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As mentioned in Chapter 4, the creative plan and media plan are developed at the same 
time. This chapter will focus specifically on the development and implementation of the 
media plan. Developing a media plan is a complex process. The primary goal of the 
agency media planners is to reach a target market efficiently. In doing so, they consider 
all kinds of strategic issues, along with conditions in the marketplace and what competi-
tors are doing.

Efficiency in media planning can be loosely defined as gaining maximum exposure 
at minimum cost. In following this mantra, the agency planners must develop and exe-
cute a plan that achieves the client’s objectives within certain financial constraints. The 
media plan is part of a broader marketing communications plan and marketing plan. 
Therefore, the direction a media plan takes must fit in with and be coordinated (timed) 
with activities recommended in other marketing communications areas. Coordinating 
various communications activities creates synergy and maximizes the impact the plan will 
have on the target market.

Trends Influencing Media Planning
Much of today’s media planning is influenced by technology and changes in consumer 
behaviour. How information is collected, analyzed, and utilized is another factor that 
must be considered—and there’s an abundance of analytical information available to 
planners.

Devices such as tablets and smartphones generate data about people’s behaviour that 
shed light on how best to reach them through advertising messages. Presently, 68 percent 
of Canadians have a smartphone and 76 percent of these people watch video on their 
device.1 Further, digital media now hold the largest investment of advertising dollars in 
Canada compared to all other media. Dollars are being shifted away from other media.

Today many buying decisions are technology-based (due to quick access to informa-
tion) and in real time. Comparison shopping on the fly is becoming commonplace. As a 
consequence, media planning and media buying have changed. A new system called 
programmatic buying has been introduced for digital media. In this system advertisers 
bid on available advertising spots in real time. The highest bid gets the spot. While cur-
rently in its early stages, the system is poised for significant growth in the future. The 
system could be applied to other media such as television given the increased penetration 
of smart TVs. Programmatic buying is discussed in more detail in Appendix 1. 

After studying this chapter, you will be able to

1. Describe the steps involved in media planning

2. Distinguish among media objectives, media 
strategies, and media execution

3. Describe the various factors that influence 
media strategy decisions

4. Outline the characteristics, strengths, and 
weaknesses of various mass media advertising 
alternatives

Learning Objectives
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Generally, people are spending less time with traditional media and more time 
with digital media. A recent research report indicates a divide between younger and 
older groups regarding television viewing. Young consumers, described as millennials, 
consume more TV online than on a regular television set. The reverse is true for older 
groups.2 Since millennials are the next big group of consumers, their needs, prefer-
ences, and behaviours will have to be carefully considered by marketers and media 
planners.

New media strategies must also consider the ever-increasing mobility of consum-
ers and their desire to stay connected. The combination of mobile devices, GPS col-
lection points including Wi-Fi hotspots, mobile search queries, and social media sites 
allow advertisers to target customers where they are. The planner’s mindset must  
be more in the now, as opposed to six months from now, which was the old way of 
doing things.

Media Planning
Media planning involves developing a plan of action for communicating messages to 
the right people (the target market), at the right time, and with the right frequency. Both 
the client and the agency play a role in media planning (see Figure 5.1). The client’s role 
focuses on providing necessary background information and then evaluating the recom-
mendations that the agency makes. The agency assesses the information provided by the 
client and then prepares a strategic plan that will meet the client’s objectives. Because 
there is a considerable amount of money involved, the client scrutinizes media plans 
carefully.

media planning Developing a plan of 
action for communicating messages to 
the right people (the target market), at 
the right time, and with the right 
frequency.

FIGURE 

5.1 
Media Planning Model

Marketing Background

Marketing Plan

Advertising Problem

Advertising Plan

Creative Plan

Other IMC Plans
    Direct response
    Digital (interactive)
    Sales promotion
    Public relations
    Experiential marketing
    Personal selling

Media Plan
  Media objectives
  Media strategy
  Media execution

Decisions made by the creative team about message strategy will influence media strat-
egy (for example, the choice of media). There should be good communications between 
the creative team and the media team.
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Information provided by the client is contained in a media brief (much like the 
creative brief discussed in Chapter 4). The media brief is a document that contains essen-
tial information for developing the media plan and is used as a starting point in the dis-
cussion between a client and the agency. It includes some or all of the following 
information.

MARKET  PROFILE
Any relevant information about the current state of affairs in the market is useful to 
media planners. Such information includes historical sales data for leading brands, market 
share trends of leading brands, and rates of growth in the market. Is the market growing, 
flat, or declining?

COMPETITOR MEDIA  STRATEGY
In general terms, what media do major competitors use, and how much money do they 
invest in media advertising? What the competitors are doing has some influence on the 
strategic directions that will be recommended. For example, if key competitors dominate 
a particular medium, it may be prudent to select another medium to reach the same tar-
get. Whatever competitive information is available should be in the hands of the media 
planners.

TARGET  MARKET  PROFILE
Perhaps the most important ingredient for a media plan is a thorough understanding of 
the target market. Targets are described on the basis of demographic, psychographic, 
geographic, and behaviour response variables. The target profile must be clearly defined, 
and key variables must be expanded upon. For example, knowing the activities and inter-
ests of the target (psychographic considerations) enables a media planner to select the best 
times and places to advertise.

In terms of behaviour, knowledge of how the target interacts with the media (for 
example, what media the target refers to most frequently) is important, as it helps the 
planner to allocate funds across the recommended media. Media consumption habits are 
changing. A research report from TVB Canada, for example, clearly shows that people in 
the 18- to 34-year age category and the 25- to 54-year age category spend most of their 
media time with the Internet. The most recent data for 2014 is included in Figure 5.2. 
Time spent with television, radio, and newspapers is declining with each passing year. 
This trend must be considered when devising a media plan.

media brief A document that contains 
essential information for developing a 
media plan; used to stimulate discussion 
between a client and agency.

Medium 18–34 Years 25–54 Years

TV 15.3 20.3

Radio 13.3 17.3

Internet 33.0 24.3

Newspaper   0.9    1.4

FIGURE 

5.2 Time Spent with Media in Canada—Selected Age Groups

Source: Numeris RTS S Canada Fall 2014.

All figures are hours per week spent with the medium. The Internet is the most popular 
medium among the 18 to 34 group and the 25 to 54 group.
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MEDIA  OBJECTIVES
Based on marketing priorities, the client usually identifies key objectives. Objectives 
tend to focus on target market priorities by identifying primary targets and secondary 
targets, the nature of the message and its influence on media selection, the best time to 
advertise, and the geographic market priorities. Depending on the problem at hand or 
the overall goal of the campaign, the client may also identify priorities for reach, fre-
quency, continuity, and engagement. For example, if it’s a new product launch, reach 
and frequency over a short period may be the priority; if it’s a promotional effort that 
invites consumer participation with a brand, engagement may be the priority.

MEDIA  BUDGET
Since media advertising is but one media expenditure, the funds available come from the 
marketing plan budget. In most cases, the client has already identified the amount that 
will be allocated to media advertising. Knowing the size of the budget is essential because 
it provides the framework for the media planner’s strategic thinking. Is there enough for 
television? Will this be strictly a print campaign? Is this a national campaign or will it be 
restricted to regional markets? The budget points the planners in a certain direction.

Once the media planners have been briefed on the assignment, they begin discussing 
potential alternatives. Their goal is to devise a media strategy and tactical plan (execu-
tion) that will achieve the stated objectives. Once the media plan has been presented to 
the client and approved, agency media buyers negotiate with the media to buy the time 
and space. The media buyer’s task is to deliver the maximum impact (on a target audi-
ence) at a minimum cost (client’s budget).

Media planning is quantitative by nature. Agency personnel are experts in media 
trends and have all kinds of statistical information available to figure out which media are 
best suited to the client’s needs. Furthermore, media software enhances the ability of 
media planners to generate efficient media plans. Once a plan has been implemented, the 
agency evaluates the plan in a post-buy analysis. A post-buy analysis is an evaluation 
of actual audience deliveries calculated after a specific spot or schedule of advertising has 
been run. The actual audience may be different from the estimated audience that was 
identified in the plan. The question to be answered is whether the plan delivered the 
audience it was supposed to.

The Media Plan
The media plan is a document that outlines the relevant details of how a client’s budget 
will be spent. Objectives are clearly identified, strategies are carefully rationalized, and execu-
tion details are precisely documented. The costs associated with every recommendation are 
put under the microscope when the agency presents the plan to the client. Because of the 
money involved, media plans often go through numerous revisions before being approved by 
the client. The structure and content of a media plan are the focus of this  section of the 
chapter. Figure 5.3 summarizes the content of a media plan, although the content of a media 
plan varies from one agency to another. This model is strictly a guideline.

MEDIA  OBJECTIVES
Media objectives are clearly worded statements that outline what the plan is to accom-
plish. They provide guidance and direction for developing media strategies. If worded 
correctly, priorities will emerge. For example, there could be customer priorities, 
regional market priorities, and timing priorities. These priorities are based on historical 

post-buy analysis An evaluation of 
actual audience deliveries calculated 
after a specific spot or schedule of 
advertising has run.

media plan A document that outlines 
the relevant details about how a client’s 
budget will be spent; it involves decisions 
about what media to use and how much 
money to invest in the media chosen to 
reach the target audience effectively and 
efficiently.

media objective A statement that 
outlines what a media plan is to accomplish 
(who, what, when, where, or how).
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information, the current situation a brand finds itself in, and the problem that the adver-
tising plan must resolve. Such issues are part of the background information included in 
the media brief. For example, a plan may have a national or regional focus, or it may 
simply run in a few urban markets that are given priority.

Media objectives typically deal with the following issues:

Who: Who is the target market? The target market profile is defined in terms of 
demographic, psychographic, and geographic characteristics. Media planners use this 
profile to match the target with a compatible media profile. For example, magazines 
know their readership profile, radio stations know their listener profile, and television 
networks know who watches specific shows. If there is a means to reach the target 
directly (as a group with special interests or as an individual), that too is considered.

