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Abstract

Sweepstakes and contests are widespread occurréatdeast, radio stations use them as a
means of binding listeners, gaining new audiengeseoving their advertising clients. The
positive influence of sweepstakes and contestsadianmarketing is seldom questioned by
programme directors. Yet research has so far pd#ie kttention to the influence of
sweepstakes and contests in radio marketing orh& rmechanisms behind particular
dimensions like the prizes, challenge/task, medalaand recognition. The following article
presents the findings of one of the few scienstigdies into the aspects which influence the
effect(s) of sweepstakes and contests in radio etiack For the purposes of this study,
existing English and German literature was studeedstablish the main research questions
and a set of initial assumptions. Empirical datas wallected through ten semi-structured
guided expert interviews with radio programme dwex, programme advisors and radio
presenters responsible for sweepstakes and cornitesisistria. The results showed that
sweepstakes and contests are more relevant fombiaed activating existing listeners than
for gaining new listeners, non-participants in spgakes and contests should not be
disturbed or annoyed by sweepstakes and contests,ttee frequency with which the
sweepstake or contest should be repeated on aidwseem to depend on the actual station
format. The internet seems to be of particularregein a cross-promotion context. Cash
prizes are generally judged to be the best prizetertaining and creative designs are widely
welcomed by the experts.



1 Introduction

Sweepstakes and contests form part of media magketi all types of mass media.
Newspapers, magazines and TV stations all appsyntiairketing tool, but radio stations make
particular use of such competitions to bind thestehers, broaden their audience and serve
their advertising clients.

In general, radio stations face a very specificllehge: their listeners expect news that is
applicable to their daily lives (e.g. weather fasts, traffic news), yet they also want to hear
music that touches their emotions (Ingram/Barbeéd52®9). Radio is mainly viewed as a
medium that people listen to while doing somethetge (e.g. driving, eating or working).
According to Oehmichen (2001: 136), 87 % of radstehers maintain that they don't listen
deliberately to radio programmes. Consequentlyjoratiations face a virulent struggle to
maintain audience attention — a factor that is @sflg relevant from an advertising
perspective, with marketers permanently seekingways to address their target audience.
Sweepstakes and competitions are a particularlylpogvay of introducing new products and
services. They also offer a good means of raisioglip awareness and knowledge of
something or can have a conative influence if thegceive a high response
(Feinman/Blashek/McCabe 1986: 40). Schultz/RobiffRemison (1998: 127) stress that
sweepstakes and competitions can be an interestiggf attracting new clients because they
do not involve an obligation to buy, but do helpotercome the inhibitions people associate
with making an initial contact with an institutian products. Ultimately, it is the actual task
or challenge set for a contest which determines thdne participants look for more
information about the organiser or promoted serVitehis respect, they can be designed in a
way that requires participants to research or labklata on a particular product or service
(e.g. media).

Alongside their role in client acquisition, sweegss and contests can also be interesting in a
customer relationship management context (Bruhntiom 2005: 3). Similarly, they can be
deployed in reaction to competitors who might aktso using such competitions in their
marketing endeavours (Peatie/Peatie/Emafo 1997: 780

Even if sweepstakes and contests are frequenteorathio, only a few listeners actually take
part in them. Yet their advertising impact extertds participants and non-participants
(Gedenk/Teichmann 2006: 509). Accordingly, sincevil be heard by all listeners, the
design of a sweepstake or contest is a crucialeém

Based on these initial findings, this paper seelkanswer the following first questions:



Question 1 (Q1) How are sweepstakes and contests judged witlecesp the acquisition of
new listeners and binding of new listeners?

Question 2 (Q2) How are sweepstakes and contests judged witlecesp their influence on
brand recognition and image?

Question 3 (Q3) How are sweepstakes and contests judged witlecesp their effect on
participants and non-participants?

In doing so, it seeks to determine whether swekpstand competitions are an adequate
means of gaining new and binding existing lister{€%), identify their contribution to image
building and brand recognition (Q2) and uncovelrthevel of influence on listeners as a
whole and on non-participants in particular (Q3)l hese questions and assumptions
together lead to the overall research interest: tVififtuence do sweepstakes and contests

have on radio marketing in general and what pddfawle is played here by their design?

2 Design of sweepstakes and contests

Stottmeister (1988: 7) defines sweepstakes asumstits which use a conditional and
uncertain grant (profit) to directly address conswsrwithout asking for any financial effort
on their part. Their profit has to be seen to bated to the fulfilment of specific demands,
and they are also considered to be a means oftaivgrand sales promotion (ibid.).

As far as the general dimensions which influence é#ifectiveness of a message are
concerned, Fiske/Hartley’'s (2003: 58) researchh television sector suggests that the
influence of communication is best when the messagdelivered in a way that fits the
recipient’s opinions, beliefs and character. Ragt@tion listeners expect a station to play
specific music and provide specific information.thierefore follows that a sweepstake or
contest will have to address their specific desioesncourage them to take part. At the same
time, it should not annoy or offend listeners whe aot interested in games and contests of
any kind.

According to Gedenk/Teichmann (2006: 505), orgasideave to consider the following
dimensions when using sweepstakes or contests iketng tools: prize (1), task/challenge
(2) and media (3). They also have to consider lemognizable their own brand might be (4).

