National Traveler Luggage and Accessoriestc "National Traveler Luggage and Accessories"
Recommended Media Plantc "Recommended Media Plan"
Purpose:tc "Purpose\:"
The purpose of this document is to present a calendar year media plan recommendation for National Traveler brand travel luggage and accessories.

Agenda:tc "Agenda\:"
I.
Executive Summary

II.
Background and Analysis

a. Marketing and Advertising Objectives

b. Budget Summary

c. Competitive Analysis

III. Media Plan Objective and Strategies

a. Media Objective and Rationale

i. Media Target

ii. Communication Goals

iii. Budget Analysis and Recommendation

b. Media Strategies and Rationale

i. Seasonality and Scheduling

ii. Geographic Coverage and Emphasis

iii. Media Mix 

IV. Recommended Media Scheduling and Flowchart
I.   Executive Summarytc "I.   Executive Summary"
• This year’s recommended media plan is significantly more aggressive than previous        years. 

• In accordance with the brand’s goal of share growth, and given an advertising objective of doubling awareness, this plan recommends a 100% increase in media spending. Recommended budget of $6 million in working media.

• In order to achieve a 25% increase in market share the advertising plan calls for a 100% increase in brand awareness to 80%. In order to achieve 80% brand awareness, this media plan delivers a very high reach goal of 90% with an average frequency of 8.1 exposures every six months.

• To accomplish an aggressive reach goal of 90%, this plan utilizes a rich mix of media including national network television, cable television, consumer magazines, and Internet banner advertising.

• Media this year is scheduled to deliver continuity throughout the year building to two key peak points to address the biggest luggage sales seasons of Spring and Fall. 
II.  Background and Analysistc "II.  Background and Analysis"
Marketing Objective

• Within one calendar year, increase the National Traveler brand share of the travel luggage category by 5 percentage points from 20% to 25%.
Advertising Objective

•
Double top-of-mind awareness of National Traveler brand luggage to 80% by the end of the year building awareness in increments throughout the travel and gift season as follows:

From Base Awareness 40%

To Spring Gift and Summer Travel at 60%

To Fall Gift and Holiday Travel at 80%
Budget Summary

• The client allocated budget for the calendar year is $6,000,000 total.

Working Media  

$5,500,000

Advertising Production 
$   500,000

• This is an investment budget intended by the client to drive incremental sales volume.
Competitive Analysis

•
Focus competitors in this category are Samsonite, Hartmann, Louis Vuitton, and specialty brand Eddie Bauer.
Market Share

•
National Traveler brand luggage is the #2 brand in the category and Samsonite is the category share leader.

Previous Year
Percent of Sales

Samsonite 
35%

National Traveler 
20%

Hartmann 
13%

Louis Vuitton 
8%

Eddie Bauer 
5%

Other brands 
19%

Competitive Media Spending

•
Media spending for the travel luggage category peaked at a total of almost $18,000,000 largely driven by investment spending behind Louis Vuitton and the Eddie Bauer brand launch.

•
After a sharp decline, spending recently has rebounded to $15 million and industry projections suggest further increases in the coming year. 

•
Samsonite is the leading advertiser with a budget of $6 million each year for the past several years.

Past Three Years’ Total Advertising Spending By Brand ($000)


Year 1
Year 2
Year 3 

Samsonite 
$5,828 
$5,975 
$6,031

Nat’l Trav
2,500  
 1,799  
 3,000

Hartmann 
  1,200   
1,378   
1,425

L Vuitton   
3,513   
1,775   
1,239

E Bauer   
3,781  
 2,012   
1,953

Others 
  1,109      
998   
1,302
Total 
$17,931 
$13,937 
$14,950
Industry Spending by Advertising Medium

•
Magazines and Network Television are the primary media of the travel luggage category.

Past Three Years’ 

Consolidated Category Spending By Medium


Magazines 
32%


Network Television 
 29%


Cable Television 
 13%


Spot Television 
11%


Newspapers 
 9%


Radio 
 6%


Total 
100%

Industry Spending by Calendar Quarter

•
Category advertising is for the most part concentrated in the spring and fall; these two quarters are big gift and travel planning seasons leading up to annual travel peaks in the summer and over the Holidays.

Past Three Years’

Consolidated Category Spending By Quarter


Jan thru Mar 
  9%


Apr thru Jun 
 44%


Jul thru Sep 
  7%


Oct thru Dec
 40%

Total 
100%

III. Media Plan Objective and Strategiestc "III. Media Plan Objective and Strategies"
Media Objectives

Primary Objective: Reach cumulative 90% of US adult travelers an average of 8 times each six months of the year. 

