Client: - General Mills
Brand: - Cheerios
Name: - Ritika Bhadoo
Media Objectives
Product: - Cold Cereals of Cheerios brand will be advertised for the campaign.
Target: - From media brief the target audience for the campaign is both male and female who aged between 12-49 with the household income ranges between $50M-$100+ and are medium/heavy users of cold cereals in past 7 days.
Reach: -70% of target audience should get this message of the advertisement of cold cereals. Reach is important for this campaign because it will save the company from overspending and cheerios is well known brand in Canada so it will be good to do the seasonal promotions (Strategus, 2023).
Frequency: - The frequency for the campaign should be 5 times to the reached target audience.
Frequency is important for this campaign because sometimes it take 4-5 time for the consumers to buy or notice the product. In first exposure sometime the product is ignored by the target audience and to put impression on the consumer mind so that target audience can remember the product name and the advertisement (Connors, 2021).
Measurement: - Reach        = 70%
                            Frequency = 5 times 
                            GRP          = Reach * Frequency
                                              = 70*5
                                              =350 GRPs
The reach for the campaign is 70% and the number of times the advertisement exposed to the reached audience is 5 times, the Gross rating points will be 350.

Seasonality: - 
	
	Grocery store sales pattern
	

	Month
	Sales%
	Planned%

	January
	6
	0

	February
	7
	0

	March 
	7
	0

	April
	8
	0

	May
	9
	14

	June
	11
	24

	July
	11
	24

	August
	11
	24

	September
	9
	14

	October
	8
	0

	November
	7
	0

	December
	6
	0

	Total
	100
	100



The table above illustrates that the sales% in May to September is more as compared to other months, so for that reason company only have plans to spend in the months mentioned above.
Company planned to spend more in the month of June, July, August. The data for that three month is 24.0% planned spend for each month and the sales percentage for June and august is 11.0% each. After analysing the media brief the target audience will buy the product in Summer Season. By analysing the data from the table, the planned spend for the campaign is only when there are high chances to bring some customers because the sale% is more in the respective 3 months.
Scheduling strategy: - For this campaign the scheduling strategy will be the Massed. As the demand of cold cereal of brand cheerios is seasonal more in summer and the planned spend is only for the specific months so the company will go with the massed scheduling strategy it will help the brand to save money as mentioned in media brief and spend while it is most relevant time. 
Geography: -
	                                                               Grocery stores

	Region
	CND pop%
	Category users%
	Cheerios user%
	CDI
	BDI
	BOI
	Planned spend%

	Alberta
	6.9 
	7.2
	7.4
	105
	108
	97
	5.0

	Quebec
	23.3
	18.3
	17.1
	78
	74
	105
	17.0

	Ontario
	38.9
	40.0
	41.4
	103
	107
	96
	45.0

	Prairies 
	17.4
	20.7
	20.3
	119
	115
	103
	18.0

	BC
	13.5
	13.8
	13.8
	103
	102
	101
	15.0

	Total
	
	
	
	
	
	
	100


After viewing data from media brief, cheerios users as well as category users are more in Ontario so the CDI, BDI and BOI is more for the Ontario in comparison with others. The region that come after Ontario on basis second highest numbers is Quebec. Alberta have just 6.9% population so that the users are less in this region. Alberta has equal cheerios user and the category users and the data for that is 13.8%. The plan will spend more on Ontario than its population percentage because of the opportunity that cheerios will be able to sell more products as compared to any other region as well the brand users in the respective region is 41.4% among the target audience so that’s creating the opportunity for the cheerios. Even, the plan spends % is more for the BC as compared to the population that account 15.0% and the population is 13.5%.
Priorities: - 
	Geography

