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1. Accountability drives a change in advertiser 
expectations 

2. Perspectives on the shifting media landscape
- the role of customer databases and analytics are 
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3. A discussion of Accountability, Engagement and 
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Advertising Accountability Has Changed Everything
And Created a Compelling Need 

for New Local Media Planning Models

The NEW - 21st Century Media Planning Model
Focus on Consumer Activation

Targeting             Engagement Context Relationship

GeoTargeting
from or to the 

Household Level

Local Media
Availability &

Alignment

Understanding
Consumer Use
of Local media

Response
Analysis and

ROMO

Today Client’s Expect:

More for the Same or Less



®

Targetability
Does the target 
receive/use the 
medium?

Coverage
What % of the 
target does the 
medium cover?

Efficiency

Engagement
How does the 
target use the 
medium?

Local Print Media Plans
Optimized to Client
Ad Spend/Budget

What % of the 
coverage is 
wasted?

Cornerstones of the Optimization Process
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Local Activation Media Optimization
Service Delivery Process

Di
sc

ov
er

y

Pr
e-

pr
oc

es
si

ng

Ta
rg

et
in

g

M
ed

ia
 

Av
ai

la
bi

lit
y

Al
ig

nm
en

t

Sc
en

ar
io

 
Bu

ild
in

g

Cl
ie

nt
Pr

op
os

al

Optimization Engine Project Definition, 
Methodology
& Preparation 

Rapid-
Iteration

Recos 

Value score every geounit of interest to the client

Consider every local activation media that touches each geounit

Look at every combination of media and pick the best 
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Local Print Media Optimization

Looks at potential media and picks the best combination
for each of the alternative plans

HVS X Activation x Penetration (coverage) x PDI

Ad Spend

Media
Buying Unit

Score

Hhld
Value
Score

Media
Activation

Score

Media Buying Unit
Ad Spend

Penetration/
Coverage

Preferred
Date
Index

MBU Score =
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Local Consumer Targeting is Changing
with the 

Increased Availability of Customer Data

A – GeoCoverage – all households within a defined 
distance or drivetime of specific locations
B – GeoDemographic – demographic selection of 
households within a defined distance or drivetime of 
specific locations

C – Sales – sales per household
D – Customer Behavior – specific buying behavior, 
including customer penetration, lapsed customers, 
buying frequency

F – Response – consumer behavior based on known 
response

Generation 1
GeoDemographic

Next Generation
Customer –

Frequent Shopper

Future  Generation
Response
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