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Creating and managing an advertising campaign isone of the key responsibilities 

of the Program Manager. 
One of the major ingredients in any successful advertising campaign isthe 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, n can aid the Program Manager in developing andmanaging 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 isbased 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 inyour particular
country. Nevertheless, it will give you the tools by which you can direct and then
evaluate the media planning work provided by youI advertising agency. 

5 



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 isa continual process of decision making. 

fioe sThese decisions can ranqe from the ouanJngdv' 
. how the product ismade; 

' where it is made; 

the product's Size, shape, color, etc.; 
all the physical factors behind the product's existence; 

to the CotiUilhit-jfrVci:
 
c how the product is packagcd and priced;
 

* who the product is,directed toward; 
' how the product competes with similar products available; 
e what benefits the product offers to potential consumers. 

Advcrtising plays a key role in the mcrketing process. It is the manufacturers'Adveftisinde means of communicatinq to potential consumers information about all the consumer­driven decisions that have been mcde.

Ro/e ,iueI q However, marketers do not advertise ncrely to say something about their prod­uct to COnSUmers; they advertise to get c(onsumers to - do 5n071cth/ung

fI~.~~fl4~This may be to: 
tbecome awar:--)cia new prod, irt or new product feature;Procez beconiecW,ircof anecw .)iccor potit of distribution; 

Undcrstand a product's benefits or advantage.s over competition; 
' change or cratc a pilic attitudc about a product, 

Marketers develop an advertising strategy or positioning for delivering informa-Howew tion about their products to potential consumers. 
A 0 # This advertising strateSy or positioning includes:AAvertising

Proces W O *S What important information mus(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,,',eringthe 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 inan effective manner. 

One of the key responsibilities of the Program Manager isto ensure that an effec­
media strategy and media plan are developed to carry the message to the con­

sumer. 

The Progiam Mcmiager isriot rquircd to write the media plan. Rather, he or she is 
required to: 
Q Prowvde vid ttni for developing tle mediain frMlutui )IC(ht . strategy that properly 

reflects the ovcrill marketji3 ignd aidvertising obJectives. 
Evaluateandh yultcmatelyv 'thei,, spec:fic mcdia plan that isdeveloped based on 
that mediai strategy. 

To fulfill this role, Prugrn Mona3crs must combirne their intinate knowledge of 
the product with a genercal knowlcdne of hiow media strategies are developed and 
how consumers interact with media. 



(i A media strategy isaspecific set of directions-- road map-for delivering the
IS aa 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. 

,I p - s sA useful method for 	developing the specific media strategy includes theseStepssteps:Doo The Program Manager and Media Planner meet to review pertinent marketing infor­
'flc- ainDevelopnl 

t How the product worksm edia 5-t " ,, 	 When and where itwill be available
 

Who the potential consumers are
 
Where they live
 
When and where the product isused.
 

The Media Planner thten devdops apreliminary media strategy based on the mar­
keting infornatlon providIed. 

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

MOM nThe typical media strategy will include astatement of directions in the followingineEl mei& f general areas of concern: 

Target Audienicc 
al M d--b 155 - To whom should the advertising be delivered? 

This may include a number of prirnary and secondary target audience groups. For 
example: 

The prinmairy tiget audici ICe may be consumers, while ,asecondary targec( ud!­
ence might be pharrmicists and physicians who have influence over co rsunrncrs' deci­
sions. 
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All the unique and relevant demographic target audience(s) should be set forth, 
including: 

Sex 
Age 
Social Class
 
Race
 
Education
 
Language Differences
 

The target audience 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 Consideration,
 
Inwhat area of the country should the advertising run?
 

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

The geo3raphic statement shou!d define, as specificaly as possible, which areas 
have the greatekst potential for return on investment. 

It is a well-recognized phenomenon that similar demographic groups tend to 
cluster inspecific areas of acountry. Very often, media exist that reach only or primari­
ly into these areas. If such areas can be defined, advertising efforts can be targcted 
more effectively, reducing waste through adverirsing inateas with few potential con­
sumers. 

The basis for geographic deinition may be any of the following: 

* National 

* Broad Geographic Regions 

* Major Metropolitan Centers 

Rural Areas 

Specific Ncighborhoods 

Specific Sectiorni of Neighborhoods. 

Medi(a options, which reach very small ocugraphic areas, such as radio, newspa­
pers and out-of-ficrnk caii often be found Their u.e can be effective provided, of 
course, that thidrC'c Ihs first been identified within the media strategy as having ahi9h 
potential for sales 

Media Vit{f i Dc.1hl'y 
How much media weight isneeded to effectively communicate its messagc? 

