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Types of Media

Figure 2: Types (or Classification) of Advertising Media

How your business communicates to custemers and-potential.customers can help define your brand and vision.
It takes careful planning to create4a suceessful campaign that delivers, the information your customers care
about. Knowing what routes are available to transmit thisinfermation‘¢an aid in your preparation. In this article,
we discuss what types of media are‘and list the @dvantages and @isadvantages of each.

What are the typesof media?

The types of media‘areythe different chanpels throaghavhich information and entertainment reach an audience.
Media often includes theeontent itself as well as the physical device needed to transmit it, such as television
programming and a television. You can divide media into four distinct categories

*Print media: Print media refers,to printed materials, such as books and magazines, that contain words and
images.

*Broadcast \media: ‘Broadcast media includes information transmitted through one of several mass
communication ehanngls, such'as. television and radio.

Internet media: laternet mediadis content distributed online and can include emails and online publications.
*Out-of-home media: Out-of-home media, or OOH, is media that reaches people when they are outside of
their homes, like billbeards.

Factors to consider When selecting types of media

Selecting which type of media your business may use depends on several factors, including:
. Your budget

. Size and nature of your business
. Your product or service
. Media availability

. Your marketing goals



Print media

Here are the different types of print media along with the corresponding advantages and disadvantages of using
them to communicate with customers:

Newspapers
News and other organizations create national, regional (local) or special interest newspapers and often distribute

them daily. They disseminate an extensive amount of information at a low_price to readers. Newspapers can
include several ad types, such as classified ads, display ads and inserts.

Advantages of newspapers

« Large volume of readers: According to surveys conducted by the Pew Researc
indicates that 16% of adults got their news from a daily new;,
+ High frequency: Most national and local newspaper orga
« Inexpensive: Newspapers are usually $3 or less, and vy
subscription.

Disadvantages of newspapers

« Possibility of becoming ruined
brittle.

« Inability to target specific_d : r readers are a diverse population. Ads in
newspapers cannot targ :

Magazines ca . C pusiness-related. Consumer magazines include those focused on
glamour, lifesty at and special interests. Consumer magazines are often printed monthly.
Business magazi i
trade journals and p
basis.

essional publications. Business magazines are typically printed on a monthly or quarterly

Advantages of magazi

« Higher quality physical product: Magazine printers use glossy, higher quality paper than newsprint.

« Targeted lifestyles and demographics: Because magazine readership is segmented by gender, interest or
industry, advertisers can choose the most relevant publications.

« Long period of relevance and usefulness: Magazines contain information and articles that can be useful for
months or years, such as recipes, research and informational pieces.

« High level of reader engagement: Readers are engaged in reading magazine articles, rather than being passive
observers.



Disadvantages of magazines

» Low frequency: Magazine subscriptions often reach readers monthly. Other readers may purchase magazines
inconsistently.

 Expensive: Advertising in magazines can be more expensive than advertising in newspapers.

» Competition: Many magazines have similar audiences, which leads to increased competition for reader
attention and ad space.

Direct or Mail Advertising:

Direct advertising can be defined as: Any form of advertising in which the message is directed to specific
individuals directly by the advertiser. This medium consists of written, printed, or processed message delivered
directly to the selected buyers. This set of media is used to appeal the target market directly.

In practice, it is not suitable for a large number of customers. This type of advertisement is mostly sent
personally, or by post and courier services. In the age of information technology, fax, e-mail, and cell phone
SMS are also famous modes to send direct mail in a limited scale.

Most commonly used methods for direct advertising are:

1. Sales letters: The firm directly sends a written or printed letter to some or all customers. Such letters contain
message, product description, special offers, etc. Sometimes, fully addressed and dully stamped reply envelope
is also sent to get response. Sales letters can be sent to customers using different methods like courier services,
paid persons, or postal services.

2. Fax: Catalogue, invitation, launching of new product or any message can be sent through fax machine.
However, company must know fax number of the receivers. Now, fax is used widely for different purposes.
Words, pictures, tables, charts, symbols, etc., can be sent through fax. It can be used for limited customers, and
is normally applied for industrial products.

3. E-mail: E-mail is relatively new and popular tool for sending message. It is sent to special customers whose
e-mail addresses are available or directly to all the account holders. For example, Hotmail or MSN Messenger
services, G-Mail, Yahoo and many others provide free messenger services. However, advertiser has to pay for
advertising his products.

4. Cards: Cards are used to carry brief messages, acknowledge orders, remind customers, answer enquiries,
update mailing list or to make special offers. Cards may be plain or coloured; multifold or single fold; or may
be in forms of greetings or business letters.

5. Greetings: Very popular means to establish relation with customers. The company maintaining a well-up-to-
date customer database can send greeting cards on different events and occasions. Along with greetings, a brief
message, picture of product or slogan with commercial value can be sent to customers and dealers.

6. Circulars and Leaflets: Mostly, they are typed or printed on one or both sides. They may be in coloured
papers. Circulars and leaflets involve description or special features of products. Many companies send circulars
or leaflets on regular basis.

7. Catalogues, Folders, Booklets and Brochures: They contain necessary information and are sent/offered to
customers. Booklets are widely used by companies selling two- wheelers, refrigerators, television, or other
technical products.

8. Calendars and Diaries: Companies offer calendars or diaries, specially prepared as per their requirements,
free-of-costs to customers and dealers, containing their names, symbols, brand names, slogans or pictures of the
products. Diaries are more informative and expensive compared to calendars.

9. Others: We may include other means used for direct advertisement.

Such means or vehicle include:

i. Data cards, samples, and gifts



ii. SMS — Short Mobile Message through cell phone

iii. House organs like story books, articles, cartoons, jokes, etc.

iv. Pamphlets, etc.

They are in-house sources of information; they are made available to customers at their places (home or
offices). In fact, a large number of media are used for direct advertising. Each of the media has its merits,
demerits, and applicability. We will evaluate these media jointly.

Merits:

(a) It involves a direct and personalized appeal to the customers, and, hence, it is more effective.

(b) Advertiser has more flexibility to adjust with different types of customers and their needs.

(c) Especially, catalogues, booklets, circulars, fliers, broachers, and house organs are effective and have
educative value.

(d) Advertiser has complete control on these media. They can be sent as and when it is desirable to be sent.

(e) It can clearly explain the main features of products with statistical data.

(f) More varieties are available. Advertiser can use different means of direct mail to attract customers’ attention
and to arouse interest.

Demerits:

(a) This method is costlier as advertising message is conveyed personally. It involves both preparation costs and
distribution costs.

(b) It involves a lot of clerical work. Special wing/office should be maintained for the purpose for regular
mailing.

(c) It is applicable when the customers are limited.

(d) Many times, this method results into waste of time, money, and efforts. People really do not have interest in
such mails. They believe that direct mail is just to promote sales.