The figure below illustrates the design dimensiohsweepstakes and contests:



PLACE FIGURE 1 HERE

Figure 1: Design dimensions of sweepstake and coste
Source: own design, with reference to Gedenk/Teairm2006: 505

1.1. Prizes
As far as different types of prizes are concerned, can distinguish first and foremost
between cash prizes and non-cash material prizgsdqi@ema tickets or cars). Another type
of prize is the provision of services (e.g. ‘sixmiits training with a personal fithess coach’).
A further special category of prizes are uniquevises which cannot be (easily) purchased
for money (e.g. a backstage meeting with a filnt)stet are not usually accessible to the
public (e.g. a flight in a military helicopter) (k¢hell/Lister/O"Shea 2009: 122).
In most cases, the prize dimension also has tadenthe split and value of the prizes. How
many prizes should the sweepstake or contest offex? do the prizes differ in value? (see
Liu/Geng/Whinston 2007: 141). In some sweepstakeoptests there are many prizes to be
won, but the actual value of these prizes is seamgn(e.g. one of hundreds of cookbooks).
Others only have one high-value prize (e.g. anuskeé holiday). Another possibility is to
combine the two, i.e. have one exclusive top paizeé several lesser value prizes. In short, the
different prize options used can be split into:

» Cash prizes, non-cash material prizes or (unigemejce prizes

* Many prizes, a few prizes or one single prize

» High-value or low-value prizes.
Frequency and duration are further aspects that toelee considered in the time dimension: a
sweepstake can take place once or periodicallgngpetition can be brief or last for a longer
period of time. How experts handle the repetitibradverts and the duration of sweepstakes
and contests is also a further interesting aspg@eegtion 4 —Q4). Some empirical research
findings are already available (see below) withardgto the prize dimension and can

therefore be used to build initial assumptions.

1.2 Task/Challenge
On the task or challenge level, we have to difféede between sweepstakes where winning is
essentially a matter of good luck (e.g. having akbate with a specific serial number or

being the tenth caller) and contests in which pgdints have to resolve given tasks or tests
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(e.g. general knowledge tests, identification ofpecific noise/sound, etc.). In contests,
participants also compete against each otherintesesting to note that the German language
doesn't differentiate greatly between the two, @lgh the commonly used term
“Gewinnspiel” reflects more the idea of the sweakstthan the contest.

The definition of the target group is essential wiptanning a sweepstake or contest. Here,
Mitchell/Lister/O’Shea (2009: 121f) recommend théSK formula (*Keep It Simple and
Stupid”). The task/challenge dimension is cruamthis respect: if the sweepstake or contest
is too difficult, it may prove too taxing for tharget group; if it is too simple, the audience
will find it boring.

Like the prize dimension, some researchers havelatked at the task/challenge dimension
(see below “Decision to participate” for a desaaptof relevant empirical data).

1.3 Media

With regard to the third dimension (i.e. the typkenoedia chosen for sweepstakes and
contests), this paper focuses exclusively on ratitions. Accordingly, what is relevant in
this context is not the media selected for the alctweepstakes or contests, but the other
types of media used to promote them. When desigsiich competitions, organisers have to
decide which media will only be used for promotmmrposes and which channels can be used
for participation. While postcards and the telegh@tayed an important role as secondary
media prior to the emergence of the internet, #ted has now essentially taken over their
part (Gedenk/Teichmann 2006: 507).

In practice, all types of media available to a oadiation are (or can be) used to promote
sweepstakes and contests. In many cases, thenstaiicalso make use of the cross-promotion
opportunities that arise, for example, from the ewship of other media (e.g. magazines,
newspapers). Since little attention has so far lpead to the use of cross-promotion in field
research, it will be interesting to determine horess-media promotion is used to raise

awareness of sweepstakes and cont€sisgtion 5 —Q 5).

1.4Brand recognition

According to Gedenk/Teichmann (2006: 508), recagmibf the organiser’s brand is a further
important dimension. They contend that participamesmore wary of providing their contact
details to unfamiliar companies or institutions fear of spam or misuse of their data. Many
participants are aware that some sweepstakes anest® are designed solely for the purpose

of gaining market research data. Accordingly, orges of sweepstakes and contests have to
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assess whether the level of recognition of theindwand will be good enough for the
intended purpose. There is already some empiriegd @vailable with relation to brand
recognition, which has been used to formulate sassimptions regarding this point (see

assumption 2 below).

The design dimensions of sweepstakes and contestsilobed above provide key inputs and
structure for the guidelines (scripts) used durog interviews with the selected radio
experts. Of particular interest in our contexthie tvay these design dimensions are handled
by the respective radio stations. Accordingly, ém@dd further substance to these interview
guidelines, we will now take a closer look at thaseng empirical data and theoretical
reflections relating to this aspect.

3 Decision to participate

Only very limited empirical data is available onetldecision-making process behind
participation in a contest or sweepstake. Whilechimann/Gedenk/Knaf (2005) carried out
some analysis of the preferences of participantsoimine or offline games, and
Brockhoff/Andresen (1986) had test subjects sagirtpreferences according to the above
design dimensions, their studies were carried duye€ars apart. Nonetheless, both studies
show that the prize and task/challenge involvedvarg important elements in the decision to
take part in a contest, with priority given to cgstizes. However, they could not really
determine whether the availability of several maiizes or one main prize and several
smaller prizes affected this decision. Organis@ntrrecognition was not found to be very
important in these studies. These findings leatb uke following assumptions:

Assumption 1 (Al): Participants in sweepstakes and contests preserprazes.