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

* Out-of-Home media often includes a wide variety of vehicles, including standard 
poster and painted locations situated along major traffic artLi ics, lu6-iOnS it public 
places (train stations, airports), locations in and on public buses ad irnis, III sfop­
ping malls, ori trast receptacles and taxis. Often a sirrnpl fourof the targ(eed diroa will 
Uncover LUfII tIuC oppor tunirtleS 
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In some areas, only the most rudimentary trreasuremier-ts will be available: for 
example, the number of radio arnnrOL1CemCn1LtS or newsp e]jr iiisertions. 

InOther arCa. andirr1 C lieln Wiichinl ICS will be available that allow for 
C)statistical analy.lo of the rumnbe'r of eWot)le bcin; exposed to alternative media
schedulC, as weli &s tI.Cdvra3c number of mcns5aia3es to which each consumer is 
exposed 

R-gardlcss of the So)l iiticcitlrol of Ois erCHIC1nt 1c unilqueLS available, the Pro­
gram Manager arid Mediai Planincr shoUld define, at lcast in the broadest terms, the 
criteria for effective delivery of the media pl ii. 

The defiir!tion of effective delivery miy fange from bio,i. 

The advertising must reach a large poriorn of the population heavily and co'ntinu­
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 niay vary according to the task at hand. 

When introduc(ing a new produC(t or campaign, the goals may call for initially 
reaching a broad section of the target audience a high number of tines. 

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

Typical Goals 

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

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

-- Ncw riitind 

Introduction Sustaining 
(3 Months) (9 Months) 

Reach 75-90%* 50-75%' 
(% exposed per Month per Month 
to any commercial) 

Frequency 
(Average number 

1V-2 
per WeEk 

Once per 
Week 

of exposures) 

What time of the year should the advertising run? 

How many months, wee.ks or dys at: neec-ded for effective advertising? 

Some product' arc pirchaiSd y(-ir-routrihd Others ar( purclhased only or primllari­
ly during particular tileS of t icye ir(fr cxanuple, stmiit ncr or wt iter products, hol iday 
or gift-g ivitig or c isior, 

http:analy.lo


i 
The Program Manager and Medi, Planner should define those tirnes of the year 

when product sales are most likely to be highest. This will eventually guide the sched­
uling of media to the most effective times for generating sales. 

Seasonal definitions may include: 

o 	 Broad time periods winter, Sun1,1r , etc. 

, 	 Specific rnonths p.re-vacatron, pre-school openings 

'g Specific days prC-weekcIiks. 

The Program Marici id Mcdiai Planr er should also decide how many weeks or 
months of the year the advctt sir. Hi to be effectivemust rui 

This decision should bc m(tde in lighht Of I)revious decisions about how much 
media weight or delivery is nccessary to be eff-ctvc 

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

In general, it is better to run at eftectve levels for a shorter period of time as 
opposed to stretching out the number of wceks where the amourt of advertising in 
each week becomes so little that it has no impact on potential consumers. 

Creative Consid~'atiorns 

The media strategy cannot be writen without rccognizinq the needs of creative. 

Different media have different abilities to deliver advertising messages For exam­
ple: 

* 	 cart communicate with sound but not sight -thus important details about 
packaging, size and color are difficult to communicate in this media. 

a 	 can show the product arid also offers the aibtity to describe product features 
(particularly complex ones) in detail 

Whatever decisions have been made in the Cteativc Stratcqy about the need for 
sight, sound, motion, color, packgc-regi stration, message length or complexity 
should be included in the inedia strategy. 

This may not Initially elimnate ar y specific medium from being considered, but 
itwill help guide the Media Planner inc1oosing those media (lat can most effectively 
communicate the inesiSagc 

Other Element.; in the Media Strategy 

Th i media strate.qy should also include any other uniqCue factos bcaring on the 
ultinate se-lection of media These might include: 

', ­,:. . - Sorne media must be ordered fat ini advancc, arnd once orcered, 
cannot be cancelled. This reduces the Progiran Marinagcr's control over insbudget. 
If a n eed exists to havc some or all of the budget recowred ItCkly, it slould be 
noted in tlie mldia strategy 

' - Ar/ y lirti( uir imediah vehin Ic thajt mo. iii.hlm ', I iI tll( I)1ar 
should be roted iii if e (irih ttritcgy ][iis will redn e vw tt 'Itdfi, i revinois 
throjg]ho at the proIcess 

' -Contraccptive SOcil Man0:0,1(t IgnsCge(s , iy be.C cOr vncrcd 
so ncw it corltrovcrs i As a re.suil t, theL Progrlailr Mi Higer rnly wish to (vI id Irledld 
UnivnroI0r1In-lts t(I t nlht call attentioni, IIIa icgativc way, to the advertising. these 
typl; of (rivirOlnicIts should be noted III the nCihd strategy. 

12 

http:strate.qy


':, -, : ' , - Special media oppot-unities 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 in tle 
media strategy. 

I - The riced for testinq, wlicthecr altcrr tivc copy or alternative media plans,
should be set forth in the media strategy, since Itwill require some portion of the 
available furnds 

The following are some general tips for developing more useful and effectivec Generalmedia strategies: 
*.Mccdia strategy staterments should be sinple and clear. 