What: What is the nature of the message to be communicated? Media planners must 
be informed about the message strategy. For example, is the message strategy infor-
mation intensive (lots of copy) or image intensive (lots of visuals)? Does the budget 
permit television, and if so, is the creative team giving television due consideration? 
Issues such as these strongly suggest that basic creative and media decisions be made at 
the same time.

Media Budget

Media Objectives

Note: Media objectives are usually clear, concise statements.

Media Strategy

Note: Media strategies expand upon the objectives and provide details about how the 
objectives will be achieved.

Media Execution

FIGURE 

5.3 The Structure and Content of a Media Plan
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Where: Where are the market priorities geographically? The budget plays a key role 
in this decision. Typically, a brand has regions of strength and weakness. A media plan 
could be devised to correct a situation in a problem region. In such cases, a decision 
could be made to reduce media spending in a strong region and allocate more to a 
weaker region. In other situations, regions may be treated equally with media funds 
allocated based on population patterns, or a plan may simply consider advertising in 
key urban markets. The budget is a determining factor here.

When: When is the best time to reach the target market? For example, is the prod-
uct a seasonal product, such as barbecues or ski boots? If so, the media strategy will 
consider a heavier schedule of advertising in the pre-season, a time when consumers 
are starting to think about summer or winter activities. Knowledge of the target’s 
daily schedule also plays a role in timing decisions. For instance, a busy executive who 
rises early and arrives home late may not have much time to spend with the media. 
How and when is the best time to reach this person?

How: The question of how conjures up all kinds of media issues. How many people 
to reach, how often to reach them, and for what length of time? These are strategic 
issues that are best left to the media planners at the ad agency. However, some basic 
guidance from the client is provided. For example, if the plan is for a new product, 
the absolute number of people reached and how often they are reached may be given 
priority. If a product is firmly established and the goal of the plan is to simply remind 
the target, then length of time may be given priority.

MEDIA  STRATEGY
Media strategy focuses on how media objectives will be achieved while outlining how 
to reach the target market as effectively and efficiently as possible. Given the scarcity of 
clients’ financial resources and their demands for accountability, having the right media 
strategy is crucial. Clients want to see a reasonable return for their investment. A media 
strategy addresses how often to advertise, how long to advertise, where to advertise, and 
which media to use. It also rationalizes why only certain media are recommended and 
others rejected. Strategic decisions are linked directly to the media objectives. The vari-
ous factors that influence media strategy are discussed next.

TARGET MARKET PROFILE For some products and companies, the target description 
may be broad in scope. For example, a newspaper’s primary readers include adults of all 
ages and income groups. In contrast, the primary buyer for a performance-based Lexus is 
described in more specific terms. Lexus targets business executives 30 to 55 years of age, 
earning $100 000 annually, and living in an urban market of 1 million plus. Certain 
Lexus models are designed and marketed with these customers in mind. The extent of 
the target’s description directly influences media strategy decisions.

The task of the media planner is to match the profile of the target market as closely 
as possible with the profile of the medium (for example, the readership profile of a 
magazine or the viewer profile of a television show). The more compatible the match, 
the more efficient the strategy will be. For example, executive-oriented business maga-
zines such as Financial Post Magazine, Canadian Business, and Report on Business are good 
matches to reach that Lexus buyer just described. Figure 5.4 illustrates a readership pro-
file. The same executive may watch television, but to place an ad in prime time hours  
on a television network would reach buyers beyond the target description. This would 
not be efficient. However, placing a print ad in a highly targeted magazine such as 

media strategy A plan for achieving 
the media objectives stated in the media 
plan; typically justifies the use of certain 
media.



134  PART 2   Planning for Integrated Media

Financial Post Magazine is efficient. Consideration will also be given to reaching this indi-
vidual on the smartphone—another more efficient opportunity.

There are three basic target-market matching strategies: shotgun, profile matching, 
and rifle.

If a shotgun strategy is used, the target market’s profile has a broad scope. The 
message is placed in media that reach a broad cross-section of the population. For 
example, if the target market is described as adults 18 to 49 years old with no other 
demographic or psychographic characteristic being important, the media selected can 
be more general in nature. Members of a prime time (8 pm to 11 pm) television 

Characteristic Audience

Circulation 159 000

Readers per copy*         5.8

Total readership 924 000

Male readers 674 500

Female readers 249 500

Demographics Readers Index†

Adults 25–54 399 000   98

Personal Income $75K 228 000 198

Household incomes $75–$100K 146 000 118

Household Income $100K+ 355 000 146

Managers, owners, professionals, executives 340 000 194

Average household income 105 000 129

C-Suite (CEO, Chairman, President)   56 000 268

Sr. Manager/owners/professionals 302 000 171

Business Decision Makers

Purchase influencers 300 000 145

Purchase authorizers 228 000 158

Education

College/university degree 229 000 184

Post-grad degree 118 000 181

Spend over $100 on credit cards monthly 180 000 159

Notes

† The Index in the right column shows how Financial Post Magazine reads compared to the Canadian average. The index is calculated by dividing the percentage of 
Financial Post readers by the percentage of Canadian adults in the various categories being measured. Financial Post
categories.

FIGURE 

5.4 Readership Profile of Financial Post Magazine

Interpretation

Financial Post Magazine is a good profile match for advertisers wanting to 
reach individuals with above average incomes, including senior managers, professionals, and business owners. These 
individuals are decision makers in their places of employment.

shotgun strategy A tactic involving the 
use of mass media to reach a loosely 
defined target audience.
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audience watching a drama or comedy show will range in age, embrace both genders, 
and have a variety of incomes and lifestyles. Therefore, television is a good medium 
for reaching the 18- to 49-year age group.

Television can be an effective medium for advertisers with significant budgets 
to reach a broad target market. That said, the cost of reaching that audience on a 
national scale is expensive. A popular show such as Big Bang Theory or NCIS will 
cost an  advertiser as much as $60 000 for a 30-second spot. Big Bang Theory 
attracts as many as 4 million viewers weekly; NCIS as many as 2.8 million.3 Less 
popular shows would cost less, as would specialty cable channels, which reach 
fewer people.

For advertisers on a tighter budget but with a diverse target market, options such 
as daily newspapers and out-of-home advertising are attractive. They reach a diverse 
population in key markets and generally cost less than television.

If a profile-matching strategy is used, the target market profile is carefully 
defined by demographic, psychographic, and geographic variables. For example, 
assume a target profile described as follows: female head of household, working or 
stay-at-home mother, college or higher education, $65 000 household income, 
 suburban lifestyle, with interests that include home decorating, entertaining, and 
travel. Several magazines are good possibilities for reaching such a woman: Chatelaine, 
Canadian Living, and Style at Home. The primary reader of each magazine is 
 reasonably close to the description of the target. In contrast, Canadian Business 
 magazine appeals to upper-income males and females commonly referred to as 
MOPEs (managers, owners, professionals, and entrepreneurs).

Profile matching can extend to television as well, specifically on specialty  networks 
where content attracts a particular type of audience. Among the most-watched 
 specialty networks are YTV (youth programs), CBC News Network (news and infor-
mation programs), and TSN and Rogers Sportsnet (sports programs).4

In the rifle strategy, a common characteristic such as an activity or interest binds 
a target market together. A recreational interest such as gardening or golfing could 
be the common interest of a group. The demographic profile of such a group might 
be diverse, but the fact that members of the group garden or golf is important to 
garden supply manufacturers and golf equipment manufacturers and golf destina-
tions. A specific medium can be used to reach each target group. Canadian Gardening 
(magazine) would be an appropriate publication to reach gardeners, and Golf Canada 
(magazine) would be appropriate to reach golfers. Advertisers should also consider 
the digital versions of these and similar magazines that offer content on tablet and 
mobile platforms.

NATURE OF THE MESSAGE Creative strategy and media strategy should be developed 
simultaneously to ensure that the right message is delivered by the right medium. For 
example, if a rational appeal technique is combined with factual information in the mes-
sage, then print media options take precedence. If emotional appeals are used and if 
action and adventure are prominent in the message, television and interactive options 
(online video) are good options. If engagement with the audience is a concern, the 
Internet (for example, digital media advertising and sponsored posts on social media) 
presents opportunities for delivering the message.

GEOGRAPHIC MARKET PRIORITIES With regard to where to advertise, strategic decisions must 
be made on how to divide a budget among the areas where advertising will be scheduled. 

profile-matching strategy A media 
tactic that involves matching the 
demographic profile of a product’s target 
market with a specific medium that has 
a similar target profile.

rifle strategy A strategy that involves 
using a specific medium that effectively 
reaches a target market defined by a 
common characteristic.
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A company or brand rarely advertises nationally on a continuous basis. It is common for 
some national advertising to occur during the course of a plan, but it is supplemented by 
additional advertising in markets where specific problems need to be resolved. In other 
instances, a brand might decide just to advertise in key urban markets. The top six Canadian 
urban markets (Toronto, Montreal, Vancouver, Calgary, Ottawa-Gatineau, and Edmonton) 
reach about 46 percent of the total population—and much of the success (or failure) in 
Canada is governed by how successful a brand is in those six markets. Usually, the budget 
determines the extent of market coverage. Some of the coverage options include the fol-
lowing.

National Coverage Such a strategy assumes widespread availability of the product, with 
all geographic areas figuring equitably in the success of the product. For example, if 
product sales expressed as a percentage of total sales by region are close to population 
splits by region, a national strategy is an option. Funds can be allocated across media that 
reach the national market. Network television shows in prime time, such as Survivor, Big 
Bang Theory, and NCIS, (to name only a few), and national magazines such as Maclean’s 
and Reader’s Digest are good alternatives. Prime time television and general interest 
magazines reach a broad cross-section of the population. Digital media including social 
media are other good alternatives.

Regional Coverage A regional strategy involves an evaluation of each region’s contribu-
tion to a brand’s (or company’s) success. Funds are allocated so that no particular region 
has an advantage or disadvantage—at least, that’s the theory. The reality is different. Some 
regions will over-contribute to sales, while others will under-contribute. An organiza-
tion might assess the value of a region by analyzing its brand development index.

