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Creating and managing an advertising campaign is one of the key responsibilities
of the Program Manager.

One of the major ingredients in any successful advertising campaign is the media
plan. It is through the media plan that the advertising reaches the consumer. And, it is
through the media plan that most of an advertiser's funding resources will be expend-
ed.

While media conditions will vary greatly from country-to-country, certain proc-
esses and principles exist whi. 1 can aid the Program Manager in developing and
managing a successful media plan regardless of the availability of media or research.

This Media Planning Manual is designed to acquaint the Program Manager with
the principles and proceuures underlying a successful media plan. It is based on the
hard-earned experience of advertisers faced with a wide variety of advertising tasks
around the world.

It provides no magic formulae for writing correct media plans in your particular
country. Nevertheless, it will give you the tools by which you can direct and ther
evaluate the media planning work provided by your advertising agency.
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The marketing process embraces the wide variety of activities and consider-
ations through which manufacturers sell their goods or services to consumers. To the
Marketing or Program Manager, it is a continual process of decision making.

These decisions can range from e manufc tuning-clriven:
% how the product 1s madle;
¢ where 1itis made;
% the product’s size, shape, color, etc.,;
® all the physical factors behind the product's existence;

to the consumur-civen:

¢ how the product 1s packaged and priced;

© who the product i diected toward,

¢ how the product competes with similar products availabie;
¢ what benefits the product offers to potential consumers.

Advertising plays a key role in the Marketing process. 1t is the manufacturers’
means of communicating to potential consumers information about all the consumer-
driven dccisions that have been made.

However, marketers do not advertise mcrely 1o say something about their prod-
UCt to consuners, they advertise to get consumers (o do something

This may be to:

v become awars of a new product or new product feature;

-

* become awdre of a new price or pont of distnibution;
* understand o product’s benefits or advantages over competition;
® change or credte a public attitude about a product,

Marketers develop an advertising strategy or positioning for delivering informa-
tion about their products to potential consumers.

This advertising strategy or positioning includes:

Creative Strategy
What important information must be communicated to potential consumers.

Media Strategy
How that information should be communicated to potential consumers,
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Creative Executions
The actual advertisements are based on de.. 7ering the manufacturer's message in
an informative and attention-provoking manner.

Media Plans
Media plans are based on delivering the message to the correct group of con-
sumers a sufficient number of times to be effective.

The media strategy and media plan, then, are essential elements in the advertising
strategy.

The most cleverly crafted creative message will fail if it is not delivered to the
correct consumer group in an effective manner.

One of the key responsibilities of the Program Manager is to ensure that an effec-
tive media strategy and media plan are developed to carry the message to the con-
sumer.

The Program Manager 15 not required to write the media plan. Rather, he or she is
required to:
@ Provide information and direction for developing the medha strategy that properly
reflects the overall marketing and advertising objectives.
& Lvaluate and ultimately oo the specific media plan that 1s developec! based on
that media strateqy.

To fulfill this role, Program Managers must combine their intimate knowledge of
the product with a general knowledee of how media strategies are developed and
how consumers interact with media.
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The Elements of
a Media Strategy

A media strategy is a specific set of directions—a road map-—for delivering the
manufacturer’s advertising message to consumers.

These directions must be developed by both the Program Manager and Media
Planner working together.

Time and effort can be wasted if media plans are written without first crafting a
strategy to guide their development.

A useful method for developing the specific media stralegy includes these
steps:

& The Program Manager and Media Planner meet to review pertinent marketing infor-
mation:

© How the product works

© When and where it will be available
© Who the potential consumers are

© Where they live

© When and where the product is used.

@ The Media Planner then develops a preliminary media strategy based on the mar-
keting information provided.

@ The Program Manager and Media Planner meet to review the preliminary media
strategy and make any changes or additions needed.

The typical media strategy will include a statement of directions in the following
general areas of concern:

Target Audience
To whom should the advertising be delivered?

This may include a number of primary ancl secondary target audience groups. For
example:

The primary target audicnce may be consumers, while a secondary targetr aud-
ence might be pharmacists and physicians who have influence over consumers’ deci-
Sions.



All the unique and relevant demographic target audience(s) should be set forth,
InCluding:

Sex

Age

Social Class

Race

Education

Language Differences

. The target a_udience statement should be as specific as possible. A tightly de-
fined target audience will lead to more specific media choices and, ultimately, less
waste of money from addressing groups not concerned with the product.

