When ratings are low and advertisers are scarce, it makes perfect sense to take any and all advertisers at any price whatsoever.  This is simply a survival mechanism for a concern that is struggling for its very existence as a business.  Yet, as ratings and revenue increase, the same philosophy can hurt, not help, increase revenue.

VARIABLE PRICING
As demand increases for our commercials so should the rate that we charge for the commercial.  This can be determined based on a variety of factors, including:

	-historical and year-to-date analysis of supply;
	-historical and year-to-date analysis of demand; and,
	-historical and year-to-date analysis of varying rates.

Based on the rising demand throughout the year, our rate should change.  For example, when demand is low and supply is high in July, it is reasonable to charge $150 for a commercial.  When our supply constricts in November and the demand exceeds our supply, a rate of $600 for a spot may be a reasonable fee.

“Sports Flash” Supply
We’re somewhat limited in regards to our “Sports Flash” inventory with 15, 60-second commercials or 30, 30-second commercials available each week.  Our inventory is limited in that regard, a problem that presents an opportunity to increase revenue.  For example, when we’re oversold with 40 spots for 30 slots, we need to charge a higher rate.

[bookmark: _GoBack]In an oversold situation, there is no reason why we cannot create a “marketplace” for our in

Demand
As we all know this demand fluctuates from month-to-month, if not week-to-week.  Clearly, there’s more demand from August through December than in the summer months.  

What is our rate?  
If $3,000 is the going rate for a 1.0 rating point, then we should charge $300/commercial for a 0.1 and $600 for a 0.2 rating.  From the orders that I’ve seen, the rate that we’re charging varies wildly depending upon the advertiser and agency placing the commercial.  

Are we allowing the agencies to dictate the rate we charge?  
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Elimination of all per-inquiry commercials
Per-inquiry (PI) companies have proven that,  beggars can be choosers.  As evidenced by 