(e) It is meaningful only if customers are able to read and understand.

(f) Virtually, personalized appeal is difficult as the company doesn’t have complete information of its buyers.
(g) Most people perceive e-mail, SMS, business letters, etc., as the nuisance. They hold negative attitudes
toward those companies excessively practice this route for commercial ads. Some of these tools have more
nuisance value than commercial value.

Broadcast media

Here are the different types of broadcast media along with the corresponding advantages and disadvantages:
Television

Television provides audiences with audio and visual stimuli to deliver information and entertainment.
Advantages of television

« High viewership rates: Millions of viewers watch popular television shows or live events, like sports.

 Ads appear automatically: Viewers see ads without making any extra effort.

« Highly targeted to key demographics: Advertisers can use market research for time blocks, channel and type
of program to target their desired audience.

« Flexibility: Television advertising allows for creative, emotional or shocking methods for gaining viewer
attention.

Disadvantages of television

« High cost: Television ads, especially those during popular shows and events, are expensive.

 Channel changing or fast-forwarding: Viewers have the option to skip your ad.

 Limited viewer attention: Viewers may experience distractions that prevent them from paying attention to
your ad.



« Short ad lifespan: Television ads are typically 15, 30 or 60 seconds long.

Radio

Radio offers listeners audio programming, including music, news and podcasts.

Advantages of radio

» Low cost: Radio advertisements are typically cheaper than television ads.

* Flexibility: Advertisers can target listeners based on time, geographic location, channel and program.

* Vast coverage: Radio programming has millions of listeners nationwide.

« Ability to reach low-income audiences: Many populations that may not have access to other mediums usually
have radio access.

Disadvantages of radio

 Channel changing or fast-forwarding: Listeners may not pay attention to your ad.

« Short ad lifespan: Radio ads are typically 15, 30 or 60 seconds long.

« Less retention due to multiple ads airing consecutively: Radio ads appear in blocks, which could detract from
listener retention.

* No visual elements: Relying only on audio content may diminish listener retention and response.

Movies

Movies provide opportunities for advertisers to incorporate their products outside of a traditional advertisement.
The characters may mention or use a specific product due to an advertising deal between the movie studio and
the company selling the product. For instance, many movies incorporate product placement of certain car or
truck brands. Additionally, movie theaters often run ads just before showing a film.

Advantages of movie advertising

« Vast reach: Movie attendance, on average, includes over 1 billion viewers annually.

« Engaged audience: Moviegoers expect to pay attention.

« Capitalizing on the experience: Going to the movies provides a unique collective, emotional experience that
advertisers can take advantage of.

« Limited distractions: Generally, movie theaters are free of loud noise, visual distractions and background
interruptions.

« Targeted geographic and age demographics: Advertisers can use market research to target audiences of certain
movies by gender, age and interests.

Disadvantages of movie advertising

«Low recall of ads or products: When products are placed in movies—or ads during the pre-show—they may be
harder to remember.

*High cost: Movie cinema ads are expensive compared to print media ads.

«Low frequency: Audiences may not see movies as frequently at a cinema due to increased costs and
competition from streaming services.

Internet

Internet media refers to audio and visual content transmitted online. It can include words, images, graphics and
interactive elements. Here are some different types of internet media along with the corresponding advantages
and disadvantages:

Email

Companies use email messages to reach customers quickly and directly.
Advantages of email

* Inexpensive: Sending and receiving a basic email is free.
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» Easy to create: You can write an email to customers with a few simple lines. Several email marketing
programs provide email templates and free images.

* Less research: Often, you won't need to do extensive research for customer email addresses as customers
provide them frequently at points of sale.

Disadvantages of email

* Low click-through rates: While many people may open your email, far fewer will click links to visit your site.
» Competition: Many companies use email marketing campaigns. Additionally, some email servers are
identifying and filtering marketing emails.

» May feel intrusive to consumers: Customers may not remember providing their email address to you or
accepting an agreement to receive emails. Be sure your email includes a link to unsubscribe from future emails.
Social media

Social media is a crucial component of many companies' marketing plans because of its popularity and
longevity.

Advantages of social media

« Large audience: Billions of people use social media worldwide.

» Highly targeted ads: Companies can use the large amounts of data collected on users, like habits, purchase
history and friends.

« Can be inexpensive: Using social media organically to post and interact with customers can be free or very
inexpensive.

« Interactive: Social media posts can have interactive capabilities for viewers, increasing engagement.

« Direct connection to consumers: Companies can use social media to speak directly to consumers in real time.
» Large amount of performance evaluation data available: Advertisers can use a number of programs to
monitor, track and report on social media ad performance.

Disadvantages of social media

« Competition: Other companies seeking to reach your same audience may compete for the same ad space.

« User research can become expensive: The more in-depth your research, the more expensive it will be.

« Can feel intrusive to consumers: Customers may feel a lack of privacy when viewing highly targeted ads.

« Potential for negative comments: Open comments sections may include negative posts.

« Time-consuming: Building a brand and using social media effectively requires frequency, consistency and a
high level of responsiveness to gain followers.

Out-of-home media

Out-of-home (OOH) media reaches consumers where they spend their time outside, including city streets,
highways and transit stations. The following are types of OOH media along with the corresponding advantages
and disadvantages:

Billboards and outdoor signs

Billboards and outdoor signs may appear along busy streets, recreation centers, city sidewalks and retail centers.
Advantages of billboards and outdoor signs

Wide reach: In high-density areas, hundreds or thousands of people may see your ads.

Inexpensive: Billboards and posters are cheaper than many other forms of advertising.

Frequency: People who travel the same route or frequent the same locations see your ads regularly.

Impactful messaging: Advertisers can use the small amount of space on a billboard or sign to create powerful
statements that attract attention.

Disadvantages of billboards and outdoor signs

« Limited audience targeting: The audience for outdoor advertising is often less targeted, as advertisers cannot
filter for demographics.

» Low response rate: While billboards and posters can remind consumers of your brand, they may rarely lead to
action.
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 Audience desensitization: If consumers see your ads daily for months, they may become desensitized to the
message.

Transit station ads

You can find OOH media in bus stations, subway stations, train stations and airports where there is always a lot
of foot traffic. The advantages and disadvantages of these types of ads are similar to billboards and outdoor
signs.

Advantages of transit station ads

*Wide reach

*Inexpensive

sImpactful messaging

Disadvantages of transit station ads

« Limited audience targeting

* Low response rate

« Performance difficult to measure

Other Media:

Apart from the media discussed in above part, there are various media frequently use for advertising the
products.

Most widely used common advertising media are:

1. Window Display

2. Product Package

3. Counter Display

4. Special Display and Shows

5. Showrooms

6. Trade Fair and Exhibition, etc.

Media Planning

Media Planning — Intreduction

Media planning refers to an analytical method for making media decisions, and describes the process of taking
the message acress to the target audience at/the right time and place, and using the right media vehicle.