A brand development index (BDI) is a percentage of a brand’s sales in an area 
in relation to the population in that area. For example, if Secret deodorant has 15 percent 
of its Canadian sales in BC and only 12 percent of the female population lives there, the 
BDI for BC would be 125 (15 divided by 12). This would indicate that BC is an impor-
tant area for the brand; the brand is very popular there. See Figure 5.5 for some addi-
tional calculations of the brand development index, which help explain why certain 
regions get disproportionate funds. There is only so much money to be allocated. For 
example, in a market where a brand is underdeveloped but potential for growth is pres-
ent, that brand may temporarily receive additional funds that will be taken away from a 
region where the brand is doing well. The BDI is commonly used when determining 
regional media budgets.

When determining which media to use, a planner will focus on regional opportuni-
ties to reach the target market. Television networks offer regional packages (for example, 
all stations within a region), and national magazines, such as Chatelaine, Canadian Living, 
and Reader’s Digest, offer numerous regional editions.

Key Market Coverage A third alternative is to give priority to those members of the target 
market residing in key urban markets. Usually there are predetermined criteria to establish 
which markets will receive media support. If population is the criterion, a planner will 
consider other strategic factors first and then go down the market list until the media bud-
get is exhausted. Canada’s top six cities account for 46 percent of the population. Given 
that the population is migrating steadily toward cities, a key market plan is a good option.

While this strategic approach seems equitable, smaller cities may never receive media 
support. Such would be the case in Atlantic Canada for the scenario described in the 

brand development index (BDI)   
The percentage of a brand’s sales in  
an area in relation to the population in 
that area; determines if the brand is 
underdeveloped or overdeveloped in  
each area.
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previous paragraph. If the Atlantic region doesn’t receive media support, expectations for 
the brand should be lowered appropriately. Key market plans offer the most flexibility 
and choice for media selection. Local market television stations, daily newspapers, out-
door and transit advertising, and radio are attractive alternatives. Geographic targeting 
based on a person’s location also makes mobile communications a good option. The 
combination of media to recommend depends on the media preferences of the target 
market and the budget available in the plan.

TIMING OF ADVERTISING Information about the target market and cyclical patterns in 
sales influence decisions about when to schedule advertising. The best time could refer 
to the time of day, day of week, or time of year. For products with a cyclical sales pattern, 
the media schedule may follow the ebb and flow of sales. If the media plan is for a new 
product, the planners may decide to hit the market heavily and frequently over a short 
period. Lower levels of advertising are scheduled later in the plan cycle. Typically, a 
media schedule is planned in flights. A flight is a period of time in which advertising is 
scheduled. There are many options available for planning the timing of a media schedule, 
all based on unique situations a brand (company) faces. See Figure 5.6 for an illustration 
of various media schedules.

A skip schedule calls for scheduling advertising on an alternating basis. For exam-
ple, ads are scheduled one week and not the next, or one month and not the next. 
This cyclical pattern is maintained for the duration of the campaign. A skip schedule 
strategically stretches a budget over an extended period while maintaining the effect 
of the advertising in the marketplace.

flight A period of time in which 
advertising is scheduled.

skip schedule The scheduling of media 
advertising on an alternating basis, such 
as every other week or every other month.

One method of determining the importance of a region for a brand (company) is to  

-

regional population percentage.

Region Sales Volume % Population % BDI

Atlantic Region 7.6 7.6 100.0

Quebec 21.5 23.9 89.9

Ontario 42.5 38.5 110.4

13.4 16.8 79.8

15.0 13.2 113.6

Total 100.0 100.0 —

Example:  
by 38.5.

Analysis:

advertising dollars in areas where the brand enjoys most usage. Another option is to 

sales in those regions. Other factors can influence such a decision.

FIGURE 

5.5 Considerations for Allocating Budgets by Region
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A pulse schedule involves scheduling advertising in flights but with different 
weights (the amount invested in media) and durations (the length of time). Such a 
schedule looks random, but the weight and frequency of the spending patterns are 
carefully rationalized. To demonstrate, assume a schedule has three flights. The first is 
four weeks long and heavy, the second is six weeks long at a low level, and the third 
is four weeks long and heavy. There is a period of four weeks with no advertising 
between each flight. The variation in flights creates a “pulsing” effect.

Many products are seasonal in nature, so media advertising follows a seasonal 
schedule, with most of the advertising in the pre-season to create awareness and 

FIGURE 

5.6 Media Scheduling Alternatives

Skip

J F M A M J J A S O N D

Pulse

J F M A M J J A S O N D

Blitz

J F M A M J J A S O N D

Build-Up

J F M A M J J A S O N D

Seasonal

J F M A M J J A S O N D

Even (Continuous)

J F M A M J J A S O N D

pulse schedule A scheduling of media 
advertising in flights of different weight 
and duration.

seasonal schedule Scheduling media 
advertising according to seasonal sales 
trends; usually concentrated in the  
pre-season or the period just prior to 
when the bulk of the buying occurs.
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interest prior to the beginning of the seasonal purchase cycle. Banks and financial 
institutions have a heavy schedule of RRSP advertising in January and February, for 
example, as the tax-deduction deadline for contributions is the end of February.

A blitz schedule is best suited for new products that want to hit the market with a 
bang—a multimedia strategy at a heavyweight level. Lots of money is spent in a very 
short period. Once the blitz is over, media spending tapers off considerably, and some 
media are dropped from the schedule.

In a build-up schedule, often referred to as a teaser strategy, media advertising is 
scheduled at low levels initially and gradually builds (as more weight is added) over 
time. Often a teaser campaign is launched well before the product is available on the 
market (hence the name). The advertising creates a pent-up demand for the product 
when it becomes available. Hollywood movie releases and manufacturers of video 
game hardware and software frequently use this strategy.

The even schedule, often referred to as a continuous schedule, involves the pur-
chase of advertising time and space in a uniform manner over a designated period. 
This schedule is best suited for large advertisers that need to sustain a certain level of 
advertising spending due to competitive pressures. Such a spending pattern is not very 
common. Even in markets such as the quick-serve restaurant market, where various 
companies seem to be advertising all the time, the level of advertising actually 
 scheduled does vary from month to month.

REACH/FREQUENCY/CONTINUITY Media planners must decide on the reach, frequency, 
and continuity needed to achieve advertising objectives. Much like a riddle, these three 
factors interact and, if planned effectively, will have a synergistic effect on the target mar-
ket. It is unrealistic to have maximum reach, frequency, and continuity at the same time. 
Priorities are based on the situation and the budget.

Reach is the total unduplicated audience (individuals or households) exposed one or 
more times to an advertiser’s schedule of messages during a specific period (usually a 
week). It is expressed as a percentage of the target population in a geographically 
defined area. For example, an ad on Ottawa’s CJOH-TV may reach 40 percent of the 
households in the Ottawa region.

Frequency is the average number of times a target audience has been exposed to an 
advertising message over a period of time, usually a week. It is calculated by dividing 
the total possible audience by the audience that has been exposed at least once to the 
message. In newspapers, frequency would be the number of times an ad appears in a 
publication (for example, two ads per week in a daily newspaper); on television, it is 
the number of times a commercial is aired in a week. The media planner must decide 
what combination of reach and frequency is appropriate for achieving the advertising 
objectives. For example, a new product that has a high awareness objective may place 
greater emphasis on reach (and frequency, if the budget will accommodate it). A 
campaign with the objective of changing consumer attitudes will usually call for  
more frequency.

Media planners use gross rating points as a method of designing a media schedule. 
Gross rating points (GRPs) are calculated by multiplying the total reach  
(the unduplicated audience) of the proposed schedule by the frequency (the average 
amount of exposures) in the proposed schedule. It is an expression of the weight of 
advertising in a market. To illustrate, assume the weekly reach is 50 percent of targeted 

blitz schedule The scheduling of media 
advertising so that most spending is 
front-loaded in the schedule; usually 
involves a lot of money spent in a short 
period.

build-up schedule The scheduling of 
media advertising so that the weight of 
advertising starts out light and gradually 
builds over a period of time; also called a 
teaser campaign.

even schedule The uniform scheduling 
of media advertising over an extended 
period; also referred to as a continuous 
schedule.

reach The total unduplicated audience 
exposed one or more times to a commercial 
message during a specific period (usually 
a week).

frequency The average number of 
times an audience has been exposed to  
a message over a period of time, usually 
a week.

gross rating points (GRPs)  An 
expression of the weight of advertising in 
a media schedule; calculated by 
multiplying reach by frequency.
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households in a particular city, and the average number of exposures is 3.5. The GRP 
level would be 175 (50 ! 3.5). Depending on how important particular markets are, 
an advertiser usually varies the weight level (the GRP level) from one market to 
another. For more detailed illustrations of GRPs, refer to Appendix 1, “Media Buying 
Principles and Media Information Resources,” at the end of the book.

Continuity refers to the length of time required to ensure impact has been made on 
a target market through a particular medium. During that period, a consistent theme 
is communicated (for example, “I’m lovin’ it,” the theme for McDonald’s or “eat 
fresh,” the theme for Subway). Since advertising is scheduled in flights, continuity 
decisions deal with how long a flight will be. Will the schedule be four weeks,  
six weeks, or eight weeks?

Media planners must juggle reach, frequency, and continuity throughout a cam-
paign. An increase in any one of these variables will increase the cost of advertising, so 
there would have to be a corresponding decrease in another variable to stay within bud-
get. Very often continuity is the first of these variables to “give way” when budget 
becomes a factor. Figure 5.7 offers more information about the relationships among 
reach, frequency, and continuity.

ENGAGEMENT Engagement refers to the degree of involvement a person has with the 
medium when that person is using it. It is a response driven by emotion and whatever 
happens inside a person’s mind. Both the message and the medium play a role in encour-
aging engagement.

In a fragmented media universe, planners struggle to find ways of engaging the audi-
ence. People are easily distracted, or they multi-task when using a medium. For example, 
a television viewer might avoid commercials by channel surfing during commercial 

continuity The length of time required 
in an advertising medium to generate the 
desired impact on the target audience.

Reach is the number of people potentially exposed to a message in one week.
Frequency is the average number of times a person is exposed to a message in a week.
Continuity

The relationship among these three variables is dynamic. Since the media budget is 
usually a fixed amount of money, if one variable is given more priority, another variable 

gross impressions.