Assumption 2 (A2): The design dimension ‘organiser brand recognitia’'not very
important for participation in sweepstakes and estst

Based on the Teichmann/Gedenk/Knaf (2005: 5f) stwdy can identify three types of
participants in classic offline sweepstakes or estst those who want a creative challenge,
i.e. want to do more than simply send off theirteghdetails (36 %); those who want a high
value prize and for whom the main prize should di@ydivided into a limited number of parts
(33 %); those who simply want to be able to prowigeir contact details quickly and easily
and then have nothing else to do (31 %). In the ch®nline sweepstakes and contests, this

final group is the largest (at 28 %). The targetugs for sweepstakes and contests have to
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take account of socio-economic (e.g. age, leveleddcation) as well as psychological
characteristics (e.g. risk-taking propensity). iegration also depends to a great extent on a
person’s general attitude towards sweepstakes @mests and is usually linked to openness
towards other sales promotion activities and atagling attitude. Organisers of sweepstakes
and contests can adjust the design to fit the taygeip.

Brockhoff/Andresen (1986: 780f) show that youngeome, women and people with an
average level of education are more likely to paptite in sweepstakes and contests. People
with a higher level of education tend to favour tests, while sweepstakes attract those with a
lower level of education. In their comparison ofetlonline and offline sectors,
Teichmann/Gedenk/Knaf (2005: 4) found that womee lass active in online contests.
People with a higher level of education tend tdfgreffline games with high value prizes
and short runtimes.

However the expert interview method chosen forrdsearch for this paper does not allow
any specific assumptions to be made regardingdbielsgical and psychological make-up of
participants in sweepstakes and contests.

Another important aspect in the decision to take pa sweepstakes and contests is the
entertainment and enjoyment people obtain fromlvesp a challenge (Stottmeister 1988:
119). Stottmeister therefore assumes that the levdifficulty and the time required to
resolve the challenge are crucial aspects. Thaslea to the following assumption:
Assumption 3 (A3): The easier the task/challenge and the less timéreal to resolve it, the
greater the number of people who will participat@ isweepstake or contest.

Since it can also be presumed that creativity mayab important factor in the design of
sweepstakes and contests, we also assume that:

Assumption 4 (A4): The greater the entertainment and creativity dspesweepstakes and

contests, the higher the motivation to participate.

4 Methodology

The research described in this article was conduat¢he form of a comparative, qualitative
study designed to consider a broad range of spemifpert perspectives and knowledge (Flick
2010: 179). The semi-structured expert interviewsduhere constitute a special form of
guided interview in which the researchers’ interfestuses not on the actual person being
interviewed, but on his/her capacity as an experthe subject of “sweepstakes and contests

on the radio”.



The qualitative approach allows us to obtain dethstatements from a limited number of
people with in-depth backgrounds and expertisehi fteld of research. In our case, the
interviewees were selected based on their spegifafessional functions and subject
knowledge. The ten experts from the radio sectoe lextensive, lengthy expertise and can be
grouped into three clusters: programme and maretirectors, programme consultants and
operators of sweepstakes and contests. The adcuadipating experts are listed in Table 1

below.

PLACE TABLE 1 HERE

Table 1: Overview of participating experts
*Source: GfK Austria, Radiotest, 1. HJ (Janner riJR011

The ten interviewees all come from or work with Mi@-based radio stations and all agreed
immediately to participate in the study. Only ongially confirmed participant (from the
private radio station “Antenne Wien”) subsequehthyl to withdraw from the survey for
personal reasons. Particular focus was placedivatpradio stations.

Each interview was scheduled to last approximaialy hour and took the form of a semi-
structured guideline interview with open questionaducted face-to-face at the expert’s
workplace. Since all the interviewees selectedahbih level of knowledge of “sweepstakes
and contests on the radio”, they were also in &ipago provide spontaneous answers to
such open questions. The interviewees answereguisions without being prompted and
provided answers which they considered relevattig¢ajuestion and topic. The interviews
were all recorded digitally and transcribed litgrathus providing a complete text version of
the verbally obtained material (see also Brosiustikel/Haas 2008: 94f). To provide
consistency in the readability of the empirical enetl, the use of dialect is adjusted, sentence
construction errors are corrected and a consistglet applied. Since the primary interest lay
in the subject matter and content of these exp&tuiews, all the transcripts were
‘translated’ into standard written German.

The subject matter had already been structuredlastered prior to the interviews in line
with the available scientific publications on tkisbject. The questions formulated from this
literature analysis served as a form of guidelorelie subsequent interviews. The material
obtained from the interviews thus always corresgdodhe questions in this guideline,

facilitating both the comparison and the analy$ithe interview material. For the purposes of
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this analysis, the individual interviews were ewéd in line with the content analysis
approach recommended by Mayring (2002: 89). Thearett methodology can be described
as combination of hypothesis generating and hypsathesting expert interviews. The data
was analysed to identify individual striking elerteeand/or recurring themes, which were

described in more precise detail (typifying struejyFlick 2010: 415).

5 Results

The following section presents the results of thevey and provides a summary and
interpretation of the interviews with the ten Austr radio experts. We begin here with
guestions regarding the general usage of sweegstakd contests. The section concludes
with a discussion of the four assumptions, whidhateein particular to the design dimensions
“prize” and “task/challenge”. The results are ongad and described in relation to each of
our five questions and four assumptions. For eadstipn and assumption, we begin with the
statements made by the station directors and themgdo the responses from the consultants

and operators.