As we know by ‘nows,media planners workdin close cooperation with the creative people. The creative execution
often decidesithe direction,of mediaplaaning. Conversely, media planning also shapes the creative execution.
Media Plan is'derived from advertising plan. Advertising plan itself, in its turn, is derived from the marketing
plan. Marketing ‘plan considersithéitotal marketing environment and sets the marketing objectives.

To realise these objéctives, we formulate marketing strategies. There is an action plan to implement these
strategies. Advertising\plan is derived from marketing plan, and lays down promotional strategy as a part of the
marketing strategy.

We also set before us adwvertising objectives in terms of sales and communications. To realise these objectives,
advertising plan formulates the advertising strategy. Advertising strategy is in other words the message strategy
and decides what to say.

This strategy is executed by art directors by selecting proper production values. It is called creative strategy or
execution. The whole advertising plan is to be implemented to a predetermined cost — the advertising budget.
Our media plan is derived from the advertising plan. It sets the media objectives. The objectives are realised
through media strategies. We have to select media vehicles and a media schedule.
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Media planning is the series of decisions involved in delivering the promotional message to the prospective
consumers. It is the process of directing the advertising message to the target audience by using the appropriate
channel at the proper time and place.

The planning should concentrate on:

i. Whom to reach,

ii. When and where to reach,

iii. The total target group,

iv. The frequency of exposure,

v. The affordable cost involvement.

After rationalisation of all the above issues, decisions are taken to formulate“the media plan. Media planning
involves the coordination of three levels of strategy development — &) Marketing)Strategy, b) Advertising
Strategy, c) Media Strategy. Based on the marketing strategy, the advertising strategy and media strategy are
generated.

The media strategy involves the interrelated activities like — (i) selecting the tafget audiencey (ii) specifying
media objectives, (iii) selecting media and vehicles, and (iv)Jbuying media.

Media Planning — Meaning

The media planning marks on the best way to get the advertiser’simessage to the market. Generally, the goal of
the media planning is to find that combination{of media that allowsthe marketer to communicate the message in
the most effective manner to the largest number of potential,customers at thedlowest cost.

It is a document laying out objectives, strategy, tactics, resouree,allogation, and media schedule and media mix
to be used in reaching a targeted audiénce.

The series of decisions concernedfin deliveringythe promotional message, to the prospective purchasers and/or
users of the product or brand is callethas Media Planning. [ty process, of making a number of decisions each
of which may be altered or abandoned:@s,the plan develeps.

It comprises of media plangbrief, understanding budgets,ygoals and market scenario, target audience analysis
using research-driven tools, and different media sites and ad. It determines how advertising time and space in
various media will b& used to achieve the advertising objectives and marketing objectives of the company.

The basic goal of media planning is 1@ find oUt thatfecombination of media which enables the advertiser to
communicate the ad-message in the most'effective manner at lowest cost.

Media planning assists in eontrolling wasteful advertising. It ensures die optimum-utilisation of resources spent
on advertising.sln media plan, media objectives are decided keeping in view the advertising objectives of the
organisation.\Mediapplan specifiesnmediasstrategies. Media strategy means plans of action designed to attain
media objectives.

Therefore, deciding media objectives,“media strategies, selecting of media, selection of appropriate media-mix,
deciding media-scheduding, ete., is,known as media-planning. It also involves monitoring media performance
(follow up) and review of media plan.

Media Planning —Definitions

The definition of media‘planning given by some philosophers is:

Wells Burnett defines ‘Media Planning’ as, “Media planning is a decision process regarding use of advertising
time and space to assist in the achievement of marketing objectives.”

S.W. Dunn holds, “Media planning is the process of determining how to use time and space of media to achieve
advertising objectives.”

Fryburger opines, “Media planning involves selecting appropriate media for carrying advertising message to
target audience and deciding how much to spend on each media and scheduling (deciding the time) when the
advertisement is to run.”
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George EL Belch opines, “Media-planning is the series of decisions involved in delivering die promotional
message in the most effective manner to the largest number of potential customers at lowest cost.”

Media planning includes the answer to following 5 Ws:

1. Which — Which media is to be picked for communicating with our target audience? i.e., identifying suitable
media-mix.

2. When — When the ad is to be issued? i.e., deciding month, day, time of ad.

3. What — What type of message should be communicated? i.e., the message is informative or demonstrative in
nature.

4. Whom — Whom does a marketer want to reach? i.e., identifying target audience(petential customers).

5. Where — Where are potential customers located? i.e., identifying geographical area.

Factors Affecting Media Planning

Media planning includes various decisions which are taken, in delivering the promotional /message to the
prospective customers. It helps the advertiser to determine theybest way to deliver its message to its target
audience. The basic goal of media-plan is to select the suitable ‘media, to fiad their optimium eombination and
thus enable the advertiser to communicate his message in most “effective“manner to the largest number of
potential customers at lowest possible cost.

Following are the factors affecting media planning:

Factor # 1. Nature of Product:

Product to be advertised can be industrial/technicalfpreducti@rieonsumer product. Industrial/technical products
can better be advertised in specifie trade= journals/magazines.“Consumer products can be better advertised
through mass media such as television, newspaper, outdo@riadvertising ete. Similarly, products for farmers like
fertilizers, seeds etc. can be advertisethin T.V., fadio, wall painting, etc.

Factor # 2. Nature of Customers:

An appropriate media plansmust,considerithe type or number of consumers, for whom advertising is to be done.
Different consumers differ in their age-grouphsex, income, personality, educational level, attitude etc. On the
basis of consumeg traits, consumer sgroups. can be< men, women, children, young, old, professional,
businessmen, high ineeme group, middle-income‘group, low-income group, Literate, illiterate, etc.

Some of the consumer traits,affecting media'selectionare described below:

(a) Age —For advertising for kids-products; television is the best for communicating message. In T.V. ad can be
given in cartaomchannels. Iftarget audienge is young then television, magazines, internet is suitable. If target
audience consists‘offeld age-group,then newspaper, television will be good choice.

(b) Level of Education®, If target-audience is highly educated, then advertisement should be given in
magazines, national newspapers, internet, television etc. If target audiences are less educated as in rural area
then local newspapersqprintedin local languages, T.V. etc. are suitable. If audiences are illiterate, then print-
media is not suitable. Here broadcast media is a good choice.

(c) Number of Custamers — If number of target customers is more, then mass-media like television, newspaper
will be suitable. If number of target customers is less, then direct mail- media, tele-advertising (advertising
through telephone) are suitable.

Factor # 3. Distribution of Product:

If the product is to be distributed locally or regionally, then media with local coverage and reach should be
considered like local newspaper, cable-network, etc. If product is distributed on national level, then media with
national coverage like national dailies (newspaper), national-level T.V. channels will be suitable. If the product
is to be sold at international level, then media having reach and circulation in foreign countries will be effective
e.g. internet, magazines with circulation in foreign countries, T.V. channels having international coverage like
B.B.C., CNN should be considered.

