ADVERTISING MEDIA PLANNING

WHAT IS ADVERTISING MeDIA PLANNING? A COMPREHENSIVE GUIDE

ADVERTISING MEDIA PLANNING IS THE STRATEGIC PROCESS OF DETERMINING WHERE, WHEN, AND HOW A BRAND'S ADVERTISING
MESSAGES WILL BE DELIVERED TO REACH ITS TARGET AUDIENCE EFFECTIVELY AND EFFICIENTLY. |T'S THE ART AND SCIENCE BEHIND
ENSURING YOUR MARKETING DOLLARS ARE SPENT WISELY, CONNECTING WITH THE RIGHT PEOPLE AT THE OPPORTUNE MOMENTS TO
DRIVE DESIRED ACTIONS, WHETHER THAT'S A PURCHASE, A WEBSITE VISIT, OR BRAND RECOGNITION. THIS VITAL DISCIPLINE
INVOLVES A DEEP UNDERSTANDING OF CONSUMER BEHAVIOR, MEDIA CONSUMPTION HABITS, AND THE EVER-EVOLVING LANDSCAPE
OF COMMUNICATION CHANNELS. WE'LL EXPLORE THE FOUNDATIONAL ELEMENTS, DELVE INTO THE STRATEGIC CONSIDERATIONS,
AND UNRAVEL THE KEY STEPS INVOLVED IN CRAFTING A WINNING MEDIA PLAN THAT DELIVERS TANGIBLE RESULTS.
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UNDERSTANDING THE CORE OF ADVERTISING MEDIA PLANNING

AT ITS HEART, ADVERTISING MEDIA PLANNING IS ABOUT MAKING SMART CHOICES. IT'S NOT ENOUGH TO SIMPLY HAVE A GREAT
PRODUCT OR SERVICE, YOU NEED TO TELL THE RIGHT PEOPLE ABOUT IT, IN A WAY THAT RESONATES. THIS MEANS MOVING
BEYOND GUESSWORK AND EMBRACING A SYSTEMATIC APPROACH. A WELL-EXECUTED MEDIA PLAN ACTS AS A ROADMAP, GUIDING
ADVERTISERS THROUGH THE COMPLEX MAZE OF MEDIA CHANNELS AVAILABLE TODAY. |T ANSWERS FUNDAMENTAL QUESTIONS
LIKE: WHO ARE WE TRYING TO REACH? W/HAT DO WE WANT THEM TO DO? AND HOW CAN WE BEST GET OUR MESSAGE IN FRONT
OF THEM WITHOUT WASTING PRECIOUS RESOURCES?

THINK OF IT LIKE PLANNING A JOURNEY. YOU \X/OULDNITJUST HOP IN A CAR AND DRIVE WITHOUT KNOWING YOUR DESTINATION,
YOUR ROUTE, OR THE BEST TIME TO TRAVEL. SIMILARLY, ADVERTISING MEDIA PLANNING REQUIRES A CLEAR OBJECTIVE AND A
WELL-DEFINED STRATEGY TO ACHIEVE IT. IT'S ABOUT MAXIMIZING IMPACT AND MINIMIZING WASTE BY UNDERSTANDING THE
NUANCES OF EACH MEDIA PLATFORM AND HOW THEY CAN BEST SERVE YOUR CAMPAIGN GOALS. THE ULTIMATE AIM IS TO ENSURE
THAT YOUR ADVERTISING INVESTMENT GENERATES THE HIGHEST POSSIBLE RETURN.

THE STRATEGIC PILLARS OF EFFECTIVE MEDIA PLANNING

SEVERAL CORE PRINCIPLES UNDERPIN ANY SUCCESSFUL ADVERTISING MEDIA PLANNING STRATEGY. THESE PILLARS ENSURE THAT
THE PLAN IS NOT JUST A COLLECTION OF TACTICS BUT A COHESIVE AND RESULTS-DRIVEN ENDEAVOR. W/ITHOUT A STRONG
FOUNDATION BUILT ON THESE PRINCIPLES, EVEN THE MOST CREATIVE CAMPAIGNS CAN FALL FLAT.