Question 1
How are sweepstakes and contests judged with respdte acquisition of new listeners and

binding of new listeners?

Programme directorsExpert 5, programme director and spokesman forckagsical music
station Radio Stephansdom, views sweepstakes amest® unequivocally as a means of
binding listeners. E2, who works for a regional lpuiadio station (Radio NO), sees them
partly as a listener retention measure, but onlg Inmited, non-permanent capacity. He can
also envisage their use as a short-term meandrattatg new listeners, but if the overall
package doesn’'t work, the new listeners will quydie lost again. E4 and E5 — both experts
from private youth format stations — insist thadi#idnal advertising on other media is
required to support the new listener effect achdetl@rough sweepstakes and contests.
Furthermore, they both maintain that such measlsescontribute to listener retention.
Consultants and operator3he consultants and operative experts concur tvélprogramme
directors and are convinced that new listenersamly be attracted if external media channels
are used and the overall concept is right: if acpstake or contest is worth talking about and

awakens curiosity, then it might well achieve tlesiced result.



Conclusions

Sweepstakes and contests in radio marketing ane refdvant for gaining new listeners if
additional advertising tools and cross-promotiotiars are used. Their effects on binding
and activating existing listeners are more valid. deneral, they inspire only limited

enthusiasm on both dimensions (binding existingattrdcting new listeners).

Question 2
How are sweepstakes and contests judged with regpteir influence on brand recognition

and image?

Programme directors:E2 (Radio NO) does not feel that sweepstakes amutests
particularly influence brand recognition, but cotkeg that they do serve to attract attention in
the short term, even if they don't ultimately sg#ren the brand in a lasting way. Since this
attention has an influence on image, it is essktatianly stage sweepstakes and contests that
totally fit the radio station.

Likewise, E1 (Radio 88,6) does not believe thatejygtakes and competitions raise brand
recognition levels, but instead feels they can &maling to a radio station if the prizes are
not fitting and appropriate. E3 (Kronehit) concuasd maintains that contests and
sweepstakes copied from other stations can ofiggeir an undesired effect on a station’s
own product. E3 (Kronehit) and E4 (Radio Arabellagus in this context on the actual
objective of the sweepstake or contest, wherebya&umes that a sweepstake or contest
designed to increase brand recognition would requar great deal of effort. E5, the
programme director at the classical low reach ratition Radio Stephansdom, feels that the
guestion of whether sweepstakes and competitidhgemce brand recognition and image can
only be answered with a “yes, but among other giing

Consultants:The radio consultants C1 and C2 maintain that pstakes and contests only
serve to boost brand recognition if the intensityth® accompanying measures outside the
actual radio station is increased and the sweepstakcontest is designed as a major
promotion campaign for the station. They both atgree with E1 (see above) that
sweepstakes and contests can be problematic omageilevel. Such competitions can
become a problem if a station then unwittingly deps a reputation as “no-frills station that
continually runs competitions” (C1). Consultant @3es not feel that a radio station’s image
can be shaped by sweepstakes and contests, butcdoesde that they have a certain
influence — an element that is reflected in the faat a sweepstake or contest has to suit and

fit with a radio station.
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Operators: The operative experts (O1 and O2) also share pih@om that a sweepstake or
contest might have an influence on brand recognifiit were a major promotion campaign
that became a clear talking point among the germmralic and was supported by campaigns
in other types of media. O1 insists that the righmcept has to be developed for the right
sender and the right target group. If these pammmeion’t match, a sweepstake or contest can
do serious damage to an image. O2 provides exarmapfesus group reactions which suggest
that sweepstakes and contests are popular witbhést and seen as a positive service

provided by a radio station.

Conclusions

The experts are sceptical about the role playesvimepstakes and contests in increasing the
brand recognition of radio stations. Essentialigyt only feel that major promotion activities
run over an extended period of time and with higlug prizes or (possibly) sweepstakes or
contests with interesting formats that get peoplkirng might have the potential to raise
brand recognition levels. While sweepstakes andests are seen to be relevant from an
image perspective, our experts also stress thenfmmitedamage that can be done by a
competition that does not match a radio statiomage. They also mention the possibility of
losing newly acquired listeners as a result of pstkes or contests with inadequate or
inappropriate formats, which in turn leads us netatiquestion 3.

Question 3
How are sweepstakes and contests judged with regp#eir effect on participants and non-

participants?

Programme directorsWith regard to the effect of sweepstakes and st&ten participants,

E3 emphasises that a radio station must not |lgge ef the 93—97 % of listeners who don’t
participate in such competitions. Sweepstakes amdests are not designed for the actual
winner(s), but to position a radio station in thestbpossible way. E2 sees a sweepstake or
contest as an element of suspense in the prograBumé. elements should be integrated in a
way that is neither irritating nor boring. E5 irtsishat well designed sweepstakes or contests
should neither bother nor annoy listeners. E1 dodbker and feels that both active and non-
active participants should be perceived as partswhole. Listeners should identify with the
winners. E4 assumes active participants will baldy the station. His aim is to ensure that
non-participants are not annoyed and ideally féeytare being entertained and even

motivated to take part.
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Consultants: “Don’t get on people’s nerves” (C1l) and “make swy®u entertain non-
participants” (C2) are also the general opinions fanward by the consultants. Active
participants should feel a positive incentive tatawue listening to the station and tell other
people if they win something. But C3 also pointd that it is impossible to develop a
sweepstake or contest that doesn’t annoy someone.