Factor # 4. Advertising Objectives:
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The main objective of every advertising campaign is to get favourable response from customer, but the specific
objectives can be different. If the objectives of advertising campaign are to get immediate result then fast media
of communication like newspapers, banners, pamphlets will be considered. If the objective of advertising is to
build corporate-goodwill and brand-equity, then magazines, television, neon signboards will be considered.
Factor # 5. Nature of Message:

If advertising message is informative in nature, then newspaper will be suitable. If ad- message is to persuade
consumers, and potential consumers need to be given emotional-appeal, rational-appeal, demonstration of
product, then television media will be suitable for advertising. If ad-message is to inform the potential
customers of sale-promotion schemes, discount offers, exchange offer, festival.offers, then it can be advertised
through posters, banners, newspaper-inserts and newspapers, etc.

Factor # 6. Size of Ad-Budget:

If amount of advertisement budget is more, then costly media like televisian, national dailies can be selected. If
amount of ad-budget is less, then low cost media like posters, banners, cable- networkylocal newspaper,
pamphlets will be suitable.

Factor # 7. Media Used by Competitors:

While planning for media the advertiser must consider the media used by competitors and leaders of that
industry. If advertiser does not consider competitor’s move ‘tegarding media, then’it is possible that advertiser’s
market share is taken by competition. If industry-leader is using“T:\/. as media, then the“advertiser too must
consider the same media. The advertiser must have a close watehen media-strategies and ad-budget of
competitors. However, competitor’s strategieséShould not be followed blindly, as it is possible that decision of
competitor is wrong.

Factor # 8. Media Availability:

Sometimes it is possible that desired spaee for advertisements,in print media is booked by some other
advertisers and hence not available. For example, advertiser wants:to issue an advertisement on front page of
newspaper or on the cover-page of any magazine, but this space is already booked by some other advertiser,
then this media is not available to theadvertiser.

So the advertiser will have to plan for‘some other media or hetwill have to change timing of advertisement.
Similarly if an advertisement IS toybe issued on television during a particular programme, then it is possible that
it may have been baoked/sponsored by other adyvertisers. So media-availability must be considered for media
planning.

Factor # 9. Media Reachhand Coverage:

Such media should be selected as has wide reach and can cover our target customers. If the advertiser has two
available émedia, involving Same, cost, thenmedia with more reach and coverage of our target audience will be
selected. Media reéach means totahcirculation/viewership of media in a given period of time, (say, one day). If
ad is given on 1.V ‘thenexpected-audience size of that T.V. programme in which ad is issued, in a given period
of time is calledyits reach. Itymeasures the number of persons who are exposed at least once to this media in a
specific period of time.

For example, if advertisement i1Sssued on newspaper, then number of copies circulated in a given period of
time (say, a day) will be called its reach. Media- coverage means number of advertiser’s target customers
exposed to media in aspecific time- period.

It is possible that reach ©f a media is large, but its coverage for advertiser is poor, i.e. the media has wide
circulation, but it is not popular among the target customers of advertiser. So such media is not of much use to
the advertiser. The advertiser should select that media whose reach and coverage, both are large. For improving
coverage of target customers, advertisers generally use combination of media (media-mix).

Factor # 10. Media Frequency:

Media frequency refers to average number of times, the audience is exposed to media- vehicle in a specified
period of time. Higher media-frequency is preferred. Greater the frequency, more are the chances of
advertisement message making deep impression on the minds of consumers. In case of print media, frequency
of newspaper is very less as the receiver is not exposed to the same newspaper for a long period of time.
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On the next day he will be getting the new newspaper and old newspaper will be discarded the same day. In
case of magazine, media-frequency is more as same magazine may be opened by audience many a time, as he
will get the next issue of magazine after a month, a fortnight or after a week. Higher frequency will create better
impressions on target audience. So, media with higher frequency should be selected.

Factor # 11. Media Image:

Some media-vehicles enjoy better image in comparison to other media vehicles. Media- image enhances the
communication value of advertisement. Good reputation of editorial board and well established media enjoy
better image among public, so advertisements given in such media enhance the credibility and trust of
advertisements. So media with good image should be selected. Media image_also affects the product image and
advertiser’s image. So, we should not select media with bad image.

Factor # 12. Media Discount:

Sometimes some media offer attractive discount schemes. The advertisers consider these discount schemes
while selecting media as it reduces their media cost. Sometimes some advertisers use only'@ne medium or one
class of media regularly so as to get media discount offered by media to their regular users.

Factor # 13. Language:

The advertiser selects that media which communicates in the language well known to our target customers. Like
if ad is given for less educated customers, then ad in English.newspaper will befof little use.

Media Planning — Importance

Media planning helps the advertiser in selectingimest-appropriate media, media mix, and in deciding time and
space in various media so that available resources cambe utilized in‘an optimum manner. Media planning helps
to control wasteful advertising. In thefabsence,of media planning the,advertiser may select inappropriate media,
or may issue the advertisement at‘the"wrong time and thus,the advertisSing message may not reach the largest
audience. It will result in wasteful adwvertising.

The importance of media-planning is.described below:

1. Optimum Utilisation of.Reseurces:

Advertising involves duge“cost. Through“media planning, the advertiser can use available resources in an
optimum manner. Ia‘media planning, sich combination of media is selected and such time is selected, that helps
the advertiser in communicating the advertising message to largest number of target audience at lowest possible
cost. In the absence ofimedia planning; the advertiser may select costly media which may not have good
coverage ofitarget audience,

2. Helps in Achieving Advertising Objectivgs:

Media planiis, a“part,of overall*adwvertising plan. Media planning is designed so as to achieve marketing and
advertising olgjectives.ofithe organisation. Media planning includes all such decisions like selecting appropriate
media, appropriate media mix and deciding the scheduling of advertisement. All these decisions help the
organization in achieving advertising objectives, i.e. to communicate the message to target audience and thus to
promote sales.

3. Selection of Appropriate Media:

In media planning, different media are compared on the basis of cost per reader, cost per viewer, media-image,
media-coverage, mediasrating etc. While selecting media the advertiser ensures that selected media matches
with the features of target audience.

For example, if our target audience are teenagers, then television will be appropriate media; if target audience
are literate, then print-media can be selected; if target audience is a specific professional group, then
professional journals and magazines will be appropriate media. Media planning also ensures that selected media
is as per the message requirements e.g. if message involves demonstration, the media with audio-visual effects
(viz. T.V.) will be selected.

4. Selection of Optimum Media Mix:
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Media planning helps to select optimum media mix. Using different media combination ensures wide and
intensive coverage of target audience. It improves the chances of achieving advertising objectives. A single
media may not ensure communication with all the target audience. A well planned media mix ensures wide
coverage of target audience at minimum cost.

