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Chapter Discussion

The basics of media planning for understanding international media planning: Measuring classic and new media
Not all students have followed courses in media planning. For them and for their teachers this document sums up a few of the basics of media planning for international usage.

– Marieke de Mooij
Measuring the classic media
For measuring reach of the classical media Gross rating points (GRP) are calculated. Every local media planner is familiar with what, for example, 400 GRPs mean for his or her country. However, the meaning differs considerably from one country to another and comparison between GRPs across countries is complicated. GRPs can be defined as the products of net reach and average contact frequency; they express the gross duplicated percentage of the audience that will be reached. GRPs describe total audience delivery without regard to duplication or repeat exposure, hence the word gross.

Reach indicates what percentage of the target audience is likely to see or hear the advertisement at least once. Frequency indicates the average number of occasions on which the target audience has an opportunity to see (OTS) or hear (OTH) the campaign. The term OTS generally refers to television. However, it is important to note that in some countries the term is used for both television and other media. Qualitatively, television and press media are very different, and if OTS is used for both media types, comparisons should be made with extreme care since media survey methodology varies a lot. In some countries, GRPs for television are referred to as television ratings (TVRs).

Rating is the statistically estimated percentage of persons or homes exposed to a particular print of broadcast vehicle in the survey area:
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The average rating is the percentage of persons or homes tuned to a specific program during the average minute of program duration. For print rating the word coverage is used. Coverage is the percentage of the target audience exposed to an average issue of a magazine or newspaper. The concept of coverage is also used more generally to describe the percentage of net reach in the target group. For example:

A campaign achieving 70 per cent coverage and 4 OTS would yield 70 × 4 =280 GRPs

Cost per rating point relates the cost of the message unit to the audience rating, allowing comparison of media vehicles.

The cost per GRP is the cost of purchasing one rating point:
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Calculating cost per GRP makes it possible to estimate the total costs of a planned television schedule within a market or country. To determine how many GRPs are affordable within a given budget, the cost per GRP is divided into the total budget. For example:

If the budget is $30,000 and the cost/GRP for the type of schedule required is $300, it is possible to purchase
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The cost per GRP will differ for different countries. As a result each country may need a different number of GRPs to reach the same target groups. A German washing powder manufacturer might typically buy around 80 housewife GRPs a week to support an autumn launch, but the same brand might need more than 300 GRPs a week to meet the same objectives in Italy. In another country, air time may have to be placed mainly in peak segments to achieve reasonable coverage. For television countries can differ according to the number of channels available, viewing time, the degree of advertising clutter, differences in television measurement techniques.

Also for the press readership data vary by country, with the result that countries cannot easily be compared. As with television, the efficiency of the press media varies according to its availability and quality. Apparent cost efficiency because of low cost may actually be high cost per thousand.

Standard GRP

The solution for better budgeting is to define a regional ‘standard’ GRP by looking at the research methodologies used in the countries concerned and at the differences in media scene, taking data from different sources in one market, finding an average and then comparing that with a comparable average from other markets. In order to make comparisons, prices must first be recalculated in comparable advertising units, and then converted to the latest, common research system. Such an exercise may be necessary when launching a new product from one region into another, for example the launch of an American brand in Europe. In the U.S., a GRP level may be set, which must be translated into a European GRP level. An exercise like this can be a first step, after which the different GRPs needed for each country must be found, calculating the influence of all variables. The American GRP level, if recalculated and applied in every European market may cost too much while also resulting in under-delivery in some markets and over-delivery in others. The unweighted GRPs must be converted into weighted GRPs per country in order to produce an optimum plan at lower cost. The steps to take are as follows:

1.

Establish a media strategy score for each country, based on agreed market variables, and define media weights for each country.

2.

Allocate an OTS level for each media stage (e.g. launch, momentum, etc.) for each media weight.

3.

Use the recommended OTS level to determine GRPs per month and per year.

4.

Use a standardized currency – the US dollar or Euro – to calculate cost per 100 GRPs and determine annual budgets by market.
Measuring internet advertising

Basically internet advertising works as follows. Site owners create interesting content about a specific topic. People visit the interesting content. Companies related to this specific topic will then pay the site owner to display advertisements. To help site owners and advertisers work together better, Cost-Per-Click (CPC)
 companies act as middlemen, called affiliate advertising companies. The affiliate advertising company will host the advertisement on the websites of the thousands of site owners who have signed up. Some site owners work with advertisers directly. In this case, both parties need to agree upon a means of logging how many ads are shown, how many are clicked on, how many result in sales, and so on. Typically this is done with trusted banner advertising software, similar to the software used by affiliate advertising companies.