Variable Reach Frequency Continuity Impressions

500 000 4 6 weeks 12 000 000

250 000 8 6 weeks 12 000 000

125 000 8 12 weeks 12 000 000

Interpretation

the numbers.

FIGURE 

5.7 The Relationship Among Reach, Frequency, and Continuity

engagement The degree of involvement 
a person has with the medium when 
using it.
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breaks, or he or she can do something on a tablet while watching television. In contrast, 
an Internet user, intent on what he or she is doing, or someone scrolling through the 
news feed on a social media outlet, could be more involved, and consequently take more 
notice of advertising messages. A magazine reader might spend 30 minutes of uninter-
rupted time with a favourite magazine—that’s engagement! Earlier in the chapter (see 
Figure 5.2), it was noted how much time people spend with the media. Time spent does 
not necessarily translate into engagement.

From a strategic point of view, creative planners and media planners have deter-
mined that, if engagement is a strategic priority, online and mobile advertising mes-
sages must be entertaining. As well, planners encourage engagement with the brand by 
using an ad in one medium (TV, radio, or print) to encourage consumers to go online 
to a website or social network page for more information. Taking the time to go 
online suggests engagement. From a planning perspective, adopting an integrated 
approach to message strategy and execution will help achieve customer engagement 
with a brand.

Engagement is an important strategic factor to consider. By selecting the right 
media, the advertiser will start to develop a relationship with the consumer, a relationship 
that can thrive if planned properly. For this reason media planners now recommend more 
use of the Internet in the media mix—a reflection of the time consumers spend with the 
medium and how they interact with it.

MEDIA  EXECUTION
The final stage of the media planning is media execution. Media execution is a  process 
of fine tuning the media strategy and translating it into specific action plans. This involves 
comparing various options within a class of media for cost efficiencies, finalizing a sched-
ule in the form of a calendar or blocking chart, and allocating the budget in detail by 
specific activity. Then the agency buys the media time and space.

MEDIA SELECTION Selecting the right media to resolve the problem at hand is a three-
step decision process: selecting the general type of media, selecting the class of media 
within the type, and selecting the particular medium. Of the media discussed in this 
chapter, the first decision involves what mix of media to use. Among television, radio, 
newspapers, magazines, and out-of-home, any combination is possible (direct response 
and interactive media are discussed in separate chapters and they too are part of the 
selection process). For the second decision, let’s assume that magazines and television are 
the media chosen and that the campaign is national in scope. Will general interest maga-
zines, men’s or women’s magazines, or special interest magazines be chosen? What tele-
vision networks will be chosen? The characteristics of the target market will influence 
these decisions.

For the third decision, let’s also assume the target market is men and women between 
25 and 49, living in major cities across Canada. Magazines that reach both males and 
females would be selected: Maclean’s, Chatelaine, and Reader’s Digest are good candidates. 
Conventional television networks such as CTV, CBC, and Global are also good candi-
dates.

When selecting specific media, the cost efficiencies of each alternative are ana-
lyzed. To demonstrate, magazines are compared on the basis of cost per thousand 
(CPM). CPM is the cost incurred in delivering a message to 1000 readers. It is calcu-
lated by dividing the cost of the ad by the circulation of the publication in thousands. 
Therefore, if an ad costs $40 000 and the circulation is 500 000, the CPM would be 

media execution The translation of 
media strategies into specific media 
action plans; involves recommending 
specific media to be used in the plan and 
negotiating the media buys.

cost per thousand (CPM)  The cost of 
delivering an advertising message to 
1000 people; calculated by dividing the 
cost of the ad by the circulation in 
thousands.
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$80 ($40 000 divided by 500). When comparing publications that reach the same target 
market, the ones with the lowest cost per thousand are the most efficient at reaching 
the target.

Media planners also assess media alternatives qualitatively. In other words, do num-
bers tell the complete story? Factors such as editorial content, quality of reproduction, 
and demographic selectivity can lead the media planner to prefer one magazine over 
another, even if the preferred magazine has a higher CPM. Perhaps there are more pass-
along readers of one publication than another. If more people are exposed to the ad, then 
the real costs of reaching the target are lower than the CPM. Daily newspapers, television 
networks, and radio stations can be compared on a similar basis. For an illustration of a 
few cost comparisons within certain media, see Figure 5.8. Appendix 1, “Media Buying 
Principles and Media Information Resources,” has additional information about media 
selection and how various alternatives are compared when making decisions about what 
media to use.

MEDIA SCHEDULE AND BUDGET ALLOCATIONS The final stage for media planners is develop-
ing the media calendar and assigning estimated costs to all activities. A media calendar 
or blocking chart, as it is also referred to, summarizes in a few pages all the details of 
the media execution (for example, media usage, market coverage, weight levels, reach 
and frequency, and the timing of the campaign). Accompanying the calendar is a detailed 
budget. Typically, the media budget classifies spending by medium, region or key market, 

media calendar (blocking chart)   
A document that shows allocation of a 
brand’s media budget according to time 
of year and type of medium; shows 
coordination of various media 
recommendations.

Women’s Magazines Cost (1P, 4-colour) Circulation CPM

Chatelaine $53 480 524 000 $102.06

Canadian Living $52 905 520 000 $101.74

Style at Home $18 955 238 000 $79.64

Business Magazines

Report on Business $22 395 265 000 $84.50

Financial Post $21 125 159 000 $132.86

Canadian Business $21 698 64 000 $339.03

Observations

Style at Home) is the  
 

Chatelaine and Canadian Living  
higher.

Among business publications, Report on Business
is lowest. Report on Business is distributed for free to all Globe and Mail subscrib-
ers, a significant benefit to an advertiser with reach objectives. In contrast, 
Canadian Business

advertiser.

FIGURE 

5.8 Comparing Media Alternatives for Efficiency

Media Digest, 2014–15, p. 81.



CHAPTER 5   Advertising Planning: Broadcast, Print, and Out-of-Home Media  143

and time of year. Because plans change during the course of the planning cycle, clients 
and agencies must know how much money is committed at any point in time, in case 
there is a need to cancel activities. Taking the axe to the budget while the plan is in mid-
stream is both common and frustrating for managers.

MEDIA BUYING Once the client approves the media plan, media buyers execute the 
plan. Buyers work with media representatives to negotiate final prices for the various 
activities. If the required elements of the plan are unavailable, buyers are responsible for 
making replacement buys that will achieve the same objectives. The demand for key time 
periods in television and preferred spaces in magazines and newspapers means that good 
timing and effective negotiation skills on the part of the buyer are critical elements of the 
media buy. In the role of negotiator, the media buyer seeks favourable positions and rates 
to maximize efficiency and achieve the objectives set out in the plan. Appendix 2 includes 
an example of a media plan that shows applications of the various media strategy and 
execution principles discussed in this chapter. 

Assessing Media Alternatives
Typically, a planner will include several media in the plan, as people refer to more than 
one medium for information. In the hectic world of today’s consumers, the simultaneous 
use of media is popular. Teens, for example, are online or texting on their cellphones 
while watching television. Adults frequently read the newspaper or a magazine while 
watching television. Knowing the right combinations for various age groups will influ-
ence media decisions.

Because consumers refer to so many different media, media planners usually  recommend 
a primary medium, which will be allocated a higher percentage of the budget, and sup-
port it with secondary media, which complement the primary medium and receive less 
of the budget. As mentioned earlier, a medium such as television is ideal for creating aware-
ness quickly, whereas print media are good for communicating detailed information over a 
longer period. The combination of the two media is usually effective. This section will ana-
lyze the major mass media alternatives and highlight the pros and cons of each. Chapters 6  
and 7 will focus on direct response and interactive forms of communication.

TELEVISION
For what seems like forever, television has been the preferred medium for advertisers, assum-
ing sufficient funds are available. Traditionally no medium has bettered television in creating 
brand awareness across a wide cross-section of the population. But television as a medium for 
advertising is in a state of transition as consumers’ eyeballs move from the “big screen” to the 
“small screen” (laptops and mobile devices). Consequently, media planners should include an 
online media recommendation in combination with a television recommendation.

Many advertisers are even questioning the value of television advertising. Several 
trends conspire against the medium. The first is audience fragmentation because of the 
diversity of program choices available to viewers. The combination of conventional 
 networks and stations with specialty channels, digital channels, pay-TV, and streaming 
services such as Netflix have resulted in smaller audiences for popular shows. Audience 
size is the key determinant of advertising rates and for selecting shows to advertise on.

The second trend is the growing presence of personal video recorders (PVRs) that 
allow viewers to record programs and edit out commercials in the process. PVR  penetration 
in Canada has reached 50 percent. Research from the United States reveals that viewers 

primary medium A medium that 
receives the largest allocation of an 
advertiser’s budget; the dominant 
medium in a media plan.

secondary media Media alternatives 
used to complement the primary medium 
in an advertising campaign; typically less 
money is allocated to these media.
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skip 90 percent of the ads in recorded programs—a statistic that frightens broadcasters and 
advertisers. To compensate, advertisers are looking at options such as product placement, 
branded content, and sponsorship opportunities.

The third trend involves the alternate viewing behaviour of Canadians. Consumption 
habits are changing, particularly among younger age groups. Presently, one in six 
Canadians has abandoned their television set and now watches all their programs on a 
digital device. People are cutting the cord; cable and satellite providers such as Bell and 
Rogers are worried. The convenience and interactivity of online video content that can 
be consumed anytime, anywhere is attractive to time-pressed viewers. In the 18- to 
24-year age group, one in four people are cord cutters, compared to one in five in the 
24- to 35-year age group. Consumers aged 45 and older are likely to only watch TV.5

The fourth trend relates to the amount of time people actually spend watching tele-
vision. The number of hours spent with television on a weekly basis has been gradually 
drifting downward. Such a drift is largely due to our obsession with the Internet and 
mobile devices. There is a correlation between these media however, as people are 
 multitasking—using two or sometimes three different devices at the same time. Although 
the audience may be distracted, there is an opportunity to reach them one way or another.