Geographic Considerations
In what area of the country should the advertising run?

The advertising may be targeted to appear throughout the country, or only m
centain areas of high sa.es potential or both.

The geczraphic statement should define, as specificalty as possible, which areas
have the greatest potential for return on nvestment.

itis a well-recognized phenomenon that similar demographic groups tend to
cluster in specific areas of a country. Very often, medhia exist that reach only or primar-
ly into these areas. If such areas can be deflined, advertising efforts can be targeted
more effectively, rectucing waste through advertising in areas with few potential con-
sumers.

The basis for geographic detinition may be any of the following:
¢ National
@ Broad Geographic Regions

”

* Major Metropolitan Centers
* Rural Areas
= Specific Neighborhoods

£

+ Specific Sections of Neighborhoods.

Media options, which reach very small eeographic areas, such as radio, newspa-
ners andd out-of-heme* can often be found Their use can be effective provided, of
course, that the aree has first beenidentified within the media strategy as having a high
potential for sales

Modha Ve o Delivery
How much medhia weight 1s needed to effectively communicate its message?

The ability to measure media weight or delivery will vary widely from country-to-
country.

* Qut-of-Home medha often includes a wide variety of vehicles, including standard
poster and painted locations situated along major tiallic artenies, tocations in puohc
places (tran stations, airports), locations i and on pubhc buses and trains, i shop-
ping malls, on trash receptacles and taxis. Often a simple tour of the targeted area will
LNCOVET UNIcUe opportunities



fn some areas, only the most rudimentary measurements will be available: for
example, the number of radio announcements o NCWS2 e sertions,

Inother arcas, audience measigement techmaues will be available that allow for
a statistical analysis of the number of people being exposed to dlternative media
schedules, as well as the average numbier of Messages 1o which cach consumer is
exposed

Regardiess of the sophisticaton of measurement tecnniques available, the Pro-
gram Manager and Media Planner should define, at least i the broadest terms, the
critena for effective clelivery of the media phin,

The defirttion of effective delivery may range from broadd.

The advertising must reach a large portion of the population heavily and continu-
ously.

to specific:

The advertising must reach over 75 percent of the target audience an average of
one time per week.

Media weight or delivery goals may vary according to the task at hand.

When introducing a new product or campaign, the goals may call for initially
reaching a broad section of the target audience a high number of tunes,

Once the product or campaign has been established, these optimal goals may
be scaled back to concentrate on a smaller group of the target audience at levels
needed only for an occasional rieminder of the message.

Typical Goals

While conditions may vary from country-to-country, and task-to-task, typically
advertisers wil! set goals for an introductory period and sustaining or post-introduc-
tory period.

Based on U.S. experience, the following are some average levels targeted:

. Now Brand

Introduction sustaining

(3 Months) (9 Months)
Reach 75-90%* 50-75%*
(% exposed per Month per Month
to any commercial)
frequency 1%-9 Once per
(Average number per Wezk Week
of exposures)

Senedithing
What time of the year should the advertising run?
How many months, weeks or days are needed for effective advertising?
Some products are purchased year-round Others are purchased only or primar-

ly dunng particular imes of the year (for example, summer or winter products, holiday
or gift-giving occasions )
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The Program Manager and Media Planner should define those times of the year
when product sales are most likely to be highest. This will eventually quidie the sched-
uling of media to the most effective times for generating sales.

Seasonal definiions may include:
¢ Broad tme penods - - winter, summer, ete.
2 Specific months. - pre-vacation, pre-school openings
» Specific days  pre-weekends.,

The Program Manager and Media Plantier should also decicde how many weeks or
months of the year the advertising must run to be effective,

This decision should Le made i light of previous decisions about how much
media weight or delivery 1s necessary to be effective

A balance should be struck between the amount of advertising run each week
and the number of weeks the advertising runs

[n general, it s better to run at effective levels for a shorter period of ume as
opposed to stretching out the number of weeks where the amourt of advertising in
each week becomes so little that it has no impact on potential consumers.

Creative Considerations
The media strategy cannot be written without recogrizing the needs of creative.

Different media have different abilities to deliver advertising messages. For exam-
ple:
® can communicate with sound but not sight-—-thus important detalls about
packaging, size and color are difficult to communicate in this media.

o can show the product and also offers the ability to describe product features
{paruicularly complex ones) in detall

Whatever decisions have been made i the Greatve Strategy about the need for
sight, sound, motion, color, package-registration, message length or complexity
should be included m the media strategy.

