
Leveraging Local 
Media Planning and 
Buying



How Does LERMA/ Help The 
Salvation Army With Its 

Media Strategy?
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn
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Create Measurable Goals and Objectives

Advertising Objectives 
Specific communication tasks and achievement levels to be accomplished for a defined audience in a fixed time

Media Objectives 
Measurable and actionable objectives that dictate the overall purpose of the media plan
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Create Measurable Goals and Objectives

Advertising Objectives 
Specific communication tasks and achievement levels to be accomplished for a defined audience in a fixed time

Increase coverage in national media outlets 

Be a market leader in national and local news outlets during the holiday season 

Drive brand favorability as measured in the annual tracking study
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Measurable and actionable objectives that dictate the overall purpose of the media plan

7

Create Measurable Goals and Objectives

Reach 30% of our target audience (Promising Prospects & Omniculturals) 

Increase the number of new digital donors 

Increase total revenue attribution to the digital direct-response portion of the campaign
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Additional Planning 
Guideline Considerations

Who is your 
best prospect?

Where are you trying 
to reach them?

When is the best time 
to speak to them?

How much should 
you spend?
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Considerations for Selecting a Media Budget

Ensure the campaign is impactful in yielding a business result by implementing achievable, measurable goals 

Investments in each channel should consider minimum amount for impact 

Minimum spending requirement in digital media is typically less than traditional but should still have a few 
hundred dollars per week 

Maximize budget on a channel before adding another 

Select channels and partners that deliver quality over quantity
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn



Leverag
in

g
 Lo

c
al M

ed
ia Plan

n
in

g
 an

d
 Bu

yin
g

11

Does it fit the 
objectives?

Does it reach the 
target audience?

Do you have the 
media and/or 

production budget?

Is it an efficient cost 
compared to other 

media?

Do you have an 
existing relationship 

with media 
partners?

Strategy Flowchart To Evaluate Media Partners
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Media Strengths

Builds 
awareness 

quickly

Frequency-
builder

Tracking and 
measurement

Only pay per 
click

Quality time 
spent

High reach/
frequency

Long time 
spent with 
medium

Sight, sound, 
and motion

Reaches on-
the-go 

audiences

Highly 
targetable

Targetable by 
keyword

Drives brand 
engagement

Geographic 
flexibility

Highly 
relevant 
content

TV/Video Radio/Audio Digital Display Paid Search Paid Social Out-of-Home Print
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Media Weakness

High 
out-of-pocket 

costs

Fragmented 
audience

Privacy 
concerns

Limited visual 
component

Walled 
garden for 

data

Short 
message 
window

Declining 
penetration

TV/Video Radio/Audio Digital Display Paid Search Paid Social Out-of-Home Print
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Media Consumption Funnel

AWARENESS/REACH

CONSIDERATION/FREQUENCY

CONVERSION
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn



Leverag
in

g
 Lo

c
al M

ed
ia Plan

n
in

g
 an

d
 Bu

yin
g

16

Get Tactical

What are my metrics of success? 

Which networks or stations should I buy? 

What time should I run? 

Which newspapers or magazines should I select, and what is the right ad size? 

How do I pick the right outdoor bulletins? 

How do I buy digital media?
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Local TV and Radio Considerations

Leverage local relationships to gain value

Request audience details on any proposal from your local 
TV and radio contacts

Consider inventory in key viewership or listener windows 
(new programming commuter drive times)

Consider production needs. Is a TV spot required? 
Will the radio station record the spot at no cost? 

Reach out to your LERMA liaison if you have questions 
about a proposal or would like an evaluation 

Create compelling messaging with strong call to action 
(e.g., Donate Now)
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Out-of-Home Provides Efficient Mass Reach

Key formats like bulletins and transit shelters quickly garner 
impact and frequency 

Request location details, including audience profiles and drive 
locations when possible 

Keep messaging short with a direct call to action 

Localize messaging to personalize market impact
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Newspapers and Magazines Still Reach Local 
Audiences

Evaluate the circulation 
(the number of copies distributed or purchased) 

Prioritize magazines that are largely paid or subscriber-based 

Reduce waste by using more targeted, zoned editions or 
special sections often available in major-market newspapers
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Digital Media Overview

Site Direct Programmatic Paid Search Paid Social

Digital ad units (banners, 
video, native, branded 

content) purchased 
directly from a site

Digital ad units (banners, 
video, native) purchased 
based on a defined target 

regardless of site

Text ads targeted by search 
keywords on search engine 

listing pages

Native ad units that run in  
social media platforms
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What Is Programmatic Media?

