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Paid Media planning process

1. Briefing

2. Competitors Analysis

3. Media objectives’ setting

4. Media Strategy

5. Media plan

6. Media negotiation and buying

7. Execution

8. Post-evaluation
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1. The media briefing
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1. The media briefing

The briefing is the set of information that we need to plan the 
communication campaign

■ Who should we reach? (target audience)

■ How much money do we have? (budget)

■ The communication’s objectives (awareness, image, behavious…)

■ The timing (for when our objectives must be achieve)

■ With what kind of message
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2. competitors analysis
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2. Competitors analysis

We need to find data on how competitors reach the same target:

■ What media do they use? 

■ How much advertising pressure (GRP’s, investments)

■ Timing of their planning schedules, etc. 

This information are useful not only to know the media used by 
competitors, but to evaluate our "share of voice" (SOV)
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We analyze seasonality trends: when they advertise
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What media they plan and how much they invest
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And their past media planning strategy
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How do we get these data?

■ GRP’s Monitoring (Nielsen AGB data) and industry’s C/GRP’s

■ Nielsen adex data
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3. Media goals setting
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3. Media goals setting

We we need to establish the goals of our advertising program in order 
to demonstrate 

■ how it will help our brand achieve its marketing goals,

■ and how that objectives will be achieved through the usage of 
media

We use media KPIs (GRP’s, impressions, reach%, frequency…)
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Advertising objectives

The advertising object is usually tied to the stage at which the target 
audience is in the decision-making process (need, awareness, 
preference, search, selection, purchase, use, satisfaction)
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Paid Media are often used for the cognitive stage 
(need & awareness)



Do you remember the customer journey?
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Advertising objectives Vs media objectives

If we need to increase awareness of our mass-market products, we’ll 
need to plan mass media (e.g. TV) with a lot of frequency

– Effective frequency 4+ with a reach of 70% or more in 1 month
– 800 TV GRP’s (TRP’s) for a 2 weeks campaign
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Communication objects must have a specific 
time frame



e.g. Media KPIs

We need a reach of 80% with an average
frequency of 5 in 2 weeks

How many GRP’s?
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e.g. Media KPIs

We need a reach of 80% with an average
frequency of 5 in 2 weeks =

(80x5= 400 GRP’s in 2 weeks)
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How to calculate the budget?

With the C/GRP’s

e.g. TV C/GRP’s = 3.000€
400 GRP’s x 3.000€ = 1.200.000€
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Advertising objectives Vs media objectives

If we need to to stimulate the purchase intention, we’ll probably send 
direct emails with promotional offers, or plan Google Search Ads

– E.g. 5.000.000 email sent
– 50.000 clicks on Google paid ads in 1 months

– Etc.

Brand Management & Media Planning
21Stella Romagnoli | LM Marketing & 

Digital Communication 2024-25



Media objectives:
Impressions

Clicks
Reach% & Frequency

GRP’s
Context affinity/quality
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4. Media strategy
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4. Media strategy 

In simple terms, creating a media strategy 
means allocating the budget among the chosen 

media, with their timing
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4. Media strategy 

In simple terms, creating a media strategy means allocating the 
budget among the chosen media, with their timing
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The goal is to find the right medium, or 
combination of media, that will achieve our 
objectives, given the amount of money that 

we have to spend and the time frame 



4. Media strategy 

Therefore, we have to:

■ Study the target audience to find the right media/vehicles that 
reach them

■ Define the role of each medium in terms of advertising objectives

■ Estimate the cost of each paid medium considering the format of 
the ads

■ And schedule a tentative timing of the campaign, considering our 
objectives.
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We need to consider all the media in our strategy
OWNED MEDIAPAID MEDIA EARNED MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:

- Display
- Search
- Social network

BTL: sponsorship,
Events, influencer 
marketing

Website
App
Blog
Social network
Direct response/CRM

Point of Sales, 
merchandising,
Packaging
Branded spaces

PR:
- Press (+digital) 

articles
USG
- reviews
- recommendations
- Social, Blogs
- WOM
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The launch of a new TV format for 
Superinternet,

a broadband offer by Telecom Italia
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Look at internet impressions…
50 millions
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Do you think they are a lot?
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Let’s translate impressions in GRP’s

GRP’s = gross impressions x 100
Target
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GRP’s = 50.000.000 x 100

60.000.000
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GRP’s = 50.000.000 x 100

60.000.000



Not so many…
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GRP’s = 500

6
83,3…
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5. Media planning & buying
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5. Preparing the media plan

■ Putting together a media plan represents the culmination of all the 
thinking, planning and organizing that we have seen during these 
lessons.