Operators:0O1 works on the principle that sweepstakes antestgare also always made for
the people who don't participate. Both non-partgifs and active participants should view
the competition in a positive light. According t@ Qeople who have won such competitions
in the past frequently try their luck again. Buesiiso appreciates the positive advertising
effect of word-of-mouth propaganda, whereby acfigéticipants infect non-participants with
their enthusiasm and raise the probability of #teel also listening to the radio station out of
curiosity. Quiz games designed to be continuedutinout the day keep people who would

themselves never take part in such quizzes lisgaioima station.

Conclusions

One of our experts estimates that 93-97 % of leteito a radio station will not participate in
sweepstakes or contests. Accordingly, this groumnisimportant element that has to be
considered in the use of such competitions. All @perts concur that such activities should
not bother or annoy this group of listeners. Thiegutd be able to identify with the winners
and ideally feel entertained or motivated to camtitistening to hear the outcome of a longer

quiz or game.

Question 4
How are the repetition of adverts and the duratibsweepstakes and contests used to raise

awareness?

Programme directorsThe public radio station Radio NO has best expegenith week-long
sweepstakes and contests that conclude at a weeBpedial promotions are run over a
maximum of two weeks. The classical music statioadiB Stephansdom uses such
competitions very conservatively, broadcasting a-off teaser, then carrying out and
immediately concluding the sweepstake or contest.

The programme directors at the commercial raditostss Kronehit, Radio 88,6 and Radio
Arabella split sweepstakes and contests into thheses: preselling, competition proper and
backselling. Radio Arabella listeners need onevioweeks to take note of a major promotion

and digest the way it will work. Depending on thesign and prize(s), Radio Arabella
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generally limits the competition proper to a perimidone to three weeks and follows it up
with a few days of backselling.

The preselling phase at Radio 88,6 is similar ti #t Radio Arabella. However, the station
will run a major promotion for between three to sigeks, depending on the top prize(s). If
only one main prize is awarded at the end of trenguhe competition proper is restricted to
a maximum of three weeks.

At Kronehit, the programme directors leave the piag of sweepstakes and contests to the
media department, who calculate the optimal tinforgmarketing and broadcasting a major
promotion of this kind. E3 has noticed that designsweepstakes or contests is becoming
increasingly like writing a script for a screenplay

Consultants: C2 also refers to the three-phase preselling/ctitigre proper/backselling
process and recommends a two-week preselling phdseby the first week can take the
form of a mystery campaign to prompt curiosity agpndhe audience about the pending
competition. She calculates that a major promosibould last between two to three weeks
and should be followed up by a backselling phase &so maintains that since people on
average listen to a radio station for 15 minutes @te, a competition can be included in the
programme and given air time on an hourly basise ®hly exceptions here are classical
music stations. C1 takes a similar view, but cansage a period of up to four weeks for the
competition proper if the prize is interesting eglouHe feels it is quite acceptable to include
a competition in the programme every two hoursewen more frequently on youth radio
stations. According to C2, listeners need a veng lttme to actually realize that a competition
is taking place. He feels that a two-week intengiveselling phase is necessary and should
include 10 to 12 trailers a day. He would run tbhenpetition proper over a two to three week
period and follow it up with a one-week backsellpitase.

Operators: The moderator O1 and customer service represeat@? also anticipate a two-
week preselling phase, with Ol also declaring hie@efan of mystery campaigns. O2
considers two weeks to be the ideal length of fionehe competition proper, while O1 would
allow it to run for a maximum of one more week, gatitions targeted at young people can
be integrated into the programme on an hourly basgisle those designed for an older

audience should only be broadcast every two hours.

Conclusions
The three-phase preselling/competition proper/telthg model is widely known and used

by our experts, although opinions and experiencthefideal lengths for each phase differ.
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Most of the experts view a two-week preselling ghts be appropriate, while some favour
reducing or extending this by one week. The cortipatiproper should also last for two
weeks, with a possible duration of up to six weeksome cases. Backselling is viewed as a
shorter phase that should last up to one week.oR&t#phansdom and Radio NO do not
conform to this three-phase model. As a publidatatRadio NO finds it achieves the best
results with week-long competitions that conclutia aveekend. The competition proper can
be extended to a maximum of two weeks. Radio Stegslan makes only limited use of
sweepstakes and contests and conducts any reldwedising activities in moderation. All
time dimensions indicated are dependent on the rii@poe of the particular sweepstake or
contest and the value of the prize(s) on offer.

The frequency with which the sweepstake or corsliestild be repeated on air would seem to
depend on the actual station format. Stations @itloung (youth) audience can repeat such
competitions every hour, while those directed a@e mature audience should not repeat

them more than once every two hours.

Question 5

How is cross-media promotion used to raise awaseoksweepstakes and contests?

Cross-promotion is a very common element in radiarketing, and when it comes to
promoting sweepstakes and contests there are ydartjcstrong links between radio and the
internet.