DerINING CLEAR OBJECTIVES AND GOALS

BEFORE ANY MEDIA SELECTION OR BUDGETING CAN OCCUR, IT'S PARAMOUNT TO ESTABLISH PRECISE, MEASURABLE, ACHIEVABLE,
RELEVANT, AND TIME-BOUND (SMART) OBJECTIVES. ARE YOU AIMING TO INCREASE BRAND AW ARENESS BY A SPECIFIC
PERCENTAGE WITHIN SIX MONTHS? IS THE GOAL TO DRIVE A CERTAIN NUMBER OF LEADS OR SALES? PERHAPS YOU WANT TO
IMPROVE WEBSITE TRAFFIC BY A SET AMOUNT. THESE OBJECTIVES WILL DICTATE EVERY SUBSEQUENT DECISION IN THE MEDIA
PLANNING PROCESS, ACTING AS THE COMPASS THAT GUIDES YOUR STRATEGY. W ITHOUT CLEAR GOALS, IT'S IMPOSSIBLE TO
MEASURE SUCCESS.

IDENTIFYING AND UNDERSTANDING THE T ARGET AUDIENCE

W/HO ARE YOU TRYING TO REACH? THIS QUESTION IS FOUNDATIONAL. EFFECTIVE MEDIA PLANNING HINGES ON A DEEP
UNDERSTANDING OF THE TARGET AUDIENCE'S DEMOGRAPHICS, PSYCHOGRAPHICS, BEHAVIORS, INTERESTS, AND MEDIA
CONSUMPTION HABITS. W/HERE DO THEY SPEND THEIR TIME ONLINE AND OFFLINE? W/HAT ARE THEIR MEDIA PREFERENCES? W/HAT
MOTIVATES THEM? THE MORE GRANULAR YOUR UNDERSTANDING, THE MORE PRECISELY YOU CAN TARGET YOUR EFFORTS,
ENSURING YOUR MESSAGE LANDS WITH RECEPTIVE EARS AND EYES. BUILDING DETAILED BUYER PERSONAS CAN BE INCREDIBLY
BENEFICIAL HERE.

CoMPETITIVE ANALYSIS AND MARKET INSIGHTS

UNDERSTANDING THE COMPETITIVE LANDSCAPE IS CRUCIAL. WHAT ARE YOUR COMPETITORS DOING IN THE MEDIA SPACE? W/ HICH
CHANNELS ARE THEY LEVERAGING, AND WITH WHAT APPARENT SUCCESS? ANALYZING THEIR STRATEGIES CAN PROVIDE VALUABLE
INSIGHTS AND IDENTIFY OPPORTUNITIES OR POTENTIAL PITFALLS. FURTHEEMORE, STAYING ABREAST OF MARKET TRENDS AND
SHIFTS IN CONSUMER BEHAVIOR IS ESSENTIAL FOR ADAPTING YOUR MEDIA PLAN AND MAINTAINING RELEVANCE. THIS PROACTIVE
APPROACH ENSURES YOU'RE NOT JUST REACTING TO THE MARKET BUT SHAPING YOUR PRESENCE WITHIN IT.

Key STAGES IN THE ADVERTISING MEDIA PLANNING PROCESS

ADVERTISING MEDIA PLANNING IS A CYCLICAL AND ITERATIVE PROCESS, INVOLVING DISTINCT STAGES THAT BUILD UPON EACH
OTHER. EACH STAGE REQUIRES CAREFUL CONSIDERATION AND OFTEN INVOLVES COLLABORATION BETWEEN DIFFERENT TEAMS OR
DEPARTMENTS WITHIN AN ORGANIZATION.

RESEARCH AND ANALYSIS

THIS INITIAL PHASE IS ALL ABOUT GATHERING INFORMATION. |T INVOLVES DELVING INTO MARKET RESEARCH, AUDIENCE DATA,
COMPETITIVE INTELLIGENCE, AND MEDIA CHANNEL PERFORMANCE METRICS. THE GOAL IS TO BUILD A COMPREHENSIVE PICTURE OF
THE ENVIRONMENT IN WHICH YOUR ADVERTISING WILL OPERATE. THIS RESEARCH INFORMS THE SUBSEQUENT STRATEGIC
DECISIONS, ENSURING THEY ARE DATA-DRIVEN RATHER THAN BASED ON ASSUMPTIONS. UNDERSTANDING PAST CAMPAIGN
PERFORMANCE IS ALSO A VITAL PART OF THIS RESEARCH.