5. Helps in Allocating Advertising Budget:

Media planning helps to decide the amount to be spent on different media. It helps the advertising manager in
allocating the ad-budget among different media types/media vehicles. Media plan decides the optimum media
mix; this helps the advertising manager in allocating the total ad-budget on different media in a scientific
manner.

6. Ensures Appropriate Timing of Advertising:

Advertising can ensure best results only when ads are shown at the right time. Media planning includes media
scheduling i.e. it decides the time and space of advertisement in media. 1t decides the month, day and time of
advertisement. It ensures that advertisement is shown more frequently in seasonal months and, less frequently in
off-season months. It also ensures that advertisement is shown at that time when{mere target audience can be
contacted e.qg. if ad is for school going Kids, it is not shown in,the morning or before noon time.

7. Helps in Controlling:

In media plan some standards of performance are fixed. These'standards are with regard _tes€overage of target
audience. Such standards help the management in evaluating\the effectivenéss of media, 1.e-"actual coverage is
in accordance with the standards or not. If coverage is less than,standard, then it points to the inefficiency of
media. So in future, advertising manager ca think of some other media, type/media vehicle. Or take other
necessary action. Thus, media planning helps iniexercising controlfover media:

Steps involved in the MediafPlanning Proeess

Following are the steps which arednvelved inimedia planning are:

Step # 1. Market Analysis:

Every media plan begins with the market analysis of environmental analysis. Complete review of internal and
external factors is requireddesbe done.

At this stage media planners-tryto identify answers of the fallowing questions:

i. Identification of the Target Audience:

Which is the audiencenfor our product?sThis happenS to be the most important consideration in the media
decisions. We first examine, our market plans and advertising plans. These provide us details about the audience
for our product.

Detailed studies,of our audience, can be made. We can describe our audience in terms of age, religion, sex,
education —these are,demographic eharacteristics. We can describe it in terms of their income and occupation.
Audience can also be described in_psychographic terms — activities, interests, opinions forming a lifestyle,
personality traitsy brand preferences. ‘After having a complete picture of our target audience, we undertake the
study of the media’s readershipiniterms of demographic, economic and psychographic terms.

Agencies conduct'their own media‘research. Even media itself provides a demographic profile of their readers.
There are readership surveys to guide us. We have to select those media vehicles whose demographic profile
matches the target audience of our product. We can target our product to a segment of the market.

Then we have to select that media vehicle which reaches this segment. We may have to use another media
vehicle to reach some other segment. It should, however, be seen that a united image is projected and
consistency of message is maintained through different media mix.

The target audience can be classified in terms of age, sex, income, occupation and other variables. The
classification of target audience helps media planner to understand the media consumption habit, and
accordingly choose the most appropriate media or media mix. Different customers differ with regard to age,
income, education level, personality, attitude etc. If target audience or customers are educated and young, print
media and T.V., can be selected. If number of target customers is more, then mass-media like, T.V.,
Newspapers will be suitable.
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ii. Study of Factors Affecting Media Planning:

There are various factors which affect media planning.

While making media planning, the media-planner must consider these factors which are described as follows:
(a) Internal Factors — Internal factors are those factors which are directly related to company like size of
company, advertising budget, size of organization, distribution strategy of organization, potential market area
etc. Advertising budget is very important factor, while selecting media planning. If size of ad-budget is more,
then costly media like T.V. can be selected. If size of ad budget is small, the cheap media will be selected.

(b) External Factors — External factors includes media coverage, media image, media adopted by competitors
etc. while selecting the media, the advertiser must consider the media selected by competitors and leaders of
that industry. Along with cost of various media should be compared.

iii. Identifying the Geographical Area:

Total geographical area of target market is identified. Those areas, wheréithe sale of the company’s product is
more, are identified. For low potential market area, smaller advertising budget is allocatedsThe geographical
area also includes whether advertising should be done at local level or national levél or international level.

Step # 2. Message Distribution:

The first step in the setting up of objectives was the definition of the target audience. The/next step is the
distribution of message to this audience. The number of messagesiand the freguency of their@ppearance matter
a lot.

We have to decide whether a single message is sufficient or there 'should be several repetitions of the same.
These lead us to the concepts of reach and freq@deney, which are t@ be balaneed.

The overall constraint on both these conceptstisithe advertisingtbudget. Ve, also have to calculate the total
message weight of the campaign.

i. Reach:

Reach indicates a percentage of target audience who isiexposed atileastionce in a given period to a particular
media vehicle. It does not matter how,many times they actually see or hear the ad message.

We concentrate on one exposure only. Thus, if 3;000eut of atarget audience of 10,000 teenagers tune into the
FM radio one or more times during a menththe reachis 30 per cent, i.e., 3,000 divided by 10,000.

Though reach measuresfexposurenit does not actually measure those who have noticed a particular ad. The
objective of reachingf30'p.c. of targetiaudience is based on the people who tune in radio FM, irrespective of the
fact whether these people have taken cegnizance ofoursad.

It is a term that is used fer all media (print, TV, ¥adio) and indicates the number of people who are actually
exposed to the medium ina given period whieh is normally linked to the periodicity of the medium.

While de€iding, about the reach, the time period selected is either four weeks or corresponds to the purchase
cycle of the produet.

ii. Frequency:

Frequency indicates the“number of times people in the target audience are exposed to a media vehicle during a
given period of time. Average frequency gives the average number of times people or households in our target
audience are exposedqo a media vehicle.

In our example, wereach 3,000 people 4% times on an average. It does not necessarily mean that everyone has
4.5 exposures. It is just an average.

Generally, a single exposure may not work either in creating an awareness or provoking someone to buy. The
more the exposures, the Better the impact. Besides, more exposures make us rise above the competitive noise. It
is good to plan how many we would like our audience to see the message in a given medium.

While introducing a new product more frequency. When the ad size is small, we need more frequency. When
the message is complex, we need more frequency. Higher frequency helps us stand out in the clutter.

We have to decide the effective frequency-it is not frequency which is needed to communicate effectively with
the target audience. It is a difficult thing to settle. There can be a minimum frequency and maximum frequency
to be effective.

Lesser frequency makes the communication ineffective. Higher frequency may be a waste of ad resources.
There can be also ad fatigue if there are too many repetitions.
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While we talk of effective frequency to set the least number of exposures needed, we also consider effective
reach to indicate the percentage of the target audience exposed to the ad, some minimum number of times or
more. This adds the dimension of repetition to the concept of reach and frequency.

Greater reach and frequency stretches the media budget. It is necessary to optimise both reach and frequency.
Balancing is difficult especially when two or more ads are being employed or two or more media are being
used. We have, therefore, to consider the message weight of the entire media plan.

iii. Message Weight:

The sum of the reach number of specific media vehicles in a given media plan gives the message weight. Here,
while summing the reach, duplication or overlapping is ignored. Message weight is expressed in terms of gross
impressions or gross rating points (GRP).