Classic measurements like reach can be defined for online advertising as ‘the number of unique web users potentially seeing a website one or more times in a given time period expressed as a percentage of the total active web population for that period’. The specific measure is CTR (click-through-rate) or the frequency of click-throughs as a percentage of impressions served. It is used as a measure of advertising effectiveness.

The different goals of internet advertising influence measurement. When viewing internet as a direct marketing medium and a banner ad is like a coupon in print media, CTR is the measurement. Generally CTRs are declining with the increase of online advertising. Low CTRs are primarily due to the fact that surfers fixate on less than 50% of the banners to which they are exposed. When in the research mode, People actually avoid looking at them.
 Thus, internet advertising in the goal directed search mode resembles most outdoor billboards. As with banner ads, drivers encounter billboards while engaging in other activities. Billboards occupy only a small portion of their field of vision and typically consist of a simple message and visual.

By focusing on an immediate measure such as click-through rate (CTR), one fails to capture the positive effect that banners have on the equity of the brand being advertised. If a banner’s objective is to contribute to brand awareness, traditional memory-based measures of advertising effectiveness should be applied to banner ads as for television or newspaper advertising. Measurement systems of online video try to come close to opportunity to see (OTS) by counting impressions. A broadband video commercial impression is the measurement of response from a broadband ad delivery system to an ad request from a broadband content host (facilitated through the user’s browser)
. 

Pricing online advertising

Pricing measures that are used are Cost Per Thousand (CPM), Cost Per Transaction (CPT), Cost Per Action (CPA) and Cost Per Click (CPC), which is the amount paid by an advertiser for a click on their sponsored search listing. CPM estimates the cost per 1000 views of the ad or impressions, the metric used to measure views of a webpage and its elements- including the advertising embedded within it. Ad Impressions are how most online advertising is sold and the cost is quoted in terms of the cost per thousand impressions.

Both CPT and CPA models tie pricing to accountability in a way that more traditional offline advertising measurements, such as Gross Rating Points (GRP), have never been able to do. These measurements help to understand where advertising dollars will be spent online, so that brands can ensure they are reaching their audience and publishers can provide the optimal content mix to attract consumers
. 

Internet advertising has promoted development of new research systems to capture the effects, interactions and synergies of different media in the mix. Tying in to internet search makes companies become more aware of what consumers want and allows them to respond to consumers wants in a more sophisticated way. The internet allows for better consumer insight, to tie into different behavioral profiles.

Channel planning for global advertising

Channel planning means thinking of communication opportunities at every point where people can potentially meet brands. The planning scene includes brand experiences in a great variety of places: at the point of sale (such as promotions or product-tasting in supermarkets, or advertising in showrooms), at the point of consumption (e.g. branding on the cups in which your cappuccino is served, or advertising on beer mats), sponsorship (sports events, television programs, magazine supplements, garden shows) and informal exposures such as word-of-mouth among friends or advice given by sales people. All of these are contact points between people and brands which the marketer can influence, sometimes directly and sometimes indirectly.

In the modern approach to channel planning the consumer and the brand are central and consumer insight is among the first steps to take of the three main steps in channel planning
:

1.
Information and insight in

· Business

· Brand

· Consumer

2.
Communications objectives and strategy

3.
Implementation and evaluation

· Budget analysis

· Channel planning

· Negotiating strategy

· Execution 

Step 1: Information and insight

Business: Categorize type of company and product category. Any regulatory considerations in the sector (alcohol, pharmaceuticals). Major competitors. 

Brand: The key players in the category. How do competitors use the media? How, where and when do they spend? Are there any channels that our competitors do not use? What opportunities exist to gain a competitive advantage?

Consumer: Profiles of current consumers in different countries. How do consumers purchase and use the brand? What is the frequency of purchase? Are usage and attitude data available?
Any culture-specific brand values and situations of usage? Can culture clusters be distinguished with respect to usage, attitudes and values? How will this insight fit with the way audiences are defined by the media? For each country or cluster of countries description of consumers in cultural terms related to the product category (e.g. low vs. high context communication, media usage, status needs). To which media are the target group most heavily exposed in each country or cluster of countries? At which points in the buying/decision-making process do consumers interact with each communication channel? How much influence on brand choice does each communication channel have? What do the target use the medium for (e.g. collect information, compare brands etc.)? How much involvement and trust does the target have in each channel?

