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MODULE 4

MEDIA PLANNING AN
MEDIA STRATEGY
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A series of decisions involving the delivery of
to audiences

Goals to be attained by the media strategy anc

Decisions on how the media objectives can bg

The various categories of delivery systems, in
broadcast and print media

» Either radio or television network or local stat
broadcasts
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Publications such as newspapers, magazines,
mail, outdoor, etc.

The specific carrier within a medium category

Number of different audience members expos
once 1n a given time period

The potential audience that might receive the
through the vehicle

» The number of times the receiver 1s exposed t
media vehicle in a specific time period
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Media Planning

 Media Planning — a plan of action to
communicate a message to the right peopl
the right time, and the right frequency

* The goal of a media plan 1s to be efficient
galin maximum exposure at minimum cost
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The Media Plan

 Media Plan — a document that outlines the
relevant details about how a client’s budget
be spent.

Media Objectives

Media Strategy

Media Execution
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Media Objectives

mmm) .. .15 the target market”

WHAT mmm) .. .1s the message?

WHERE L ARG,

N ...1s the best time to
advertise?

mmm) ...many, often, long?

WHEN
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Media Strategy

 Media Strategy — a plan for achieving med
objectives to reach the target audience as
effectively and efficiently as possible

e Limited financial resources
* Demands for accountability

(continued)
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Media Strategy (Continued)

e Should address:

— How often to advertise
— How long to advertise
— Where to advertise
— What media to use
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Factors Influencing Media
Strategy

Target Market Profile

Nature of the Message
Geographic Market Priorities
Timing of Advertising
Reach/Frequency/Continuity



:l » FirstRanker.com

A Firstranker's choice ) .
g www.FirstRanker.com www.FirstRanker.com

Media Execution

 Media Execution — translating media stra
into specific media action plans

e Look at cost efficiencies
* Develop a schedule
» Allocate budget
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! Three Scheduling Methods

Continuity

. Flighting

Pulsing

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov



:l . FirstRanker.com

. Firstranker's choice

www.FirstRanker.com www.FirstRanker.com

Media Selection

General Type of Media

Select Class of Media Within the Type

Select the Particular Medium
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Analyze the Market

Establish Media Objectives

Develop Media Strategy

Implement Media Strategy

g

Evaluate Performance
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Measurement

Problems Lack of Inform:

Problems
in Media
Planning

Time Inconsisten
Pressure Terms
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BROADCAST MEDIA
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N\ o
&\ Television Pros and Cons

Advantages Disadvantages

Mass Coverage Low Selectivity

High Reach Short Message Life

Impact of Sight, Sound

and Motion High Absolute Cost

High Prestige High Production Cost

Attention Getting

Favorable Image
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s‘ Radio Pros and Cons

Advantages Disadvantages

Local Coverage Audio Only

Clutter

Low Cost

High Frequency Low Attention Getting

Flexible

Low Production Cost

Well-segmented Audience



:l » FirstRanker.com

A Firstranker's choice ) .
www.FirstRanker.com www.FirstRanker.com

N\ Magazine Pros and Cons

Advantages Disadvantages

Long Lead Time for
Ad Placement

Segmentation Potential
Quality Reproduction Visual Only
High Information Content

Longevity

Multiple Readers
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Magazines

* Business and consumer magazines
e Two types of circulation

—Paid circulation

—Controlled circulation

* Magazines are a “class” medium instead ¢
“mass”’medium
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S‘ Newspaper Pros and Cons

Advantages Disadvantages

High Coverage Short Life

Low Cost Clutter

Short Lead Time for Placing Ads Low Attention Getting

Ads Can Be Placed in Interest

Sections Poor Reproduction Qual:

Timely (Current Ads)

Reader Controls Exposure

www.FirstRanke
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s‘ Outdoor Pros and Cons

Advantages Disadvantages

Sort Exposure Time

Short Ads

Poor Image

*’;#] DENVER

GENERAL

HOSPITAL

. | EMERGENCY

B | ENTRANCE

e (gl
Tikli I!ﬁ VIERDT N S
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s‘ Direct Mail Pros and Cons

Advantages Disadvantages

High Selectivity High Cost Per Contact

Reader Controls Exposure Poor Image (Junk Mail)

High Information Content

Repeat Exposure Opportunities
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N\
&\ Internet Pros and Cons

Advantages Disadvantages

User Selects Product Information Limited Creative Capabi

User Attention and Involvement Websnarl (Crowded Acc

Interactive Relationship Technology Limitations

Few Valid Measurement
Techniques

é’% &
T *

Direct Selling Potential

Flexible Message Platform

4 =
L -

q"\;



:l l_ FwstRanker com

www.FirstRanker.com www.FirstRanker.com

Out-of-home Advertising

e Highly visible
e Can reach a mobile population
e Suitable to a shotgun approach

e Three types
— Outdoor Advertising

— Transit Advertising
— Other
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Outdoor Advertising

Posters or billboards
Backlit poster

Superboard or
spectacular

Banners

Murals
Electronic sign
Transit shelter

Mall posters
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BACKLITS ADVERTISIN
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Transit Advertising

* Superbus advertising

e Bus murals
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Other Forms of
Out-of-home Advertising

* Washroom advertising
e Elevator advertising

* Cinema advertising
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CREATIVE STRATE

It only feels like you're flying
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MEANING:

e Creative strategy 1s the result of new 1dec
imagination or combining of one or more
clements for a purpose.