. ~ 	 The directions should express a positive call for action. Each statement should lead 
to a clear and specific result. 

t. I' The statements in a I,edia strategy Sh ould be realistic it scves little iusc to writc a 

T 60 ({strategy that calls for the advertising to reach evcryone, everyw1li, everiyday. 
Caw#'a It is better to provide some direction, even very broad direction lacking specific

staitistical support, but based on good Judgment, than rio direction1 at all. 

Prooype Target Audience 

Advertising for Contraceptive Social Marketing will be directed toward the pri­
mary user group defined as:M 	 Adults aged 15-45 years, with greatest emphasis among 15-25 year olds.e2 

if 	 (/7 giv; Lower aind lower-middle-class economic status. 
S 61, a., rem,60 ".0,. Particular emphasis placed or Black and Hispanic consumers. 

10qCbnditions) A secondary effort will be directed toward major purchase influencers--dcoc­tots and pharnacists, particularly those working inmajor metropolitan centers where
the target audience is I eavily concentrated. 

Geographic Considerations 

There will be a naitional base of advertising. 

Additional advertising emphasis will be placed in areas of high concentration of 
the target dudience: 

* Major rnetropolhtarn areas (cities if) the top 10 inpopulation). 

* Additional niajor Bick iritkcts. Atlanta, New Orlcans, Birmingham 

* Additional nimjor Hipanic afkets [1ll',, Mi(Inii, Pho Sai Diego.imix, 

Media Weight or [)clnmn y 

Mediai weighit go,il, ,iv, ,eer est'tnlld for two piases of advetising, intro­
ductory ard Sust,.nitdinttI 

0 ItI1 1ii,t, P ,, (inst 1M ithi ') 

Each north dutirig 	tIit InLoductory phase, tiie I)lashould rec h at least /! 
.r(Ittit of tIe trirt drCicHiCC on dVedge onCe (per week 
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In key markets requiring additional emphasis, the target audience should see or 
hear an average of two mess .3es per week durirg the introductory phase. 

Sustainir; Pl,'s, (Ncxt 8 Mouths) 
Each InortIt (lurlir N.t Kt.stanlill! p.hatse, rhc plan shonitd rc(,;ch at least 5O)percenlt 

of the trget ,iLcdiri-c olr(i' lge ori -K:C-vi y at lie: weck 
Inkey mar kc .,TlC targe't ,diii(c should s(e(o hear an average of oneic message 
per week 

Advertising will run throughout the year, with additional emphasis placed during: 

Month prececing summer va(catior June
 
Back to school late August, early Scptembet
 

School intersession lite Decembe/arly Jaluary 

Advertising should rul at lCdSt 12 out of the 16 weeks introductory phase and at 
least 18 out of the 36 wecks sustaining phcse. 

As this is a new product, package registration is needed. As a result, ICridia 
offering the ability to show the product will be stressed, particularly during the intro­
ductory phase cf advertising 

Current creative plans call for some use of long, detailcd dcsrilptve copy
Therefore, magazines or ev,,-papers will be re(luired 

Contraceptive planning is considerlied (crnI aVer Si Obviously inap;)fropriate
media environments will be avoided, including those with aIugh degc of children's 
viewing, reading or listening arid those With religiOUS conter t 

Specific advertising efforts will be run dturing: 

The Arnerrcar: Medical Assoc atrOli arlidl cOnlVenltnOl in Houston, Texas, July 
18-24. 

*Thle Arrericar Pharniacoloagic al Asstocaton annual ineetiri in Chicago, Illii ions, No­

vember 3. 

chi w n ttt A'tr,.'11h' which 

onli/g n1d .)0olitrV ( ove rag of (_oritII(..e)t Ve f( iily planii rig.
 
A imedia C ll IUbIll unI III A:1 I, Ilth offers substantial 



How; A
 

Program Managers are not required to write media plans. They are, however,T required to evaluate and approve media plans. 

To accomplish this task, Program Mainageis need a general knowledge of howMnage R ole media plans are developed. Arid, they should know what type Of analysis and dC­mentation to expect in a thorough and professionally prepared media plan. 

Th d Plan There isno perfect media plan! 

The development of a rnedi)a pln is really an examination of trade-offs or op­
tions based on goals aric duectous sct foilh inthe i nedia strategy. 

These tradc-offstall,3icfic1liy into thc following areas: 

4 	Larger versu,,simn lldcmiocf )hi( tirqctsi 


o, 	 Efficieric., versus ilni tlCt 

Breadth of co Prpjc Koveri-;e versus depth of coverage in specific areas 
, Fewer, lor cr CorNic ih,arid insertionis versus rrior shorter commercials and 

isertior s 
; 	 More weeks of til VCrus vcdlV:iri i w(ks at It(reavlci levels 

' Broad ri ch of the tjrget vki.rsis lower reaclI but lCa /icr freqtijC Cy. 

