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INTRODUCTION 

This document is intended to be a summary of the campaign and an analysis of the coverage for primary campaign contacts; it also acts as an introduction and 

explanation of the campaign for those that were not actively involved in the campaign such as agencies, colleagues or other parties. 

INDEPENDENT 
MEDIA NEWS 

Independent Media News (IMN) 

provide content exclusively for the 

Relations Group.  IMN have 

relationships with presenters, 

producers, broadcast assistants, 

online editors, video content 

managers  and many others across 

the UK’s broadcast and online media, 

including media groups such as 

Global Radio, GMG, Sky and the BBC. 

RADIO RELATIONS TV RELATIONS DIGITAL RELATIONS 

Radio Relations are the 

UK’s Radio PR 

specialists, experts in 

communicating brand 

messages through 

radio presenters, 

broadcast journalists, 

competitions and 

brand spokespeople. 

 

Digital Relations 

specialise in securing 

online video,  

competition and 

editorial coverage, 

targetting websites all 

the way from specialist 

blogs and niche 

websites to national 

news providers and 

content portals.  

TV Relations can help 

you build your on-

screen profile, securing 

TV coverage  on 

national and local TV 

broadcasters, including 

news and feature-style 

content. 

CLIENT VALUE 

Since IMN have relationships with people who create the news rather than 

people in sales and promotions departments, Radio, Digital and TV 

Relations are able to secure media coverage without incurring the costs 

normally associated with advertising, promotions and sponsorship. 

 

THE RELATIONS 
GROUP 

The Relations Group comprises the 

UK’s leading specialists across all 

areas of broadcast PR, with three 

separate PR companies for radio, 

digital and TV as well as a separate 

content company which works across 

the group. 
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CAMPAIGN SUMMARY 

We will guide you through the campaign, starting with the objectives and messages that were agreed in the original campaign brief, the key USP or additional 

information, agreed routes to coverage and the timings of the campaign.  We will then show the creative approval for each of the chosen routes to coverage – this is the 

written material that was distributed to the relevant media.  

COVERAGE REPORTS 

The coverage report details the coverage achieved across each route to coverage as a separate itemised list with full audience figures and, where relevant, durations, 

times and dates.  Alongside the itemised reports are graphs providing more detail on the nature of the coverage (including size, location and timing where relevant), as 

well as comparisons of coverage value, advertising value equivalents (AVEs) where possible, and comparable PR values. 

CAMPAIGN HIGHLIGHTS 

This section of the summary highlights some of the key achievements of the campaign giving you access to key performance information as well as campaign feedback 

and other metrics depending on the type of coverage.  Campaign highlights are included for each route to coverage as well as an overall summary for the campaign as 

a whole. 

WORKING RELATIONSHIPS 

The report ends with an overview of the different working relationships we have with clients and contact details in case there are any questions you have on the report. 

APPENDICES 

Any broadcast audio and video will be sent to you via an FTP download site so we can ensure you get the files as soon as possible. Material can be requested on CDs / 

DVDs as necessary, and screenshots of online coverage are included in an appendix at the end of the coverage report. 
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GLOSSARY OF TERMS IN THIS REPORT 

Advertising / Rate Card Equivalent: The value that the duration of the 

coverage is worth based on the average rate card value of the equivalent media 

coverage.  

BARB: Broadcasters’ Advertising Research Board - an impartial organisation 

jointly owned by the BBC and commercial TV industry to measure TV audiences.

  

Campaign Budget: The Relations Group allow a client to cap their budget at an 

upper limit; any coverage secured above this cap is free over-servicing.  The 

campaign budget can also include research costs and production fees where 

applicable. 

Coverage Report: The report that shows the coverage secured for a particular 

campaign across each route to coverage.  

Item of Coverage: An item of coverage is when a radio / TV presenter or 

broadcast journalist discusses a specific item of content on air, or when content 

is featured on a particular website. 

Monthly Unique Visitors: A website’s audience figure, based on ‘unique’ 

views, i.e. the same person visiting a site multiple times would be counted as 

one unique view. 

Over-Servicing: The difference between the capped campaign budget and the 

value of the coverage secured based on the rate card.  