SETTING MepIA OBJECTIVES AND STRATEGY DEVELOPMENT

BASED ON THE RESEARCH AND THE OVERARCHING MARKETING OBJECTIVES, SPECIFIC MEDIA OBJECTIVES ARE FORMULATED. THESE
OBJECTIVES ARE THE BENCHMARKS AGAINST WHICH THE MEDIA PLAN'S SUCCESS WILL BE MEASURED. FOLLOWING THIS, A
STRATEGIC APPROACH IS DEVELOPED. THIS INVOLVES DECIDING ON THE OVERALL DIRECTION OF THE MEDIA PLAN, CONSIDERING
FACTORS LIKE REACH, FREQUENCY , SEASONALITY, AND THE DESIRED TONE OF THE CAMPAIGN. THIS IS WHERE THE “HOW" STARTS
TO TAKE SHAPE.



MEDIA SELECTION AND T ACTICAL PLANNING

THIS IS WHERE THE ACTUAL MEDIA CHANNELS ARE CHOSEN. BASED ON THE DEFINED AUDIENCE, OBJECTIVES, AND STRATEGY,
SPECIFIC PLATFORMS AND VEHICLES ARE SELECTED. THIS MIGHT INCLUDE DIGITAL CHANNELS LIKE SOCIAL MEDIA, SEARCH ENGINES,
AND DISPLAY NETWORKS, AS WELL AS TRADITIONAL MEDIA SUCH AS TELEVISION, RADIO, PRINT, AND OUT-OF-HOME
ADVERTISING. T ACTICAL PLANNING INVOLVES DETERMINING THE SPECIFICS OF HOW EACH SELECTED MEDIUM WILL BE USED,
INCLUDING AD FORMATS, PLACEMENTS, AND TIMING.

BUDGETING AND NEGOTIATION

A CRITICAL ASPECT OF MEDIA PLANNING IS ALLOCATING THE AVAILABLE BUDGET ACROSS THE CHOSEN MEDIA CHANNELS. THIS
INVOLVES MAKING INFORMED DECISIONS ABOUT WHERE TO INVEST FOR THE GREATEST IMPACT, CONSIDERING THE COST~-
EFFECTIVENESS OF EACH OPTION. NEGOTIATION WITH MEDIA VENDORS IS OFTEN A KEY PART OF THIS STAGE, AIMING TO SECURE
THE BEST POSSIBLE RATES AND PLACEMENTS FOR THE ALLOCATED BUDGET. THIS PHASE REQUIRES A KEEN EYE FOR VALUE AND A
STRONG UNDERSTANDING OF MEDIA COSTS.

ExXECUTION AND IMPLEMENTATION

ONCE THE MEDIA PLAN IS FINALIZED AND APPROVED, IT MOVES INTO THE EXECUTION PHASE. THIS INVOLVES BOOKING AD SPACE,
CREATING AND DELIVERING CREATIVE ASSETS, AND ENSURING THAT ALL ELEMENTS OF THE PLAN ARE IMPLEMENTED ACCORDING TO
SCHEDULE. CLOSE COORDINATION WITH CREATIVE TEAMS, MEDIA VENDORS, AND AD PLATFORMS IS ESSENTIAL FOR SMOOTH
EXECUTION. THIS IS WHERE THE PLAN COMES TO LIFE.

MONITORING, MEASUREMENT, AND OPTIMIZATION

THE WORK DOESN'T STOP ONCE THE ADS ARE LIVE. CONTINUOUS MONITORING OF CAMPAIGN PERFORMANCE IS CRUCIAL. THIS
INVOLVES TRACKING KEY PERFORMANCE INDICATORS (KP|S) AGAINST THE SET OBJECTIVES. DATA IS COLLECTED AND ANALYZED
TO UNDERSTAND WHAT’'S WORKING AND WHAT'S NOT. BASED ON THESE INSIGHTS, THE MEDIA PLAN IS OPTIMIZED IN REAL-TIME.
THIS MIGHT INVOLVE SHIFTING BUDGET BETWEEN CHANNELS, ADJUSTING TARGETING PARAMETERS, OR REFINING AD CREATIVES.
OPTIMIZATION ENSURES THAT THE CAMPAIGN REMAINS EFFECTIVE THROUGHOUT ITS DURATION AND MAXIMIZES ROI.

