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Strategic Message Planner: Red Dirt Radio  

1. Ad Goal:  

 Our goal is to introduce the radio station, Red Dirt Radio, to Sirius XM 

subscribers as well as non-subscribers through print, radio and TV ads.  

2. Client – Key Facts:  

 Robert Miller, owner 

 Sponsored by Texas Roadhouse, Taylor Guitars, M&M’s and Bud Light 

 On Sirius XM Radio 

 More than 140 channels that include music, talk, sports, comedy, weather 

and more 

 Listen online, in the car, via portable Sirius XM radio device and mobile 

devices 

 More than 21 million subscribers 

3. Product – Key features: 

 What is the product? 

 Station on Sirius XM Radio 

 Commercials for five minutes once every 1 ½ hours. No commercials 

during 8-9 a.m. and 4-6 p.m. 

 Plays the most popular country music 

 What is the purpose of the product? 

 Robert Miller, an architect, started the station in early 2012 after finding 

most radio stations claim to have limited commercial interruption but did 
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not live up to that promise. He wanted people to find a radio station that 

played their favorite music and would keep its promises.  

4. Target Audience: 

 The main target audience for this ad is XM radio listeners between the ages of 18 

to 45 who are more familiar with country music. We are also targeting 

nonsubscribers who like country music.  

 Demographics 

 54 percent female and 46 percent male 

 Race: 80 percent Caucasian   

 Social class: Lower to upper-middle class 

 Region: Central and Southern U.S. 

 Psychographics 

 They spend a lot of time in the car driving to and from work 

 They enjoy listening to country music inside and outside of the car 

 They go to country bars and dance halls on the weekend 

5. Product benefits: 

 Red Dirt Radio plays your favorite country music with limited commercial 

interruption. 

 Red Dirt Radio likes to give back to its audience by randomly drawing the name 

of a subscriber and giving away free concert tickets to a country concert of their 

choice.  

 Red Dirt Radio will send a quarterly survey to its subscribers about their listening 

preferences so we can customize our station to your tastes.  
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 New Sirius XM subscribers will receive a free 3-month trial to all XM stations so 

listeners can try it without financial risk. 

6. Direct Competitors and Brand Images 

 Direct competitors include Sirius XM country station The Highway. The 

Highway plays music from today’s biggest artists. The audience likes the limited 

commercials but feels some outdated music is played. 

7. Indirect Competitors and Brand Images 

 AM and FM radio are big indirect competitors because it is free and does not 

require a subscription. The audience likes that there is little hassle involved in 

accessing it, but is unhappy with the large amount of commercials. Also, the 

audience dislikes that most FM and AM stations are local so it is difficult to 

access those stations when outside the area. 

 iPods and other MP3 players are indirect competitors because more people choose 

to listen to their MP3 players while driving and at home. The audience likes the 

ability to control what music comes on yet feels it isn’t exposed to current music 

as much. Also, there are no commercials.  

8. Product Brand Image 

 Current: There is currently no brand image because it has not yet been introduced. 

 Desired: We hope to be the No. 1 Sirius XM country station.  

 Challenges:  

 Gaining more Sirius subscribers 

 Becoming more popular than The Highway 

 No secure fan base to spread the word about a new station 
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9. Strategic Message:  

 Red Dirt Radio promises the audience an enjoyable experience playing today’s 

hottest country music with limited commercial interruption.  

10. Supporting Evidence: 

 No commercials during drive time 

 Playing what the audience requests in quarterly surveys 

 Weekly ticket give aways 