Programme directorsE2, who works for a public radio station embeddedhe ORF’s
national broadcasting empire, is extremely posiéibeut the use of cross-promotion and feels
that internet users and radio listeners compleraanh perfectly. E4 (from the private radio
station Radio Arabella) shares this view and nttasthe online channel can be used to give
a visual representation to radio. He also referthéoavailability of the feedback channel,
which offers quick and easy access to feedback alwivs a station to assess listener
reactions to a competition in quasi real-time. E® &xpects to win over people who are “not
yet listeners” (E2) through online activities. FBi (Radio 88,6), one advantage of the
internet is that the radio station doesn’t haveotally fill its broadcasts with sweepstakes and
contests and can use the time freed up on aircimgte its actual image. As an expert for the
youth radio station Kronehit, E3 sees radio andritét as converging, mutually beneficial
media. He views Kronehit as a brand whose inteandtradio presence go hand in hand. The
classical music station Radio Stephansdom (E5p@rtcularly interesting case from a cross-

promotion perspective: it now runs some promotiensrely online via its Facebook page,
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where its traditional audience will not even seenth The station argues for this approach by
pointing out that its basic focus does not lie areepstakes or contests and that it is not
considering adding them to its programme in future.

ConsultantsiC2 feels that transferring sweepstakes and carntteshe internet is an attractive
option. However, she does warn against an overasom of internet users, who tend to
restrict their activities solely to the web. Thesers will at most listen to internet radio. C1
thinks that online platforms are a good means weing attention, yet is quick to note that
older listeners are less likely to go online thaunger listeners. But he basically considers
the combination of online presence and radio to nimgtually beneficial, as long as
listeners/surfers remain in the radio stations @raphere. C3 feels that the Facebook/radio
combination is particularly overrated, and belietlest radio listeners can be transferred to
Facebook, but not vice versa.

Operators:From an operator perspective, O1 views cross-ptiomas a good opportunity to
reduce the spoken work on air, where overly lengttayd wordy elements are
counterproductive. With an online presence, theddeynents can be broadcast on air, and the
rest explained online. While O2 only sees a limiedrlap between on air and Facebook for
radio stations with older target audiences, shfatls that they complement each other very
well and offer good opportunities for cross-prorooti

Conclusions

From a radio station perspective, the internet semrbe of particular interest in a cross-
promotion context and is judged positively by &k tdifferent groups of experts. The main

argument for cross-promotion with the internet hattit is a meaningful, complementary

medium to radio which offers stations the posdipitio obtain feedback and potentially

acquire new listeners. From the design perspedtinekey issues are the time a radio station
can free up by publishing supplementary informatonthe internet and the opportunity it

offers them to make use of visual elements to eéxpfar example, the rules of a contest. Our
consultants also stress some potentially negatipeds: firstly, that the potential of internet

users should not be overemphasised (they oftermnigethe internet and rarely become new
radio listeners) and secondly that the elder geioeranay not be reached by means of the
internet.

The case of the classical music station Radio Stegtom is very interesting. Sweepstakes

and contests are a minor on air priority at tha&ish, which now sometimes conducts such
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competitions solely via the internet. In this wdlyavoids annoying listeners who are not

interested in sweepstakes and contests.

In the following section, we will now take a closkrok at the design dimension of
sweepstakes and contests and examine some of itla¢ assumptions made by empirical

studies in light of the information obtained fromr @xpert interviews.

Assumption 1:

Participants in sweepstakes and competition poefeh prizes.

Programme directors:The programme directors all agree that cash praresgenerally
favoured over non-cash material prizes. The re#isey give for this is that people of all age
groups can always spend money.

It is not possible to obtain a clear picture of hprizes are distributed, since this always
depends on the objective of the sweepstake or soontdl the programme directors
interviewed like to host sweepstakes or contesistwbifer their listeners a high value prize.
Practical expertise of big wins concurs here whiory — the preference is for big cash prizes,
cars and holidays. But they also like to make usthe variant with lots of small prizes —
particularly if they have a high strategic value.nhajor promotions lasting over three weeks
(and with the main prize drawn at the end of thetest), radio stations consider it important
to offer smaller consolation prizes.

ConsultantsThe consultants are also of the opinion thatphbist can only be answered with
an “it depends”, because winning is not everythiRgdio stations must always ensure that
their listeners can identify with the prize(s). ibiately, this group of experts also agrees that
you can’t go wrong with cash prizes. However, tdeyconsider cash prizes that are too high
to be problematic, since they can trigger an “léhao chance of winning” feeling and thus
lead to listeners not participating because theysicer the prize(s) to be out of their reach.
The consultants concur with the programme diredioas a mix of one high value prize and
several low value consolation prizes contributethésuccess of a major promotion.
Operators: The presenter O1 agrees with the programme dmedcad consultants and
considers a high value cash prize and lots otlittbnsolation prizes to be the best option.
Only O2, who works as both a presenter and a cuesteprvices representative and is thus the
only one of the experts interviewed with directdiger contact, considers one high value prize
without consolation prizes to be appropriate. Hegument is that people are generally

16



disappointed if they don’t win the top prize, amattwinning a consolation prize does not

reduce this sense of disappointment.

Conclusions

Cash prizes are generally judged to be the bemqrbecause winners can use their winnings
to buy whatever they want. In this way, all intésesre served. No general hypothesis can be
made regarding the optimal distribution of prizBst it is evident that programme directors
prefer sweepstakes and contests with a high vaiae,pdeally cash, a holiday or a car. Two
individual observations are of particular intereste. The first is the notion that cash prizes
can be too high, giving listeners the impressiaat they are out of their reach and that it is
not worth participating. The second is that whitengolation prizes are valued by radio
directors and consultants, the expert with a dicecitact to participants feels the latter are

actually disappointed when they win a consolationep

Assumption 2:
The design dimension “organiser brand recognitisrriot very important for participation in
sweepstakes and contests.