This may not imtially ehimmate any specific medium from being considered, but
itwili help guide the Media Planner in choosing those media chat can most effectively
communicate the messaye

Other Eiements in the Media Strateqy

The media strategy should also include any other unique factors bearing on the
ultimate selection of media These might include:

® oo = Some media must be ordered farin advance, and once oraered,
cannot be cancelled. This reduces the Program Manager's control over his budget.
If a need exists to have some or all of the budget iccovered quickly, it should be
noted in the media strategy

0o v - Arry particular medhia vehicbe that most be included i the plan
Jhould ba noted in the medra strategy This vl reduc e wasted effort andd revisions
throughout the process

@ o C - Contraceptive Social Marketing meessages may e considered
somcwi at controversiar As a result, the Program Manager miay wish to avord media
environments that might call attention, 1 a negative way, to the aclvertismg. These
types of cnvironments should be noted in the media strategy.
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® i - Special media opportunities may exist that cannot be neatly

classified into prototypical media strategy. A particular magazine or radio program,
a special event, a unique outdoor location should all be noted beforehand n the
media strategy.

© . - The need for testing, whether altemative copy or alternative media plans,
should be set forth i the medhia strategy, since it will require some portion of the
avaitable funds.

The following are some general tips for developing more useful and effective
media strategies:

@ Media strategy statements should be simple and clear.

¢ The directions should express a positive call for action. Each statement should leact
to a clear and specific resull.

® The statements in a mediia strategy should be realistic 1t seves ittle use: 1o wile a
strategy that calls for the advertising to reach everyonie, everywhere, everyday.

& It s beter to provide some direction, even very broad direction lacking specific
statistical support, but based on goed judgment, than no direction at all.

Target Audience

Advertising for Contraceplive Socal Marketing will be directed toward the pri-
mary user group defined as:

¢ Adults aged 15-45 years, with greatest emphasis among 15-25 year olds.
& Lower and lower-middie-class economic status.
@ Particular emphasis placed on Black and Hispanic consumers,

A secondary effort will be directed toward major purchase influencers—doc-
tors and pharmacists, particularly those working in major metropolitan centers where
the target audience 1s heavily concentrated.

Geographic Considerations

There will be a national base of advertising.

Additional advertising emphasis will be placed in areas of high concentration of
the target audience:
® Major metropolitan areas (cities in the top 10 i population).

& Additonal major Black markets: Atlanta, New Orleans, Bimimgham.
® Additional mgjor Hispanic markets: Dallas, Miarni, Phoenix, San Diego.

Media Weight or Delivery

Media werght goals have Leen coteolished for two phidses of advertismg, intro-
ductory and sustaining

O Introctucton: Phase (Rt 4 Months )

Each month dunng the mtoductory phase, the plan should reech at least 75
percent Of the target audience on average once per week



In key markets requiring additional emphasis, the target audience should see or
hear an average of two messa3es per week dunng the inttoductory phase.

& Sustaining Phase (Next 8 Months )

Each month duning the sustainimg phase, the plan should reach at least 50 percent
of the target audicnce on average once every othier week

Inkey markets, the target audience should sce or hear an average of one message
per week

Advertising will run throughout the year, with additional emphasis placed during:
- Month preceding sumimer vacation---June

Back to school - -late August, early September

School intersession — late December/early January

Advertising should run at least 12 out of the 16 weeks introductory phase and at
least 18 out of the 36 weeks sustaining phase.

As this is a new product, package registration is needed. As a result, medha
offering the ability to show the product will be stressed, particularly during the intro-
ductory phase c¢f advertising

Current creative plans call for some use of long, detaled descnptive copy
Therefore, magazines or nevespapers will be required

Contraceptive planning is considered controversial. Qbviously inappropriate
media environments will be avoided, including those with a tugh degiee of children’s
viewing, reading or listening and those with religious content

Specific advertising efforts wall be run clunng:
The American Medical Association annudl convention in Houston, Texas, July
18-24.
The American Pharmacological Association annual meeting in Chicago, lineis, No-
vember 3.
A media schedule will bie run A an Health Maga.ine which offers substantial
onguing and positive coverage of contraceptive family planning.
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Program Managers are not required to write media plans. They are, however,
required to evaluate and approve media plans.

To accomplish this task, Program Managers need a general knowledge of how
media plans are developed. And, they should know what type of analysis and d2zu-
mentation to expect in a thorough and professionally prepared media plan.