SELECTING THE RIGHT MeDIA Mix

CHOOSING THE OPTIMAL MEDIA MIX IS ONE OF THE MOST CHALLENGING YET REWARDING ASPECTS OF ADVERTISING MEDIA
PLANNING. |T'S ABOUT CREATING A SYNERGISTIC BLEND OF CHANNELS THAT WORK TOGETHER TO ACHIEVE YOUR CAMPAIGN
GOALS MORE EFFECTIVELY THAN ANY SINGLE CHANNEL COULD ALONE. THE “RIGHT” MIX IS NEVER ONE-SIZE-FITS-ALL, IT's
ENTIRELY DEPENDENT ON YOUR SPECIFIC OBJECTIVES, TARGET AUDIENCE, AND BUDGET.

CONSIDER THE POWER OF A MULTI-CHANNEL APPROACH. WHILE A ROBUST DIGITAL STRATEGY IS ESSENTIAL IN TODAY'S
LANDSCAPE, TRADITIONAL MEDIA STILL HOLDS SIGNIFICANT SWAY FOR CERTAIN DEMOGRAPHICS AND OBJECTIVES. For INSTANCE,
A NATIONAL TELEVISION CAMPAIGN CAN BUILD BROAD AW ARENESS, WHILE TARGETED SOCIAL MEDIA ADS CAN DRIVE DIRECT
RESPONSE FROM HIGHLY SPECIFIC SEGMENTS. RADIO CAN BE EFFECTIVE FOR LOCAL REACH AND DRIVING IMMEDIATE TRAFFIC, AND
PRINT CAN LEND CREDIBILITY AND REACH NICHE AUDIENCES. THE KEY IS TO UNDERSTAND THE STRENGTHS OF EACH MEDIUM AND
HOW THEY CAN COMPLEMENT EACH OTHER TO CREATE A POWERFUL, COHESIVE MESSAGE THAT RESONATES ACROSS VARIOUS
TOUCHPOINTS.

¢ DIGITAL MEDIA: THIS ENCOMPASSES A VAST ARRAY OF PLATFORMS, INCLUDING SEARCH ENGINE MARKETING (SEM),
SOCIAL MEDIA ADVERTISING, DISPLAY ADVERTISING, VIDEO ADVERTISING, INFLUENCER MARKETING, AND PROGRAMMATIC
BUYING. DIGITAL CHANNELS OFFER UNPARALLELED TARGETING CAPABILITIES, MEASURABILITY, AND FLEXIBILITY.



® TRADITIONAL MEDIA: DESPITE THE DIGITAL REVOLUTION, TRADITIONAL CHANNELS REMAIN RELEVANT. THESE INCLUDE
TELEVISION, RADIO, NEWSPAPERS, MAGAZINES, AND OUT-OF-HOME (OOH) ADVERTISING SUCH AS BILLBOARDS AND
TRANSIT ADS. THEY ARE OFTEN USED FOR BROAD REACH AND BRAND BUILDING.

e EMERGING MEDIA: THE MEDIA LANDSCAPE IS CONSTANTLY EVOLVING. THIS CATEGORY INCLUDES CHANNELS LIKE
PODCASTS, STREAMING SERVICES, CONNECTED TV (CTV), AND INTERACTIVE DIGITAL EXPERIENCES. KEEPING AN EYE ON
THESE EMERGING PLATFORMS CAN OFFER COMPETITIVE ADVANTAGES.

BUDGETING AND MEDIA ALLOCATION

EFFECTIVE BUDGETING IS THE BEDROCK OF ANY SUCCESSFUL ADVERTISING MEDIA PLAN. |T's NOT JUST ABOUT HOW MUCH MONEY
YOU HAVE TO SPEND, BUT HOW WISELY YOU ALLOCATE IT TO ACHIEVE THE MAXIMUM IMPACT. THIS PROCESS REQUIRES A
DELICATE BALANCE BETWEEN REACH, FREQUENCY, AND COST, ALL WHILE KEEPING THE DEFINED CAMPAIGN OBJECTIVES FIRMLY IN
SIGHT.