PR Value: The Relations Group uses a multiple of three to highlight the value of 

PR coverage compared with advertising since PR is communicated through 

presenters / journalists and does not rely on frequency and repetition as is the 

case with advertising. 

RAJAR: Radio Joint Audience Research is an impartial organisation jointly 

funded by the BBC and commercial radio industry to measure the audience of 

radio stations in the UK.  

Station Category: Radio Relations categorise radio stations based on the 

weekly reach or whether or not they broadcast to an entire country. These are 

explained in more detail in the success related payment structure page 

following the glossary. 

Talking Features: Talking features are a series of self contained, voiced and 

edited packages distributed to a UK wide selection of community radio 

stations. These stations play the feature in previously agreed time slots. The five 

features produced are ‘Talking Health’, ‘Talking Life’, ‘Talking Tech’, ‘Talking 

Travel’ and ‘Talking Money’. They provide a reliable and tested way to get your 

messages out to a loyal and receptive audience. 
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Video Seeding: When a video is uploaded to a range of video-sharing websites 

as a method of seeding interest in the content. 

Weekly Reach: The audience that listens to a radio station or watches a TV 

programme as verified by RAJAR (radio) or BARB (TV). It is the industry standard 

for comparing audience figures. 
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SUCCESS RELATED PAYMENT STRUCTURES 

The Relations Group work on a payment-by-results basis  dependent on the size of the broadcaster or website on which we secure coverage.  We classify based on 

either weekly reach or monthly unique views.  The categories for each media type are listed below: 

RADIO COVERAGE 

Category Cost Weekly Audience More Info 

Local £75 Under 20,000 Small regional radio stations are not usually owned by the major media groups and are more directed towards providing local 

news / features.  There is a high-perceived relationship between small regional stations’ audiences and presenters, they have an 

extremely loyal listener base.  Examples include The Thread, Bolton FM and Asian Star. 

Typical £150 Between 20,000  

and 49,999 

These tend to be the most popular station in smaller towns and more rural areas whilst being the second or third most popular 

station in the key urban areas.  Examples include Express FM, BCB Bradford, Radio Plymouth, Fire 107.6 and BBC Jersey. 

Key £300 Between 50,000  

and 149,999 

These stations are established regional radio stations, broadcasting to multiple towns or small cities. Many of the regional BBC 

stations are classified as Key Regional.  Examples include BBC Radio Oxford, Swansea Sound, Kemet FM, Waves Radio, Oldham 

Community Radio, Radio Verulam. 

Leading £450 Between 150,000  

and 299,999 

Leading regional stations are larger BBC stations or those owned by major media groups, such as Global and Bauer, which will 

often have the highest market share in their area. They are located in populated areas and are usually the most popular station of 

their programming format in the area.  Examples include BBC Manchester, Real Radio NE, BBC Three Counties a nd BBC Leeds 

Major £550 Over 300,000 These are the UK’s largest radio stations and are based in the UK’s largest cities. They have massive audience figures and are 

virtually all owned by the major radio groups. They have very structured programming formats and have regular news bulletins.  

Examples include BBC London, 95.8 Capital FM, BBC Merseyside, Real Radio North East, and Key 103. 

National £650 UK-Wide or 

Country-Wide (e.g. 

Wales / Scotland) 

These radio stations are usually BBC or AM Commercial Stations and broadcast to an entire country or the whole of the UK. Classic 

FM is the UK’s only National FM commercial station. Examples include BBC Radio 1, 2, 3,  4 or 5Live, Absolute 1215AM, Classic FM, 

Talk Sport, BBC Wales, LBC and BBC Scotland. 
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News £950 UK-Wide News Networks provide an opportunity to communicate to multiple stations across the UK. Examples Include:  Sky News, Press 

Association 

 

ONLINE COVERAGE 

Category Cost Monthly Unique Visitors More Info 

Blogs & 

Independents 

£100 Under 50,000 Blogs and independent websites have lower numbers of unique visitors but can be influential with their niche 

audiences. Social networks including Twitter and Facebook can be ideal to secure the editorial endorsement 

between individuals or groups and their followers.  Examples include Savista, New Mother, Women’s Thoughts, 