Secondary Objective: Maintain a minimum base level of 40% reach with a monthly frequency of 2 or better among US adult travelers during the off-peak months of January, February, July and August.
Rationale:

•
A high primary reach goal is appropriate given the aggressive advertising objective of 80% awareness, double the current level.

•
Seasonal emphasis is appropriate and consistent with industry sales and spending trends.

•
The recommended planning target audience of Adult Travelers represents a total audience of approximately 100 million adults. 

Travelers are:

Equally male/female 

(48/52) 

Aged 25 – 54 


60% (Index of 110)

College educated 


45% (Index of 129)

Above average Income 

48% (Index of 125)

•
The measurement target for media analysis and buying purposes will be Adults 25 – 54.
Budget Analysis and Recommendation

•
The National Traveler brand marketing goal for the year is a five-point growth in share representing a 25% real gain in market share versus the competition. 

•
To accomplish this marketing goal, the advertising objective calls for a 100% increase in top-of-mind brand awareness.

•
Appropriately, this media plan recommends a 100% increase in media spending, from $3,000,000 last year to $6,000,000 this year.

•
This requires an increase of $500,000 compared to the client’s allocated budget; effectively the cost of production.


    Client

              Agency


          Allocation
              Recommendation



Working Media                 $5,500,000

            $6,000,000




Production
          $   500,000

            $   500,000



Total Budget
          $6,000,000

            $6,500,000

Media Strategies

Seasonality and Scheduling

• Schedule media for continuous coverage in each of the primary months (Mar-Jun and Sep-Dec) building throughout each season to heavy-up coverage in the most peak months

Nov/Dec combined 32% of luggage sales

May/Jun combined 19% of luggage sales

• Schedule media for lower coverage in the off-season, secondary months (Jan/Feb and Jul/Aug).
Rationale:

•
Overall sales volume by month skews heavily to November and December followed next by May and June.

   Total Luggage Category

Percent


Sales 
Index

Jan 
 4% 
 48


Feb
 5 
 60


Mar
5 
 60 


Apr
5 
 60 


May
 9
108 


Jun
10 
120


Jul
 5 
 60


Aug
 9 
108


Sep
 8 
 96


Oct
 8 
 96


Nov
11 
132


Dec
21 
252

Total
100% 
100

Geographic Coverage and Emphasis

•
Schedule media for national coverage with no regional emphasis.
Rationale:

•
Virtually no regional skew to the sales of the luggage category in general.

Total Luggage Category






      Percent Sales 
        Index

New England
 4.5% 
87


Mid-Atlantic 
17.4% 
101


East Central 
13.1% 
102


West Central 
15.0%
 99


South East
20.5% 
101


South West 
10.8%
 95


Pacific 
18.7% 
105

Total 
100.0% 
100

Media Mix

•
Use a rich mix of national network and cable television together with consumer magazines and Internet to achieve the high reach goals of the plan.

Network television will be used to emphasize reach only during most peak months of May/Jun and Nov/Dec

Cable television will be used to lay a base of quality reach television coverage throughout the primary seasons March-June and September-December.

Consumer magazines and Internet will be used to provide a base level of continuity throughout the year 

•
Utilize a daypart mix for Network Television to provide high reach among the target audience segments

Use Morning News and Late Fringe in combination (50/50)

Networks and programs selected to deliver a balance of both male and female travelers

•
Utilize a core mix of cable networks to balance reach and ensure frequency throughout the peak seasons

Select cable TV networks specifically to compliment the Network Television schedule

Schedule for high frequency on the core cable network list

•
Exclusively utilize 15-second television units to extend the budget for optimal reach delivery

•
Utilize a broad mix of consumer magazines to build reach and frequency with the target market

Select titles to deliver a balance of male and female travelers

Schedule a minimum of 6 insertions per year for monthlies, 12 insertions per year for weekly magazines

•
Schedule a 12-month continuous rotation of Internet banner ad placements on the major travel service websites.

