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advertising effort

Television Television

Impact—sight, sound and motion; demonstration Cost—high cost for time and commercial production

Reach—very high among all age groups Clutter—too many commercials reduces impact of
message

Radio Radio

Targeting—reaches a selective audience based on Retention—short, single-sense message

station format Fragmentation—many stations in large markets reduces

Reach and Frequency—reaches same audience impact

frequently

Newspaper Newspaper

Coverage—good reach among adults in local markets Lifespan—short; a one day medium

Flexibility—message can be inserted quickly Targeting—not appropriate for advertiser with carefully
defined targets

Magazine Magazines

Targeting—specialized magazines reach defined Clutter—too many ads in each issue

demographic targets Frequency—Ilow message frequency (monthly)

Environment—quality of editorial enhances advertising

message

Out-of-Home Out-of-Home

Reach and Frequency—message reaches same target = Message—only suitable for short messages

frequently (daily travel patterns) Targeting—reaches broad cross-section; can't target

Coverage—available on a market-by-market basis specific demographics

Direct Response Direct Response

Targeting—reaches a pre-selected and defined Image—junk image of mail used; hard-sell approach

audience No Editorial Support—message stands alone in medium

Measurement—expenditure directly attributed to

Internet Internet
Targeting—ads reach individuals based on Low Click Rates—only a small audience visits a website
behaviour (destinations) for more information
Timing—ads delivered anytime, anywhere Clutter—barrage of banner ads on websites reduces
! impact

Figure 14.16  Media Advertising Selection Considerations

brand democratization A
situation in which the
customer can interact with a
brand, giving the customer
some control over the
marketing of a brand (as in
online user-generated content).

active participant in social media. Mondelez sees true marketing benefit: “When traditional
advertising such as TV is paired with digital and social media, they see a jump: Campaigns
are generally two times as effective for the money.”*? For more insight into how Mondelez
employs social media in real time, read the Think Marketing Box Oreo’s Olympian Effort.

The Social Media Environment: Consumers Are in Control

As discussed in Chapter 1, we are in the social media marketing era. In this era consumers
have more control over marketing communications. Previously marketers would push their
communications onto consumers. In the social media era the communications process is
more participative—the goal is to get consumers talking about brands and promoting
brands on behalf of the marketing organization. In Chapter 1 this change in control and
participative style of communications was referred to as brand democratization.

The sooner the marketer adapts to this change and sees the benefit of allowing
consumers to participate in the creation of brand content, the easier it will be to
integrate social media into a marketing communications strategy. For example, an
organization could put out a call for consumer-produced video content to potentially be
used in in a promotional campaign. Much of the content on social media networks is
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Figure 14.21 Gamers
who are intensely
involved with a video
game do notice the ads.

Steve White/CP Images

their website. These games offer interactivity and entertainment value—things people are
looking for when they visit a website. In commercially sold games there is a diverse range
of possibilities, including fully integrated opportunities (having a game designed around
a brand or brands), interactive product placements, outdoor-style billboards, and
30-second video spots. Refer to the image in Figure 14.21.
The presence of advertisements in games are acceptable to gamers. In fact, they
expect to see ads and they are receptive to their presence. A study conducted by IGA
Worldwide (a game vendor) discovered that 70 percent of respondents thought the ads
made them feel better about the brands.* Apparently the presence of ads adds some
reality to the game! Some traditional blue-chip brands, including Coca-Cola, Pepsi-Cola,
Red Bull, Axe, and Burger King, have channelled some of their advertising investment
into video games and have been successful with it. @
For a summary of the advantages and disadvantages of these emerging media Simulation: Online
platforms refer to Figure 14.22. Marketing

Social Media Social Media

Word-of-Mouth—brand endorsements by friends has Word of Mouth—bad news about a brand travels fast
positive influence Currency—considerable time required to “refresh”
Targeting—can reach precisely defined targets posted information

Engagement—consumers interact with brand Relevance—too many unsolicited “promotional” ads

Mobile Mobile

Targeting—effectively reaches younger target Cost to Consumers—consumers may balk at data
Timing—can reach target at point of sale charges for downloads

Image—intrusiveness borders on telemarketing image

Video Games Video Games
Recall—heightened interest while playing game Message—message can't be changed in commercially
Qmproves brand recall sold games

Figure 14.22 Media Selection Considerations—Interactive Media Communications