Programme directorsE4 (Radio Arabella) feels that confidence in thatisn does have
some influence, while E2 (Radio NO) and E5 (RadiepBansdom) raise this influence to
strong. E1 (Radio 88,6) also views the link betwelea station and the product to be
important, but concedes that the station losevaalee in really big sweepstakes or contests.
As far as E5 (Kronehit) is concerned, confidencehia station plays no role at all, since
people are no longer tied exclusively to one paldicradio station.

Consultants and operatorsn this context, the consultants and operativeeetspalso raised
the issue of permanent winners and gamblers why plaly for the sake of playing. C1
assumes that while the station does play a certd®) it is far more important that the
sweepstake or competition fits the station’s im&@and C3 accord the station a subordinate

role.

Conclusions

Opinions regarding the relevance of brand recagmifor participation in sweepstakes or
contests differ. While some programme directorsaeamportant correlation, others judge it
as minor. The higher the prize, the less impotiaafprominence of the organising station.
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Assumption 3
The easier the task/challenge and the less timeregtjto resolve it, the greater the number of
people who will participate in a sweepstake or esnt

Programme directorsThe programme directors agree that this statemdrdsically correct.
E3 (Kronehit) notes that there will always be exmas and that the skill lies in accepting
this when designing promotions. E2 (Radio NO) cod¢ethat you have to decide when
designing the concept whether your expectationsush a promotion are too measured in
terms of the quality or the quantity of the papamts. This seems logical to E4 (Radio
Arabella), even if a station might pursue differgoals with some competitions, and the key
to success always lies in the prize(s).

Consultants:C1 agrees with this statement, albeit with sonstricdions, and points out that
the task/challenge has to be simple, but not sfigagist, polarising or xenophobic. C3 also
only partly agrees with the assumption that sintpks and easy rules for participation are
decisive elements for successful participation leveoting that the barriers to access should
not be too high. She repeats her assertion thaprize should not be too high, since the
phenomenon “so many people will be taking part, vetwpuld | win” (C3) is not to be
underestimated.

Operators:Our two operative experts agree with assumption 3.

Conclusions

As far as assumption 4 is concerned, there is t@nesting difference in assessment between
the programme directors and presenters on the and, land the consultants on the other.
While station managers are convinced that easystaskl quick entry raises participation

levels, the consultants also warn against too siraplinethical contest designs.

Assumption 4:
The greater the entertainment and creativity aspestveepstakes and contests, the higher the

motivation to participate.

Programme directorsFrom a task design perspective, E4 (Radio Arapeltal E1 (Radio
88,6) consider original sweepstakes with an irgelit format — not the run of the mill “ring
up and win” type contests — to be the best comepetit They emphasise here the need for a
simple process in which the participant only hasdmplete one task or solve one clue. E2

(Radio NO) reports great successes with the “ripgand win” format, but concludes that a
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simple task or question is more creative in ternispmgramme design. C5 (Radio
Stephansdom) prefers “ring up and win” competitjossice these involve the fewest
interruptions in a programme targeted at an audi¢muking for culture on his classical radio
station. E3 (Kronehit) thinks that listeners shootmhtribute to a sweepstake or contest and
that they should enjoy doing so. He refers in toistext to the rapid advances in technology,
which make this variation on the theme increasirgiyier.

Consultants:Our radio consultants demand added value forttteos and consider “ring up
and win” contests to be boring and lacking in aradity, although they do stress that listeners
should also under no circumstances be made tooigebf their depth. A sweepstake or
contest should touch the listener's emotions awtude a certain level of entertainment for
those listeners who don’t participate. Ultimatehjis issue is clearly dependent on the format
and target group.

Operators: The operative experts find competitions basedh@nce to be boring and unfair,
although they do partly concede that they have fbstified place in the mix. They stress the
importance of those listeners who don't participdmet still answer the questions and keep
their fingers crossed for those who do. O2 finds ‘thOth caller wins” format to be totally
unfair and refers here to the nine disappointeisalvho don’t get through. All experts agree

that a measurable effort is an accepted way ofgadiag.

Conclusions

Entertaining and creative designs are widely weledtny the experts in all three groups. One
exception to this rule is the classical music statRadio Stephansdom, which has a low
overall interest in sweepstakes and contests aeférpra simple design which does not

interrupt the programme any more than is necessary.

6 Summary

We began by addressing three questions relatintheogeneral use of sweepstakes and
contests in a radio context. Our findings show thvegepstakes and contests are more relevant
for binding existing listeners to a station thandttracting new listeners (Q1). This bears out
the assumption that sweepstakes and contests aeerglevant for binding and activating
existing listeners than for acquiring new ones. @udings suggest that new listeners will
only be won if the sweepstake or contest is baeckety additional advertising methods or

cross-promotion.
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With respect to their influence on brand recognitiand image (Q2), sweepstakes and
contests are viewed more as a means of image mgitdan of raising brand recognition. As
in the case of the acquisition of new listenergnbdr recognition is linked to supporting
aspects, e.g. a very high value prize or speciibdeln conjunction with this image building
influence, our experts also stress the potentiatadpe of sweepstakes and contests which
don’t match a station’s image.