Advertisers must be mindful of these trends if they want their campaigns to keep 
reaching their intended audience. If a target audience is migrating to different platforms, 
the advertiser must follow. From a planning perspective, an advertiser must consider a 
program’s availability on conventional television and online in a variety of platforms, and 
allocate the budget accordingly. Things are a little more complicated these days.

All things considered advertisers are still magically drawn to television. It is a multi-
sense medium that is ideal for product demonstrations and appeals to consumers on an 
emotional level. People perceive television to be an engaging medium, a perception not 
overlooked by media planners. Furthermore, a research study conducted by Numeris 
revealed that Canadians perceive television to be the “most influential, most effective and 
most persuasive advertising medium.”6 That’s good news for the industry and advertisers.

With television, media planners have four options: network advertising, selective-
spot advertising, local-spot advertising, and sponsorships. Newer options such as product 
placement and branded content can also be added to the mix.

Network advertising on networks such as CTV, CBC, and Global is suitable for 
products and services that are widely distributed and have large media budgets. When 
a spot is placed on the network, the message is received in all network markets. The 
CTV network, for example, comprises 21 stations and reaches 99 percent of English-
speaking Canadians. Popular prime time shows, such as Big Bang Theory (over 3  million 
viewers each week), Criminal Minds (2.3 million viewers), Survivor (2.3 million viewers),  
and The Odd Couple (2.2 million viewers), attract big-budget advertisers.7

At the regional or local level, stations fill the balance of their schedules with non-network 
programs and sell selective spots directly to interested advertisers. Local stations are 
also allocated a certain portion of a network program to sell directly to local advertisers. 
That’s why you may see an ad for a local restaurant or retailer on Hockey Night in Canada.

Strategically, selective spots benefit advertisers using a key market media strategy. 
For a large-budget advertiser, there is an opportunity to increase the level of  advertising  
in local markets that are judged as priorities. Small-budget advertisers can simply 
choose the markets they wish to advertise in.
With local spots, local advertisers such as independent retailers and restaurants buy 
time from local stations. Since local market advertisers don’t usually work with an 

network advertising Advertising from 
one central source broadcast across an 
entire network of stations.

selective spot Commercial time during 
a network show that is allocated back to 
regional and local stations to sell; 
advertisers buy spots on a station-by-
station basis.

local spot Advertising bought from a 
local station by a local advertiser.
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advertising agency, the stations usually provide assistance in the development and 
 production of commercials for local clients.

Sponsorship allows an advertiser to take “ownership” of a property that is targeted 
at its consumer audience. If the fit is right, the advertiser can leverage the sponsorship 
by extending the relationship to include consumer and trade promotions, alternate 
media exposure, and social media exposure.

One of the most prominent sponsorship opportunities in Canada is Hockey Night in 
Canada, which was a Saturday-night institution on CBC television. HNIC is now the 
property of Rogers Communications based on its 12-year deal with the NHL. During 
the broadcasts, special segments of the show are sponsored by advertisers. For instance, 
Scotiabank sponsors the preview show that precedes the game and Subway sponsors a 
player biography segment.

Scotiabank is active in many television sponsorships, its latest being a six-year deal to 
sponsor Wednesday Night Hockey on Rogers Sportsnet and Hockey Day in Canada. The 
bank is also the presenting sponsor of Sunday Night Hockey on Rogers Sportsnet. 
Scotiabank says it’s no longer about simply buying commercial time during the broad-
cast. The sponsorship presents an immense opportunity to integrate the second screen 
(mobile) for online content. The bank is tapping into Canada’s national obsession to 
boost business; hockey is a natural connecting point for reaching customers.8

For more insight into sponsorship opportunities read about Budweiser’s decision to 
 associate with Hockey Night in Canada in the IMC Highlight: Bud and Don:  
A Good Mix.

Television provides advertisers with a means of reaching huge numbers of people in 
a short time with a compelling message. Companies that can afford to advertise in prime 
time on popular shows and on live sports programs have high reach potential instanta-
neously. However, if reaching a well-defined target is a priority, television is not a good 
option. The audience in prime time, for example, spans all ages. You will reach your 
target, but you’re also paying for everyone else who is watching. Clutter is a problem on 
television. There are simply too many ads. Does an advertiser want to be the third or 
fourth ad in a cluster of six commercials? Refer to the discussion about CPM in the 
Media Execution section for more details, and consult Figure 5.9 for a summary of the 
advantages and disadvantages of television advertising.

sponsorship The act of financially 
supporting an event in return for certain 
advertising rights and privileges.

cluster Ads grouped in a block of time 
during a break in a program or between 
programs, or in a section of a publication.

Advantages

Impact

Reach

Some targeting

Coverage flexibility

Disadvantages

High cost

Clutter

Audience fragmentation

Technology

FIGURE 

5.9 Advantages and Disadvantages of Television Advertising



NEW STRATEGIES FOR REACHING A TELEVISION AUDIENCE Television and television 
advertising is not about to disappear, but new solutions for reaching viewers must be 
found to retain the economics of the system. Many advertisers have already found more 
compelling ways of delivering advertising messages on television—product placement, 
branded content, and shorter commercials.

Product placement refers to the visible placement of branded merchandise in televi-
sion shows, films, or video games. For example, Coca-Cola glasses or containers were prom-
inently displayed in front of the judges on American Idol for 13 years. The sponsorship deal 
ended in 2015. Mazda now plays a prominent role in Property Brothers, a popular show on W 
Network. The shows’ two stars drive a Mazda 6 and a Mazda CX-5 to transport homeown-
ers to house listings and retail stores. Various features of the car such as energy efficiency, 
design, and technology are showcased. Mazda sees the show as a high-reach opportunity and 
a means of distinguishing itself in a crowded and highly competitive category.9

Branded content or product integration takes product placement a step fur-
ther by integrating the brand into the script of the television show. Many networks and 
independent production companies actively seek sponsors interested in integration 

product placement The visible 
placement of brand name products in 
television shows, movies, radio, video 
games, and other programming.

Bud and Don: A Good Mix

plays a major role in building brands in the beer category. 
Therefore, both companies aggressively pursue advertis-

Hockey Night in Canada.
Hockey Night in Canada is the longest-running and 

most influential program in Canadian television history. 
The broadcast offers an advertiser excellent reach 
among 25- to 54-year-old males and females across 
Canada, and while the cost of 30-second spots can be 
pricey, being associated with the broadcast brings a 

-
tive, hardware, and financial institutions are among the 
advertisers.

brand has been the exclusive sponsor of the well-known 

spots during the game and digital ads on tablets and 
mobile devices.

terms of brand recognition and recall among viewers. 
-

cal means of muscling into the sport without paying 

marketing perhaps.
-

ship with Hockey Night in Canada

love of the frosty brew makes it a natural partnership. 
Don makes it very clear that beer is his drink of choice. 

Source: Based on Susan Krashinsky, “Labatt strikes back against Molson with Hockey 
Night deal,” The Globe and Mail, January 17, 2013, www.globeandmail.com.

I M C  H I G H L I G H T 
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branded content (product 
integration)  The integration of brand 
name goods and services into the script 
(storyline) of a television show or movie. 
The brand name is clearly mentioned and 
sometimes discussed.
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opportunities. Mazda was used as an example in the product placement section. Yes, the 
two brothers will be driving the car and viewers will see the vehicle. While driving 
people around however, the two brothers can also verbally present various features of the 
 vehicles—that’s brand integration.

Over at TSN, Tim Hortons has been very active sponsoring various broadcasts. Tim 
Hortons is the title sponsor of That’s Hockey and the show has been renamed Tim Hortons 
That’s Hockey. For instance, a segment of the show that examines notable stats and facts is 
called Timbit Tidbits. Within the segment there are mentions of the Timbits hockey 
program that supports more than 300 000 young Canadians each year. The brand is also 
integrated into regional broadcasts of games featuring the Toronto Maple Leafs, Ottawa 
Senators, and Winnipeg Jets.10

Shorter commercials are another option for effectively delivering television ads. 
Shrinking attention spans (of multi-tasking viewers) and shrinking advertising budgets 
are the impetus for shorter commercials. Research is showing that shorter commercials 
(15 seconds long) hold onto more eyeballs than longer ones (30 seconds long), so why 
should an advertiser spend more on the longer format? That is an argument for a creative 
planner and a media planner to wrestle over!

The changes occurring in the television industry have direct implications for advertis-
ers. Essentially, advertisers have two basic options: They can reduce investment in television 
advertising, making it less important in the mix than previously, or they can shift their invest-
ment entirely. While the latter option seems radical, many large advertisers are doing a lot of 
soul searching about their TV budgets. Other advertisers firmly believe that television will 
remain the dominant medium and that it’s mandatory if the goal is to build brand image.

RADIO
There are just over 700 commercial radio stations in Canada. FM stations are much more 
popular than AM. FM stations reach 79 percent of persons over 12 years of age, while 
AM reaches 26 percent. All radio stations are self-regulating, with no restrictions on the 
number of commercial minutes or on the placement of those minutes.

Despite the high reach figures, Canadians are listening to the radio less with each pass-
ing year. Radio’s reach among younger age groups, particularly teens, continues to decline, 
because young people have more entertainment options available to them than before and 
more places to get music (for example, downloading songs to iPods and smartphones).

The radio industry is in transition and is being influenced by newer technologies 
such as Internet and digital radio, and satellite radio. Most stations broadcast in 
both analogue (old) and digital (new) formats since the projected growth of digital radio 
has not materialized. Consequently, the industry has shifted its emphasis to websites 
where digital music can be streamed to laptops, tablets, and mobile devices, and addi-
tional information can be communicated to listeners. For instance, listeners visit websites 
to seek news and weather reports or podcasts from radio personalities.

Podcasting describes audio programming that is downloadable to iPods, laptops, 
tablets, and smartphones. Listeners listen when it is convenient for them to do so.