With a fully develo)cd eiindia stratgy iniand, the Media planner must begin theHw 1 process of dcvelopig9 a plan that fulfills the goals ,rididircctions established in that 
s'rategy.

PRanninc ProcM.tv Wl Ithe "Wtep; III tllre j)ion ss 11(ii yar01non task-to-talsk (iiich conr itry- to-c our itry,they genelrally followv tIisl! I~atierri 

Exalnaiiation of available media in terms of efficiency and coverage of the target
audien;e 

[he Media Planner wi!l gather cost and audience inforriaition for all available 
r.lecri'l 
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Efficiency is akey measurement: wh ch media provide the most viewers, listeners 
or readers amon.g the target cLudiecKe (it tlhC lowest cost 

Because of th I n Prot IIlI( I III w ve'c, adieIc ' e ffi c en ic s ofter cor pared 
on the basis of a (Yn,-pen-tIooaridor CPM IleCaSureLIrerit. 

How to Calculatea C 

A COSt-pCr-tlOuSdnd IS, i aitlo oIO( on/JartiSOI Of thc COSt of d commercial or 
insertion 1n)a pliCuldr Iiediurii, with tl1(- (auidCntcdelive:red by that commercial or 
insertior exprcscd ii thousi r ds 

For excmple: 

One radio cor nn erc l costs $500 arid dclivers (or "is listened to' by) 250,000 mrnm­
bers of tht tar ct at(ce ice 

The cost-pci-thousaLlr c of tI at 16djo com merial Iscalculated as: 

CPM Cost .. $500 . $2.00 
Audience in Thousands 250 CPM 

1nc Me-da Plain[er will evaluate a(ll availaiblc rmedia onr the basis of th eir cost­
per-thousand effhcicncy 

An exhibit showing the results of this examination will usually be included in the 
media plan 

I IKT c::-

E E~
0 U 

Magazines Full-Page $1,000 400 $2.50 3 
,Radio 60-Second 500 250 2.00 2 
'Newspapers Full-Pagre 800 100 8.00 6 
t[lCvision 30-S ornd 2,000 400 5.00 5 

iOut-oI-Hon-' ,30-SI cet 1,200 1,200 1.00 1 
Cinema 60-Secoid 1,500 500 3.00 4 

orisnavtlaiilble, 
dia rank, itI tennm o(f (,fit ciri y, iotul. I be rridt [hit ribay bc , furidamcntal s snimply 

Lv(ni if adiLJcIi(J fnrati some demterniriation of how the rnc­

hrtlkinq tl ic: mr(fi!i l), + <c(1 ,€)I 1p ido, n -!tict 

laviblu ctur, 1 t lrw ,Ifl( 1if( y'i I d iI liu(.n (- (IIi. t ( I f Ie )frIu :n iv.l ( ,Irl0navailible rncdiH, 0w (: w iw+r dv fitlffo 11( to tho'W+ rtlw:+h,.vill r u,,lmtr O iol(, tthtt 

)t( tisni,-.)tthis sei1,cl II( <vir 
then b<c c-xnmiicAC 
a taper rno~st :ffrcit. I'<iu ti t tlrvotoVf)(, ll 

xji; i, it yit )i,, gi )I")Oriv d(d v 't forth IIIth ITItdI stratCe y wI!l uLdC the eXannil­
1 6 it t )loI )f )I 41h 11" 
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Geographic Deliver, 

Tht planner vaill examine various cornbinatrons of national and local media. 

Very often, the plannr will (itterllp to find tie com. ton oi schedu inq that 
permits a base of effcctive nitional covcaic alon(, witl ,iddiioiinl coverage in areas 
of good sales potential. 

In areas whiere mor devloped mCil audr(r irformadtol is available, this 
examinnatiorn may include aii analysis o!d lvAry by ,r(e:i. 

Example: 

A particular country may have one re3ion (A) that has twice as many sales relative 
to its population as the remainder of the country. 

/ 1) 

60 
6P9 

Regian A 20 40 
Remainder of Country 80 60 

100 1 100 

If only national media are used, chances are that the delivery of audience will fall 
in line with the general population. 

(I*) C 

69 0 

Region A 20 40 200,000 20 
Remainder of 80 60 800,000 80 

Country 
100 100 1,000,000 100 

ihur, the area of strong potential sales will be underdelivered relative to its sales 
potential. 

In this case, the planner nrqht decide to reduce the level of national coveirag3e
aid use the rirrld mor icy to add increrrcrtal coverage inits key .alcs (rea. 
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j I - Audience Delivery 

7 1 0 
.o 0 

z -

Region A 
Remainder 
of Country 

20 
80 

40 
6C 

150,000 
600,000 

250,000 
-

400,000 
600,000 

40 
60 

100 100 750,000 250,000 1,000,000 100 

The key point to any combination of national and local media is: 
e The national level must still be effective, while the locai level is increased enough to 

make a difference. 

a Even if national medi are uriavaible, the plainer may scck to divide the budget 
into regional budgets based on aigeneral dcte1rminatiorn of local sales potential. 