Style Lane and Urban Coco 

Regional & 

Niche 

£200 Between 50,000 and 

199,999 

Regional and niche websites have content focused on selected regions and areas, as well as including websites that 

have a strong theme. These sites can be ideal when there is selected regional data or information, or a very specific 

topic or theme to the video.  Examples include Primary Times, The Lady, About Property, Your Coffee Break, Local 

UK Times and The Sunday Times 

National 

Specialists 

£400 Between 200,000 and 

999,999 

These are established websites with dedicated content or web editors. They will include regional newspaper 

websites, regional radio websites and established specialist websites.  Examples include Totally Living, London 24 

and AOL AutoBlog, Economic Voice and Edinburgh News 

National 

Magazines & 

Portals 

£600 Between 1,000,000 and 

3,999,999 

These are popular national magazine websites that have a high readership, as well as website portals that contain a 

broad range of information and features to a large and varied audience.  Examples include: Marie Claire and All In 

London.  Examples include Marie Claire, Female First, Express.co.uk, Good to Know and International Business 

Times. 

Major News 

Outlets 

£1,000 Over 4,000,000 These are the websites of national newspapers, magazines and major UK portals. They have verified audience 

figures and are the most visited websites across the UK.  Examples include: Telegraph.co.uk,The Independent, 

Yahoo, MSN, Mail Online and Express.co.uk 

 

Video Seeding £500 Uploading to the top ten video sharing sites, such as YouTube, Dailymotion, Vimeo etc. 
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TV COVERAGE 

Category Cost More Info 

Regional £600 These are regional BBC or ITV news centres that have regional news bulletins throughout the day.  

Examples include: BBC London, BBC Scotland, ITV Central, ITV TyneTees, ITV Yorkshire and ITV Meridian 

National £1,000 These are national TV channels that broadcast to the whole of the UK.  

Examples include: BBC One, BBC Two, ITV, Channel 4, Channel 5, Sky News, BBC News, STV and UTV 

 

PRODUCTION COSTS 

Production level Cost More Info 

Talking Head £2,500 An interview with your spokesperson, where an offscreen presenter will ask a number of questions. The resulting footage will be edited into 

a short video to complement your campaign. 

VNR/ Feature Video £3,500 A video news release containing footage of your spokesperson, vox pops and case studies. Additional footage (B-roll) will be included in 

order to create a broadcast quality production. 

Premium 

Production 

£1,000+ A large scale production involving an extended crew ideal for events coverage or high-end corporate videos. 

Webcast £5,000 Live streaming of an event, interview or webinar. The package includes set-up, filming, streaming and recording. Webcasts can either be 

streamed publicly or privately on secure servers. 

Motion Graphic £5,000 A high quality animated video particularly useful for social media campaigns and to display facts and stats in an attractive and engaging 

way. Includes a voice-over and music bed. 
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CAMPAIGN OBJECTIVES AND MESSAGES 

As part of the ‘Home Improvement Month’ campaign, The Relations Group 

were working to the following objectives: 

To position Nationwide as the finance partner for Home Improvement 

Month. 
 

To secure coverage across Home Improvement Month around the 

history of DIY and how these trends have effect House Prices. 
 

To raise awareness of Nationwide and the products available to help 

finance Home Improvement Month. 

 

The Relations Group were asked as part of the campaign to communicate the 

following key messages: 

New research from Nationwide has revealed the emotional damages and 

sacrifices that we make in order to achieve the perfect home. While one 

in seven (15%) of Brits say that their relationship was affected by dodgy 

DIY, almost a quarter (23%) claim that they would sacrifice having a baby 

or more children to be able to afford their dream home project. 
 

When it comes to the gender gap, new research reveals that the fantasy 

home improvement for women is a large kitchen-diner, while men opt 

for a Man Cave or Super Shed. 

 

The research revealed that when deciding the worst design decade, the 

overwhelming vote is for the avocado bathroom suites and woodchip 

wallpaper of the 1970s. 

