


I. Media:  

Print Broadcast Out of Home Interactive

Fig. 23.1: Examples of Media as an Umbrella Term



II. Media planning



Felt needs and interests of the audience: 

Time and Duration: 

The ‘Mood’ (emotional or mental state) of audiences:

The ‘Mindset’ (ways of thinking) of audiences: 



Media —

Treatment: 

Content type and clarity: 





ACTIVITY 1

Credibility: 

Use of person, product or model: 

media planning process



Type and constitution of target audience
Size of target audience - big or small
Felt needs and interests, customs and social 
norms of target audience
Responses / Feed back of target audience 
from previous campaigns on same or 
related issues

Data base or bench mark of 
target audience.
Audience segmentation 
by different parameters 
such as age, gender, 
income group, place and 
geographical area of 
residing, socio-economic 
and cultural background
Data base on the similar 
topic
Issue based ads and 
campaigns that have been 
made previously

Media budget or cost
Type of media, extent of media mix of 
each media, concentration of media mix 
to be used that respond to the objectives in 
the best ways
Best balance and combination of 
communication (one way or two ways) 
that is possible
Knowledge, attitude and practice level of 
the target audience
Reach and accessibility of (exposure 
to) and process of accessing the 
communication sources by target audience
Scheduling media and best opportunity 
in terms of point of time to reach target 
audiences
Deciding the most creative and 
environmentally compatible media in 
relation to the messages, communication 
product or issues of ad campaign 
Media environment that is most compatible 
to issue or product to be campaigned

Reach and accessibility (exposure to) of 
target audience
How frequently introducing and repeating 
media is needed and acceptable
Duration for which introducing and 
repeating media is needed and acceptable 
How much exposure to media is to be 
given, and
How many media and methods to be used 
and if it is to be used equally on all target 
audience

Previous media packages
Personal contacts with 

extension workers
Sharing experience from 
IEC and BCC experts, and 
strategy planners
Reviewing past media/
ad campaigns to assess 
the impact of past media 
efforts and other variables
Exploring all possible 
media, medium (vehicles) 
and methods available
Analysis of budget of 
previous campaigns 
and accordingly cost 
calculation

Varied media sources 
available and accessible to 
the audiences 
Feedback of previous 
similar objectives and 
programmes
Past experience of 
campaigning agency or 
media planner 

Frequency at which media input to be 
scheduled — continuously (for how long), 

intervals and if at intervals the duration of 

Amount to be scheduled i. e. whether the 
whole capsule or in parts to be introduced 
(exposed to the audience) 
Frequency of contacts of the receiver to 
the media

Analysis of status of 
tentative duration of 
introducing and closing a 
media campaign 
Analysis of budget of 
previous campaigns for 
introducing or withdrawing 
media campaign 



III. Media designing and production 

 

 — 



“rating points.”

ACTIVITY 1



STEPS IN MEDIA MANAGEMENT  

3. Strategies 4. Writing Media Schedule or 
Plan of Action (Blue Print) c. Media Ethics

5. Media 
Designing and 
Development

MEDIA
PLANNING

PROCESSES

MEDIA DESIGNING
PROCESSES AND 

PRODUCTION
PROCESSES

b. Media 

6. Development of 
Communication

Model and Material

8. Modifying Messages and 
Proceed for Final Mass 

Scale Production*

d. Continuous Monitoring

9. Execution/ 
Media
buying

10. Feed 
Back

2. Objective

a. Media Research for 
Target Audience and 
Media Options 

1. Media 
Audience

e. Post Execution 
Research-
Evaluation

7. Pre-Production 
Research

(pre-testing)



IV. Media evaluation and feedback

Pre and post execution feedback: 

 

Strength and Weakness of Major Media

Medium Strength Weakness







CAREERS IN MEDIA MANAGEMENT, DESIGN AND PRODUCTION



KEY TERMS

Key terms

REVIEW QUESTIONS

PRACTICAL 1

Theme:

Tasks:

Purpose:

Conduct



Parameters for Content Analysis

PRINT MEDIA

CONTENT

PRESENTATION