Satellite radio offers commercial-free programming and is available by  subscription 
through one supplier in Canada: SiriusXM. Conventional radio is local in scope, while 
satellite radio offers similar content but is broader in scope due to its national  presence. 
Presently, there are 2.2 million satellite radio subscribers in Canada.11

Where people listen to the radio is a factor a media planner must consider. Presently, 
about half of all radio listening hours occur in the home. A vehicle is the second most 
popular place to listen to radio, while listening at work ranks third.

Internet and digital radio A digitized 
audio service transmitted via the 
Internet.

podcasting Audio programming that is 
downloadable to iPods and other portable 
digital media devices; allows listeners 
listen when it is convenient for them to 
do so.
satellite radio A radio service that 
offers commercial-free programming for 
a monthly fee.
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One of the major advantages of radio is its ability to reach selective target markets. In 
fact, radio is a one-on-one medium more in tune with the lives of its listeners than tele-
vision or newspapers, which appeal to a mass audience. Radio’s ability to connect per-
sonally with listeners helps explain why it can be effective. For advertisers, this means 
that messages need to speak to listeners as individuals, not as a group.12

The audience reached depends on the format of the station. Format refers to the 
type and nature of the programming offered by a station. The content is designed to 
appeal to a particular target group, usually defined by age and interests. In radio, every-
thing is based on demographics.

The most popular radio formats among adults are adult contemporary, news and 
talk, country, and classic rock. Adult contemporary (AC) stations play popular and easy-
listening music, both current and from the past, and they generally appeal to an audience 
in the 25- to 49-year-old range.13

The preference for FM is largely due to the better sound quality. The news/talk format 
has generated a renaissance for AM stations that moved in that direction. The news/talk 
format encourages interactivity with listeners and has attracted active rather than passive 
listeners. This format has been extended further to all-sports stations such as THE FAN 
590 in Toronto, TSN 1040 in Vancouver, and Sportsnet 960 in Calgary. These are niche 
stations popular with sports-minded males who like to talk about sports news and rumours.

Because of its ability to reach precisely defined demographic targets in local markets, 
radio can be an ideal component of a “key market” media plan. As well, it is a relatively 
inexpensive medium. An advertiser can achieve high frequency on a weekly basis. In 
fact, radio is often referred to as the “frequency medium.” If frequency is the strategic 
priority, then radio is a good fit.

Unlike TV, which is an evening medium, radio is a morning medium. In fact, breakfast 
time—between 8 and 9 am—is the highest daily period for tuning in by all demographics. 
There is a downward drift in listening as the day progresses, with a slight blip upward in the 
afternoon drive-home period (4 to 6 pm). Refer to Figure 5.10 for details. Listening trends 
such as these can influence the placement (timing) of an advertiser’s message.

format The type and nature of the 
programming offered by a radio station.
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5.10 Radio Listening by Time of Day
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For additional information about the advantages and disadvantages of radio advertis-
ing, refer to Figure 5.11.

NEWSPAPERS
Canada has 120 daily newspapers, with a total average daily circulation of 5.6 million 
copies.14 Circulation is defined as the average number of copies per issue of a publica-
tion that are sold by subscription, distributed free to predetermined recipients, carried 
within other publications, or made available through retail distributors.

Industry research indicates that 50 percent of Canada’s adult population reads a daily 
newspaper on any given weekday. Technology is having a significant impact on the 
newspaper industry, as more and more reading is done online and through mobile and 
tablet devices. The challenge for the industry is to encourage advertisers to see the value 
in placing ads in digital versions of newspapers. Newspapers are a popular medium 
among advertisers, particularly local market advertisers. Net advertising revenue gener-
ated annually by newspapers has been declining in recent years, which is a reflection of 
consumers’ shift to digital alternatives for news and information. Newspaper ad revenues 
rank third in Canada behind television and the Internet.

Newspapers are produced in two formats: broadsheets and tabloids. A broadsheet 
is a large newspaper with a fold in the middle. Most Canadian dailies are published as 
broadsheets, including circulation leaders such as the Toronto Star, The Globe and Mail, 
and the National Post. A tabloid has a smaller surface area. It is sold flat and resembles an 
unbound magazine. The Sun newspaper chain (Toronto Sun, Ottawa Sun, Calgary Sun, 
and others) publishes all of its newspapers in tabloid format. Among the highest circula-
tion newspapers in Canada are The Toronto Star, The Globe and Mail, Le Journal de Montreal, 
and La Presse.

There are also “free” daily newspapers covering major markets in Canada, marketed 
under the Metro banner (e.g., Metro Ottawa and Metro Calgary). These newspapers have 
had an impact on the circulation and readership of “paid for” dailies in many urban mar-
kets. Metro targets YAMs—youthful, active metropolitans—through hard copy, online, 
and mobile formats.15

Community newspapers are small-circulation newspapers usually published weekly. 
The community paper is the voice of the community. As such, it is well read. In fact, 61 
percent of adults read a community newspaper each week. The readership of community 
newspapers parallels the demographics of the community. For that reason, they are an 

circulation The average number of 
copies per issue of a publication sold  
by subscription, distributed free to 
predetermined recipients, carried with 
other publications, or made available 
through retail distributors.

broadsheet A large newspaper with a 
fold in its middle.

tabloid A smaller newspaper that is 
sold flat (not folded).

Advantages

 Target selectivity  
possible)

 Frequency
 Cost
 Flexibility

Disadvantages

 Audience fragmentation

 Message retention

FIGURE 

5.11 Advantages and Disadvantages of Radio Advertising
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excellent advertising medium for local businesses and are a popular medium for inserts 
and advertising supplements.

Newspapers generate revenues from different types of advertising:

National Advertising: National ads are sold to advertisers and ad agencies by a national 
sales department. Advertisers in this category include products and services marketed 
nationally or regionally. Brand name food and beverages, automobiles, airlines, banks and 
financial institutions, and telecommunications products and services fall into this category.

Retail Advertising: Retail advertisers include department stores, supermarkets, 
drug stores, restaurants, and a host of other independent retailers. These retailers usu-
ally advertise sales or re-advertise the nationally branded merchandise they sell. Retail 
advertising generates a majority of revenue for a newspaper.

Classified Advertising: Classified ads provide an opportunity for readers and 
local businesses to buy, sell, lease, or rent all kinds of goods and services. Publishers 
have shifted much of their classified advertising from their printed edition to their 
digital edition. The section is well-read whether in print or digital format.

Preprinted Inserts: The preprinted insert (often referred to as a free-standing 
insert or flyer) is a dedicated piece of advertising inserted into the fold of a newspa-
per. Heavy users of inserts include department stores, supermarkets, drugstores, and 
large general merchandise stores. While not a glamorous medium they are important 
sources of information—some 84 percent of Canadian adults check grocery flyers 
before they shop and 56 percent read digital flyers.16 People see inserts as a good 
means of comparing prices for goods. Refer to the image in Figure 5.12.

retail advertising Advertising by a 
retail store; involves advertising the  
store name, image, location, and the 
re-advertising of branded merchandise 
carried by the store.

classified advertising Print advertising 
in which similar goods and services are 
grouped together in categories under 
appropriate headings.

insert A preprinted, free-standing 
advertisement (for example, a leaflet, 
brochure, or flyer) specifically placed in  
a newspaper or magazine.

FIGURE 

5.12 Newspaper Inserts Remain a Vital Component of Retail Advertising; Shoppers Use 
Them to Compare Prices
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Sponsored Content: The concept of native advertising was introduced earlier in the 
book. Newspapers have embraced this concept and now offer space to devoted sponsored 
content. Typically, this content looks very similar to editorial content. Even though the 
material is designated as sponsored, readers may not realize they are reading advertising 
material. This technique is proving effective in delivering detailed advertising messages.

For advertisers, newspapers offer geographic selectivity and high reach in local mar-
kets. Furthermore, newspapers and readers have a relationship with each other. Readers 
have a tendency to read the entire newspaper in their own unique and sequential 
 manner—they are engaged when reading. Newspapers are an effective choice for reach-
ing broadly defined adult target markets. Unfortunately, the papers’ lifespan is very short 
(one day for dailies). As the old saying goes, “There’s nothing as stale as yesterday’s news.” 
Newspapers also suffer from a clutter problem. Clutter refers to the amount of advertis-
ing in a medium. About 60 percent of newspaper space is devoted to advertising, so 
standing out in the crowd is a design challenge for the creative team. See Figure 5.13 for 
a summary of the advantages and disadvantages of newspaper advertising.

The growing popularity of tablets and mobile devices indicate that digital distribu-
tion of news, information, and advertisements will be more important to newspapers and 
advertisers in the future. The Globe and Mail and the National Post have discovered that 
mobile activity peaks when people are commuting to the office and that desktop visitors 
and page views increase as the day goes on. It is important for advertisers to know how 
and when people consume newspaper content.17

MAGAZINES
Magazines have managed to stay relevant with consumers in the digital media era. New titles 
continue to launch in Canada, readership remains stable, and magazines continue to engage 
large numbers of consumers from all age groups. Recent research data reveal that three 
quarters of Canadians have read a magazine in the past three months, each magazine is read 
by an average of five people, and readers spend an average of 49 minutes with a magazine.18

clutter The amount of advertising in a 
particular medium.

FIGURE 

5.13 Advantages and Disadvantages of Newspaper Advertising
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improve brand awareness and recognition scores



152  PART 2   Planning for Integrated Media

The provision of fresh content across all digital platforms (websites, tablet editions, 
and mobile editions) has kept magazines relevant. As well, there are Facebook pages and 
Twitter feeds that readers follow. Such availability allows advertisers to reach and  motivate 
readers whenever and wherever they are. Refer to the image in Figure 5.14.

Canadian consumer magazines are distributed on the basis of paid circulation or 
 controlled circulation. Paid circulation refers to subscriptions and newsstand sales. 
Magazines such as Maclean’s, Chatelaine, and Canadian Business are paid circulation  magazines 
and rely on subscriptions, newsstand sales, and advertising space to generate revenues. 
Canada’s most popular consumer magazines sold by subscription or at newsstands include 
Chatelaine (524 000), Canadian Living (520 000) and Reader’s Digest (480 000 circulation).19

Some magazines are distributed free to a predetermined target audience based on 
demographic, geographic, job function, or other characteristics. These are controlled 
circulation magazines. CAA Magazine is an example of a controlled-circulation  magazine. 
It is distributed free to all members of the Canadian Automobile Association (CAA). 
Entertainment magazines distributed free in movie theatres also fall into this category. 
Cineplex, for example, is distributed monthly to 727 000 Cineplex Odeon patrons.20

Business magazines are divided into various industry categories: food manufacturing 
and distribution, hardware trade, hotels and restaurants, engineering, and so on. These 
magazines are very specialized, their content appealing to people employed in a certain 
industry or a particular job function. Some magazine titles include Canadian Grocer, Hotel & 
Restaurant, CA Magazine, and Marketing Magazine.