\WHEN ALLOCATING YOUR BUDGET, YOU'LL NEED TO CONSIDER THE COST PER THOUSAND IMPRESSIONS (CPM) FOR DIFFERENT
CHANNELS, THE COST PER cLick (CPC), AND THE POTENTIAL RETURN ON AD SPEND (ROAS). A THOROUGH UNDERSTANDING OF
THESE METRICS, COUPLED WITH DATA FROM PAST CAMPAIGNS AND INDUSTRY BENCHMARKS, WILL INFORM YOUR DECISIONS. IT's
OFTEN BENEFICIAL TO START WITH A BROAD ALLOCATION AND THEN REFINE IT AS YOU GATHER MORE PERFORMANCE DATA.
FLEXIBILITY IS KEY BE PREPARED TO REALLOCATE FUNDS IF CERTAIN CHANNELS ARE OUTPERFORMING OTHERS OR IF MARKET
CONDITIONS CHANGE UNEXPECTEDLY. THIS DYNAMIC APPROACH ENSURES YOUR BUDGET IS ALWAYS WORKING AS HARD AS
POSSIBLE FOR YOU.

MEASURING AND OPTIMIZING MEDIA PLAN PERFORMANCE

THE JOURNEY OF ADVERTISING MEDIA PLANNING DOESN'T CONCLUDE WITH CAMPAIGN LAUNCH; IN FACT, A CRITICAL PHASE OF
CONTINUOUS IMPROVEMENT BEGINS. MEASURING PERFORMANCE AGAINST PRE-DEFINED KEY PERFORMANCE INDICATORS (KP|S> IS
ABSOLUTELY VITAL. THIS DATA-DRIVEN APPROACH ALLOWS YOU TO UNDERSTAND THE TRUE IMPACT OF YOUR MEDIA
INVESTMENT AND IDENTIFY AREAS FOR ENHANCEMENT.

KEY METRICS TO TRACK MIGHT INCLUDE REACH (THE NUMBER OF UNIQUE INDIVIDUALS EXPOSED TO YOUR AD), FREQUENCY (THE
AVERAGE NUMBER OF TIMES AN INDIVIDUAL SAW YOUR AD), CLICK-THROUGH RATES (CTR), CONVERSION RATES, COST PER
ACQUISITION (CPA)/ AND BRAND LIFT. ANALYZING THESE METRICS PROVIDES INVALUABLE INSIGHTS INTO WHICH CHANNELS ARE
MOST EFFECTIVE, WHICH CREATIVES ARE RESONATING, AND WHERE YOUR TARGET AUDIENCE IS MOST ACTIVELY ENGAGING. THIS
INFORMATION THEN FEEDS INTO THE OPTIMIZATION PROCESS. OPTIMIZATION ISN'T A ONE-TIME EVENT, IT'S AN ONGOING
COMMITMENT. |T INVOLVES MAKING DATA-INFORMED ADJUSTMENTS TO YOUR MEDIA PLAN, SUCH AS SHIFTING BUDGET TO
BETTER-PERFORMING CHANNELS, REFINING TARGETING PARAMETERS, TWEAKING AD COPY, OR ADJUSTING BIDDING STRATEGIES.
THIS ITERATIVE PROCESS ENSURES YOUR CAMPAIGN REMAINS EFFICIENT, EFFECTIVE, AND DELIVERS THE HIGHEST POSSIBLE RETURN
ON INVESTMENT THROUGHOUT ITS LIFECYCLE.

