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Answers To Common & 
Not So Common 
Marketing Conundrums

Media Buying, 
A Few Basics To
Get You Started. 

What
Matters
ThisMonth 

Media planning and buying can be a mind-numbing exercise full of odd

acronyms that few people understand, endless number crunching and

an overwhelming collection of choices. Thankfully and in spite of what

some people may say, media buying isn’t really rocket science but rather

a combination of using the information you have at hand, gut instincts

and data from other sources. 

Know Your Audience. Knowing who you
want to reach helps you start the narrow-
ing down process which is likely to help
preserve your sanity, not to mention save
considerable time. Be specific and base
your audience profile on the existing data
from your own customer list or what
you’ve already researched in your market-
ing plan. Include (to name a few) age, 
gender, title, industry, buying habits, 
education, income and location. 

Decide On The Type Of Media Best For

You. Every medium has its strong and
weak points and you need to pick the ones
that best support your marketing objec-
tives. Newspapers and television deliver
high audience numbers but can be tremen-
dously expensive. Magazines, especially
trade magazines can be highly targeted, but
are less flexible from a timing standpoint.
Direct media whether print or electronic

are by far the most tar-
geted, but can carry a
high unit cost. Whatever
you decide, keep your
list small so that your
advertising efforts are
not spread too thin. 

Research Your Choices.

If, for instance, you’ve
decided to use trade
magazine advertising, get

your hands on all the media kits and infor-
mation that you can. Ask the publisher for
back issues to get a sense of the editorial
profile and current advertisers. Look for
audited circulation numbers and advertis-
ers that repeatedly use the publication. Be
sure to check how effectively they deliver
your target audience. 

Commit To Frequency. One-off print
advertising or direct marketing efforts 
will not produce the results you need and
will only leave you scratching your head 
in confusion and disappointment. 
Research has shown that at least three
insertions are needed for an effective 
campaign. Make sure your campaigns pay
attention to the all important frequency
guidelines. It’s better to have fewer media
with more insertions than a long list of 
sporadic appearances. 

Track Your Results. Once your 
advertising starts running make sure you
are constantly finding out where your
results are coming from. There are a 
number of ways to do that—from unique
email addresses and phone numbers to
having the people who handle inquiries 
ask where the ad was seen. Make sure 
that data collected is put into a spread-
sheet to review the effectiveness of each
media used.  

Intercreative Marketing

We’ve recently helped the Crowne
Plaza Toronto Don Valley launch a
much anticipated catering division.
Can we help you?

Brazen Beating Of
Our Own Drum 
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