There is no perfect media plan!

The development of a ieclia plan s really an exanunation of trade-offs or op-
tions based on goals and directions st forth in the iedia strategy.

These trade-offs fall yencrally nto the followin areas:
Y

@ Larger versus sinaller demographic targets

w Efficiency versus inpact

= Breadth of geographic coverage versus depth of coverage in specific areas

@ Fewer, longur commercials and msertions versus more shorter commercials and
INSertions

& More weeks of advertisimg versus fower weeks at heavier levels

@ Broad reach of the target versus lower reach but heavier frequency.

With a fully developed media sirategy in hand, the Media Planner must begin the
process of developing a plan that fulfills the goals anc directions established n that
strateqy.

While the steps inthe process may vary from tosk-to-task anc country-to-country,
they gencrally foltow this pattem.

trivcieney

Exarmination of avallable media in terms of efficiency and coverage of the target
audience.

The Medie Planner will gather cost and audience information for all avallable
mecia.
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Efficiency is a key measurement: which media provide the most viewers, listeners
or readers among the target audlience at the lowest cost
Because of the lara » population involved, audience efficiency 1s often compared

on the basis of a cost-per-thotsandd or CPM measuremernt.

How to Calculate a (P
A cost-per-thousand 15 o ratio or comparison of the cost of a commercial or
insertion i a particular mechum, with the aucdhience delivered by that commerciat or

nsertion expressedd i thousands
For examplc:
One radio cormimercial costs 3500 and delivers (or s listenect to” by) 950,000 mem-

bers of the target auchience
The cost-pet-thousand of that radio commercial s calculated as:
CPM= . Cost 500 - $2.00
Audience in Thousands 250 CPM
The Media Planner will evaluate all avalable media on the basis of teir cost-

per-thousand efficiency
An exhibit showing the results of this examination will usually be included in the

media plan.

EHFICHMNCY COMPARISOi
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Magazines  Full-Page 41,000 400 $9.50 3

iRadio 60-Second 500 250 2.00 2

Newspapers Full-Page 800 100 8.00 6]

fTelevision 30-Second 2,000 400 5.00 5

jOut-of-Home 30-Sheet 1,200 1,200 1.00 1
00-Second 1,500 500 3.00 4

CCinema

Evenif auchience information s unavanlable, some determination of how the me-
dig rank, i terms of efnciency, should be made: This may be as fundamental as simply

ranking the media based on good judgment

Having determined the cfficiency in delivenng the target auchence of the vanots
avallable media, the planner wall usualty nanrove tushier chorces to those mechia that
appear most effricient. Vanous scheduling options usmg this selected Tst of miedio will

then be exarmined
One e again, the vanous gools setforth m the medio strategy will guide the exami-

nation of opstion,
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Geograpnic Delivery
Thz planner will examine various combinations of national and local media.

Very often, the planner will atternp.t to find the combination ol scheduling that
permits & Lase of effective national coverage along with ackctional coverage in areas

of good sales potential.
In areas where more developed mecha audicnce nformation 1s avallable, this

examination may include an analysis of delivery by area.

Example:
A particular country may have one region (A) that has twice as many sales relative

to its population as the remaindzr of the courtry.

// s | s

/ 3 / 3 |

ol / 5 /

& / 59 :

N / i

Region A 20 | 40 !
| 80 | 60

g 100 | 100 |

Remainder of Country

i
H
1

If only national media are used, chances are that the delivery of audience will fall

inline with the general population.

i ,/' ‘ E‘
| N
P g S P9
! a v c i Q :
a9 &° %’ i 5 i
/ / q:" _/; 8° ’
o i ! :’ {
Region A Q0 ; 40 f 200,000 ; 20
Remainder of 80 ; 60 ; 800,000 | 60
| Country o ‘ L ; L
| - 100 ‘ 100 1,000,000 ; 100

Thug, the area of strong potential sales will be underclelivered relative 1o its sales

potential.

In this case, the planner nught decide to reduce the level of national coverage
toand use the gamned money to add incremental coverage in its key <ales areq.
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of Country 1
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The key point to any combination of national and local media is:
e The nationa! level must stilt be effective, while the local fevel is increased enough to

make a difference.
® Even if national media are unavailable, the planner may seek to divide the budget

into regional budgets basect on a gencral determination of local sales potential.

