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I ntroduction

At PHD Canada, we deal in “ time and space” — aphrase
used when theterm“ media management” drawsblank stares at
cocktail parties. Therearethousandsof peoplelikeus, in hundreds
of companieslikeours, responsiblefor managing advertising media
budgets. We all go to great |lengths to create crisp target group
definitionsfor consumer brands. We determinewhich mediachan-
nels should be employed in support of our clients’ messages —
timeand space channelssuchas TV, radio, magazines, I nternet,
and newspapers. Werecommend when our clientsshould runthe
mediaweight afforded by their budgets. And finally, werecom-
mend how thewei ght should bedistributed throughout the country,
inwhich citiesand whichreaions.
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Media Is Where the Money |s

Major advertising budgetsaredistributed roughly 90/10 be-
tween theacquisition of mediatimeand space (the 90) and creative
development and production (the 10). And so, mediaexpenditures
areabig part of thetotal ad budget, and thetotal ad budget is, for
most consumer marketers, a very significant cost item for the
company asawhole. That iswhy the CFOs at the compani esthat
own the brands we manage always ask the following question:
“How doyou know if thead budget isactually working?’ Wethink
we have the answer. This chapter outlines how our company
appliesdatamining techniquesto mass mediacampaign history.
We'll show you what we have done and what we havefound.

Which HalfisWasted?

“Half of my advertisingiswasted; | just don’ t know which half”
isaquotefromthe 1920sor perhapsthe 1930s (debate ragesover
sourceand date). The quote provesthat concernsabout return on
advertisinginvestment areasold asmodern advertising itself.

The pressure on marketing departmentsto justify marketing
and advertisinginvestmentshasrecently intensified. Thereisanew
recognition that brands are valuabl e entities. Good brands hold
equity. They havevalue beyond their ability to generate annual
salesrevenuesand profitsand so they can single-handedly build
shareholder value. Marketing expenditurestake on new impor-
tancebecauseit isgenerally recognized that marketing effortis
required to maintain brand value. Corporate officersunderstand
the need for these expenditures but they desperately want assur-
ancethat themoneysare being spent effectively.
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