Gross impressions are a summation of exposures of the target audience to media vehieles in a media plan. Each
exposure is counted as one impression. Suppose an advertiser puts advertisements on a programme of a TV
channel viewed five times by 6,000 people in the target audience and seven times by 6,000 people in a four
weeks period.

Also suppose during the same four weeks period, the ad is put on another programme of a second TV channel
viewed 3 times by 3,000 people in the target audience, the grassyimpressions would be —

The first group receives 30,000 impressions, the second group feceives 42,000 Impressions.and the third group
receives 9,000 impressions. Thus, in all 81,000 impressions,are received during a four“weeks period. As
duplication is ignored between the media vehicles while summing, up the,impressions, we use the term gross.
For a mass media like a TV channel, messagedweight is expressedhin grass,rating points (GRPSs). It is a sum of
the rating points of all programmes in the TV media‘plan. One rating point Indicates one per cent of the target
audience. GRPs of the entire media plan are given'gys-

In the example given for gross impressions;, the total target ‘audience was 20,000. The audience reached was
15,000. In other words, it was 75 ger cent.“The average frequency“was (81,000 + 15,000) = 5.4. So the GRPs
would be —

GRPs for TV are calculated generally fer a weekioriaamont/tTelevision Rating Points in (TRPs) are available
in India calculated on the basis of the panel method. The ultimate business of TV is to deliver the eyeballs. It is
obviously an issue of audience share. Gross ImpressionsIn print media are counted for every ad in every media
vehicle used during the whole campaign.

There should be antattempt in the media objectives ta' balance the reach and frequency. There should be an
appropriate message welight at the same time. This will help us realise our advertising plan. To face a heavy
competitive campaign, weshould have greater frequency to ensure the repetition of the message.

It is not sO IMportant to have awider reach. While advertising an innovation, a greater reach is preferred to a
greater frequency.ilt is also impaortant to have a large message weight. Once the media objectives are set, we are
ready to develop strategies to realise them.

Step # 3. Selecting Suitable;Media:

For selecting apprepriate’ mediandifferent media are compared on the basis of cost per reader, cost per viewer,
media-image, etc. While selecting media, the advertiser should ensure that media matches with features of
target audience. The Selected media should match with message-requirements, e.g. If message involves
demonstration, then media with audio visual effects will be selected. While selecting suitable media, availability
of media should also Beskept in mind. It is possible that a particular media suits our requirements, but it is
already booked, so some“other media will have to be selected.

Step # 4. Selecting Optimum Media-Mix:

If the advertiser feels that no single media is sufficient in itself in achieving advertising objectives then different
media can be used in combination and their optimum mix is decided by the advertiser. By combining different
media, advertiser can increase coverage and improve the chances of achieving advertising goals. Overall ad-
budget also influences the ration of different elements of media mix.

For example, to achieve advertising objectives and after considering advertising budget, the advertiser may
decide a mix of 45% television, 20% newspaper, 10% magazine, 15% outdoor media and 10% internet media.
Different advertisers may decide different media-mix depending upon their requirements, but media-mix should
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be such that advertiser can communicate advertising-message to the target audience most effectively and at
lowest possible cost.

Step # 5. Selecting Suitable Media Vehicle within Each Selected Media:

After selecting media, appropriate media vehicles are to be selected. For example, after deciding that
advertising is to be done through newspaper, it is decided that in which newspaper it is be done-whether
through Indian Express, Tribune, or Hindustan Times, etc.

If it is decided that advertising is to be done through magazine, then out of various magazines, appropriate
magazine/magazines are selected. If advertising is to be done through television, then it is decided that at which
T.V. channel or in which T.V. programme advertisement is to be given. Suitable media vehicles are selected to
attain media objectives.

Step # 6. Media Scheduling:

In media scheduling, decisions regarding date or time when these advertisements are to be shown are taken. In
media-scheduling, time-gap in two advertisements is also decided. Purpose of media-scheduling is to issue
advertisements at appropriate time with appropriate frequency so that target audience can be contacted at
minimum advertising cost.

It helps to control wasteful advertising expenses. If advertisement is related to product/to be used by
school/college going children, then it is better to show: the advertisement In the evening time in T.V.
programmes. If the product is of seasonal nature, then ad should be shown more frequently“inthe season period
and less frequently in the off season period.

Step # 7. Executing Advertising Programmes

After selecting media and deciding its schedule, advertising department is‘given the task of designing suitable
advertising copy and executing it in the selectedymediaiySome’ companies yassign this task of designing
advertising to professional advertisingsageneies.

Step # 8. Follow-Up and Evaluation:

After implementing advertising ‘programme, \advertiser evaluates its effectiveness to know whether media
objectives have been achieved, whethernmedia-plan‘has contributed in achieving overall advertising-objectives.
Answers to these questions_help the advertiser to know, successyor failure of media strategy. If our media
strategy is not effectivegithen corrective actions will be taken for future media planning, so that in future, better
media-plans can be made.

Implementation of the Media Plan:

The media strategy needs‘approval of bothithe agencyand the client. After this, it is put into action.

A media plamhas the followmgicomponents:

(i) Media objectives

(ii) Situationabanalysis

(iii) Media strategy

(iv) Media schedule anddudget.

The agency can summarise the whgle plan in an overview. An alternative media plan can be developed. Media
plan facilitates the implementation of the media strategy. Maybe, an advertiser uses several agencies for
different products. Media buying is then assigned to an Agency of Record (AOR).

AOR buys all the space, and time for the client by doing negotiations with the media. Media buyers are
important even when there is no AOR. They actually implement the media plan. They take advantage of media
offers. They see that the ads are run as per schedule.

Main Problems (With Some Other Challenges Faced in Media Planning)

Media planning is a complex task and it requires a lot of skill. Media planning requires lot of information about
market, target customers, various media, etc. Moreover, data used in media planning like cost per reader, cost
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per viewer, media rating is continuously changing. Selection of media, media mix, media scheduling etc.
involves various difficulties.

The main problems in media planning are as follows:

1. Insufficient Information:

Media planning requires lot of information regarding nature of target customers like their age, education level,
their geographical concentration, their size, etc. It also needs information about competitors, media strategies of
competitors; information about media like their rates, Image, rating etc. Collecting all such information is a
tedious job. Sampling technique is used for collecting all such information. If this information is not sufficient
or is incorrect then whole process of media planning will fail.

2. Time Pressure:

Sometimes environment changes are sudden and quick. These sudden/changes fequire immediate decisions
regarding advertisements. In such case, media planning decisions are made without proper analysis of various
factors affecting media planning e.g. change in media strategies of our immediate €empetitor requires
immediate counter media strategies. It exerts a lot of time pressure on media-planners, to take guick decisions.
So decisions taken in a hurry may be wrong.