 

ROUTES TO COVERAGE 

The following routes to coverage were utilised where the budget was capped 

at an upper limit as follows: 

Route to Coverage Avg 

Items* 

Price (ex. VAT) 

Coverage 20 £4,500 

1x  Commissioned 

Research 
N/A £500 

Video Production – 100 

years of DIY 
N/A £2,500 

Spokesperson Budget 

(any remaining budget to be 

used for coverage) 

N/A £2000 

Total Coverage Value 

(inc. over-servicing) 
25 £9,500 
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 ISDN INTERVIEW 

Cue Sheet 

Studio Date: 12/04/2016  Time: 08:25 
 

News Hooks: 

It’s Home Improvement Month and new research from Nationwide has revealed the emotional damages DIY can cause to 

relationships and the sacrifices that we make in order to achieve the perfect home. DIY as we know it reached the UK in the 

1950s, as we sought to brighten up homes and end the post-war gloom, and over the past 60 years the aesthetics of the home 

have become ever more important. 

According to the new research, almost a quarter (23%) of Brits would sacrifice having a baby or more children to be able to 

afford their dream home. However, there was a clear gender divide on what else men and women might forgo to realise major 

home improvements. Men are far less likely than women to give up the latest home technology (28% against 43%) or a new car 

(20% of men versus 28% of women). 

This divide may be the root of arguments in the home with one in seven (15%) reporting that a home DIY dispute has affected 

their relationship and a further 2% claiming it has contributed to ending a relationship entirely. However, almost a quarter (22%) 

said that it had instead become the subject of laughter rather than emotional disaster.  

The research found that, overall; the biggest fantasy home improvement is a large, open-plan kitchen-diner (17%), followed by a 

loft conversion (16%) and separate garden room or studio (14%). Again, differences were seen between the sexes. One in five 

(21%) men would invest in a ‘Man Cave’ or super-sized shed, with extras such as a gym, as their fantasy home improvement; 

against only 6% of women. Women opted overwhelmingly for the big kitchen-diner; 21% against 12% of men.   

  

Introduction: 

Have you ever given something up in order to afford a home improvement? Well new research from Nationwide has found that 

almost a quarter of us would sacrifice having a baby or more children in order to make a major home improvement. And 

furthermore, a DIY mishap has affected a relationship for one in seven Brits. 

So why are we so emotionally attached to their homes? 

We’re joined by interior designer Julia Kendell and Andrew Baddeley-Chappell, Head of Policy for Mortgages and Savings at 

Nationwide, to tell us more. 

  

Suggested Questions: 

Thanks for joining us today. What has the research shown about people’s attitudes to home improvements and what they would 

give up for a big project? Why can DIY be such an area of domestic strife? 

Why do we put so much emphasis on our homes? 

How has this changed over the years? Why do we look back and wonder how on earth did we like swirly carpets and avocado 

bathroom suites? 

Andrew, why are people so keen to undergo large-scale projects and how do they tend to fund them? 

Julia, what tips would you give for home improvement projects? 

Where can listeners go for more information? 
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ISDN INTERVIEW 

Cue Sheet 
 

Studio Date: Monday 25/04/2016   Time: 09:15 
 

News Hooks: 

April is Home Improvement Month and new research from Nationwide reveals that increasing numbers of homeowners are 

choosing to improve their home rather than move; as the cost of relocating often outstrips the benefits of adding size and value 

to their existing homes. 

According to the research, a third (31%) consider the kitchen as the room where money is best invested, followed by the living 

room (22%). Only one in ten (11%) think that investing in a new bathroom adds value, while only 7% believe that a bedroom is 

worth the investment. Six in ten would prefer to stay put and either extend, make cosmetic changes or put up with their home as 

it is, as against a quarter (27%) who indicate that they would prefer to move to a larger property.  

In fact, Nationwide’s house price data highlights that adding extensions, bedrooms and bathrooms to a property can add 

significant value: with an extension or loft conversion increasing the value of the average home by £42,700, a new bedroom 

adding £22,100 and an extra bathroom £9,600. As a rule of thumb, every 10% increase in floor area adds £10,000 to the 

average property value. 

However, the research exposes a relative gulf between house prices across different regions, meaning that home owners in the 

North of England, Scotland, Northern Ireland and Wales are spending a much larger proportion of their home’s value to achieve 

the same home improvement results as those in London, the outer Metropolitan areas and the wider South East region.  

  

Introduction: 

Nationwide have today released a report that has shown that increasing numbers of homeowners are choosing to make 

improvements on their current home rather than move property. 60% of us have improved our home in the last 6 months with 

the average spend for a DIY project calculated at £114.  