IV.  Recommended Media Plan and Flowcharttc "IV.  Recommended Media Plan and Flowchart"
Plan Budget by Medium


Media
Budget

Network TV

$1,546,526


Cable TV

$2,477,500


Magazines

$1,710,640


Internet

$   250,000


Total

$5,984,666

Plan Delivery Relative to Goals


Calendar Period
R/F Goal
R/F Delivery
Index to Goal

Off-Peak Months
40/2.0
41/1.8
94


Six Month Cume
90/8.0
90/8.1
102

National Traveler Recommended Media Plan
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Premium Telecommunications, Inc. – 
PreTel Media Plan tc "Premium Telecommunications, Inc. – 
PreTel Media Plan "
Media Plan Overviewtc "Media Plan Overview"
The awareness blitz campaign for PreTel during the CTIA Wireless Convention (Feb. 8-10) in New Orleans calls for thorough message encounter saturation of the target group of business attendees of this convention at all possible times during their stay.

To account for their hectic schedules and subsequently lack of traditional media advertising opportunities, a niche media campaign, encompassing media encounters during all phases of the typical attendees’ routines (airport arrival, expo presence, after-hours happy hours in town), is recommended. The proposed media budget reflects the objectives set for this campaign, which can be summarized as turning the CTIA convention into a PreTel convention.
Situation Analysistc "Situation Analysis"
Premium Telecommunications Inc., the wireless service and accessories company out of San Diego, CA, invented a combination cell phone-PDA device, named “pdQ Phone,” and improved the technology with which cell phone calls are transmitted (enhanced CDMA technology). The company is planning to announce/unveil these developments during the next annual wireless convention (the Cellular Telecommunications Industry Association (CTIA) Wireless Expo) in February. They have asked their agency to support this event with a blitz advertising effort in the convention’s host city, New Orleans. The goal is to create instant and ongoing buzz among major stakeholders during the conference, with a small budget.
Target Audiencetc "Target Audience"
Objective: 

Reach adult males and females who are wireless dealers, resellers, members of the trade media, or other important cellular and electronics stakeholders and opinion leaders that either are affected by the new inventions or could otherwise have critical influence on PreTel’s image and business success.
Demographics:

Adult males and females, 18+

Household income of $30,000+

Influential in wireless industry: shareholders, government officials, business executives, retail management executives, media representatives, dealers and suppliers

Residents of United States (secondary: any other country)
Psychographics:

Skeptical about traditional advertising and PR

Knowledgeable about PreTel and competitors’ products

Time-pressed and bottom-line oriented
Rationale:

Generating instant word-of-mouth publicity and goodwill among an audience that can be considered in a gate-keeping role for both brand and company image, makes this the key trade target to reach during the few days of the conference. 
Strategy:

The biggest challenge will be to get them to pay attention to the messages. Given their compressed schedules, it is essential to generate unavoidable media encounters in order to create buzz among members of this group. Since it is unlikely that they will consume traditional media during their conference days, non-traditional (surprise) media vehicles will be used.
Geography/ Reach & Frequency tc "Geography/ Reach & Frequency "
Objective:

Expose conference attendees to PreTel’s message at any possible venue they frequent in New Orleans (work-hours and after-hours) from the moment they arrive at the airport to the moment they leave. This includes airport area, transit to hotels, convention arena, French Quarter, and related entertainment districts.

Although R/F are hard to measure for this campaign, the targeted goal is maximum reach (80-90) with sufficient encounter repetition (3-5) over the course of five days.
Rationale:

The above objective is based on a “day-in-the-life-of” research approach that meticulously considers the movement of target audience members from their first day to last day during their stay, and overlays possible media encounter opportunities around town. Reach and frequency objectives are derived from the marketing goal (instant exposure, blanketing of the “market,” recall effects, word-of-mouth snowball-style buzz).
Strategy:

Critical encounter venues are the airport (New Orleans International Airport), the various fleets of taxicab companies (e.g. Yellow Cab, Medallion Cab), the CTIA-recommended conference hotels (Holiday Inn, Hilton, Wyndham), the conference center (Ernest N. Morial Convention Center), and the entertainment district (French Quarter, downtown, Mississippi River boardwalk). 
Media Mixtc "Media Mix"
Airport:

Standard-sized, back illuminated displays distributed throughout the main terminal arrival and departure areas will provide an early exposure to attendees. Furthermore, acting as moving billboards, baggage carts that circulate throughout all areas of an airport, will be used to support the goal of high reach and frequency.
Transit:

Because taxis go where people go, taxi media offer high frequency via daily exposure. Their 24-hour presence on freeways, in downtown areas, airports and business communities guarantees complete market penetration and maximum exposure. Taxi top and back advertisements deliver eye-level impact directly to consumers. The illuminated two-sided taxi tops reach suburban commuters, tourists, and pedestrians on both sides of the street and infiltrate the French Quarter and conference area at every corner. 