Media Weight or Delivery
The planner will examine vanous combinations of media scheduling to provide

an effective leve! of adverusing
Once agan, the media strategy wall guicde the selection and amount of media

deployed.
Ingeneral, media planners think of media levels m terms of Reach and Frequency

What Are Reach and Mrequency

What Is Reach
Reach s the portion (expressed as a percentage) of the target audience exposed

at least once to a media schedule,

What Is Frequency
Frequency 15 the average number of times those “reached”” by a media schedule

are exposed 1o the advertising,

How Reach and Frequency Work

REACH and FREQUENCY are interrelated. Here 1s how they work together.
Let us assume fat the target audience population n a country is 1,000,000.

Any commercial or nsertion will deliver some portion of this population. The
portion or percentage that each commercial or nsertion delivers are called gross

ratina points.
!
One percent of the target population exposed to the message equals one ratine

18
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For example:

One radio commercial delivers 200,000 listeners:

Gross
200,000 Listeners . 20 ,‘ o _ ;
1,000,000 Population o W% = %0 ggtllnng

A schedule of 10 such radio commercials will deliver 2,000,000 listener expo-
sures:

10 x 200,000 - 2,000,000

This schedule will, then, deliver 200 gross rating points.

. Gross
2,000,000 Listener Exposures _ 900 o - :
7,000,000 Popsulation - oo 200% =200 gg‘,',ﬁ’g

While the schedule delivers 2,000,000 listeners, not all of these will be different
individuals.

Many members of the population will be exposed to the radio schedule several
times.

Thus, the schedule may only sreach 500,000 different individuals at least once——
this, then would be the Reach of the schedule.

500,000 Reached o
1,000,000 Population >0% Reached

The average number of imes those reached are exposed to the advertising is:

2,000,000 Listener Exposure 4 4

500,000 Reached 1

Four (4) is the Frequency of the schedule,

The relationship of Reach and Frequency can be expressed as an equation:

R(’JL»" X Frecpat sy = O A I TN

50 X 4.0 = 200

500,000 ¥ 4.0 = 2,000,000

Reached Average Times Listener Exposures
Exposed

If 1t were determined that the radio schedule of 900 8ross rating points actually
reached 75 percent of the target audience, then the equation would be adjusted as
follows:

96 ’ 200

Some General Principles Regarding Reach and cquency

While the tesearch to analyze shecific levels of reach and frequency may be
unavailable in ait countues, some general prnciples waill always apply.

© Different combinations of mediawill deliver different ratios of reach and frequency.



Scheduling
Pattems

© The more different media used, the higher the levels of reach that will be achieved.
» Concentration in fewer or even one medium will tend to emphasize frequency of

exposure.
@ The accumulatior of reach and frequency for any media schedule follows a similar
pattem.
& Initial exposures will Luild reach, but the rate at which reach s accumulated will
decline over ume, while frecuency increases.

Exampic
o (@]
s £8 kB 3
e v & g
G E £ =
o &
P First Exposure 20 20 20 1.0
i Second Exposure 20 40 38 1.1
. Third Exposure 20 60 53 1.1
Fourth  Exposure 20 80 66 1.9
Fifth Exposure 20 100 75 13
¢ Sixth Exposure 20 120 80 15
. Seventh Exposure 20 140 82 1.7
~ Eighth  Exposure 20 160 89 2.0
" Ninth Exposure 20 180 892 29
¢ Tenth Exposure 20 200 89 4
|

® Print schedules tend to emphasize Reach; radio schedules tend to emphasize Fre-
quency.

The planner must determine in what pattern to schedule the media being used.

Several different scheduling schemes are routinely used:

Continuity - Scheduling media during most or ali weeks of the year.
(59 Weeks)
Media Q0 Commercials per Week

Ii

1,040 (52 Weeks)

Flighting - Scheduling media only at certan imes of the year.
(10 Weeks)  (10Weeks) (6 Weeks)

Media 40 Comm'Il'Wh  40:Week 40 Week 1,040 (25 Weeks)

Il

Blinking - Scheduling mecha every other week
TWe TWk  TWk Twk 1wk - (26 Weeks)
Media 40 40 40 40 40 etc. 1,040

Pulsing - Scheduling varying amounts of media per week.

(13 Weeks) (26 Weeks) (39 Weeks)

Media
40 per Week 20 per Week = 1,040
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The Flowchart

Advertisers will often decide to employ commercials of varying lengths and
print insertions of varying sizes. Typically, a product will be introduced with longer-
length commercials and, once the adverusing (s established, shorter, less-costly com-
mercials will be run. A good guideiine to follow 1s to try to schedule the longer
commercials only astong as is needed to reach o broad section of the target, and then
let the shorter, less-costly commercials take over to drive home the point with fre-

quency.

