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Definition, Scope, and Context
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‘* Definition and Scope of Media

e Definition: The vehicle that
brings message to target
audience.

* Scope: Contact points



‘* Definition and Scope of Media

* Which one is media?
* Billboard
* Social media
* Product placement
e Stairs
 Employee
* Building



‘# Context of Media in the Seamless World

e One voice

 Fitting one message (for one moment) in all media -- 30 sec
TVC, printed, outdoor, ...

e Has been the norm

e Multi-moment
e To fit in to the different moment in life

* Transmedia

* Fluid; story telling vis integrated media; Each media
contributes to be story teller



Categorization and Perspectives on Media

© Alisara R. CHARINSARN



e Categorization and Perspectives on Media

* Type of media : On air, online, on the go, on ground,
In print

* Source of media occupation
* Accounting recording of media expense

 Nature of Media



e Categorization and Perspectives on Media

* Type of media
* Onair
* Online
* On the go
* On ground
* In print



% Example of Media Integration --

" Matching Game!

Integrating of Media

* Online & On air

* Online & On the Go

* On ground & On the go

Example

* Line chat in mobile
* Facebook Live

* Balloon as media



e Categorization and Perspectives on Media

* Source of media occupation

AR 7.6
ANNURUWUSYDY Paid Media, €arned Media Way Owned Media

Paid Media Owned Media

Earned Media



e Categorization and Perspectives on Media

* Accounting recording of media expense
* Above the Line (ATL)

* Below the Line (BTL)
* Through the Line (TTL)
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* Categorization and Perspectives on Media
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Key Activities V'Day Summer Thai NY Back to School Relaunch Mother'sDay School Break 2000

TV tie in

Youtube A

fb Ad

Remarketing (DM/Promo/Ad)

Billboard

Transit Ad

Sky train Ad

PR: Launch event

Free sampling

hool event

“er event




e Categorization and Perspectives on Media

 Nature of Media

* Media consumption pace: Live vs self-paced

* Frequency, speed, and quantity of info
* e.g. Fb feed: all high, therefore, short attention on the message
* e.g. blog vs twitter

* Dimension of communication
* Visual e.g. font type, picture
Audio e.g. tone of voice
Smell e.g. fragrant atmosphere
Taste e.g. product taste
Touch e.g. texture and material used in the event



# Challenges in Media Planning

e Various terms/ vocab e.g. GRP vs TARP
* Changes
e Limitation of information



Frequently-Used Media Terminology
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¥ Frequently-Used Media Terminology

(See an example in the next slide)

* Rating Point
* Reach

* Frequency
* GRP



. A — .
% Media Terminology
Program Total Total 4
Person
A B C D Exposure | Programs
1 X X - - 2 X
2 X X - X 3 X
3 - - - X 1 X
4 - X X X 3 X
S - - X - 1 X
6 - - X = 1 X
4 X X X X 4 X
8 - - - - - -
9 X X - X 3 X
10 - - - - - -
Total 4 5 4 5 18 8
Exposure
Reach 40% 50% 40% 50% 80%
e Assume there are 10 persons and 4 programs. e Program A was watched by 4 persons or 40 %, etc.

e 8 out of 10 persons watch any program. e The total exposure of the 4 programs is 18 times.



¥ Frequently-Used Media Terminology

 SOM (Share of Market)
e SOV (Share of Voice)
e SOE (Share of Expenditure)



¥ Frequently-Used Media Terminology: Digital

* Reach: The target whom can be reached e.g. fb fan, fb
like

* Engagement: Participation with the content e.g. like,
comment, share



¥ Frequently-Used Media Terminology:
Media Comparison

* CPRP
* CPM



¥ Frequently-Used Media Terminology:
Media Comparison

e CPRP = Advertisement cost / TV program rating



¥ Exercise: Calculate CPRP

Cost

Rating Point
CPRP

85,000 Baht/ 30” Spot

10
?



¥ Frequently-Used Media Terminology:
Media Comparison

 CPM = (Media cost / #Target exposed) x 1,000



* Exercise: Calculate CPM Example

Cost = 35,000 Baht/ Insertion
Audience (‘000) = 11
CPM = ?



Media Game -1

e Use your electrical device.
* Search “kahoot”: https://kahoot.it/#/
* Enter pin

* You have 10 sec for each question.

* For the first 3 questions, refer to the takle an
your handout.

* Enjoy!


https://kahoot.it/#/

Media Planning
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‘* Media Planning

e Can reach consumer (See A Day in Life)
* Fit with brand

* Prioritize! Fewer! Bigger!

* Fit with situation — time and place

* Have “media coverage” in mind

* Have “effective reach” in mind

e Consider “recency” technic

* Understand “scheduling”



e
Vledia Planning

* Fit with brand
* Prioritize! Fewer! Bigger!

* Fit with situation — time and place
* e.g. Lipton at JJ
* e.g. natural disaster
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Have “media coverage” in mind

* Targeting the “target group” - - not more than that!
* e.g. geography/ weather
¢ e.g. momsvVvs non-moms



Ann 7.7
nsdfeejuslnaatinefidss@ninaw (Effective Reach)

%Reach
801

60

GRPs = Gross ratings point

Ineffective exposure ERPs = Effective ratings point

40

Excesstive exposure

/ Negative exposure

ll‘/lll

18 19 20 #Exposure

Effective exposure

| | 1 1 1 1 1
12 3 4 656 6 7 8 9 10 11 12 13 14

ﬁuﬂ : USuann Belch, G. €., & Belch, M. A. (2015). Advertising and promotion: An integrated

marketing communications perspective, (10" ed.). Singapore: McGraw-Hill.



e
Vledia Planning

* Consider “recency” technic



¥
Media Planning

* Understand “scheduling”

* Continuity -]

* Pulsing e R —

* Flighting I N I



% Media Planning:
Using Gantt Chart for Overview and Summary

Brand: xxx
Campaign: xxx
Country: Thaialnd

lan Feb Mar Apr May lune July Aug Sep Oct Mo Dec Total (5)
1| 1] 3| a| 1] 2| 3| 4| 1| 2] 3| 4| 1| 2| 3] 4] 1| 2| 3| 4] 1] 2| 3| 4| 1| 2| 3] 4] 1| 2| 3| 4] 1] 2| 3| 4| 1] 2| 3| 4] 1] 2] 3] 4] 1] 2| 3] 4
Key Activities V'Day Summer |Thai NY Back to School Relaunch Mother'sDay School Break XXX
TVC Thematic Ad Thematic Ad Relaunch (RL)
Tactical Ad - Summer Teaser
TV tiein
Youtube
fb Ad

Remarketing (DM/Promo/Ad)

Billboard
Transit Ad
Sky train Ad

—

PR: Launch event
Free sampling
School event

Summer event




Media Game -2

e Use your electrical device.
* Search “kahoot”: https://kahoot.it/#/
* Enter pin

* You have 10 sec in the first 2 questions. And you have 20 sec in the
last 3 questions.

* Enjoy!



https://kahoot.it/#/
https://kahoot.it/#/
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What did we cover today?

* Creative

* Intro

* Process
Workshop
Production process
Consideration
Evaluation
Final thought

© Alisara R. CHARINSARN