For advertisers using a profile-matching strategy or rifle strategy, magazines serve a use-
ful role. Magazines are often referred to as a “class” medium rather than a “mass” medium. 
In other words, readership is well defined on the basis of demographic and psychographic 
variables (profile matching), and there are all kinds of magazines devoted to a particular 
interest or activity (rifle strategy). As well, many large-circulation consumer magazines offer 
regional editions, so if geography is a factor influencing the media strategy, magazines can 
be part of the solution. Many studies have proven that readers are more engaged with 
magazines, and they consider advertising in magazines to be more acceptable and enjoyable 
than in other media. Among mass media alternatives, magazines rank first in moving readers 
to websites, motivating web searches, and favourably influencing attitudes toward a brand.21

paid circulation The circulation of a 
newspaper or magazine that is generated 
by subscription sales and newsstand 
sales.

controlled circulation The circulation 
of a publication that is distributed free to 
individuals in a specific demographic 
segment or geographic area.

FIGURE 

5.14 Magazines Have Adapted; Digital Content Reaches Readers Anytime, Anywhere
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Clutter remains a problem in most consumer magazines. The clustering of ads at the 
beginning of a publication, for example, may mean that a reader skips over an entire sec-
tion of ads on the way to reaching editorial content. Advertisers combat the problem by 
requesting specific locations in a magazine. Covers, for example, are preferred positions 
and command a higher price. If frequency is a key objective, magazines are not a viable 
option. Most are published monthly or bi-monthly, so they are good for achieving reach 
among a defined target audience and delivering continuity of message from month to 
month. More information about the advantages and disadvantages of magazine advertis-
ing appears in Figure 5.15.

OUT-OF-HOME ADVERTISING
Out-of-home advertising is a highly visible and effective alternative for advertisers. Think 
about it: If you drive a car, travel by transit, or stroll through shopping malls, you are 
constantly exposed to out-of-home advertising messages. Presently, 15.4 million 
Canadians commute to work each day and the average commute time using public vehi-
cles (bus, subway, or light rail) is 45 minutes.22 This time presents a great opportunity for 
advertisers.

Advertising investment in out-of-home advertising is increasing at a much greater 
rate than in other media. It seems that advertisers are intrigued by new creative possibili-
ties presented by digital boards that are popping up everywhere. Digital messaging allows 
advertisers to modify a campaign on the fly or simply implement planned changes—
something that couldn’t be done using static outdoor boards. Presently outdoor advertis-
ing generates $514 million in revenue and accounts for 4.0 percent of all advertising 
revenue in Canada.23 If the goal of an advertising campaign is to reach as many people as 
possible, then out-of-home should be the medium of choice.

The major classifications of out-of-home media include outdoor advertising and 
transit advertising.

FIGURE 

5.15 Advantages and Disadvantages of Magazine Advertising
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OUTDOOR ADVERTISING Posters or billboards, as they are commonly referred to, are 
large sheets of poster paper mounted on a panel of some kind. To maximize reach poten-
tial, they are strategically located on major travel routes leading to or within a commu-
nity’s business and shopping districts. To maximize the frequency of message and to 
extend daily viewing by consumers, posters are often illuminated. A powerful light beams 
upward from the bottom of the poster.

A step up in quality is the backlit poster. On a backlit, the advertising message is 
printed on translucent polyvinyl material. When the posters are erected, lights shine 
through the material from behind the sign. The primary advantage is the image enhance-
ment offered by the lighting; there is strong visual impact both day and night. Backlits are 
strategically located at major intersections and on high-volume traffic routes. They cost 
the advertiser more.

A superboard or spectacular is an extremely large display unit positioned at the 
highest-volume traffic locations. It is created to the advertiser’s specifications and can 
include space extensions, flashing lights, rotating faces, and electronic messaging. Since 
superboards are one-of-a-kind structures that are illuminated and frequently include 
moving objects, they require a long-term commitment from the advertiser due to the 
high expense of designing and constructing them. Spectaculars are beyond the budgets 
of most advertisers, but for those inclined to use them, they offer the “wow” factor—
incredibly large creative executions that create a high degree of consumer interest and 
media interest—and can generate buzz for a brand! Refer to the image in Figure 5.16.

Mural advertisements are hand-painted outdoor extravaganzas placed on the 
sides of buildings. They are very large—often the entire height of the building. If size 
really matters, these kinds of ads are real attention grabbers.

Technology is providing a means for outdoor advertising to be interactive. New 
digital video boards have rejuvenated interest in outdoor advertising. The new boards 
can display multiple messages at the same time (e.g., a manufacturer could rotate ads for 
many brands) or ads can be integrated with news and weather information. Rona recently 
launched a campaign for its Sico line of paints using digital superboards. The decision to 
use the large format video board was based on the belief they could leverage its flexibility 
(in what message to deliver) and that any changes in message could be made in real time. 
For example, different paint colours and situations could be featured in the ads.

poster (billboard)  A common form of 
outdoor advertising; usually a picture-
dominant advertisement with a minimum 
of copy.

backlit (backlight) poster A luminous 
outdoor sign printed on polyvinyl 
material.

superboard (spectacular)  Outdoor 
advertising that is larger than a normal 
poster and much more expensive to 
produce; can include extensions beyond 
borders, and electronic messaging.

mural advertisement A hand-painted 
outdoor ad seen on the side of a building.

digital video boards Outdoor advertising 
boards capable of displaying video 
content.

FIGURE 

5.16 Superboards Offer Larger Than Life Message Delivery
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Street-level posters are rear-illuminated units consisting of two- or four-sided 
advertising faces. Street-level advertising includes transit shelters and blocks or columns 
with advertising faces. They are primarily available in urban centres. Transit shelters offer 
high levels of exposure to motorists, pedestrians, and transit riders. Transit shelter adver-
tising offers the advertiser strong visual impact, as the colour reproduction is of superior 
quality. For an illustration see Figure 5.17.

Mall posters differ from the posters described above because they rely only on 
pedestrian traffic and aren’t exposed to vehicle traffic. Located in shopping malls, they are 
directed at consumers who are actually shopping; therefore, they are a useful medium for 
the mall’s retailers.

The various forms of outdoor advertising are ideal for advertisers using a shotgun 
strategy. Posters reach a large cross-section of a market’s population in a short period. 
Frequently, outdoor boards are included in a blitz or build-up schedule because they are 
good for launching new products where creating awareness for the brand name, brand 
logo, and package are important. Outdoor posters are also ideal for advertisers who want 
geographic flexibility; the advertiser selects only those urban areas that are given priority.

Messages are brief on outdoor boards but they can ignite action. Recent research 
evidence indicates that 57 percent of consumers over 18 have taken one or more actions 
(e.g., visiting a website or store for more information) after viewing an out-of-home 
advertisement.24

There are a few drawbacks as well. The message must be brief, considering  
the circumstances in which people view outdoor boards. Since they reach a wide  
cross-section of the population, they are not a targeted medium. The message reaches 
people well beyond the target, which will increase the cost of reaching an actual target 
 customer.

For additional insight into tie usefulness and impact of out-of-home advertising read 
the IMC Highlight: Bigger, Bolder, and Now Quicker.

street-level poster A rear-illuminated 
unit consisting of two- or four-sided 
advertising faces, such as transit 
shelters and blocks or columns with 
advertising faces.

mall poster A form of advertising 
located inside shopping malls; relies on 
pedestrian traffic only.

FIGURE 

5.17 
Transit Shelter Advertising Has 
a Strong Impact on Motorists, 
Pedestrians, and Transit Riders

 



TRANSIT ADVERTISING People who use public transit are a captive audience for adver-
tising messages. To relieve the boredom of travelling, ads offer a form of visual stimula-
tion. Passengers read the same ad over and over again while riding a subway car or bus. 
Transit advertising is classified as interior or exterior. Interior options include transit 
posters, door cards, and station posters.

Transit posters are print advertisements (in a horizontal format) contained in 
racks above the windows of transit vehicles (buses, streetcars, subway cars, and rapid tran-
sit cars). The average commuting time allows ample time for brand exposure.

Door cards are vertically oriented posters usually located beside the doors of sub-
way cars or light rapid transit (LRT) commuter trains. Typically the traveller sees the ad 
when exiting the vehicle. Advertisers may include take-away items such as coupons with 
both transit posters and door cards.

transit poster A transit ad in the rack 
above the window or near the door of a 
bus or subway car.

door card A vertically oriented poster 
usually found beside the doors of subway 
cars and light rapid transit (LRT) 
commuter trains.

Bigger, Bolder, and Now 
Quicker

Reaching a mass audience with a huge visual image 
has always been a benefit of outdoor advertising, but 
marketers often perceived outdoor options as add-ons 
to a media plan. In the digital era outdoor advertising 

option for reaching potential customers in real time. The 
medium now plays a more important role.

There are two critical considerations for outdoor 

followed closely by the creative (the message). An adver-
tiser must make sure the message is properly delivered. 
For instance, a good television commercial may not have 
the same effect on a digital board. If used correctly, 
 certain forms of outdoor advertising will effectively link 
location with the message. Outdoor provides an opportu-

location demographics, traffic volume, and the weather.

in Canada, offers smartAD technology. Advertisers using 
their exterior digital posters and spectaculars can update 
ads according to the weather, date, and time of day, or in 
response to market conditions. Coca-Cola has used these 

the brand only appear when the temperature reaches 25°.
Rona painted the town many different colours in an 

outdoor boards featured a colour sample linked to a dif-

ad agency recommended digital superboards in order 
to add flexibility to the campaign and to deploy a real-
time communications strategy. The ability to be respon-
sive gave the creative team a lot of latitude for developing 
new ideas.