It is difficult to assess the effectiveness of a particular media fonconveying relevant message through the media.
The reach of the media to the target audience cannot 1e\, measured accurately. The_siady regarding the
readership or exposure to the viewers are conducted only for, a“limited period and the“limited study cannot
reflect the total effect of exposure; through a medium.

3. Difficulty in Audience Measurement:

Audience measurement here refers to number<of,persens who are,exposedyto a particular media. It is very
difficult to measure the number of audience of any media especially\broadcastumedia. For example, it is very
difficult to ascertain how many persons wateh a particular television pregramme. If the number of viewers of a
media is ascertained, even then it istvery difficult to ascertain the numbenof target audience out of total number
of viewers. Audience measurements,are a key element in‘selecting media. In the absence of this information,
media planning may be wrong.

4. Difficulty in Cost Comparison:

While evaluating the relative effeetiveness of different media, cost comparison of different media is done. But
cost of different media IS availablecomydifferentybasis. Like in case of print media, cost per word or per square
centimetre is knownj; In, case of broadeast, media, eost per second is known, in case of outdoor media, cost per
sign board/sky balloon;ete. is known. Al these costs are on different basis. Hence, cost comparison of different
media is very difficult. In‘the,absence of proper cost comparison, selection of appropriate media is difficult.

5. Changing Ervironment Factors:

Media planning isya continuous process. /Data used in media planning is affected by external environment
factors, these :environment factors mayfchange at any time. For example, if at present a particular T.V.
programme is\Very populam, but soen its popularity may decline with the launch of another popular T.V.
programme at theisame dime“in another T.V. channel. So the viewership of first T.\VV. programme may decline.
Similarly, other ‘envifropment factors viz. competitors’ media strategy may change. These fast changing
environment factors may render the media planning less effective.

6. Media Decisions Based on Guess Work:

All media decisions are pot quantitatively determined. Many media decisions are based on judgment of ad-
manager e.g. mangers have to make guess regarding image of a particular media in the market. Sometimes these
guess works are made without adequate analysis. So these guess works may be wrong.

7. Inadequate Expertise:

The work of media planning requires the services of talented, experienced and skilled ad- mangers. If the ad-
manager does not have sufficient exposure, knowledge, experience, talent then media decisions may go wrong.
8. Confusions Regarding Different Terminologies:

Different terms are used for measuring different forms of media. It is difficult to measure the total effect of the
advertisements, focused through different media. For example, in print media the effectiveness is calculated on
the basis of cost to reach a thousand people i.e., cost per thousand or CPM.
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In broadcast media like TV or radio, the effectiveness is calculated on the basis of cost per ratings point or
CPRP. But the media planner should be interested to know the reach and the coverage of a particular medium to
assess the ultimate effectiveness of the exposures.

9. Immediate Action:

Considering certain pressures, the advertiser sometimes may be compelled to release advertisements, through
different media, without any proper media planning. Some situations like, in case of any important urgent
announcement, any particular offer for a very limited period, to take advantage of certain eventualities etc. may
inspire or compel the advertisers to release the advertisements through different media without proper planning.

Some Other Challenges to Media Planning:

Media planner’s assignment is just as critical as creative directors as he is responsible for millions of
rupees/dollars spent by the client or the marketer. As complexity of the field increases,imedia,decisions become
more critical and the clients more demanding. Planners have to be more accountable and inform the marketer
about all possible media options to be executed. There aregsome reasons for media planning becoming more
challenging and complicated than what it was a few years lefore.

1. Increasing Media Options Increases Audience Fragmentation:

In the modern era, many media are available to choose from and‘each offers more choices. There were times
when advertisers could ensure a big audience by simply advertising.om, Radio or TV. Today it is difficult to
reach a big audience even though people spend mere hours withimedia than ever before because there is too
much to keep track of and too many things to explore. B\ is fragmented intowmetwork, syndicated, local and on
demand, as well as cable.

Specialized magazines aim at all possible audience andybusinessisegment. National magazines publish articles
for particular regions or demographic groups. Finally), internet’ has)brought many new media options.
Companies spend a sizeable budget,on specialized communications fike direct marketing, sales promotion,
personal selling, public relations etc. Bhe proliferation of toll free numbers, e-mail, websites and now social
media makes it easy and cost effective 10 facilitate consumer feedback. Media is no longer planned and bought,
it is created and aggregated and even partnered.

2. Cost of Reaching Audtence is Inereasing:

People can cope with only a limited number of‘'messages, so the media have to restrict the number of acts they
sell. As a result, the castief reaching target,audience IS increasing for almost all media. Increasing costs make
media planning more challenging than even before, and especially for the small budget advertisers.

3. Increasing €ompletion:

Competitive envirenment has completely /€hanged the structure of advertising business. In the older times,
independentfikms Bought advertising,space and time at lower bulk rates and then sold it at higher bulk rate or
for a handlingieemmission te, advertisers or ad agencies that did not have a fully staffed media department. As
the media specialists grew, client, have realized the virtue of scale, the financial clout emerged as weapon in
negotiating media buys.

To respond to the competitive pressure, ad agencies started having their own media department. They set them
up as separate media specialist subsidiaries. They could compete with independents as well as other agencies
for media accounts. Gradually, these firms became media experts where clients poured in money and made
them more competitive with new research tools.

Major giants like Proctor and Gamble realized that they could receive greater impact from their advertisement
by consolidating their media budgets within a single large always. Thus, big media shops started winning big
accounts and smaller companies could not afford them.

4. Increasing Complexity in Media Buying and Selling:

Both the buying and selling of media has become more complex in today’s environment. In a constant battle for
additional sales, many print and broadcast companies came out with ‘value added’ programs to provide extra
benefits. These companies offer space or time at rate card prices or below, they offer reprints, merchandizing
services, event sponsorship and mailing lists also.
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Value added packages are given by media sellers to big companies where they take bigger share of their
advertising budget. As the big media shops are winning big accounts, the large agency holding companies are
acquiring them and at times merging them with their own subsidiaries and relaunching them as global media
firms. Thus, agencies are back in control of media budgets in almost all parts the globe.

What is Media Scheduling?

Media Scheduling refers to the pattern of timing of an advertising which is represented as plots on a flowchart
on a yearly basis. The plots in the flowchart indicate the pattern of periods that matches with favorable selling
periods. The classical scheduling models are commonly known as continuity, fighting, and pulsing.

Media scheduling depends upon a number of factors such as:

* The nature of product- whether it is consumer usable, durables or industrial

* The nature of sales- whether the sales is seasonal or regular

* The product lifecycle- whether the product introduction is in growth, maturity or decline
* The pattern of competitor’s programs

* The entry of new competitors in the market

* The availability of funds for advertising and marketing campaigns

Media scheduling is one of the important decisions Imadvertising‘programme. Company should carefully decide
on media timing for a maximum market response,

Media scheduling is simply a time-table showing:

(1) The time decision — when to advertise,

(2) The duration/space decision —gow much to advertise ‘each time, and

(3) The frequency to advertise theimessage through differentymedia — how many times in a year (or specified
time period) the message should be advertised4dn each of.the media.