THE FUTURE OF ADVERTISING MEDIA PLANNING

THE FIELD OF ADVERTISING MEDIA PLANNING IS IN A CONSTANT STATE OF FLUX, DRIVEN BY TECHNOLOGICAL ADVANCEMENTS AND
EVOLVING CONSUMER BEHAVIORS. LOOKING AHEAD, WE CAN ANTICIPATE EVEN GREATER PERSONALIZATION AND AUTOMATION.
ARTIFICIAL INTELLIGENCE (AD AND MACHINE LEARNING WILL PLAY AN INCREASINGLY SIGNIFICANT ROLE IN AUDIENCE
SEGMENTATION, MEDIA BUYING, AND CAMPAIGN OPTIMIZATION, ALLOWING FOR MORE SOPHISTICATED AND EFFICIENT MEDIA
STRATEGIES. THE LINES BETWEEN TRADITIONAL AND DIGITAL MEDIA WILL CONTINUE TO BLUR, WITH AN EMPHASIS ON INTEGRATED
CAMPAIGNS THAT PROVIDE A SEAMLESS AND CONSISTENT BRAND EXPERIENCE ACROSS ALL TOUCHPOINTS. PRIVACY CONCERNS



AND DATA REGULATIONS WILL ALSO CONTINUE TO SHAPE THE LANDSCAPE, PUSHING FOR MORE TRANSPARENT AND ETHICAL
DATA PRACTICES. STAYING AGILE AND EMBRACING INNOVATION WILL BE PARAMOUNT FOR MEDIA PLANNERS TO THRIVE IN THIS
DYNAMIC FUTURE.

FAQ

Q: WHAT ARE THE MAIN GOALS OF ADVERTISING MEDIA PLANNING?

A: THE MAIN GOALS OF ADVERTISING MEDIA PLANNING ARE TO EFFECTIVELY REACH THE TARGET AUDIENCE, ACHIEVE SPECIFIC
MARKETING OBJECTIVES (SUCH AS BRAND AWARENESS, LEAD GENERATION, OR SALES), OPTIMIZE MEDIA SPEND FOR THE HIGHEST
RETURN ON INVESTMENT (ROD, AND ENSURE THE RIGHT MESSAGE IS DELIVERED THROUGH THE MOST APPROPRIATE CHANNELS AT
THE OPPORTUNE TIMES.

QI How DO YOU IDENTIFY THE TARGET AUDIENCE FOR MEDIA PLANNING?

A: IDENTIFYING THE TARGET AUDIENCE INVOLVES IN-DEPTH RESEARCH USING VARIOUS METHODS, INCLUDING DEMOGRAPHIC
ANALYSIS, PSYCHOGRAPHIC PROFILING, BEHAVIORAL SEGMENTATION, AND UNDERSTANDING MEDIA CONSUMPTION HABITS. TooLs
LIKE MARKET RESEARCH REPORTS, CUSTOMER SURVEYS, WEBSITE ANALYTICS, AND SOCIAL MEDIA LISTENING PROVIDE CRUCIAL
DATA TO BUILD DETAILED BUYER PERSONAS.

QZ \WHAT IS THE DIFFERENCE BETWEEN REACH AND FREQUENCY IN MEDIA PLANNING?

A: REACH REFERS TO THE TOTAL NUMBER OF UNIQUE INDIVIDUALS OR HOUSEHOLDS EXPOSED TO AN ADVERTISING MESSAGE AT
LEAST ONCE OVER A SPECIFIC PERIOD. FREQUENCY, ON THE OTHER HAND, IS THE AVERAGE NUMBER OF TIMES AN INDIVIDUAL
WITHIN THAT REACHED AUDIENCE IS EXPOSED TO THE SAME ADVERTISEMENT. BOTH ARE CRITICAL FOR CAMPAIGN EFFECTIVENESS,
BUT THE IDEAL BALANCE DEPENDS ON CAMPAIGN OBJECTIVES.

Q: CAN YOU EXPLAIN THE CONCEPT OF A MEDIA MIX?

A: A MEDIA MIX IS THE STRATEGIC COMBINATION OF DIFFERENT ADVERTISING CHANNELS AND PLATFORMS USED IN A MEDIA PLAN
TO REACH THE TARGET AUDIENCE. THIS COULD INCLUDE DIGITAL CHANNELS (LIKE SOCIAL MEDIA, SEARCH ENGINES, DISPLAY ADS)
AND TRADITIONAL CHANNELS (LIKE T\/, RADIO, PRINT, OUT‘OF‘HOME), EACH CHOSEN TO COMPLEMENT THE OTHERS AND ACHIEVE
A BROADER, MORE IMPACTFUL CAMPAIGN.