The kitchen is the main room we improve, followed by the living room but which are the improvements that are really going to 

boost the value of your property? 

Joining us in the studio is Andrew Baddeley-Chappell, Head of Policy for Mortgages & Savings at Nationwide, who carried out 

the research. 

 
  

Suggested Questions: 

What does the research reveal about home improvement habits? 

What are the priorities when it comes to home improvements? 

How much are people spending on their homes? 

Does it make financial sense to improve or extend our homes? 

What tips would you offer someone not sure what improvement will make the biggest difference to the value of their homes? 

Where can our listeners go for more information? 

 



Nationwide: Home Improvement Month

Scheduled Interview Date: 12 April 2016

TimeTimeTimeTime StationStationStationStation PresenterPresenterPresenterPresenter LocationLocationLocationLocation
Potential Weekly Potential Weekly Potential Weekly Potential Weekly 

ReachReachReachReach
TypeTypeTypeType

Live / Live / Live / Live / 

Pre-RecPre-RecPre-RecPre-Rec

08:25 BBC Radio Shropshire Eric and Claire Shropshire 95,000 Key Live

08:55 Sky News Radio Chicira Foster UK 26,000,000 News Network Pre-Rec

09:15 Central FM Derek Clarke Stirling & Falkirk 53,000 Key Pre-Rec

09:45 Talking Life Network Toni Laporta UK 720,000 News Network Pre-Rec

10:15 Radio Yorkshire Darren Harper Yorkshire 65,000 Key Pre-Rec

10:25 Pirate 2 FM Isha Pit Cornwall 26,000 Typical Pre-Rec

10:30 Share Radio Mary Newman London 50,000 Key Pre-Rec

Pre-Rec 97.5 Kemet FM Christine Belle Nottingham 50,000 Key Pre-Rec

REMOTE 

14:30
Metro Radio Alan Robson Tyne & Wear 379,000 Major Pre-Rec

REMOTE 

14:30
TFM Alan Robson Teesside 171,000 Leading Pre-Rec

INTERIM SCHEDULE
COVERAGE REPORT



Nationwide 

Scheduled Interview Date: 25 April 2016

TimeTimeTimeTime StationStationStationStation PresenterPresenterPresenterPresenter LocationLocationLocationLocation
Potential Weekly Potential Weekly Potential Weekly Potential Weekly 