The scneduling pattern or combination of patterns selected will depend on the
task at hand.

The following are some general guidelines regarding scheduling patterns:

Introductory efforts will generally require some higher level of media weight during
the initial phase of advertising,

= Products with strong seasonal sales skews are best served with flighting patterns.

While, ideally, continuity of advertising is desired, the amount of weight scheduled
when advertising is running should be sufficiently great to make an impact:

It is better to speak with a strong voice for 26 weeks than to whisper for 52
weeks,

® Even after an introduction is completed, reintroductions may be required from

time-to-time, particularly if new creative is available.

<]

Effective scheduling patterns may vary by area of thie country deending on the
sales potential of each area.

As a general rule, the media plan should include a thorough examination of
relevant options and the documentation supporting oll the choices made.

In particular, the following types of analysts should be expected:
» Media efficiency (cost-per-thousand)
Geographic spending or delivery
Reach and frequency, by phase of plan
Scheduling patterns
e Time penod andd incividual radio and television station efficiency
Inchivicdual newspaper and magazine efficiency
Spending by medium
Spending by phase of plan and/or time of year
Delivery among the primary and any secondary target audiences

Analysis of spending and delivery by length of commercial and size of print inser-
tions.
Closing dates and dates for media commitments.

In addition to these individual analyses, the plan should include a flowchart—a
pictorial representation of how media weight and spending “flow" throughout the
campaign or year.

The flowchart allows the Program Manager to see how the various media are
used and combined, as well as how spending and delivery will fiow throughout the
year. It also provides a convenient exhibit on which to discuss changes and alterna-
tives with the Mecha Planner.
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MEDIUM JANUARY FEBRUARY

MAZCH

APRIL

NATIONAL BASE
TELEVISION
(30-Second

RADIO
(60-Second
Announcements)

LU Anncts WA
$ 80M

MAGAZINES (Full-Page)

Magazine A X
Magasine B X
Magazine C X
Magazine D X

2

LOCAL HEAWVY-UP
LOCAL FADIOD
raret A

Market
Marier C

January to March

S600M
(30%)

MAY

X

$50M

Apnt to June

$600M
(30%)

JUNE JULY AUGUST SEPTEMBER
A Wecks ot Wecks
10 Anncis WA 10 Anncts WA

2000M $200M

.13 Weeks

20 Anects Wi

$100M

X
X
X
X
$50M

52 Weers

10 Announcements per Week

OCIOBER NOVEMBER  DECEMBER TOTAL VEAR

(&)

$1,300M (65%)

i3Weeks

% 350M{18%)

S 150M (7 5%)

$ 180Mm (95%)

July to September
$300M

(15%)

October 1o December

$500M $2,000M
(25%) (100%)



How To
Evaluate A
Media Plan
Once the alternative and recommended media plans have been prepared, the

*, ‘;34"‘6 X L
ng;}’ @(u‘?gﬁgi‘&! Program Manager will be required to evaluate and ultimately approve one.
¢ ¢
T 2 Has the plan been prepared n o professional manner?
Liceines o

& Alireasonable options exanuned

i i
: R4 Y et s [y
ég‘:ﬁ‘#ﬁ ?%_\Igfr “;w IE/ ’{:’:“f}:‘f = Dou,un(:nmtu’)f|5[1;_,);_’Iort|nquuy options welected
9 g T o Mg Iy

© Plan dehivery compared 1o medin seategy Q0als.

3 ] ,
3 YV L) 2 Y -~
| 3 .
5‘@&}@5 @iﬁﬁ '&'{ (5 Does the plan deliver onthe most impontant qodls set forthin the media strategy ?
R

Ll .
M@di& Mﬁﬁ Does the plan stress effec iveniess as opposed 1o merely being efficient?

+ Does the plan accomplhish a few things well as opposed to many things in a
mediocre fashion?

Do the media selected reach the target eudience?

LoAfanintroductory phase 1s called for, 15 the weight scheduied sufficient to break
through to the consumer?

Have extra medhia been scheduled during particularly strong sales periods dunng
the year?