Media Weight or Dciver/ 

The planner will 'xaririC various combinatrions of mcdia scheduling to provide 
an effective level of advrtising 

Once agai, the mcdii strategy will guidC the selection and amount of media 
deployed. 

Ingeneral, medi planners think of media levels it)terms of Reach and Frequency. 

What Are Rc:-Cli aild ir(:clucticy 

What IsReach 

Reach isthe portioi (expressed as apercentage) of the target audience exposed 
at least once to a mlledlischedule. 

What /, t (&(icp, h , 

Frequency I:; the averagc number of times those "reached" by a media schedule 
are exposed to the advctising, 

How Reach and Frequency Work 

REACH and FREQUENCY are interrelated. Here ishow they work together. 

Let us assume h'at the tdr(et audience population Ina country is 1,000,000. 

Any cornllercial or iiisertior will delivr some portion of this population. [he 
portion or percertage that each (:onniercial or insertlion delivers are called gross 
ratinq points. 

One peircent of the target oopulation exposed to the message equals one rating
point, 
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For example: 

One radio commercial delivers 200,000 listeners: 

200,000 	Listeners 20 - 20% Gross= 20 	 Rating
Points 

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. 

2,000,000 Listener Exposures 200 	 Gross 
1,000,000 Popution -- 10 2000 = 200 	 Rating

Points 

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 tLici 500,000 different individuals at least once-­
this, then would be the R,Jcu of the schedule. 

500,000 Reached 50%,Reached
1,000,000 Population 

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

2,000,000 Listener Exposure _ 4 

500,000 Reached 1 

Four (4) isthe Ftcquency of the schedule, 

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

50 x 4.0 -- 200 
500,000 x 4.0 2,000,000
 
Reached Average Times Listener Exposures
 

Exposed 

If itwere determined that the radio schedule of 200 gross rating points actuallyreached 75 percent of the target audience, then the equation would be adjusted as 
follows: 

75 x 2 6 	 200 

Some General Principles Rgardino Reach and Fhcqu licy 

WIhile the research to analy/e siciecific leve;ls of reach and frequency may be 
undvailble irall cout es1,, (rCral pi.1ciple's will always apply.SOMe 

e Differ it con ibir hit iois of mcdi awill (:
hliver ( iffcrent ratios of reach and frequency. 
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* 	The more different media used, the higher the levels of reach that will be achieved. 
* 	Concentration it fcwe or even one iriedium will tend to emphasize frequency of 

exposure. 
* 	The accuniulatior, (-f rea(ch id frcquency foi any media schedule follows a similar 

pattern. 
SIrltidl exjjowurcb will bLild rWd(h, but the rate at which reach is accumulated will 

decliie over time, while fl((Luecy increases. 

Example 

~ o u 

2 	 .-r 

(D E= 	 L" 

First Exposure 20 20 20 1.0 
Second Exposure 20 410 38 1.1 
Third Exposure 20 60 53 1.1 
Fourth Exposure 20 80 66 1.2Fifth Exposure 20 100 75 1.3 
Sixth Exposure 20 120 80 1.5 
Seventh Exposure 20 10 82 1.7 
Eighth Exposure 20 160 82 2.0 

Ninth Exposure 	 20 180 82 2.2 
Tenth Exposure 	 20 200 82 2.4 

0 	Print schedules tend to emphasize Reach; radio schedules tend to emphasize Fre­
quency. 

what pattern to schedule the media being used.The planner must determine inScheduling 
nsSeveral different scheduling schemes are routinely used:Pate 

Continuity - Scheduling media during most or all vecks of the year. 

(52 Weeks)
Media 20 Commercls per Week 1,040 (52 Weeks) 

Flightin -Scheduling media only at certain times of the year. 
(10 Weeks) (10 Weks) (6 Weeks) 

Media 40 Comr TOWk 40WVcck 40 Week 1,040 (25 Weeks) 

Blinkinq - Schedulhinr3 m(.a evcry other veeck 

1Wk 1Wk 1Wk 1Wk 1Wk (26 Weeks)
Media 40 40 40 40 40 etc. 1,040 

Pulsinq - Scheduling varying amounts of nedia per week 

Media 	 (13 Weeks) (26 Weeks) (39 Weeks)
40 per Week 20 per Week 1,040 
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o Advertisers will often decide to employ commercials of varying lengths andCommnerdal print insertions of varying sizes. Typically, a product will be introduced with longer­
length commercials and, once the advertising is established, shorte, less-costly corn-L mercials will be r A good gUidenie to follow is to try to schedlI the longer 
commercials only as long as is neeced to rcach broad section of the target, and then 
let the shorter, less-costly commercials take over to drive home the point with fre-

Leng 
quency. 

