
Chapter 10

Media Planning & Strategy

By

Emran Mohammad (Emd)

Mkt 337 (sections 3)



Some terms & concepts

 Media planning

 Series of decisions involved in delivering the 

promotional message to the prospective purchasers 

and/or users of the product/brand

 Medium

 A general category of available delivery system which 

includes broadcast media, print media, direct 

marketing, outdoor ads

 Media vehicle

 Is the specific carrier within a medium category



Some terms & concepts

 Reach

Measure of the number of different audience 
members exposed at least once to a media vehicle 
in a given period of time

 Coverage

Potential audience that might receive the message 
through a vehicle.

 Frequency

Number of times the receiver is exposed to the 
media vehicle in a specific period 



Problems in media planning

 Insufficient information

 Inconsistent terminology

 Time pressure

 Difficulty measuring effectiveness



Developing the media plan

Evaluate performance

Analyze the market

Establish media objectives

Develop/implement media strategy



Analyze the market

Percentage of users 
in a demographic segment

Percentage of population 
in the same segment

Index = X 100

Index Number



Index to determine where to promote

 Survey of buying power index

Population

 Effective buying income

Total retail dales in the area



Index to determine where to promote

 Brand development index (BDI) : Quantifies the 

brand’s relatives performance in a specific region 

or group of people compared to the overall 

market

Percentage of brand sales 
in a specific region / 
Population of that region

Percentage of total sales 
in all regions/ total 
population

BDI = X 100

Brand Development Index



Index to determine where to promote

 Category development Index: Quantifies a certain 

product category’s relatives performance in a 

specific region or group of people compared to 

the overall market 

Percentage of a product 
category sales to a specific 
group / Number of households 
in that group

Percentage of total category 
sales in all groups/ Total 
households in market

CDI = X 100

Category Development Index







Factors important in determining frequency 

levels

Target Group
Brand 

History
Share of Voice

Purchase 

Cycles

Brand 

Loyalty
Brand Share Usage Cycle

Marketing 

Factors



Factors important in determining frequency 

levels

Message Complexity

Message Uniqueness

New vs. Continuing Campaigns

Image Versus Product Sell

Message Variation

Wearout

Advertising Units

Message

or Creative 

Factors



Factors important in determining frequency 

levels

Clutter

Number of 

Media Used

Repeat 

Exposure

Editorial 

Environment

Scheduling

Attentiveness

Media Factors



Thank you