Has Cxtra swaght been seheduled in Jeogtaptuc arcas of fugh sales potential?
Does the il b e prmary ne of e most cHeoive ©reatve cxe utions,”
i f Y
Hepvis croative olutions o spao il oppontumties Ceon fuily explored™
} | Y

While you mdy Le presented vath severg SRt OPUNNS, 1L 1S COMMOon to
combine elements fron vancus plans to construct the most effective SCenaro

The Program Mana3er 1s the expen on the overall marketing effort His:her know!-
edge and judgment are key elements in constructing the ulimate media plan Hesshe
should feel free to use this knowledae to make any adjustmernts to the media plan
required
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i ¢ based on the overall marketing goals and the task assigned to advertising in the

A The decision on how much to spend on advertising 1s a strategic one--- it should
MiLich
bt nmrh)tulq AOCESS

L £ |
% w:g @aﬂ By, % fml fx " Ambitious marketing or sdles goals and modest adventising budsets are irecon-
¥ y 3 .
3 @w 2y AL ” crlable. Modiest goals and large acvertising bucigets waste money.

i w_\.c-'m ﬁ ».—v"n
A

Unfortundtely, there are no magic formulae 1 guicte the Program Manager in
budget seting. Nevertheless, there are some tme-tested procedures to provide
Suidance

Many advertisers follow guidelines, based on the marketplace in which they will

( 5N . .
; gi fQ g ':i’;r"er‘ ‘f’g compete, and histoncal expenience to assist them in setting an advertising budget.
5 HE

Adverasing o Sales Ratio
& 5 ‘P-i 2 -
ﬁf t' w 3

ts’ Faarll o d .

Iieeti-developed produect categones, advertisers will often use the establishedd
ratio OF achvertising sp anching to overall sales, among products competing in the cate-
gory, to determune then Budget 1f they are introcuong a new product, they mav
ChOOSC Lo ity crceend the bistone al advertising 1o sdles 1atio: hkewise, if they are
trymng o defendd then Busmess from campetitive inrgacds

s et gl for ik eUleacken o spencd Below the histoncal advertising to
Sales raticor of i ‘:H"{« ry, Lk advantaae of the cuamulative effectof past effort, and
CCONOMBG O bt ooy sotne of e advertna Lurden

Share of Adivoriran ) s, ot g,

A sinidar umddehine et s based on etabitishing an advertising budaet in
relation to the share of matket desiedd T, an advertiner secking to achieve s 20
percent stare b tarkct il cotublich o spending vt copnvalent 1o 0 paercent of the
TOtAE b T Sp et i Amcned Al COMEenton, i a a'e ary

At thae AGS methioa et cr oo e newvy products or fendimg off
COMpettive antoach v ofterr establ b o acdvertiong h'vv' miese e of the shigre of
Mkt oal, noeaanesie ] it reopines bgbaor ovel, o spaencing toeslablishy o e
Prodtuc beera st thae s bere ob ket of g ‘,-wl ebed brandd

= N Y Py ’ 4”“1.5 Very often the ’;?U\u ne_ged W analyse audvirtismag andd sales 1dhios and shares of

f@&{_\ ﬁy’gm e market are not reachly gvailable: Or, o product or product cateqory 15 5o new that
histoncal expsenence among estatlisbed brands 15 ot avaitable In these Cases, adver-
tusers often rely on the Task Method 1o estatolish g buciqet

With th Task Metniod, the acvertiser tries to define, as specifically as possibie, dll
the vanous tesks the advertising must accornphsh
Thorwr chortimnone ooy e ke
o Lot Ay o
© Ruachis brecpueny
& Geomribne At
o Cormmiere sl Lenath and nseruon Size

@ Mumbaer ot Weeks of Advertising
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Advertising
spending

Y

Having established goals for these considerations, the advertiser will then calcu-
late how much money it takes to meet them.

This sum of money may e more or less than the advertiser has reasonabl " avail-
able. In this case, one or more of the goals will have to be adjusted to provide an
advertising plan that fits with available resources.

The advertiser using the Task Method should recognize the scale of costs associ-
ated with options available.

Higher Costs Lower Costs
Target Audience Broader More Defined
Gecgraphy Wider Area Smaller Area
Commercial Length Longer Skorter
Reach Higher Lower
frequency Heavier Lighter
Time-In Advertising More Weeks Fewer Weeks

An advertiser may wish to define a higher or lower priority for each of these
considerations

Test of Keasonableness

Particularly with new products, where historical expenence is lacking, Program
Managers should seek out information (with their agencies) on the typical level of
spending used in a particular country 1o suppet other new product ntreductions.