This leads automatically to the question of how eyyatakes and contests are judged with
respect to their effect on participants and norigpants (Q3). Here, estimations and
experience show that non-participants form 93 td@®@0f a station’s listeners. Our experts
concur that a sweepstake or contest should eslbeni irritate this listener group, and that
they should ideally identify with the winners anekf entertained by or even motivated to
follow the course of a longer promotion or game.

In short, our findings relating to the effects eceel by organisers of sweepstakes and
contests indicate that experts do not attach higbe@ations to such competitions as a
programme design element. They do not definitivetyenthusiastically emphasise their
relevance for listener acquisition or retentionage building or brand recognition. But they
did mention the possible threats of using ‘wrongespstake designs without any prompting
by the interviewer. This leads to the conclusicat Bweepstakes and contests are seen to have
a hybrid listener acquisition/retention and imagédding effect. It is also interesting to note
that such a widely used programme asset is acceutdta weak effect.

The second set of research questions examineddhspon of sweepstakes and contests in
the media, where the issues of timing and duraf@4) and the additional use of cross
promotion (Q5) emerged. The three-phase promotioadein (preselling/competition
proper/backselling) is both popular and widely ubgdadio stations. As far as the individual
phases are concerned, two weeks are usually planredpreselling, the competition proper
lasts between two to a maximum of six weeks, wthke backselling phase is shorter (up to
one week). We can also assume that the more valuddd prize or spectacular the
task/challenge, the longer the overall period alled to the competition. However, as far as
the promotion of sweepstakes and contests is coedethe frequency of repetition of the
message would appear to depend on the format ofi¢héal radio station. Our experts
consider hourly repetition to be acceptable fortgdermats, while a two-hour frequency is
appropriate for stations with mature audiences.

The internet is of particular interest for radiat&ins when it comes to the importance and use

of cross-media promotion (Q5). The main argumeotssfich cross-promotion activities are:
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meaningful, complementary addition, the possibiiiyfeedback and the potential acquisition
of new listeners via the internet. The on air tiseved by publishing supplementary
information on the internet was also viewed asrthér asset.

Given the extent of the timing and cross-promotomplex, it is interesting that no other
means of cross-promotion, e.g. through cross-owneetlia (like newspapers), were
mentioned. This may be due to the fact that cregseoship in the private radio sector usually
takes the form of an ownership percentage, prawgrdi simple mixing of media content.
Similarly, there are legal constraints to cross-emship applicable to the public station Radio
NO. Nonetheless, the issue of cross-promotion tiratross ownership should be treated as
an important question that merits further research.

Finally, the findings confirm our initial assumpt®regarding the design dimensions “prize”,
“task/challenge” and “organiser brand recognitio@ur first assumption, which was derived
from earlier empirical studies, was that sweepstaia contest participants prefer cash prizes
(Al). This was confirmed by the experts interview€dsh prizes were generally judged to be
the best prizes, because winners can use theiivgsmo purchase whatever they want. Two
particular observations/assumptions, each of wivas mentioned by one expert, also merit a
specific mention. The first such observation ist tbash prizes can also be too high, thus
giving listeners the impression that they are obitreach and preventing them from
participating. The other is that while consolatiprizes are viewed positively by radio
directors and consultants, the only expert witkeatircontact to listeners (participants) found
that the winners of consolation prizes experiereagnse of disappointment. Accordingly, it
could be questioned whether consolation prizesa#igtdo give satisfaction/comfort to the
people who win them.

In the earlier study of Brockhoff/Andresen (1986)e design dimension “organiser brand
recognition” had not emerged as very importantlherdecision to participate in a sweepstake
or contest (A2). In our survey, the experts diffetheir assessment of the relevance of radio
station brand recognition for such participationhil® some programme directors see an
important correlation, others judge the link torbmor. However, we can conclude here that
the higher the prize, the less important the premae of the organizer.

Our final two assumptions concern the task/chabemyolved in a sweepstake or contest.
The first of these was that sweepstakes and cenisdl attract more participants if
participation is easy and not time-consuming (ABhs proved to be connected to the
assumption that the higher the entertainment aealtigity aspect of a sweepstake or contest,

the greater the motivation for participation (Adhere was broad consensus among the
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interviewed experts for A3, although the consukadid express some scepticism as to
whether simplicity and timesaving were always thgredients of success. Our experts also
validated the assumption that participants generalelcome entertaining and creative
designs. The positive reception of the entertainamgl creative design dimension would
however seem to be limited by the need for simiglian the task/challenge and mode of
participation mode described above. In generalappears to remain a question of the
objective of the actual sweepstake or contest.t@eeand entertaining designs would seem to
better serve the aim of providing listeners wittiwerse programme of entertainment, while
simple and timesaving designs are more appropfiatereaching a broader group of
participants and thus perhaps better serve thectolgs of raising brand recognition and
gaining new listeners.

Finally we should again point out that our surveyyoshows the points of view of radio
managers, consulters and presenters. We cannotderany listener-based data, since
obtaining this would have demanded a differentaededesign. The strengths of the insider
view presented in this paper lie in their companbwledge of strategic considerations
(programme directors and consultants) and operatxeerience (operators). While the
operator’s knowledge proved to be very interesgrugn in singular observations, the radio
station directors did not seem to have reflectemhgtgreat length on the general usefulness of
sweepstakes and contests. They are seen mordrgsgmal component of programme design
that has always been used than a strategicallyogeglmeans of radio marketing. Further
research into strategic considerations would tloeeebe recommended as a result of the
research on the influence and design of sweepstaleesontests in radio marketing from the
station manager perspective.
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