	Reach

	Frequency

	Seasonality

	Scheduling strategy



For this campaign every element of media Objective is crucial, but the most important thing is Geography and Reach.
Geography: - This is the most important element because after analysing this company realise where to launch the new campaign and how many potential customers that category has the measure of the brand users. So, this information helps the planner to decide the budget like where to invest more and which region need less investment after getting the data of region like population percentage, users, BDI, CDI, BOI. By accurately doing this company can save a lot of money and get better results from the regions where the potential customers are more. For making profits by increasing the sale of the product and the success of the campaign geography play an important role.
Reach: - This is the second most important factor that a planner considers while launching a new product. It is very important to circulate the information about the product. It is expensive for the company to run the advertisement 5 times than 1 time. So, to keep an eye on the budget and cheerios is good brand that have a lot of loyal customers and goodwill of the brand is good so spending money on running ads 5 times to one customer is wastage. For a well-known brand like cheerios its enough to reach to customer only once to get the positive results. For this campaign planner is using the massed strategy so for seasonal promotion company is giving priority to the reach on frequency. 
Media rationale: -   media recommended for this campaign are newspaper and digital. 
Newspaper: -  
1. The target is medium/heavy to medium/light newspaper reader. Among medium/light newspaper readers, 25.1% read the daily newspaper yesterday. Target is likely to view the ad at least once and that will help to satisfy the 70% reach of the media objective.
2. Newspaper can be purchased for specific region. The plan spend is more for the Ontario, BC, and Alberta. The planned spend % on Ontario is more and amount to spent on Ontario’s newspaper likely to be more as it is geographic flexible to expand the market and the reach.
3. The campaign is for launch of product, so newspaper published current time news and ads. People who read newspaper on daily basis is 23.2%. Newspaper helps the audience by giving recent updates and by this the campaign can be looked by many people.
4. About 43.7% is medium /heavy to medium/light reader of the weekly newspaper. About 5 newspapers issued every week. People who don’t read newspaper in weekdays but read on the weekend that is making campaign more successful.
5. Newspaper can be purchased during the different days of week. So, the target audience who read newspaper daily. That will also help to satisfy the frequency because company can buy for 5 days a week and the advertisement will 5 time watched by the target audience.
6. Cold cereals are breakfast. The target audience is more likely to read newspaper in the morning. While reading newspaper the target will think about breakfast in the morning and if go through the cheerios ad at same time it will attract one’s attention.
7. Competitor of cheerios is using newspaper as a media. The share of special k spend on newspaper is 35.8%. The competitor’s share is less so to be the only who advertises in newspaper and continue to have major share in this media and don’t have competition with the competitor on this media.
8. Competitor spend money on newspaper. 13.1% of the total budget special k spend on advertising in newspaper. The amount of money spend on newspaper by cheerios is more and don’t allow the competitor to own this media  and increase competition.
Digital: - 
1. The target is medium/heavy to medium internet scrollers. Digital platform is used by 85.5% of target on yesterday basis. The reach will be great as almost everyone is using internet among the target audience and will satisfy the 70% or even may be the reach can be more than 70%.
2. Digital can help to target specific audience based on geographic. The priority location for this campaign is Ontario, BC, Alberta, and Quebec. According to population percent the plan spend is more for Ontario and digital to be reached to target audience and can satisfy the media objectives.
3. The strength of digital is to spread things instantly. Internet is used by almost 85% of the target audience. The pace of launch of campaign will be faster than any other medium.
4. The target population consists of at least 23% of medium/heavy online users. Who spend at least 10.3 hours per week online. So, the target who don’t use it on daily basis but still can go through the advertisement cheerios launched so this is increasing the number of potential customers.
5. Digital can be for different days. Almost 85% are using it everyday. So, by buying this company will run campaign and the frequency will be satisfy as it will view at least 5 times by target audience.
6. Success or progress of campaign. Digital media measure the success of the campaign. By analysing the data cheerios can see what the most effective way was to do the sale and can improve the least effective one.
7. Competitor is using digital. Around 58.7% of budget special k spend on the digital media. To be on top and increase the sale it is necessary to beat the competitor so amount should be spent on digital to fulfil media objectives.
8. Competitor is spending more on digital media. The amount invested by special k on digital is 12.7% of total budget. Digital media have a lot of potential customers for the breakfast cereal category so don’t allow to competitor to take your target audience.
Media Objective: - For the cold cereals, 70% of people aged between 12-49 in Ontario who read newspaper and use digital platform an average of 5 times for summer season that is June to August.  
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