02 MEDIA STRATEGY

Media strategy, as used in the advertising industry, is concerned with how messages will be delivered to consumers. It involves: identifying the characteristics of the target audience, who should receive messages and defining the characteristics of the media that will be used for the delivery of the messages. Examples of such strategies today have revolved around an integrated marketing communication approach whereby multiple channels of media are used i.e. advertising, public relations, events, direct response media, etc.

This concept has been used among proponents of entertainment-education programming where pro social messages are embedded into dramatic episodic programs to change the audience’s attitudes and behaviors in such areas as family planning, literacy, nutrition, smoking, etc.

Definition:

A plan of action by an advertiser for bringing advertising messages to the attention of consumers through the use of appropriate media is media strategy.
What follows are six steps to guide you through the strategy and planning of your organization's media campaign.

Steps 1 - Think it Through

A successful plan must also take into account your group's strengths and weaknesses. You cannot reasonably expect your media strategy to be effective if you don't effectively take into account your goals and resources. The planning process need not take forever. But, you need to think before you act. Time spent brainstorming and analyzing options should result in less work during the heat of the campaign and more success at the end of it.

· What do I need to accomplish to succeed? 

· Who are the most influential audiences that need to support my position for me to succeed? 
· What is the smallest target audience that matters on this issue? 
· What do those people believe now? 
· Where do those people get their information? 
· Who do they trust most? Who do they listen to? 
· Who is for us? 
· Who is against us? 
· Who doesn't care, but should? 
· Who needs to hear our voice? 
· What do we plan to say? 
· How will media coverage help me achieve my goals? 
· What do I want to accomplish (reasonably) through media outreach? 
(The following questions are ones to consider, but not necessarily ones that get a direct answer.)

· Is it getting one key story that slowly helps turn the tide? 

· Is it a mass-media frenzy that gets to the general public? 
· What kind of resources (money, time, people, etc.) do I have to spend on media outreach? 
· How high is my goal/message already on the public's or government's agenda? (The higher, the better, and the more you can do with the media.) 
· How will I gauge my success? 

Step 2 - Write it Down

Once you've carefully thought through your situation, put your plan in writing. An idea that seems good in theory may not hold together when you put it down on paper. Always consult a calendar to be sure your media schedule takes into account events such as holidays, vacations and other pre-scheduled activities, of your allies and related organizations or agencies. Also be aware of the opposition's activities and how they might conflict with yours or play into your hands.


If other organizations are planning similar events, see if you can work together. It is important to remember that just because your organization doesn't have a conflicting event, there may be other reports, events or activities planned at the same time.

Start your written plan by working backwards from the day of your event. Be sure to note all external constraints. There's nothing more frustrating than missing a key media outlet because you overlooked a deadline. A written plan will help you avoid such setbacks.

A written schedule or calendar may seem too formal for you. But it will help keep you on top of what must be done each day. Writing it down serves as a visible prod to force you to stick to your timetable. Remember, if you don't make media deadlines, you may be missing an opportunity to further your cause. Worse, you run the risk that your side of the story won't be included - and the opposition's will.

Step 3 - Build Your Own Plan

These steps will help you build your own plan. Follow along and fill in the following sections:

Short introduction

Frame the debate or situation. What's going on that merits the media's attention. How will the media help your cause?

Goals

What is the desired outcome? Do you want to influence legislation? Do you want to alert the public to grassroots action? What type of media coverage will satisfy you?
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With whom will you work? Who will carry your message? With whom should you coordinate your activities?

Time-line

What are the specific steps and timeframe for this work? When is your first planning meeting? Is everyone who needs to be there available? When do materials have to be complete? (Bear in mind printers' and other vendors' schedules.) When do you start talking to reporters?

Budget

How much will each component cost? Remember that media is earned, it is not free. Think carefully about how many people you'll need to staff events or make media contacts. You may need to hire freelancers to help with this work. Also, don't forget that props, such as blown-up photos or glossy handouts cost money.

Follow-up

What type of follow-up is needed? Will you be tracking down clips? Clipping services can be expensive. Is this only the first step in a broader effort?

Step 4 - Expect the Unexpected

No matter how well you stay on schedule, unexpected events will occur. While you're planning your event, you may be called on to respond to some related but unforeseen event. Be sure to rehearse so you make your main points most effectively. Then, call the key news outlets. Try to speak to the reporter you've dealt with before, or to the news editor if your regular contact is unavailable.

Step 5 - Always Evaluate

Too often, time pressures leave you few opportunities to think about how effective your actions have been. The way you appear in the media is how others learn about your group and judge its actions. So make sure your timetable includes some way to measure your effectiveness. You will want to do even better the next time.

If your goal is recruiting members, include benchmarks to assess your progress - like 25 new members in a two-month period. That way, you'll be prepared to redirect your campaign mid-stream if necessary.


To evaluate your media campaign, monitor your coverage. Did it deliver the message you wanted - or were there consistent patterns in the coverage that differed from your goals? Always think about what you might change to avoid similar problems in the future. And don't forget to get copies of positive stories about your group or issue to members and funders. Then, put copies of the clips into your press packet for your next media campaign.

Ask people outside your organization to evaluate your publicity, too. Have they gotten the image you want them to have of your members and their activities? Look back at your goals and benchmarks to see where you fell short. And LEARN from your mistakes.

Step 6 - Build Your Draft Media Plan

Build your draft plan. Then cross- reference it with your goals primer to finalize your media strategy! There are only three marketing strategies needed to grow a business: (1) Increase the number of customers (2) Increase the average transaction amount, and (3) Increase the frequency of repurchase. Every marketing strategy should be measured by its ability to directly impact and improve upon each of these three factors.

Increasing only one factor will produce linear business growth. Increasing all three factors will produce geometric business growth.

Alternative media

Alternative media are, broadly, those communication media (newspapers, radio, television, movies, Internet, etc.) which are alternatives to the mainstream media, which are owned and controlled by big business and government.

[bookmark: _GoBack]Proponents of alternative media often argue that the mainstream media is heavily biased, criticizing their pretended objectivity as a dissimulation of class biases. Alleged causes of that bias include the political interests of the owners, government influence and profit motive. That criticism comes from observers of all political orientations. The concentration of media ownership, as well as the concentration of the publishing industry is other causes of economical censorship. While sources of alternative media are also frequently highly (and sometimes proudly) biased, the bias tends to be different, hence 'alternative'. Alternative media outlets often engage in advocacy journalism and frequently promote specific political views, often dissident views (or, again paradoxically, views considered "dissident" from whatever the perceived mainstream; contributors to Democratic Underground and Free Republic are diametrically opposed to each other politically, and both are likely to consider themselves dissidents from an oppressive mainstream).