The additional use of taxi receipt advertising provides additional punch to the program as most conference goers keep their receipts to submit them for expense reimbursements after the conference. 
Hotel:

The chosen conference hotels customarily offer a complimentary copy of USA Today to their guests in the morning via drop at the room door. Research has shown that between 60-80% of business travelers read their complimentary morning paper within 2-4 hours of picking it up. A sleeve wrap (roughly 5 inches), holding the folded paper, will provide a daily reminder during the time that attendees prepare for their conference day.
Convention Center:

Hot dog/snack food stands on the plaza in front of the main entrance to the convention arena as well as in the rotunda (perimeter walkway inside the expo space) are convenient and inexpensive locations for refreshments without leaving the conference vicinity. These hot dog stands are highly visible due to their colorful umbrellas and signage. PreTel’s name will appear on these umbrellas and cart signs during conference days. 

In addition, small announcements and placement of the company logo in the daily conference program – handed out at the badge checkpoint into the expo space – will provide additional exposure opportunities in a vehicle that many attendees consume to get updates on the day’s events.
Tourism:

Royal Carriages of New Orleans’ fleet of mule-drawn carriages offers transport to and from hotels, meetings and restaurants as well as service to the Riverwalk, New Orleans Convention Center and the Superdome. Their sightseeing tours of the sights and sounds of the French Quarter are apopular tourist activity. Their advertising program allows placement of a logo and message on their carriages throughout the duration of a convention. This non-traditional medium will supply a huge impact for the overall plan.


Moreover, directly across from the Morial Convention Center is a popular restaurant/bar venue that allows advertisers to hang a gigantic banner (so-called building wrap) on its structure. Having PreTel’s name prominently displayed this way reveals its true impact when attendees exit the conference center at night and can’t help but face the building across the street.
Rationale:

All chosen media do not only work hard in their function as surprising encounter vehicles, but they are in their own rights creative enough to connect the PreTel name with innovativeness. Using these media in combination will guarantee recognition and awareness without appearing intrusive or like a traditional advertisement.

Schedulingtc "Scheduling"
Objective: 

As the attached media flowchart illustrates, the campaign will begin two days prior to the conference start day (February 6) in media that will be encountered early during the conference. In the subsequent days, more media will be added selectively. Transit and airport media will run until the day after the conference to reach late check-out segments of the target audience.
Rationale:

Traditionally, some conference goers arrive at the conference site early to have a few days to themselves for preparations and relaxation. In addition, those segments of the conference attendees who have to work late on the last day of the conference (expo booth take-downs, business negotiations, etc.) will not check out until the day after the conference has finished.

Budgettc "Budget"
Objective: 

To achieve maximum exposure and recall effects within a budget of $10,000.
Rationale:

This budget was set using an objective/task method. That is, the cost to purchase the above-mentioned media delivery determined the budget. 

Awareness results will be measured post-conference to guage the effectiveness of the plan.
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Orange, Inc. – Digi-PAS tc "Orange, Inc. – Digi-PAS "
Media Plan and Executiontc "Media Plan and Execution"
Marketing Overviewtc "Marketing Overview"
•
Orange, Inc. was the first brand to enter the digital music category with its Digi-PAS personal audio system handheld.

•
As the first product in this market, Orange, Inc. is the category leader still holding a share of approximately 60%.

•
Digi-PAS product penetration is approximately 40% and aiming to grow another 10% annually in the coming fiscal year (July – June).

•
Current brand awareness for Orange is in the 90% plus range with individual product awareness ranging from a high of 75% to a low of 10%.

– The Digi-PAS product currently enjoys awareness levels of 75%

•
As a rule, Orange product sales are skewed toward major metropolitan areas.

•
Orange, Inc. has achieved significant market growth via on-going partnerships with key retailers.
Marketing and Advertising Objectivestc "Marketing and Advertising Objectives"
•
Reinforce Orange, Inc. leadership

– Strengthen #1 brand position

•
Increase Orange, Inc. corporate volume + 12.3%

•
Achieve Orange brand and Digi-PAS product awareness levels of 90% among targeted consumers.

•
Achieve advertising awareness and message recognition of 70% among targeted consumers

•
Strengthen partnership with key retail accounts.

•
Build on momentum generated by recent targeted promotional efforts.

•
Capitalize on the musical equities of the product and the current advertising campaign
Media Objectives & Strategiestc "Media Objectives & Strategies"
•
Overall Media Plan Objective; Capitalize on the musical equities of the product and the current advertising campaign to achieve marketing objectives

•
Target – 

– Objectives;  Reach current consumer base to increase awareness and Digi-PAS purchase penetration

– Strategies:  Provide advertising support to reach People 12-34 – expected to be critical in generating incremental volume.