Programmatic is the automated process of buying and selling media 

Delivering media programmatically allows for highly efficient and relevant targeting using data and 
technology in real time 

More than just simple banners, programmatic media includes display, native, pre-roll video, connected TV, 
and even digital out-of-home

Display campaigns should start 
at $5K per month while video 
campaigns should start at $7K  

per month

If you are interested in a 
programmatic strategy, contact 

LERMA/ to evaluate the 
opportunity

Programmatic media buys should 
be considered if covering a large 

metro and sufficient investment in 
search and social



Leverag
in

g
 Lo

c
al M

ed
ia Plan

n
in

g
 an

d
 Bu

yin
g

22

What Is Paid Search?

When you type something into Google, Bing, Yahoo, etc, you are presented with a list of results, or SERP 
(the search engine results page), which shows organic results and paid results. 

Triggered by what is searched 
Ads show at top and bottom of search results pages 
Only pay when ads are clicked
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How Does LERMA/ Help With Paid Search?

LERMA/’s dedicated search team built strategically structured campaigns to cover core Salvation 
Army-related Brand and non-brand terms to capture donors 

Campaigns are designed to push out other large competitors and protect keyword value by 
centralizing efforts 

Add timely keywords and ad copy in times of disaster to reach donors giving for disaster relief 

Full keyword list is available on the Red Shield Toolkit
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How You Can Supplement the National Buy 
With Your Local Paid Search Campaigns

Use localized keywords (non-brand) 

Incorporate local messages into ad copy 

Use image extension of local events/locations 

LERMA/ can help with competitive and budget analysis 

Avoid national overlap 

Check LERMA/’s keyword list on the Red Shield Toolkit 
Use exact match keywords 
Add location and/or event names to keywords 
Use radius address targeting rather than opening to state or national targeting
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Social Media Ecosystem

Brand video 
Stories of transformation 

Direct response

In-feed posts 
Audience engagement 
Content amplification

Relationship-building 
Industry perspective

Acquisition Brand Building Thought 
Leadership

Third-Party 
Credibility

Press coverage 
Partners 

Influencers

PAID
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Despite High User Base/Time Spent on Social, 
Brands Must Put Paid Support Behind 
Fundraising Ask or “Pay To Play”

Organic reach in digital media continues to decline, with organic social posts now only reaching ~5% of page 
fans and engagement rates below 0.25%

Source: ”Organic Reach is in Decline — Here’s What You Can Do About It" Hootsuite. August 4, 2020

Organic reach 

5%

Paid reach 

67%

$1,200 $0 

Paid vs. organic reach of existing page fans
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Facebook & Instagram Drive the Highest 
Volume of Individual Donations

83% of people who donated to a charity after seeing a social ad saw the ad on Facebook & Instagram 

Facebook & Instagram

YouTube

Twitter

Pinterest

TikTok

LinkedIn

Reddit

0% 23% 45% 68% 90%

Source: MRI-SIMMONS Spring - M21S
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Local Paid Social Considerations

Meta has reduced some refined targeting parameters but remains effective in driving action  

When building campaigns, create no more than three-four audiences for digital fundraising 

(1) remarketing prior donors 
(2) remarketing local site visitors and engagers of divisional social handle and lookalikes of previous donors 
(3) broad targeting, only excluding prior donors 

Keep messaging as local as possible 

Highlight unique services, local stories and call attention to donations staying local 
Include a mix of image and video ad formats 

Design video for sound off and include closed captioning
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn
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Measure the Effectiveness of the Campaign

Set key performance indicators (KPIs) for each tactic at the onset of a campaign 

KPIs should tie back to the media objectives 

Share KPIs with your vendors so they can provide appropriate solutions that align with your goals
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Measure the Effectiveness of the Campaign

Objective Channel Examples Key Performance Indicator (KPI)

Awareness/Reach
Video, audio, paid social, print, out-

of-home
Audience reach percentage,  
total impressions delivered

Engagement
Paid social, digital display, branded 

content
Click-through rate, time spent,  

video completion rate

Efficiency
Digital display, paid search, paid 

social
Cost per click, cost per action,  

cost per view

Conversion/Donation
Digital display, paid search, paid 

social
Cost per donation,  
Return on ad spend
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Media Planning Roadmap

Develop a  
media strategy and 

tactical plan

Set objectives and 
define parameters

Evaluate and 
implement  

media tactics

Measure and learn
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Prepare for the Next Campaign

Which media tactics worked well and which didn’t? Why? 

What optimizations were made in order to improve the campaign? 

Were the message and creative appropriate and relevant given the objectives? 

Did our metrics for success tie back to our objectives? Were our expectations for performance realistic? 

How can we improve our media approach? Consider both selection of media channels and specific tactics
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QUESTIONS? COMMENTS?

Please reach out to the LERMA/ team via your territorial liaison to connect further on the most effective 
ways to implement localized media buys

Stacey Taylor 
Territorial Liaison



Thank You