The scneduling pattern or combination of patterns selected will depend oil the 
Suu iIn task at hand. 

The following are some general guidelines regarding scheduling patterns:Re ar'dinr Introductory efforts will generally require some higher level of media weight during 
the initial phase of advertising.

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

o 	While, ideally, continuity of advertising is desired, the amount of weight scheduled 
Re - itewhen 	 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. 

e 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 the country depending on the 
sales potential of each area. 

S]-As ageneal rule, the media plaii should include a thorough examination of 

relevant options and the documertation supporig all tlie choices made. 

• I,, In particular, the following type, of aialysis should be expected: 

o Media efficir-c/(cost-per-thousatnd) 

~'r~ ~Geographic spending or delivery
 
Lk~~ a~k ~.~ and frequency, by phlase of plan
*~Reach 

c,~-~,~ ~ 	 Slneclingpatterns 
lmc period and individual radio and television station efficiency 

idivIndivdual rx WS)aI)(r arid itnagazine efficiency 

Inck , d~,,Spending l y iiidtn) 

e Spending by pl ase of plan and/or time of year 
* 	 Delivery among the pliilnary and any secondary target audiences 

o 	 Analysis of sl.cnidnrng arid dclivery by leigth of commercial and size of print inser­
tions. 

* 	 Closing dates and dates for nedia commitmernts 

TFlo chat Inaddition 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 Prograrm Manager to see how the various media are 
used and combined, as well as how spending and delivery will flow throughout the 
year It also provides a convenient exhibit on which to discuss changes and alterna­
tives with the Media Planner. 

21 



MEDIUM JANUARY FEBRUARY M/kRCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBR DECEMBER IOTA '"EAR 

(s) 

NATIONAL BASE 
TELEv1S1QON
(30-Second 

-7Wgks 
'0 Ancs 

5350M 

7Weeks 
rcs

_?M105350M 
/ 

%XV/kn.-sAAncsl 

4 Wccks 
t ncl 

2mM 

4 Wccks 
-

Ans1 $20( 

4Wccks 
W0 s-

10 Anncts 
$1,300M (65%) 

RADIO 
(60-Second 

Announcements) 

7 Weeks 
3UAnncts 
5 80M 

w 
7 Weeks 

.10 A\nT's V-2 
S80M 

13 Weeks 
Ar',c-,s ,-rc V 
SI CUM -

.!3 Wecks 
20 A , 

0I .M $ 360M 18%) 

MAGAZINES (Ful!-Page) 

Magazine A 
Masa hine B
NO gazinc C 

X 
X 
x 

X 
X 
x 

X 
X 
x 

Magazne D X X X 
$50M $50M $50M $ 15M (75%) 

LOCAL HE-''Y-UP 
LOCAL -'14DIO 

tork'., A 52 Weeis 

Nr',el C 10 Announcements per Week S 180M (9.5%) 

January to March April to June July toSeutembcr October to December 

$600M 
(30%) 

$600M 
(30%) 

$300M 
(1S-) 

$500M 
(25%) 

S2,000M 
(100%) 



A 

Medi PIan 
Once the alternative and recommended media plans have been prepared, theTer, Gien~eraI Progranm Marager will beC reqUired to evaluate id ultimately approve one. 

. ~Has"[" ', the4 plan beenr p)repa)re(Jld ,ioless(ionil iarinier?"Guidelr:'
e111 
b/ / o~ p, .." ,,,.,,., A lt 	 ea :,- bli u p tin,,i..,s ( '/ J ri ,,i ,, 	 ,r xn i W u 


feq::'":,"] aDo'urneitatiOr suppzortlrnq at y ol~tcr is ,,,'le( cd 

P!,iii dJlivery (!ori Hrs((!to rri hlii,,tc,';/s,i OgilS.


E elu'1" 41 Doces the li diiivci'r oi thk n as t iniurtir it oals set forth in the mnedia strategy 

Med Ma 	 Does the plain sies, fh( tivcr i(_. as, jIop(,osd to rnereiy being efficient? 
Does the plaf" accomplish a few things wcl as opposed to many things in a 
mediocre fashion? 

Do the rmedi( selected reach the target audience? 

If an introductory phase is called fcv, is the weight scheduied sufficient to break
 
through to thei consumer?
 

Have extra medid been scheduled during particularly strong sales periods during
 
the year?
 