Products used everyday, like contraceptives, and new products in general, can
offer the Program Manager a range of spending examples that will nelp set the budget
and serve as a test of reasonableness for the Program Manager's proposed budget.
These might include new types of food or drink products, snacks, candies or hea')
and breakfast entries.

The decision on how much to spend on advertising is a sirategic one; it relates
directly to the marketing qoals and advertising task.

The larger the task, the more it witl cost to accomplish.

Advermising spendimng con only accomphsh so much; the other elemerts of the
marketing nux prong, packaging, ngrechents, etc., play major roles in the market-
INY FAOCESS

Itwill generally cost more to introduce a new product than to sustain an estab-
hshed product Advertising clutter, competitive brand recognition and consums-
ers' lack of knowledge and apathy must all be overcome.

Spending too httle on advertising 1s s wasteful as spending too muck; drands that
otherwise might be successful and profitable can fail from lack of advertising sup-
fort

o Itakes tme for advertismg to produce results; a minimum of six months is required
for a reasonable advertising effon to succeed.

Advertising spending must work in concent with other elements of the marketing
plan: for example, 1tis wasteful to spend on advertising before the product is fully
distributed
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Advertisers often rely on testing to determine the proper execution of various

elements of the marketing mix.

Packaging, pricing, creative executions can all be tested for effectiveness.
The level of advertising spending and the imedia plan can also be tested.

The following are some guidielines for conducting in-market tests of advertising

spending and media plans:

The choice of the test market is important - -it should be representative of the entire
nation from a demographic and distribution standpoint. It makes little sense 1o test
market in an area so uniqgue or different that resuills cannot be projected with any
confidence to the entire country.

The advertiser should seek to contro! all other factors in a test maret so that the
only varigble is the one being tested.

Test markets take at least six months to read - projectable results cannot be ex-
pected in any significantly shorter period of time

When testing, test significant differences. For example, if two levels of spending are
being tested, they should vary by at least 50 percent:

Base Level: $1,000,000

Tested Level: $1,500,000

Incremerits less that 50 percent may not produce significantly different results.
esting should occur all the ime - experience gained in testing can provide guid-
ance in riearly every aspect of the advertising plan and at any pomt in a product’s

life cycle

A control market, similar to the test market in all aspects other than spending,
should be selected as the basis against which to read the test's spending results.



e Advertising media constantly change and develop to follow lifestyle shifts and
‘ @’ E& current needs of the consumer
3]
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New Magazines
New Radio Stations, New Formats
Newv Television Programs

New Ways to Reach Pecple Within Currerit Media

Costs of advertising fluctuate. Up-to-cate knowledge of media vehicles, their
charactenistics, and the efficiencies of cach are important in understanding and cvalu-
ating media plans.

TELEVISION

High Impact

Audience Selectivity
Schedule When Needed
Fast Awareness
Sponsorship Avallabilities

Merchandising

LR AR AT
e High Production Costs
¢ Uneven Delivery by Market
@ Upfront Comnutments Required

¢ Low Cost per Contact
o Audience Selectivity

e Schedule and Commercial Length
Flexibility

® Personahitics Availatle
© Can Tallor Weight in Spot Markets

© Nonmtrusive: Bac karound Medium

e Audicnce per Spot s Eatremely
Small

@ Lacks Impact of sight Mechum

% Hign Total Cost to Obtam Good
Reach

Cluttes Wathan Spot Markets

&
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Audience Selectivity
Editorial Association

Long Life

Large Audience per Insertior
Excellent Color Reproduction
Good Efficiencies
Merchandising

Long Lead Time for Commitment
Readership Accumulated Slowly

Uneven Delivery by Market

Cost Premium for Regional or Demographic Editions

@ large Audience

2 9 &

4

Immediate Reach
Short Lead Time

+ Market Flexibility

MAGAZINES

NEWSPAPERS

Strengthe

Good Coverage of Upscale Groups

RPN

Difficult to Target Specific Audiences

Least Efficient

High Out-of-Pocket Cost for National Use

Minimum Controt of Positioning

Clutter

High Reach

High Frequency

Good Efficiencies
Opportunity for Localization
Immediate Registration
Scheduling Flexibility

OUT-OF-HOME

Strengths
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Weaknesses
No Depth of Seli
High Cost for Nationat Effort
Best Positions Not 1sually Available
No Audience Selectivity
Poor Coverage in Some Areas
Not Less Than One-Month Purchase



