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1. correctly identify the channels of advertising.
(&2 == HEotH =l AlZD

2. briefly di=cuss the factors to be considered during
media planning.
(A 2= Al DHslol g 2= 2hs] =2)

HIBE The Role of the Media

Objectives: After completing this assignment, the student will be
ableto

1. correc¥didentify the channels of advertising and

2. briefirdiscussthe factorsto be considered during media
planning.

Advertising is the form of communicationthe businessperson
usesto inform the public about products and services.
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The Role of the Media (30 & 45

An advertisement must persuade the consumer to
purchase the product or service promoted in the ad.
The business person must present the product in the
most appealing, informative, and eye-catching way
in order to sell the product. More importantly, the
business person must communicate the advertising
message to those consumers () most likely to buy
the product.
= persuade: 8 S5l £ sl Hurge influence enticel impel)

promote: X5, eye-catiching: =22 N:=

in orderto: ~at2 #stM. () whoare 2} 8=,

most likely to: 2}EH~2 2] 2=

The Role of the Media (30 Z sbH

This is true for any business, regardless of its size.
The advertiser s concerned not only with creation of
the advertisement, but al=o with the channels through
which the message is communicated. The channels
that carry advertising messages from the business
person 1o the potential consumer are called the
advertizing media. The advertising media may be
broken down into four general groups:

* be concemed with: ~0 24 S 2101, 3060 {be ineresed inc
be engaged in: be involved with)
be broken down into: ~ 2 Y| 28] CHsegmented: fragmented)



The Role of the Media (30 2 4D

1. Print—- newspapers, magazines, direct mail, outdoor signs,
specidists, and directory
Z. Broadcast - television, sound motion pictures, radio

3. Signs and display - transit signs, posters, billboards, and
window and interior store display

4, Miscellaneous - novelty, skywriting, sound trucks, etc.

The majormedia are those in the first three categories. The last
category is useful for classifying the minor media

= gputdoor signs: 2|0 directony M= 2 321
transit signs M S=D billboards: S DHIAIT
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Basic Decisions (J| 27X 01 2A)

There are three types of decisions that must be made
when selecting advertising media. First, the fvoe of
mediato use must be decided on. That is, should
the advertiser use television, newspapers, or
magazines — or a combination of these? The zame
message can be delivered in different ways 1o
different people through the use of different media.

* type of media OICIHE] K& (Tv.elCle, ME, TRl S)
that is! = CtA Z51AM (that is to say: in other words)
delivered: B2C|CH 2 HEC} {(transfemed: published: released)



Basic Decisions (30% 235t 31% &ah)

Second, a decision must be made about what ofass
of mediato use within a particular medium tvpe. If it
i= decided to use the medium of television, should
the advertiser sponsor network or local shows?
Should these be news, variety, or dramatic shows?

Third, the parficufar medivm must be decided on. If
the adverizer uses national television, =hould time be
purchased from ABC, CES, or NBCY

+ ciges of medgid OICIHE S3(rank, grade), network: =2
variety. H2I0|HE] &892, AU W OFC 3 S0 200] =3 22) CH2t &)
particwiar medivd. 23BN EZMA (vehicke Hl6] 201211 &)

Basic Decisions (31 &&h

Today, advertisers are using computers to aid in
media planning. A computer, (through the statistics
fed to it), gives the advertiser a list of the best proven
media to use for the product. The computer speeds
LUp the process of making media decisions for the
advertiser,

=+ gaid: © 23S FCHhelp), fed: 2% 226iCHnourish sustain)
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Media Planning (OHA|J|E)

The media department in a smaller advertising agency acis
mainly as a buyer. The account executive does most of the
media planning. In a lame agency, the media department is
usuadlly headed by a director. The department also includes a
number of associate directors and media buyers. The media plan
is formulated by the associate airecors. They must be well
trained in media, as well as marketing and the creative side of
advertising.

*= act: HEE §iC}, 5= #5HCH (function; work: perform; play)
account executive © AE 20 EH{E0F S9Ah
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Media Planning (31% & &)

Meadia buvers are specialists. Their degree of
=peciglization depend=s on the size of the advertizing
agency. Buvers are responsible for detailed
knowledge of their own media area. Media buvers in
an agency interview media representatives, negotiate
for time and space, and issue contracts for their

clients.

+ depends on: ~Hl 25K £25CE (relyon)
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Media Planning (31 & &b

Media representatives may directly help the
advertising manager of a company prepare an
advertizement for the medium. They may also advise
them in formulating a media plan. Media
representatives serve adverlising agencies by making
sdles presentations and providing information on
audience research projects and advertising rates,

+ Media represantatives Tl EI O3 AKAD
projects: §I1Z VHy|, AP
advertisingratess 3 D=2 X, 3108 S

Media Planning (31% Fot, $4h)

Media representatives are members of the medium’s
=ales department. They concentrate on selling space
and time. Good representatives have a detailed
knowledge of their markets and their medium. They
also help the advertizer, either directly or indirectly, in
may ways, Media planning is one of the main
elements in the total advertising program.