I-s (::,trJ r Ibt( ll in ; li e aOhr.1i sales poteritsl'
,-wi ht 

tri, l i )t!~'Il)ti.i,:_I( tciw,V k:'xk(:Do(-,-, th ,,Ihjr, tkh- jI i 	 11tOn",; 

H~v., ridli'" t ii ii~it, 	 j cfivi tv ~ellt r iits 
, ! , 110 ,, trd <h'I ' ',h ,ir,,41,. ,;l,iit,,itr,, erli h~ l,. oi l'~ 

While you rT/dy be Dr(ser ted with sveral se!xrdtc ()ptir)ns, it is commnion to 
combine elements fror i varios r!r to con0Stru(,t th-ec most effective scenario 

The Program Mana3er isthe expier or, tue overd! rrxrketiPn effort His her knowl­
edge and judgment arc key elements i!,constructing the ultimate media plan Heshe
should feel free to use this knowledge to iidkk any adjustments to the media plan
required 
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Thc dccision on how ,luch to spend on advertising isa strategic one-. -it shouldC( erlbe ,e d on thov l marketing goals and the task assigned to advelising in the 

h isrUn iti -14l loce goals aind modest advervsnq budgets are irrecon­
__ r 

Un forti ircit-ly, the;rc ar no mag1ic formlulae- (o guide the Program Manager Inl 
,ugq t Sct,; Nievcrth'lcss, there irc some: timlie-tested procedures to provide 

. Many advertisers follow guidelines,, bdsed on the marketplace in which they will 
" . . , comptet, and historwal experience to assist them i setting an adverlising budget 

A X/ " . .. .. +.. ,-AdV(:liidiil i [o q' i R,tio 

A4.e-l i- '','itt C'<! CliQtutcatcorics, advert is(,rs will often use the 'stablis,lted 
ratli) ofl I lii;tt f to ov('al aleS, (1ir10)(3.O uci9t COnipet Ig Il1 th( t,.'­
gory, to it(. ni;; Ic tici Ut jdi( t If tev ari, iltiodui,(cin a n1Cw product, they r av)y
ctioo')c to tittdl'',1y t tiih ilA, idvlitsinl to salcs rati; likewise, if they at( 
trying to l 0t' it I rl ,>, fi l , ,rillt iltivoe ltlt ids 

It1, i .rl ,ij 'iti it , '' ! r t i,. I ,' t l(vthe ti toit A ti cjv(rtlsIfi toa.dl ) ' Il1,' i )l) , Ilifllt! I t (1ffo w -rlt,,r, ll It , ! A t, i ,ttvjlf1 IQI i f I' ( t c o:ffi' fl 
(C(OO llII ~"., !, ' tP Lt)ll'I W f ,'J I i fAIC ' ( l(,.f I 

Shae ) A. :, " 

A t ,t1'ii',ii I, (M (to',i,i ,ftli All dv(ItIIlk.3 b)Udt )('tredllt ti u ''i~dt', f cotS',' t lit' tt, at l~vrti',;l tebmI) aochieve i O() 
I1 

pt er(.yf it i; I .cIll t' t toI lI It, yJ ' t ' l i let: o C"( srlet of ' k c I ll t tiiV,s t d ; lht. 

1" l', 1M]oil1 i .0 1"11 < i', ' 11l! ;1 ( j 'll"? , !'1 i IfI . t v'1r , Iitidit X ( ' ' I,(_I ',> t t l ' q d ( 

Ilh f~f 'l ' <)' fl i ! il ~ t4q !('W! , C .,,( ()ItI ', ') 1i.' t' i t, ,', 1 ' !( i jx.,il<i I] ll l , , lt c) "11,11c 

In Iffoi t .. i ,ltO i ! t it I fl k Iihj ) ' ' f~ l~. ri : ! . lf i, l h ,c ' f)"ii tot c , TsM ' cc Akt r rio1tl ailyA dyiiibt 0;,'''~ 1 pt',Ir;OJl ori:I(n Cteo(rylhd'.1c 5~so flew~li,;mat 

¥ , •o /lr ,+. ,T ' ,, , / T',r , . V(,ry. of it' ! the" 'Jm u ' _(Jc:d to,i~ lyz.t(Av -",, siri3.i, )(,! ct+ riti (ifid St, rcS.O 

histOcas k F)marke c thtf Ir ' -l se ess adve­te(!ln'otu f(br"idi I V, i ole( tr 

tisers ofte.n reiy ui) tre laso Motho(.j to e<lati a btudgect 

Wit; tr 1t)' Mct toc, the"actvIdrtiscr trires to define, (is spccifically as possible, alt 
the vairious --, ttv ddverttsIit( ficisjt cOrfiCplish 

Itk '.",, f 1,trI if.l' (1l !ci,li ! l[ l, I , 

I [ ft'-C t A ij, jl+'r < , 

F - i )Iul, A\t ,i 

* I lurul c ( or't ',vk ,ttAdh '.)i'rtri , I. 



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 be 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 
Geography Wider Area Smaller Area 
Commercial Length Longer Shorter 
Reach Higher Lower 
Frequency Heavier Lighter
Time-hi Advertising More Weeks Fewer Weeks 

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

Tcst O, k: o.- )ii C., 

Particularly with new products, where historical experience is lacking, Program
Managers should seek out information (with their agencies) on tile typical level of 
spending used in a particular country to support other new product introductions. 

