisiana NE, Suite 201

Albulquerque, NM  87154-1760

Phone:  505-881-4444

Fax:  505-881-5353

WEB:  nmba.org

E-Mail:  pmaes@nmba.org

	
	
	

	Mr. Joe Reilly

NY State Broadcasters Association

115A Great Oaks Office Park

Albany, NY  12203

Phone:  518-456-8888

Fax:  518-456-8943
	
	Mr. Wade Hargrove Esquire

NC Assn of Broadcasters

P.O. Box 627

Raleigh, NC  27602

Phone:  919-821-7300

Fax:  919-839-0304

E-Mail:  adehargrove@worldnet.att.net

	
	
	

	Ms. Joanne Davis 

First Union Capitol Center

Suite 1610

150 Fayetteville Street Mall

Raleigh, NC  27601
	
	Ms. Beth Helfrich

ND Broadcasters Association

934 Park View Drive

Bismarck, ND  58501

Phone:  701-258-1332

WEB:  http://www.ndba.org

E-Mail:  ndba@ndba.org

	
	
	

	Mr. Dale V. Bring

OH Association of Broadcasters

88 E Broad Street, Suite 1780

Columbus, OH  43215

Phone:  614-228-4052

Fax:  614-228-8133

WEB:  oab.org

E-Mail:  oab.org
	
	Mr. Carl Smith

OK Association of Broadcasters

6520 N. Western,  Suite 104

Oklahoma City, OK  73116

Phone:  405-848-0771

Fax:  405-848-0772

WEB:  www.oabok.org

E-Mail: csab@aol.com

	
	
	


	Mr. Bill Johnstone 

OR Assn of Broadcasters

P.O. Box 449

111 West 7th Street, Suite 320

Eugene, OR  97440-0449

Phone:  541-343-2101

Fax:  541-343-0662

WEB:  theob@ordata.com

E-Mail: www.or-broadcasters.org
	
	Mr. Rich Wyckoff 

PA Association of Broadcasters

475 Governor Road, Suite 3

Hershey, PA  17033

Phone:  717-534-2504

Fax:  717-533-1119

WEB:  www.pab.org

	
	
	

	E-Mail: rwyckoff@pab.orgMr. Jose A. Ribas Dominicci

Radio Broadcasters Association of PR

Calle Delta, #1305 Caparra Terrace

San Juan, PR  00920

Phone:  787-783-8810

Fax:  787-781-7647

E-Mail:  prbbroadcasters@worldnet.att.net
	
	Mr. Roger Bouchard

R I Broadcasters Association

C/O WKRI & WNRI Radio

786 Diamond Hill Road

Woonsocket, RI  02895

Phone:  401-769-6925

Fax:  401-762-0442

E-Mail:  ngzu61a@prodigy.com

	
	
	

	Ms. Sunny Jewell

SC Broadcasters Association

USC College of Journalism

Columbia, SC  29208

Phone:  803-777-6783

Fax:  803-777-8729

E-Mail:  www.SCBA.net
	
	Mr. Steve Willard

SD Broadcasters Association

P.O. Box 1037

106 W. Capitol Avenue

Pierre, SD  57501

Phone:  605-224-1034

Fax:  605-224-7426

	
	
	

	Mr. Whit Adamson

TN Association of Broadcasters

P.O. Box 101015

295 Plus Park Boulevard, Suite 201

Nashville, TN 37217

Phone:615-399-3791

Fax:  615-361-3488

WEB:  tab.radiocafe.com

E-Mail:  tabspace@nc5.infi.net
	
	Mrs. Ann Arnold

 President

TX Association of Broadcasters

1907 North Lamar, Suite 300

Austin, TX  78705

Phone:  512-322-9944

Fax: 512-322-0522

WEB:  http://www.tab.org

E-Mail:  ann@tab.org

	
	
	

	Mr. Dale Zabriskie

UT Broadcasters Association

1600 South Main Street

Salt Lake City, UT  84115

Phone:  801-486-9521

Fax:  801-484-7294
	
	Mr. Al Noyes

VT Association of Broadcasters

15 W. Patterson Street

Barre, VT  05641

Phone:  802-476-8789

Fax:  802-479-5893

WEB:  www.vab.org

	
	
	


	Mr. Peter Eeaster, CAE

VA Association of Broadcasters

630 Country Green Lane

Charlottesville, VA  22902

Phone:  804-977-3716

Fax:  804-979-2439

E-Mail:  easter@esinet.net

WEB:  http://www.vab.net
	
	Mr. Mark Allen

President & CEO

WA State Association of Broadcasters

924 Capitol Way, S. Suite 104

Olympia, WA  98501

Phone:  360-705-0774

Fax:  360-705-0873

E-Mail:  wsab@mail.tss.net

	
	
	

	Ms. Michele Crist

Executive Director

WV Broadcasters Association

140 Seventh Avenue

S. Charleston, WV  25303-1452

Phone:  304-744-2143

Fax:  304-744-1764

WEB:  http://www.city.net/wvba

E-Mail:  wvba@citynet.net
	
	Mr. John M. Laabs

President

WI Broadcasters Association

44 East Mifflin Street, Suite 900

Madison, WI  53703

Phone:  608-255-2600

Fax:  608-256-3986

E-Mail: jlaabs@exacpc.com

	
	
	


	Mrs. Laura Grott

WY Association of Broadcasters

7217 Hawthorne

Cheyenne, WY  82009

Phone:  307-632-7622

Fax:  307-638-3469

WEB:  www.wyomingbroadcasting.org
	
	

	
	
	