™
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Media Planning (31 225

[t requires a great deal of information about the
product, the marketing problem, and the creative
strategy. Each medium must be studied before the
final media plan can be formulated. hMuch of the
information concerning such things as rates,
audience, and coverage comes from the individual
media.

= a great deal of: @ 2(muchk gooddeal of a great amount of)
plenty of; alot of S2 JHIHA SIPMBAN 25 AHESE - 2U0L
conceming: ~2HH, ~Hl tHsHH
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Media Planning (31% %)

There are also as=sociations (representing the various
clazses of media) who conduct research and prepare
reports on the nature and merits of their own media.
One of the most useful tools in the media department
of an advertizing agency is the directory of rates,
circulation, mechanical reguirements, issuance and
closing dates, and other information for most major
media.

+ associgtions: @8], HENG], T8
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Media Planning (31% $£&t)

This book, published by Standard Bate and Data Service,
provides quick sources of basic information.  Audit bureaus are
useful to the media depatment because they verify the
circulation of many newspapers, magazines, business
publications, and outdoor advertising. There are also many
independent firms that conduct media research and studies.
Besides obtaining information from these sources, the individual
company or advertising agency may conduct its own research

= SHDS: 202 802 B9 A0IE MU0 36 BRE BSsl=3M
Audit buresus20 = 20 2{ Awdit Bureaw of Circulafion: ABC)
outdoor advertising: Z 2|20
conduct: ~Z +#ol} (perform)

Factors in Media Decisions (OIAMIZ2d g2

Once all the information on the media has been
gathered, and the background information on the
product and the marketing objectives are known,
media decisions can be made. Theses decisions are
guite difficult, because the general media plan
usually calls for a combination of advertising media
that will be used.

+ gathered: =& £/ Cf, 2O0tA|Chcollected)
guite: Of F(very)
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Factors in Media Decisions (H|Z£), a2z % &t

Different agencies consider different factors in
making media decisions. Most agencies advertising
managers base their media decisions on the
following factors.

Budget: The advertizing budget controls 1o =ome
extent the choice of media. Certain media may be so
expensive that using them would prohibit using other
tyvpes of media that may be necessary for the total
advertising objective.// (0= A =2 Fot-25F =

= baseon: ~H A=6lCF  to someexent: H= BT
prohibit: 2 ASICE 2aloHC) (restrain: hinder: forbid: prevent)

Factors in Media Decisions (M=), 32z = &

Competition: Media decisions may be guided by what
the competition uses. The agency may =elect the
=ame media as the competition, or select a medium
that i= not being overshadowed by the competition.

Frequency and coverage: Frequency is the number of
times the advertizing message is delivered within a
given period. Coverage is the total number of people
reached, The media department must determine the
combination of these two factors that will prompt a
potential consumer to action.

=the same as: ~9 % 22 overshadow: J= A M olCE 21210
prompt: = 3olC} A=eH Hurge: spur: instigate)



Factors in Media Decisions (H|=), pz ==

Continuity: The length of time a campaign should u=se
one media must be decided. Continuity i= important
for products with repeat sales. [f repeat sales are
unlikely, it may be desirable to change media.

Flexibility: A flexible medium is one that adapts 1o the
changing and special needs of advertisers, Certain
media such as radio, allow changes in the advertising
message , in money being =pent, and in the
gecgraphical areas for the advertising.

=+ adapis to! B B make suitable to: fit adjust)

Factors in Media Decisions (H|=), = 2=

Costperthousand : Cost may be considered in terms
of total expenditures, but it i= often looked at in terms
of the cost of reaching an individual prospect, The
cost per thousand is figured by dividing the price of
the medium to the advertiser by the number of
thousands reached by the message, You must use
judament in computing these figures, because data
are not available to make completely accurate
computations.

intermsof: ~2l= =2  prospect 1 =Y, x|, ol 20M
cost per thousand: MHE H| E{cost permill: CPMOICID £ &)
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Factors in Media Decisions (H|=Z£), 2z 2 &

Effectiveness of message: The effectiveness of the
seling message is determined (in part) by the
appropriateness of the medium. A product requiring a
lenathy message will be more effective in

newspapers or magazines than on car cards.

Prospective customers: Media decisions must be
based on who the prospective customers are. Among
the many things to consider are the geographic
concentration of the customers, their economic
status, sex, and age. Timing of the advertising
message: Decizions must be made as to when it is
best to spend the money in advertising.
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