•
Geography - 

– Objectives; Focus advertising in key markets to build on the brand’s strengths and the product’s opportunities 

– Strategies:  Support national business to maintain Orange brand awareness and increase local support in important retailers’ markets and high volume markets
•
Seasonality and Scheduling

– Objectives; Deliver on-going continuity and capitalize on periods of higher interest and seasonal sales variance.

– Strategies:  Maximize brand presence throughout the year with increased emphasis preceding the anticipated higher sales periods around the beginning and end of the school year and the holiday gift giving period.

•
Communication Levels

– Objectives; Generate high levels of awareness among prospective purchasers to motivate purchase.  Utilize appropriate marketing environments to support the Digi-PAS product message.

– Strategies:  Generate high levels of plan reach with significant levels of frequency to increase awareness.

• Primary Target — Heaviest advertising in priority top ten volume markets with promotional level support in key retail markets and base level support in high opportunity markets, as afforded

• National Base Plan: 95% reach / 85% reach at the 3 or more frequency level / 19 time average frequency / 1,800 TRPs

• Key Market incremental Plan:  95% reach / 90% reach at the 3 or more frequency level / 27 time average frequency / 2,600 TRPs 
Buy Overviewtc "Buy Overview"
•
Corporate-wide, Orange brand media requirements were achieved through a consolidated media purchase with the Brand’s specific needs achieved through multi-year, cross-platform deals with two key sellers:

– Time Warner

• The foundation of the Time Warner deal is a promotional tie in with Time Warner Music Group which provides free music downloads for purchasers of this product.

– Viacom

• The foundation of the Viacom deal is the placement of this product in many Teen and Young Adult targeted “Reality” programs and music programs on each of Viacom’s music networks.
Plan Componentstc "Plan Components"
Time Warner

•
WB Television Network

– Significant Primetime Television schedules throughout the Teen and Young Adult oriented WB Television network Primetime schedule.

– Single sponsor programs custom produced to air on The WB Network.

•
Warner Brothers Film and Television Production

– Custom produced Music events / programs to appear on the WB Network in July, November and March as single sponsor programs.

– Product placement in selected Television Programs and Motion Pictures.

•
Time Warner Cable Television

– Local Cable TV advertising schedules in selected key retailer markets.

•
Time Warner Music Group

– Sponsorship and on-venue involvement in concert tours of selected artists.  Sponsorships to tie into custom produced Network TV programs noted above.

– Access to the library of Time Warner Music companies like Atlantic, Elektra, Reprise and Warner Brothers Records available as downloadable online premiums for promotional purposes.

•
AOL Online Services

– On-going presence at high level on America Online (AOL) used to promote the brand and its association with the artists above, including the free download promotion.

•
Time Warner Magazines

– Advertising schedules in selected Teen and Young Adult oriented magazine titles like, Sports Illustrated, SI for Kids, People, Teen People, Entertainment Weekly and In Style used to reach audiences in relevant editorial environments including adjacencies to reviews of new music and musical performers.
Viacom

•
CBS Television Network

– Significant Primetime Television schedules throughout selected Teen and Young Adult oriented CBS Television network Primetime, Late Night and Sports programming.

– Sponsor involvement in marquee CBS Sports programs (2007 Superbowl) and special events

– Single sponsor programs custom produced to air on The CBS Television Network.

•
CBS (Television) Stations

– Significant local (spot) TV schedules in key retailer markets designed to provide on-going continuity in network programming used above.

•
Cable Television

– Significant schedules on selected Viacom cable TV networks including; music oriented networks, MTV, VH1, and CMT and entertainment networks BET, Spike, and Comedy Central.

– Sponsorship involvement with selected major events like the MTV Music Awards and Nickelodeon Teen Choice Awards.

•
Infinity Radio Stations

– On-going continuity schedules in key retailer markets promoting the product and the free download promotion secured as part of the Time Warner deal.

– Access to local on-air personalities for product promotion including; on-air live promotions, local promotions (in addition to national promotions) and personal appearances.

•
Westwood 1 Radio Networks

– On-going continuity schedules on selected Westwood 1 radio networks.

– Title sponsorship of live broadcasts of major concert series.

•
Paramount Pictures

– Product placement in selected Teen and Young Adult Television Programs and Motion Pictures.