» Advertising creativity 1s the ability to ger
fresh, unique and appropriate ideas that ¢
as solutions to communication problems.
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Defining Appeals and Execu

The approach used to attract the att
of consumers

Advertising
Appeals

To influence consumer feelings tow
product,
service or cause

The way an appeal is turned into an
advertising message

Execution
Style

The way the message is presented t
consumer
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2. Types of Appeals

1. Informational/Rational

2. Emotional

3. Humor Appeal

4. Others: Moral, Indirect, direct
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RATIONAL APPEAL

This type of advertising focuses on the consumer’s practical, functional
utilitarian need for the product or service and emphasize features of

product or service and/ot benefits or reasons for owning or using a
~ brand.

The Horlicks advertnsement below shows the necessity of a child to cos
in order to grow tall, strong and sharp.

: The (?'1‘[:'.-':1! Famils
'| : e Nounsher

i

L1 ]

e
el

915
Ll
=
&--ﬂ'\.ﬂ

www.FirstRanker.com
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Rational Appeal

DREAHS BECOME TRUE *«Q'_‘jx. :
"| e il .
| © = Bpg | L HMJA gz
T VAR RN
E= ﬂi - 4.5 Inch Pure Motion HD+Dis
vttn e T - 1.5GHz Qualcomm Dual Core
“"'::‘!- - 8.7TMP PureView Camera
e By - 1.2MP Front Camera
=3 - Dual LED Flash
a - Wireless Charing
Ly daa - 1GB RAM <3S

Windows F
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* Starting Price

:4.35

Pulse Available in PETROL & DIESEL

Ask For Test Drive

1.5L K9K dCi ENGINE

The new renault pulse is powered
by K9%. 1.5 litre diesel engine thot
puts out &4 PS of power and 160
Hmof tarque

SMART ACCESS KEY

with the smart occess hey in your
pockef, you con stort Hhe engine with
the push of o button. the cor locks
ond unlocks autematically
depending an yeur prarimity 1o the
cor.

www.FirstRanker.com

ABS WITH EBD

ABS (onti lock Braking System)
with EBD (electranic broke
distribution) help the diiver keep
control of the vehicle during panic
beaking situntion

Rational Appeal

AUTOMATIC CLIMATE
CONTROL SYSTEM

Set your ideal cobin temperature
with the climate control qir-
conditioning ond be comfoitoble,
no motier what the weather is
outside

PULSE

e
START

N STOP

N
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A Rational, “Popularity” App

There are over 100 wrinkle creams.

Only one is #1.

Neutrogena

1 DERMATOLOSGIST RECOMMERDED BAAMD
www.FirstRankefr:comsa:
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Types of Informational/Rational Ay

Feature: Focus on dominant quality
of the product

Competitive: Makes comparisons to other brands

Price: Makes price offer the dominant point

News: News announcement about the product

Popularity: Stresses the brand’s popularity
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EMOTIONAL APPEAL

This relates to the customers’ social and/or psychological needs for pu
product or service. This appeal 1s so effective because many consur
motives for purchase decisions are emotional. Many advertisers bel
emotional appeal to work better at selling brands that do not differ
from competing brands.

The diaper brands appeal

pr o Rt g~ e and encourage them to hl-l}"

Ehagieers, FURLL -LE'ST T iraiseg
Prasis of GUHIINITES Usilirmrdr mee
PP O CoRgas ol g hEh ek ol

if thev wish to see th
' HUGGIES® Products Free! b

happy and ¢

=
ity

™.
L -

LA

www.FirstRanker.com
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HUMOUR APPEAL

Itis used in many advertisements. It 1s an excellent tool to catch the vie
attention and l':Elp In :a::hiwing instant recall which can work well fe

of the prc}duc t.

The ldea advertisement of walk and talk, includes a strong element of |

.*T J—
F T/

~
talk.

