
How can research drive revenue & 
profit growth for Regional Press?
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The case against...Case Studies
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The case in favour of...Case Studies
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Uber-case study: RadioGAUGE
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Uber-case study: RadioGAUGE
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Why the RAB invested in RadioGauge:
Brand churn on radio doubled 2004 - 2007
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Key factors contributing to churn
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Long-term ambition for RadioGauge
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Providing evidence of radio’s effect: 
Ad awareness/brand consideration



Providing creative development learning:
5I’s of effective creativity
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Providing creative development learning:
5I’s of effective creativity
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Providing creative development learning:
5I’s of effective creativity
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Results: Churn stemmed across 2008
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Results: real revenue growth vs the market
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Results: real revenue growth vs the market
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Results: real revenue growth vs the market
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