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Message

Message generation
Message evaluation
and selection

Money Message execution
: Social-responsibility
Mission Factors to consider: review Measurement
Stage in PLC
Sales goals M%ﬁituﬁg:ebg;‘g Communication impact
Advertising objectives : Sales impact
g0 Competition and clutter Media b

Advertising frequency

Product substitutability Reach, frequency, impact

Major media types

Specific media vehicles

Media timing

Geographical media
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(a) Relationship between Product (b) Relationship between Audience
Trial Rate and Audience Awareness Level and Exposure
Awareness Level Reach and Frequency
- Frequency = 5,
& Impact = 1.5
S
= = Frequency = 5,
. 5 Impact =1
. . Frequency = 3,
Ll | A = i Impact = 1
| |
A* E*
Awareness Reach
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Saving is easy.

Get a free car insurance quote today.

GEICO
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