Hﬂ“‘l
whan you

Hngw hiw it you can be i you
walk when you talk?

www.FirstRanker.com
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Humor Appeal
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Appeals

Moral appeals are directed to the consumes’ sense of what IE
| nru]lnr These are often used to exhort people to support soci
ethical causes.

vpes 0f Moral Appeal are aa followsa:
‘s BSocial awakening and justice :- e.g. boys freedom , satyamev

leaner and safe environment :- e.g. Satyamev Jayate Seaso
Waste your Garbage - Bubtitled

ual rights for women — e.g. Deepika Padukone — "My Choi
acted By Homi Adajania - Vogue Empower

f Prnta&ﬁ.nn of consumer rights and awakening
JAC

F% Incredible India -
ST R P

R B o= F i

WWiTeE |-ﬁ;w}wf‘rstﬂmkemom e e I-|-'|..a----l Ol m

-
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Direct Appeal

@ Direct Appeals - Direct appeals clearly
communicate with the consumers about a

given need. These extol the advertised
brand as a product which satisfies that
need.

www.FirstRanker.com
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INDIRECT APPEAL

 Indirect appeal do not emphasis on huma
need but allude to a need.



:l l_ FwstRanker com

www.FirstRanker.com www.FirstRanker.com

ADVERTISING EXECUTI/
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Ad Execution Techniqu

Straight sell Animation

Scientific Personality Symbol

Demonstration

Imagery

Comparison Dramatization

Testimonial Humor

Slice of life Combinations
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Mentadent Uses a Demonstrat

A Makeover For Your Mouth

Cgr e, your ieelh suller the
effects of mormal use and wear
They lose their youlhful brlliance.

Now there's a loothpasia
Ihal goes beyond cleaning and
whitaning 1o help replenish your
surface enamel for & long-lasting
while and a smile thal’s imeless.

Intraducing NEW Mentadant.

Replenishing White™ - a llugride s
Inothpasta with Liguid Calciurm : I
lechnalogy in a pappenmint EI Replenishing
Tuision Ravoar m‘] White”
- | Fluoride
tgl Toothpaste
g | ilh
| Liquid
o Calciom”
Fechnology

|
i
.|

e ATVRA

A—

| L
LA
Memtadenr v excinrive Thi dewtiri-revommended
ual-g nafegy imgredicnrs cembine re form
relvaven calcium wod phospbate  Ligwid Colriam sobick fils in
mierascapic trevices

Behold the Fountain of Youth

grard againgt fuiure stains

www.FirstRanker.com

© 2007 McGraw-Hill Companies, Inc., McGraw-Hill/Irwin
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Apple Uses a Testimonial

‘My PCwasn't Plug-n-Play
[t was Plug-n-Get-Mad’

www.FirstRanker.com



:l » FirstRanker.com

A Firstranker's choice ) .
www.FirstRanker.com www.FirstRanker.com

Listerine Uses a Slice-of-Life Executic

www.FirstRanker.com
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COPYWRITING

e Copywriting 1s the activity of actually pu
words to paper, particularly main body o
text.
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N\ :
&\ Print Ad Components/ creative

Headline:
Words in the Leading Position of the Ad

Subheads:
Smaller Than the Headline, Larger Than the Copy

Body Copy:
The Main Text Portion of a Print Ad

Visual Elements:
[llustrations Such As Drawings or Photos

Layout:

WAAY
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PRINT AD
<
Tow

YOUR MIND AWAY
aames 162

wil P N W R ROV DMDR, fare B

e . e P e Enwty o P i
BK SUPER SEVEN INCHER  =\sio e il

»‘; )
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OW

YOUR MIND AWAY

i A T ]

~ N Fil your desine bor something long. juicy o fame-griled
wih (o HEW BIK SUPER SEVEN INCHER. Yearn for
mone afber you e T ming bicening burger that comes
wih 3 single bee! paTy, lopped wih Amercan cheess,
erispy oriong and B A 1™ Thick & Hearty Shesk Sauce
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Creative Tactics For Telev

For TV commercials

Audio



:I . FirstRanker.com

Firstranker's choice ) .
www.FirstRanker.com www.FirstRanker.com

\
s\ Production Stages for TV Commerc

All work before actual shootit

Preproduction recording

Production Period of filming, taping, or r

Postproduction » Work after spot 1s filmed or re
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S‘ Preproduction Tasks

Select a director

Preproduction Choose pr
meeting company

Preproduction

Production timetable Bidding

Cost estimation and
timing




:I . FirstRanker.com

Firstranker's choice . .
www.FirstRanker.com www.FirstRanker.com

S‘ Production Tasks

Production

Location versus set @Night/weekend Talent
shoots shoots arrangemen
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S‘ Postproduction Tasks

Editing Processing

Release/

e Sound e
shipping

Postproduction

Audio/v:

Duplicating mixing

Client/agency
approval

Opticals
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Evaluation Guidelines for Creative Output

Consistent with brand’s marketing objectives?
Consistent with brand’s advertising objectives?
Consistent with creative strategy, objectives?

Does it communicate what 1t’s supposed to?

Approach appropriate to target audience?

Communicate clear, convincing message?

Does execution overwhelm the message?

Appropriate to the media environment?
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THANK YOU