However, the first decisiongizes;, time decision, 1S more relevant toimedia scheduling. Media scheduling calls for
consideration of various factorsto arrive at.appropriate media timing. The decision is vital due to the fact that
demand is subject t@ vary as per cyelical trend and/or seasons. To realize the maximum benefits of advertising
costs, the most effective time is selected. Those exeCutives or experts responsible to carry out advertising
activities take a media secheduling decision.

Types of ‘Scheduling:

The advertiser has to‘consider two types®©f media scheduling problems:

Macro-scheduling:

The macro-schedulinggnvolves allocating advertising expenditure and frequency (repetition/reproduction of
message) in relationto season or broad picture of business cycle. The macro-scheduling problem concerns with
how to schedule advertising in relation to seasonal and business cycle trends.

The broad picture oftseasonal and/or cyclical trend is considered. This is due to the fact that the demand is
fluctuated as per seasonsyand/or business cycle. Therefore, it is desirable to vary advertising expenditures to
follow seasonal patterns. Company, as per its calculation, can spend more or less during the season or particular
phase of business cycle.

According to experts, advertising does not have immediate impact on consumer awareness, sales, or profits.

So, one should study relationship between:

(1) Timing of advertising and consumer awareness,

(2) Consumer awareness and impact on sales, and

(3) Sales and advertising expenditure.
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Advertising timing should be adjusted as per time gap exists between advertising time and its impact.
Computer-based mathematical model can be formulated to study these time relations. Advertiser has to decide
on advertising time for different types of products, such as frequently purchased, seasonal products, and low-
cost daily consumed products. Along with seasonal or cyclical aspect, an advertiser should also consider impact
of the past advertising. Many consumers continue buying even without the present advertisement.
Micro-scheduling:

The micro-scheduling problem concerns with allocating advertising expenditure and frequency within a short
period to obtain the maximum response or impact. In other words, the problem deals with how to distribute
advertising expenditure within the given time.

For example, a company has decided to advertise specific message 60 tumes (thatyrequires approximately Rs.
500000) through daily regional newspapers in a year. Now thel question is to decide on which
days/weeks/months/seasons the 60 times advertisement is to be allocated."Similarly, the same issue is related to
radio or television spots.

Alternative Scheduling Strategies:

A company has following alternative scheduling strategies o deecide on micro-scheduling:

1. Continuous Advertising:

This scheduling involves advertising the message evenly throughoutya given period. For'example, if company
wants 48 television/radio spots, it will advertise 4 times in a month orenee in a week, or on every Monday.

2. Concentrated Advertising:

This scheduling involves giving all the advertisementhin a single period= Thus, the concentrated advertising
means to spend the entire advertising budget within, one flight. 1t01s, applicable, when product is sold in one
season, event, festival or holiday. Fors€xample, the company advertises 48 spots within four days during Diwali
festivals, 12 times a day.

3. Fighting Advertising:

This scheduling involves giving advertisement @t specific “intervals. Company advertises for some period,
followed by break of no advertisement,“followed by the second thght of advertisement and likewise. Company
with seasonal, cyclicalgor infrequently purchase productsifollows such scheduling. Company with a limited
fund prefers to advertise during a specific season,or festival only.

4. Pulsing Advertising:

This scheduling is theteembination of “both continuous and fighting advertisements. It includes continuous
advertising_at low-weight_ level, reinforced\periodically by waves of heavier activity. In other words, the
company({spends certain portion of advertising fund for continuous advertising, and the remaining fund for
fighting advertisement.

For example, the company may advertisé once in a day with a brief advertisement message. And, its detail
advertisement'appears for aweek regularly after every three months. This timing is preferred by the financially
sound companies.

Factors Affecting Advertising Scheduling:

The allocation of advertising expenditure/frequency over time depends on advertising objectives, nature of
product, type of target “customers, distribution channel, and other relevant marketing factors. But, mostly,
following five factors are considered to decide on the timing pattern.

1. Buyer Turnover:

It shows the rate at which new buyers enter the market. The rule is, the higher the rate of buyer turnover, the
more continuous the advertisement should be.

2. Purchase Frequency:

It shows the number of times during the specific period that the average buyer buys the product. The common
rule is, the higher the purchase frequency, the more continuous the advertisement should be.

3. Forgetting Rate:
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It shows the rate at which the buyer forgets the brand. The rule is, the higher the forgetting rate, the more
continuous the advertisement should be.

4. Financial Condition of Company:

It shows an ability of a company to spend for advertisement. The rule is, the more is the ability to spend, the
more continuous the advertisement will be.

5. Level of Competition:

Company facing a severe market competition will opt for more continuous advertisement through multiple
media. The rule is, the more is the intensity of competition, the higher the frequency of advertisement will be.

Continuity

This model is primarily valid for non-seasonal products and some kind of seasonal products. Advertising
usually runs steadily with little variation or change over the campaign period. There might be short gaps
between advertising at regular intervals and also long gaps, for instance, one advertising every week for 12
months and then pause for a while. This pattern of media advertising prevalent in service and packaged goods
requires continuous reinforcement on the customers for top of mind recollection at point of purchase.

The advantages are as follows -

* [t works as a reminder.

» It covers the entire purchase cycle.

« It helps in achieving cost efficiencies in the form of large media discounts.

* It helps with positioning advantages within media.

« It incorporates a program or plan that helps identifies the media channels used in an advertising campaign, and
specifies insertion or broadcast dates, positions, and duration of the messages.

Flighting

Flighting involves intermittent and irregular periods of advertising, alternating with shorter periods of no
advertising at all in media scheduling for seasonal product categories. For example Halloween costumes are
purchased mainly during the months of September and October and not the entire year round.

Advantages:

* For a relatively shorter period of time, the advertisers buy heavier weight than competitors.

« It results in little wastage, since this type of advertising concentrates on the best purchasing cycle period.

* The series of commercials as unified media campaigns appear on different media vehicles.

Pulsing

By using low advertising all the year round and heavy advertising during peak selling periods, Pulsing
combines both flighting and continuous scheduling. The product categories that experience a surge in sale at
intermittent periods are good candidates for pulsing product categories that are sold year round. For instance,
under-arm deodorants, sell all year, but more during the summer months

Advantages:

« It covers different market situations possible

« It combines advantages of both continuity and flighting possible



	Direct or Mail Advertising:
	1. Sales letters: The firm directly sends a written or printed letter to some or all customers. Such letters contain message, product description, special offers, etc. Sometimes, fully addressed and dully stamped reply envelope is also sent to get res...
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