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Chapter 9/Marketing

Marketing – the ability of organizations to serve consumers’ needs and wants for specific products; the goal is to generate new customers while serving current customers

Four P’s of Marketing:

1. Product – the actual good produced for customers; includes packaging

2. Price – if two products are similar, most customers will choose the cheaper one

3. Place – both the physical location at which the product is sold and the steps taken to distribute the product

4. Promotion – a combination of activities that promote both awareness among consumers and the selling of products; advertising is a major part of promotion
Sales v. Marketing:

The sales department serves primarily to market the station to potential advertising clients.

The promotions department is responsible for marketing the business to audiences.

1. [p.181] “…marketing is a form of warfare…requiring participants to recognize opponents’ strengths and weaknesses in order to successfully exploit or defend against them.”
Strategies used to market products:

2. Segmentation – target individual market segments to identify those not currently served; develops products to meet their needs; database marketing an important tool to collect data on audience members

3. Positioning – “what you do in the mind of the prospect;” the product must be clearly presented to consumers who are saturated with too many messages, limiting their ability to accurately recall information; positioning starts with a clear brand identity and establishes differences from competitors

4. Branding – differentiates products, goods & services creating an image of a product in the mind of the consumer; triggers emotive and rational responses in people 

Put another way:

Segmentation analyzes a market to identify under served audiences.
Positioning fills audiences needs.

Branding establishes unique selling points for the audience to differentiate one product from another.
The telecommunications industry emphasizes a heavy marketing orientation, with major players like AT&T or Verizon offering ”triple play” services involving voice, data (Internet) and video.  Cable companies also compete by bundling services.

Selling v. Marketing:

· Sales-oriented approach – focuses on the product

· Marketing-oriented approach – helps clients meets the goals & objectives of their business

Dependence on local advertising: radio 77%

                                                     TV 33%

                                                     cable 22%

Commissions – percentage of ad sales paid to account executives (3-10%)

Override – compensation earned by local sales managers; represents a commission on total sales achieved above goals

Developmental Selling – focuses on the customer rather than the product; integrates knowledge of the client’s needs and business with creative approaches

Inventory – time available for advertising on a station; also called availability or avails
Sellout Rate – the actual percentage of inventory sold over a given time

Supply & demand of inventory has the greatest impact on advertising prices.

Makegood:

(radio) – a free spot offered a client when the scheduled spot didn’t run for some reason

(TV) – a free spot offered because the station didn’t generate the promised audience

1. Why inventory is more variable in the TV industry than Radio industry:

2. The number of available spots varies by daypart; prime-time programs usually draw the most viewers

3. TV spots are tied to ratings performance; if a station doesn’t generate the promised audience it must provide makegoods

4. Reliance on barter in TV program acquisition

Options for local advertising on Cable TV:

· Employ a local staff to call on clients like radio & TV stations

· Outsource advertising to a company that specializes in marketing insertion advertising

· Interconnects allow multiple cable operators to distribute ads simultaneously

Categories of National Advertising:

· Spot – local inventory on a broadcast or cable station that is sold to clients  at the national level

· Network – ad dollars sold by various broadcast or satellite networks

National Representative Firms – act as an extension of local sales force but specializing in national or regional advertising; rep firms earn 2-15% commissions

Co-op Advertising – manufacturers share ad costs with local retailers

· Internet & other forms of Digital Advertising:

· Search – biggest category of Internet advertising dominated by Google & Bing; user enters keywords resulting in paid ads positioned to match the search terms

· Display or Banner Ads – consumer click on an ad which takes them to a new web page; click-through measures how many times consumers do so and the advertiser is billed per occurrence

· Insertial Advertising – media-rich display ads with audio, video & graphics often pop up as a user travels from one web page to another; you often have an option to skip the ad if desired

· Messaging – directed towards smartphones & users who opt to receive messages that can display ads or coupons; location-based advertising enhanced by phones with GPC capability, or social media applications

[p. 195:] “Advertising dollars continue to transition to the Internet and other platforms from traditional media outlets, and this trend will continue for many years.”
National sales structured around performance metrics (selling by the numbers):

· Gross Impressions (GI) – total # of people reached by each commercial in a campaign; must use the same demographic group; multiply AQH persons by the # of spots and sum for each daypart

· Gross Ratings Points (GRP) – sum of all rating points generated in an advertiser’s schedule; same audience base must be used; multiply total # of spots by the AQH rating

· Reach – how many different people are exposed to at least one commercial announcement; the width of a media plan

· Frequency – # of times the average person (radio) or household (TV) is exposed to the same ad; the depth of a media plan

· Cost per thousand (CPM) – the cost to reach 1,000 people calculated by dividing the cost of the ad plan by gross impressions; a comparison of competitors, media, time periods, etc.

· Cost per point (CPP) – the cost of a single rating point calculated by dividing the total cost of the ad plan by the total GRPs

Promotion takes many forms from self-promotion via Internet, to on-air, to paid promotion in the form of advertising.

Promotional efforts maintain both audience and advertiser awareness.

Typical forms of promotion:

· On-air

· Internet & Digital Platforms (especially useful because of audience feedback & participation capability)
· Publicity

· Advertising

· Sales promotions

· Community involvement
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