Q: How IS A MEDIA BUDGET DETERMINED?

A: A MEDIA BUDGET IS TYPICALLY DETERMINED BY A COMBINATION OF FACTORS, INCLUDING THE OVERALL MARKETING BUDGET,
CAMPAIGN OBJECTIVES, THE COST OF MEDIA CHANNELS, COMPETITIVE SPENDING, AND HISTORICAL PERFORMANCE DATA. OFTEN, A
PERCENTAGE OF PROJECTED SALES OR A FIXED AMOUNT BASED ON DESIRED REACH AND FREQUENCY IS ALLOCATED, FOLLOWED BY
ADJUSTMENTS BASED ON STRATEGIC PRIORITIES.

Q: WHAT AREe Key PerForRMANCE INDICATORS (KPIS) IN MEDIA PLANNING?

A: KPls ARE MEASURABLE VALUES THAT DEMONSTRATE HOW EFFECTIVELY A MEDIA PLAN IS ACHIEVING ITS KEY BUSINESS
oBJECTIVES. COMMON KPIS IN MEDIA PLANNING INCLUDE REACH, FREQUENCY , CLICK-THROUGH RATE (CTR), CONVERSION RATE,
cosT Per ACQUISITION (CPA), RETURN ON AD SPEND (ROAS), AND BRAND LIFT.

QZ How IMPORTANT IS MEASURING MEDIA PLAN PERFORMANCE?

A: MEASURING MEDIA PLAN PERFORMANCE IS ABSOLUTELY CRITICAL. T ALLOWS ADVERTISERS TO UNDERSTAND WHAT'S



WORKING AND WHAT'S NOT, ENABLING DATA-DRIVEN DECISIONS FOR OPTIMIZATION. W ITHOUT MEASUREMENT, IT'S IMPOSSIBLE
TO DETERMINE THE EFFECTIVENESS OF THE MEDIA INVESTMENT, IDENTIFY AREAS FOR IMPROVEMENT, AND JUSTIFY FUTURE BUDGETS.

Q: WHAT IS PROGRAMMATIC ADVERTISING IN THE CONTEXT OF MEDIA PLANNING?

A: PROGRAMMATIC ADVERTISING REFERS TO THE AUTOMATED BUYING AND SELLING OF DIGITAL AD INVENTORY IN REAL-TIME.
MEDIA PLANNERS USE PROGRAMMATIC PLATFORMS TO TARGET SPECIFIC AUDIENCES WITH PERSONALIZED ADS ACROSS VARIOUS
WEBSITES AND APPS, OPTIMIZING AD PLACEMENTS AND BIDS AUTOMATICALLY TO MAXIMIZE EFFICIENCY AND EFFECTIVENESS.

Q: How DO EMERGING MEDIA LIKE PODCASTS AND CTV IMPACT MEDIA PLANNING?

A: EMERGING MEDIA OFFER NEW OPPORTUNITIES TO REACH SPECIFIC, ENGAGED AUDIENCES. PODCASTS ALLOW FOR HIGHLY
TARGETED, CAPTIVE AUDIENCE REACH, WHILE ConNecTED TV (CTV) PROVIDES DIGITAL TARGETING CAPABILITIES FOR THE
TELEVISION VIEWING EXPERIENCE. MEDIA PLANNERS MUST EVALUATE THESE CHANNELS FOR THEIR POTENTIAL TO COMPLEMENT
EXISTING STRATEGIES AND REACH AUDIENCES WHERE THEY ARE CONSUMING CONTENT.

QZ \WHAT ROLE DOES DATA PLAY IN MODERN ADVERTISING MEDIA PLANNING?

A: DATA IS FUNDAMENTAL TO MODERN MEDIA PLANNING. |T INFORMS AUDIENCE SEGMENTATION, CHANNEL SELECTION, BUDGET
ALLOCATION, CREATIVE DEVELOPMENT, AND CAMPAIGN OPTIMIZATION. UTILIZING FIRST-PARTY, SECOND-PARTY, AND THIRD-
PARTY DATA ALLOWS FOR HIGHLY TARGETED AND PERSONALIZED ADVERTISING EFFORTS, LEADING TO GREATER EFFICIENCY AND
EFFECTIVENESS.
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