ReachReachReachReach
TypeTypeTypeType

Live / Live / Live / Live / 

Pre-RecPre-RecPre-RecPre-Rec

09:15 Heart Wiltshire Vicki Clarke Wiltshire and Swindon 437,000 Major Pre-Rec

09:45 Talking Money Network Chicira Foster UK 720,000 News Network Pre-Rec

REMOTE 

15:30
Jazz FM Michael Wilson UK 560,000 National Pre-Rec

Pre-Rec Big City Radio Simon Doe Birmingham 200,000 Leading Live

Pre-Rec WFM Mike George Cheshire 14,000 Local Pre-Rec

Pre-Rec Beverley FM David Fewster Beverley 10,000 Local Pre-Rec

Pre-Rec Imagine FM David Mooney Stockport 28,000 Typical Pre-Rec

Pre-Rec 97.5 Kemet FM Christine Belle Nottingham 50,000 Key Pre-Rec

INTERIM SCHEDULE

COVERAGE REPORT



Nationwide: Home Improvement Month

ID# Station Date Time On-Air Location Region
Station

Size

Potential 

Weekly Reach
Mechanic Duration

Advertising  

Equivalent 

378 Sky News Radio 13/04/2016 14:00 to 15:00 UK National News Network 26,000,000 Interview 05:36 £101,920

378 Talking Money Network 13/04/2016 16:00 to 17:00 UK National News Network 720,000 Interview 07:05 £4,016

378 Talking Money Network 29/04/2016 09:00 to 10:00 UK National News Network 720,000 Interview 02:30 £1,575

321 BBC Radio 5 Live 04/05/2016 12:00 to 13:00 UK National National 5,322,000 Interview 09:01 £47,987

360 Talk Radio 12/04/2016 12:00 to 13:00 UK National National 1,024,000 Interview 10:14 £10,479

452 Jazz FM 27/04/2016 06:00 to 07:00 UK National National 560,000 Interview 03:31 £2,462

104 Heart Wiltshire 26/04/2016 08:00 to 09:00 Wiltshire and Swindon South West Major 437,000 Interview 02:00 £3,496

154 Metro Radio 17/04/2016 22:00 to 23:00 Tyne & Wear North East Major 379,000 Interview 13:15 £8,035

79 Downtown Radio 12/04/2016 10:00 to 11:00 Northern Ireland Northern Ireland Leading 297,000 Interview 09:24 £9,492

392 Big City Radio 25/04/2016 10:00 to 11:00 Birmingham West Midlands Leading 200,000 Interview 02:24 £1,632

239 TFM 17/04/2016 22:00 to 23:00 Teesside North East Leading 171,000 Interview 13:15 £3,852

RADIO COVERAGE REPORT
COVERAGE REPORT



304 BBC Radio Shropshire 12/04/2016 08:00 to 09:00 Shropshire West Midlands Key 95,000 Interview 06:28 £2,765

35 Central FM 14/04/2016 07:00 to 08:00 Stirling & Falkirk Scotland Key 53,000 Interview 03:41 £878

488 Share Radio 19/04/2016 09:00 to 10:00 London London Key 50,000 Interview 05:26 £1,223

500 97.5 Kemet FM 14/04/2016 10:00 to 11:00 Nottingham East Midlands Key 50,000 Interview 05:41 £1,023

500 97.5 Kemet FM 28/04/2016 11:00 to 12:00 Nottingham East Midlands Key 50,000 Interview 02:22 £426

343 Pirate 2 FM 15/04/2016 19:00 to 20:00 Cornwall South West Typical 26,000 Interview 08:10 £403

495 WFM 03/04/2016 08:00 to 09:00 Cheshire North West Local 14,000 Interview 02:25 £169

692 Beverley FM 27/04/2016 09:00 to 10:00 Beverley Yorkshire Local 10,000 Interview 02:20 £117

Total

Reach:

Total

Duration:

Rate Card

Equivalent:

36,178,000 01:54:48 £201,949

Category Items of Coverage Cost

News Network 3 £2,850

National 3 £1,950

Major 2 £1,100

Leading 3 £1,350

Key 5 £1,500

Typical 1 £150

Local 2 £150

Total: 19 £9,050

Target: £4,500

Current Over-Servicing £4,550
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RADIO CAMPAIGN HIGHLIGHTS 

 

Julia and Andrew both did an amazing job at discussing Brits’ dream home 

improvement projects. They both communicated their knowledge and 

experience in their individual fields throughout the interviews, bouncing off 

each other to answer a range of questions. We really enjoyed hearing about the 

different types of things Nationwide’s research discovered. It would be a 

pleasure to speak to either Julia or Andrew again. 

 

As part of the ‘Home Improvement Month’ radio campaign, Radio Relations 

secured a weekly reach of 36.2 million with 1 hour and 54 minutes of 

coverage. 

 

Coverage was secured throughout the UK with particular interest coming from 

stations in the North East. 

 

Radio Relations secured a total of 19 items of coverage, including 3 News 

Networks, 3 National Stations, 2 Major Stations, 3 Leading Stations, 5 Key 

Stations, 1 Typical Station and 2 Local Stations. 

 

Based on our success-related payment structure the coverage secured equates 

to £9,050 of coverage.  Since the budget was capped at £4,500 this means that 

£4,550 worth of free coverage or over-servicing was secured. 

 

If the duration of this campaign was secured through air-time, then this 

campaign would have an advertising equivalent of £201,949. 

 

Based on the editorial multiplier that PR coverage is worth three-times the 

value of advertising, the Nationwide ‘Home Improvement Month’ 

campaign has a PR value of £605,847. 