New technologies have helped boost the role of 

medium for the most part, the growing presence of digi-
tal boards offers advertisers all the functionality of the 
Internet in a public environment. If the strategic priori-

 
and flexibility, outdoor digital ad space must be given 
consideration.

Media in Canada, April 15, 

Technology to Outdoor Inventory,” Marketing, July 13, 2014, www.marketingmag.ca.

I M C  H I G H L I G H T 

156



CHAPTER 5   Advertising Planning: Broadcast, Print, and Out-of-Home Media  157

Station posters are advertisements located on platforms and at the entrances and 
exits of subway and LRT systems. They are available in a variety of sizes and are either 
paper posters or backlit posters. Passengers waiting on platforms are exposed to the 
advertising message.

Another concept, called station domination, gives a single advertiser control of 
all advertising space in a subway station, which includes wall murals, turnstiles, stairs, and 
floors. These are good options for advertisers looking for new ways of standing out amid 
the clutter of out-of-home advertising.

Exterior transit options include king posters, seventy posters, full wraps, bus murals, 
and bus backs.

Two different posters are available on the outside of buses. The king poster is a 
very large poster that stretches along the side of a bus. A seventy poster is smaller and 
located either on the side or tail end of the vehicle. The unique characteristic of bus 
posters is their mobility. They move through the city and are seen by lots of motorists 
and pedestrians.

The full wrap, bus mural, and bus back options are vinyl coverings that take 
up all of the transit vehicle or parts of the vehicle. Full wraps cover both sides and the 
back of the vehicle; bus murals cover one side; and bus backs occupy the tail end. Due to 
the cost, the advertiser must commit to a long-term contract (13 or 26 weeks) with the 
transit company.

From an advertising perspective, transit offers continuous exposure. That commute 
provides ample opportunity to deliver an advertising message while delivering both reach 
and frequency. Transit riders cut across all demographics, with the heaviest concentration 
being adults. Factors such as the increasing cost of operating a car and the increasing 
numbers of commuters travelling to, from, and within a city each day have a positive 
effect on the reach potential of the medium. Like outdoor advertising, transit advertising 
is suited for media strategies designed to reach a diverse audience in key markets. Refer 
to Figure 5.18 for additional details about the benefits and drawbacks of the various 
forms of out-of-home advertising.

OTHER FORMS OF OUT-OF-HOME ADVERTISING It’s everywhere! It’s everywhere! There 
are all kinds of unique opportunities to reach consumers when they least expect it. 
Among the more popular options with advertisers are washroom advertising, elevator 
advertising, and cinema advertising.

Washroom advertising involves the placement of mini-posters in public wash-
rooms, usually above urinals in men’s washrooms and on the backs of stall doors. They 
are located in colleges and universities, sporting facilities, hospitals, restaurants, and bars. 
Beer brands such as Budweiser and Molson Canadian have employed washroom advertis-
ing as it offers a certain degree of targeting. It is a good fit, for example, to reach college 
and university students on campus.

Elevator advertising is available in two forms: posters contained in display frames 
on the walls of elevators and slim-line televisions usually mounted in the top corner and 
tilted downward toward the passengers. The Elevator Network delivers print ads and 
video ads in more than 1500 high-rise buildings in seven major cities across Canada. Ads 
of this nature reach business decision makers and consumers alike. Strategically, the mes-
sage engages a rather “captive” audience.

Arena and stadium advertising opportunities extend across North America 
and offer targeted reach for advertisers. In arenas that are home to professional hockey 
teams, advertising starts right above the front door, with companies paying megabucks 

station poster An advertisement 
located on the platform or at the entrance 
or exit of subways and LRT systems.

station domination One advertiser 
purchases all advertising inventory 
available in a subway station.

king poster An oversized poster 
attached to the side of a bus.
seventy poster A small poster usually 
affixed to the side or back of a bus.

full wrap An advertisement in the form 
of a vinyl covering that covers both sides 
and the back of the vehicle.
bus mural An advertisement in the 
form of a vinyl covering that appears on 
one side of the vehicle.
bus back A vinyl wrap advertisement 
that appears on the back end of a 
vehicle.

washroom advertising A mini-poster 
ad located in a public or institutional 
washroom; usually placed above the 
urinal or on the back of the stall door.

elevator advertising Advertising in 
display frames on elevator walls or on 
televisions mounted in the corner or 
above the door.

arena and stadium advertising 
Advertising within arenas and stadiums, 
from the door to the court, rink, or playing 
field.
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to have an arena adorned with their name. Rogers Arena in Vancouver, Air Canada 
Centre in Toronto, Canadian Tire Centre in Ottawa, and Bell Centre in Montreal are 
just some examples. See the illustration in Figure 5.19. In hockey arenas, there is also 
on-ice advertising and signs behind the players benches and penalty box. At ballparks, 
rotating signs behind home plate are popular, and there are courtside signs on basket-
ball courts. These signs receive additional exposure when a game is broadcast on 
 television.

Cinema advertising in Canada offers a variety of options from various on-
screen commercial lengths for pre-show and post show-time placement, digital lobby 
signs, digital backlits, in lobby brand activations and sampling, interactive screen 
 executions, and more. Cineplex Entertainment’s media division, Cineplex Media, 
represents cinema advertising options for Cineplex Entertainment (Canada’s largest 
movie exhibitor) as well as a number of additional exhibitors and independent the-
atres, reaching a combined average 8 million moviegoers monthly. There is a clear 
benefit to cinema advertising. Unlike most other media in which ads can be avoided 
cinema delivers an engaged audience for on-screen advertising that cannot be avoided 
and is actively viewed and experienced. A captive audience and engaging content on 
the big screen and in Dolby sound offer a high degree of impact. Refer to the image 
in Figure 5.20.

FIGURE 

5.18 
Advantages and Disadvantages 

of Out-of-Home Advertising

Outdoor Posters

Advantages

(name, logo, slogan)

reach potential

Disadvantages

Transit

Advantages

(key market strategy)

Disadvantages

 
message less visible

cinema advertising Print advertising 
inside film theatres and broadcast 
advertising on screens; options include 
television-style ads on screen, slides, 
posters, and ads printed on tickets.
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Media planning is the process of developing a plan of action 
for communicating messages to the right people at the right 
time. The end result is a media plan prepared by an advertis-
ing agency that covers all relevant media strategies and tac-
tics. It is a document that is presented to the client for 
approval and, once approved, is put into action.

The key elements of the plan are media objectives, media 
strategies, and media execution. Media objectives deal with 
five key issues: who to reach, what and how to present the 
message creatively, where to advertise, when to advertise, and 
how often to advertise. Media objectives establish priorities for 
the plan and provide guidance for developing media strategies.

SUMMARY

FIGURE 

5.19 
Advertising Starts Right above 
the Front Door

FIGURE 

5.20 
A Captive Audience Is the Key 
Benefit of Cinema Advertising



Media strategy deals with the selection of appropriate media 
to accomplish the objectives. Strategies are influenced by vari-
ables such as the characteristics and behaviour of the target mar-

available budget.
The advertising agency makes specific recommendations 

regarding the media a client should use. Depending on the 
assessment of the situation, there are numerous alternatives: tele-

variety of forms, and transit advertising. Digital formats for each 

and newer options are also considered: washroom advertising, 
elevator advertising, advertising in arenas and stadiums, and 
advertising in cinemas. To meet the challenge, the advertising 
agency usually recommends a combination of media. Typically, 
there is one primary medium (a medium that receives a significant 
portion of the budget) supplemented with secondary media.

Media execution is the section of the media plan that out-
lines the specific tactics for achieving the media objectives. These 
include the specific media usage recommendations and summa-
ries of how media funds will be allocated. Once the plan is 

prices with media representatives. The plan is then put into action.

KEY TERMS
arena and stadium advertising  157
backlit (backlight) poster  154
billboard  154

blocking chart  142

branded content  147
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circulation  148
classified advertising  158
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controlled circulation  152

digital video board  154
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flight  137
format  148

full wrap  157

insert  150
Internet and digital radio  147
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local spot  144
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media brief  130
media calendar  142
media execution  141
media objective  131
media plan  131
media planning  129
media strategy  133
mural advertisement  154
network advertising  144
paid circulation  152
podcasting  147
post-buy analysis  131
poster  154
primary medium  143

product integration  147
product placement  146
profile-matching strategy  135
pulse schedule  138
reach  139
retail advertising  150
rifle strategy  134
satellite radio  147
seasonal schedule  138
secondary media  143
selective spot  144
seventy poster  157
shotgun strategy  134
skip schedule  137
spectacular  154
sponsorship  145
station domination  157
station poster  157
street-level poster  155
superboard  154
tabloid  149
transit poster  156
washroom advertising  157

REVIEW QUESTIONS
1. 

2. Identify and briefly describe the key issues usually 
 covered by media objective statements.

3. -
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4. -
erage strategies: national coverage, regional coverage, 

5. -
ing vary in the following media schedules: pulse, skip, 

6. -
nuity, and engagement on strategic media planning.

7. 

8. Identify two key strengths and weaknesses for each of 
-

papers, outdoor boards, and transit.

9. In television advertising, what is the difference between 

10. 

11. 
a) format (of a radio station)
b) broadsheet and tabloid
c) paid circulation and controlled circulation
d) posters and backlit posters (outdoor)

DISCUSSION AND APPLICATION QUESTIONS

1. Should the budget determine the media plan or should 

and establish an opinion on this issue.
2. Is it possible to implement a rifle media strategy by 

-
viding branded advertising campaigns that are sched-
uled effectively or ineffectively on television networks 
and channels.

3. -

-

examples.
4. 

bulk of the population is located, when is it practical to 

regional media campaigns or key market media cam-

5. 

reach a similar target audience and attract similar 

6. Assume you are about to devise a media plan to launch 

or Infiniti). The new model is a very sleek-looking sporty 
car. The target market is males aged 35 to 49 living in 

would you use to reach this target and why would you 
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