■ We choose media vehicles, define formats, check space availability 
and set the calendar with the exact timing of the ads

■ We also need to negotiate the media buying and define the exact 
price for each media vehicle (looking for opportunities in terms of 
special discounts)
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Media negotiation strategy

In any media negotiation, information, knowledge and facts are 
power. Know the media audience, advantages and disadvantages, 
media competitors, prices, discounts.
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Media negotiation strategy

■ Which issues affect the media negotiation?
– The yearly budget and future expectations (if it increases or it’s 

cut)
– Discounts’ history (we must consider previous years’ terms)

– To be a new client (new media investor)

– Media seasonality (if there’s a high demand or not)
– Competition (media that reach the same target audience)

– Exclusivity (planning one publisher only: e.g. Publitalia Vs. Rai 
Pubblicità)
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Media plan example
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7. execution
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7. execution: from the media plan to the broadcasting

! We choose the media vehicles considering our advertising and 
media objectives

! We considered the available budget and we negotiated prices with 
the media sellers

! We prepared the media scheduling (checking space availability 
with the media sellers)

! Our advertising agency (production and traffic department) delivers 
the ad files to the publishers
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We are on air



Let’s recap

49Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Media planning process recap 1/2

■ We understand the briefing (target, timing, budget, advertising 
goals, message)

■ We choose the most suitable media for the target audience and the 
advertising objectives

■ Define the format we need (space or time)

■ Check the target audience’s ranking and choose the individual 
vehicles

■ At the same time we check sales policies for the prices

■ We allocate the budget among the different media/vehicles 
considering the advertising and media objectives
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Media planning process recap 2/2

■ We negotiate with the media seller to get as much discounts as 
possible (or better terms, such as special positions or free ads)

■ Prepare a scheduling with dates and hours of commercials, 
positions and expected communication results

■ For Google Ads, Facebook Business, the other digital platforms and 
programmatic buying we follow the specific planning process

■ We check the Ad files that goes to the publishers (or check that the 
agency does that. Avoiding mistakes in the production phase!!!) and 
that the delivery is on time.
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8. Post evaluation
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8. Post-evaluation

After the campaign is published or broadcasted

1. Check that the commercials were broadcasted at the agreed day 
and time (or that the print ad was published on the decided issue 
and got the negotiated position)
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E.g. TV – AGB data
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8. Post-evaluation

After the campaign is published or broadcast

1. Check that the commercial was broadcasted at the agreed day and 
time (or that the print ad was published on the decided issue and 
dot the negotiated position)

2. Check that we got the expected TV GRP’s (for Radio and Press the 
GRP’s are the same –estimated- ones from the Radio TER and 
Audipress interviews)
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E.g. TV media plan post-evaluation
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8. Post-evaluation

After the campaign is published or broadcast

1. Check that the commercial was broadcasted at the agreed day and 
time (or that the print ad was published on the decided issue and 
dot the negotiated position)

2. Check that we got the expected TV GRP’s

3. Verify the advertising results
– Cognitive goals (awareness)

– Affective (preference, goodwill)
– Conative (actions like phone calls, website visits, purchases, 

etc.)
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Cognitive objectives: e.g. advertising awareness
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E.g. Advertising liking (much or very much)
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Affective objectives: e.g. propensity toward a brand
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Conative objectives (e.g. calls Vs GRP’s)
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And now let’s play
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Sources ■ The media handbook - Helen Katz – 2017

■ Media planning & buying in the 21st century –
Ronald Geskey – 2017
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