PRESENTER FEEDBACK 

AUDIENCE REACH 

REGIONAL SPREAD 

COVERAGE 

OVER-SERVICING 

ADVERTISING EQUIVALENT 

PR VALUE 



Nationwide: Home Improvement Month

Coverage by Route to Coverage

Items % of Total

Interviews 19 100.0%

Competitions 0 0.0%

© 2016 The Relations Group – Phone 020 7158 0000 – Fax 020 7158 0001 – www.relationsgroup.co.uk

Interview Competition Talking Feature Sample

RADIO COVERAGE REPORT
COVERAGE REPORT



Nationwide: Home Improvement Month  

REACH SHARE BY STATION CATEGORY COVERAGE BY STATION CATEGORY

(excluding News Networks) (excluding News Networks)

Potential Audience % of Coverage Stations % of Coverage

National Reach 6,906,000 19.1% National 3 15.8%

Major Reach 816,000 2.3% Major 2 10.5%

Leading Reach 668,000 1.8% Leading 3 15.8%

Key Reach 298,000 0.8% Key 5 26.3%

Typical Reach 26,000 0.1% Typical 1 5.3%

Local Reach 24,000 0.1% Local 2 10.5%
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News Network National Major Leading Key Typical Local News Network National Major Leading Key Typical Local

RADIO COVERAGE BREAKDOWN
COVERAGE REPORT



 

Nationwide: Home Improvement Month

COVERAGE DISTRIBUTION BY REGION (ITEMS OF COVERAGE)

COVERAGE DISTRIBUTION BY REGION (TOTAL POTENTIAL AUDIENCE REACH)
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Nationwide: Home Improvement Month

BREAKDOWN OF COVERAGE TIMING

Time Items

Breakfast (05:00 - 10:00) 8

Mid-Morning (10:00 - 12:00) 4

Lunchtime (12:00 - 14:00) 2

Early Afternoon (14:00 - 16:00) 1

Drive (16:00 - 19:00) 1

Evening (19:00 - 00:00) 3

Late-Night (00:00 - 05:00) 0

© 2016 The Relations Group – Phone 020 7158 0000 – Fax 020 7158 0001 – www.relationsgroup.co.uk

Breakfast (05:00 - 10:00)

Mid-Morning (10:00 - 12:00)

Lunchtime (12:00 - 14:00)

Early Afternoon (14:00 - 16:00)

Drive (16:00 - 19:00)

Evening (19:00 - 00:00)

Late-Night (00:00 - 05:00)
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Items of Coverage

RADIO COVERAGE TIMING
COVERAGE REPORT



 

Nationwide: Home Improvement Month

PR VALUE COMPARISON

Value

Capped Campaign Budget (Radio Relations) £4,500

Campaign Coverage (Including Free Over-Servicing) £9,050

Radio Advertising Rate Card Equivalent £201,949

PR Value £605,847
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WORKING RELATIONSHIPS – MAKE YOUR BUDGET GO FURTHER 

 

AD-HOC PROJECT BY PROJECT BASIS 

The minimum commitment it takes to work with us is just one project.  You 

don’t get the benefit of free over-servicing but you can rest assured we will do 

whatever it takes to exceed your expectations. 

ALTERNATIVE WORKING RELATIONSHIPS 

PrePrePrePre----Pay Credits:Pay Credits:Pay Credits:Pay Credits: If it is feasible to pre-pay for a campaign or multiple 

campaigns, then you can secure up to 50% in additional free coverage.  £10k = 

10%, £25k = 20%, £50k = 30%, £75k = 40% and £100k = 50%. 

Pay Monthly:Pay Monthly:Pay Monthly:Pay Monthly: If you agree to work with us on a pay-monthly basis you get the 

benefit of up to 50% in additional free coverage.  £2.5k per month = 20%, £5k = 

30%, £7.5k = 40% and £10k = 50%  

Charity Rates:Charity Rates:Charity Rates:Charity Rates: If you are a registered charity and agree a preferred supplier 

relationship then you will receive a 15% discount on any working relationship. 

Bespoke Agency / Press Office Relationships:Bespoke Agency / Press Office Relationships:Bespoke Agency / Press Office Relationships:Bespoke Agency / Press Office Relationships: Where some companies’ 

payment terms may not be able to agree the above, but clients want to achieve 

the most cost-effective activity, we are more than happy to discuss and 

implement a company’s ideal working relationship.  Let us know your ideal and 

we will see what we can do for you… 

 

 

CONTACTING US 

Your Relations Group contact is: James Godfrey  

Tel: 020 7158 0000 

 