Are any national consumer insight studies available, in order to formulate target groups in national terms? Many consumer panel surveys (e.g. IRI, AC Nielsen), single source quantitative research studies (e.g. SIMM, TGI) or qualitative studies are available to describe consumers in other countries. With the help of this information groups of people in each country can be defined who have the greatest propensity to purchase the product. 

At the same time available data on exposure to the leading local and international media can be assembled. Across all major countries a wealth of data is available.

This is the moment in the planning process to find out if centrally decided brand values or creative approaches will have the potential to reach mass markets or only niches in different countries. If the wish is to reach mass markets in all countries, the decision has to be made to adapt creative content to different cultures or culture clusters. This decision will lead to a much wider choice of channels and more precise communication objectives can be set for each country.

Step 2: Communications objectives and strategy

At this stage the brand positioning statement must be formulated or the message, expressed in a single statement that will connect with consumers, see also chapter 11. Based on cultural analysis, it is decided whether to use one message or to vary messages by culture clusters or by country.

Step 3: Implementation and evaluation

Budget analysis includes questions like what does the budget cover (media, production, promotion, agency fees), and possible constraints (launch dates, promotional periods, financial phasing). Budgets can be set in various ways: (1) Based on history; (2) Task-related; (3) Fixed cost per customer; (4) Competitive comparison (share of spend/share of voice), based on analysis of how much has been spent on communications by all brands in the category. Share of voice (SOV) is based upon the actual media performance of your brand against the competition per medium per period.

Channel planning implies identifying the most relevant communications channels of connection between the brand and its audience in terms of both efficiency and effectiveness. Select the communication channels based on both quantitative and qualitative factors. Evaluate how well each channel influences and connects with the target group and the message it conveys about the brand. The individual channels should support each other, or even interact. 

Further analysis includes the 

· environment of channels (place and time of use, active or passive use, style, language, trust)

· physical characteristics (color, movement, sound, message duration, ability to attract attention

· technical (availability, copy lead times, competitive environment)

· channel interaction – how will the selected channels interact with each other?


For an international campaign the different channels may play different roles across cultures. Most brands will have regional or local strengths or weaknesses that need to be supported. Additionally, selected media channels are likely to have regional or local biases. 

Once the relevant channels have been determined, individual channel strategies must be developed with the budget-split across the channels. For each selected channel, a rationale must be developed detailing how each is to be used and how the campaign works as a whole. Several factors need to be considered: 

· effective frequency: how many times should the message be exposed to the target in a defined period?

· effective reach: what proportion of the target must be covered at the effective frequency level?

· continuity: at what interval must the exposure occur?

· time and place: is it possible to communicate at a time when and in a place where our target is particularly receptive to the brand message? 

· media environment: are there any specific TV programs, special newspaper sections, video games, or social networks that are relevant for the message?

For each communications channel and media owner a negotiation strategy includes not only the price but also other elements like flexibility to change timing, free research, and PR support.

An execution brief recommends a channel mix and channel specific details such as budget, campaign period, creative unit, target audience, reach and frequency objective, maximum/minimum GRPs to achieve effective reach and frequency, campaign phasing and specific media guidelines.

� The IAB defines PPC as follows: PPC allows advertisers to bid for placement in the paid listings search results on terms that are relevant to their business. Advertisers pay the amount of their bid only when a consumer clicks on their listing. Also called sponsored search/paid search.


� ‘Advertising: How internet advertising works’. 2008. � HYPERLINK "http://www.xav.com" ��www.xav.com�.


� Drèze X and Hussherr FX (2003). Internet advertising: is anybody watching? Journal of Interactive Marketing. 17 (4): 8-23


� IAB Broadband Video Commercial Guidelines. May 2006, version 1.0. www.iab.net/standards/measurement.asp


� Accenture Media and Entertainment (2007). Beyond the hype: How new content and technology are redefining the future of media. www.accenture.com


� Briggs, Rex (2005). How the internet is reshaping advertising. Admap, April, 59–61


� ZenithOptimedia: The ROI Blueprint, obtained from Peter Teillers. 
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