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

o m , ,,The

So ei', 
decision on how much to spend on advertising isa si.rategic one; it relates 

directlyto the marketing goals and advertising task. 

fi. - • . The larger the task, the mor: it will cost to (iccompilish 

Adverf~nt]t ii .iipr/dirncan orily ,c(omi .lishI so much; the other elemenits of the 
j .muarketiri}j nix ri(_iri3, Frgcd, ifciigredients, etc., play major roles in the market­

-. . '",,. : I'( Itwill g.r icfrlly cost iore to introduce a new product than to sustain an estab-
Li 1 n, v lishcd product Adverti'sig clutter, competitive brand recognition and consum­

ers' lkick of Iikowledgc (ndapathy must all be overcome. 

A d i r,,Spe dII, too littl, on, ,Iwrtising isas wasteful as spending too much; brands that 
otherwlsc tillht be succe:ssful and profitable can fail from lack of advertising sup-

It takes tinic tor adv(ert sirig to produce results, a 1ininium Of six morths isrequired 

for a reasorn iale advert srin(3 efforl to succeed. 

Advertisirg spcnding must work in concert with other elements of the marketing 
plan: for example, it iswasteful to spend on advertising before the product is fully 
distributed 
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.. q Advertisers often rely on testing to determine the proper execution of various
S .. elements of the marketing nix. 

Packaging, pricing, creative executions can all be tested for effectiveness. 

The level of advertising spending and the media plan can also be tested. 

The following are some guidelines for conducting ii-market tests of advertising
spending and media plans: 

The choice of the test market isimportant -itshould bc eprcseitatve of the entire 
nation from a demographic and Jistributron standpoint It makes little sense to test 
market in an area so unique or different that results cannot be projected with any
confidence to the* entire country 

The advertiser should seek to control all other factors in a test mar'.et so that the 
only variable isthe one being tested. 

Test markets take at least six months to read projec(:table results cannlot be ex­
pected in any significantly shorter period of tirne 

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

Base Level: $1,000,000 
Tested Level: $1,500,000 

Increments less that 50 percent may not produce significantly different results. 

Testing should occur all tle timne experience gdined in testirg can )rovide guid­
ance in nearly every aspect of the advertising plan and at aiy point ina pfoduct's 
life cycle 

A control nirarket, similar to the test mar ket in all aspects other than spending, 
should be selected as the basis against which to read the test's spending results. 
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d Advertising media constantly change and develop to follow lifestyle shifts and 
Scurrent needs of the consurner 

" New Magazines 
* 	 New Radio Stations, New Formats 

* 	 New Television Programs 
o 	 New Ways to Reach People Within Current Media 

Costs of advertising fluctuate. Up-to-date knowledge of media vehicles, their 
characteristics, and the efficiencies of each are mportant In understanding and evalu­
ating media plans. 

YE LEVi SI u.ii 

e 	High Impact 

a 	Audience Selectivity 

a 	 Schedule When Needed 

e 	 Fast Awareness 

* 	 SpIsorshrp Availabilities 

* 	 Merchandising 

* High Production Costs
 
a Uneven Delivery by Market
 

o 	 Upfront Commitments Required 

RADIO 

* Low Cost per Contact
 

0 Audience Selectivity
 

o 	 Schedule and Commercial Length
 
Flexibility
 

* 	 Persorlities Avilalek 

* 	Caiilor Wri' 3lt in Sl;ot Markets 

* 	 Audie(nce tr ',)4( I,1. xtrcmciy 
SIT,lll
 

0 lIacks Iuli.act u i(3lt M 'lii rn
 
0 Hli(i hhIA Co',t t)()tli) Good
 

R(,,,( h 

O (-Iitt(i \/ittin ()[)()IM,fket 
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MAGAZINES 

* Audience Selectivity 

o Editorial Association 

* Long Life
 
O Large Audience per Insertion
 

* Excellent Color Reproduction 

0 	Good Efficiencies
 

,Merchandising
 

, Long Lead Time for Commitment 

o Readership Accumulated Slowly 

o Uneven Delivery by Market 

Cost Premium for Regional or Demographic Editions 

NEWSPAPERS 

, Large Audience
 

0 Immediate Reach
 

o Short Lead Time 

Market Flexibility 

Good Coverage of Upscale Groups 

0 Difficult to Target Specific Audiences 

Least Efficient
 

' High Out-of-Pocket Co'-t for National Use
 

e Millmum Control of Positioning 

' Clutter 

OUT-OF-HOME 

5tfcnlths 

0 High Reach 

* High Frequency 

• Good Efficiencies 

* Opportunity for Localizatlon 
o Immedite Registration 

Scheduling Flexibility 
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* No Depth of Sell 
* High Cost for National Effort 

* Best Positions Not Usually Available 
* No Audience Selectivity 

* Poor Coverage in Some Areas 
* Not Less Than One-Month Purchase 
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