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Module 7: Advertising through Paid Media 

Author and humorist Mark Twain said,  
“Many a small thing has been made large by the right kind of advertising.” 

 
This module describes how to maximize results for a paid advertising campaign.  Your teacher 
recruitment campaign can have more impact and broad reach using different media outlets. It may 
be cheaper than you think. While paid advertising might pose a budgetary challenge for some 
teacher recruitment campaigns, advertising has its own specific advantages serving as a valuable 
tactic capable of yielding direct and indirect positive results. 

Sections of this module include: 

Section 7.1: Why Pay for Play? 
Section 7.2: Target Audience, Objectives, and Strategies 
Section 7.3: Considering Your Options 
Section 7.4: Buying a Schedule 
Section 7.5: Production Tips 
Section 7.6: Integration 
Section 7.7: Summary and Conclusion 
 
Section 7.1: Why Pay for Play? 

Paid advertising provides those seeking to recruit mathematics teachers with a means of 
controlling the message they want to communicate to a mass audience. Unlike social media, which 
allows you to send content-controlled messages to smaller groups, mass media advertising 
provides the opportunity to reach mass audiences with effective, intrusive messages that can be 
specifically planned. Advertising allows you to control who is exposed to the message, when they 
are exposed to the message, and where the message is seen. 

What is so special about content? 

For any campaign, message content is very important. Having specific, researched talking points 
that recipients understand is a basic cornerstone of any successful campaign. Paid advertising can 
reinforce those points to a mass audience. Very often the priorities of news media, which can 
provide free advertisement, do not match up with those desired by campaign organizers. 
Consequently there can be a disconnect between priorities in a public relations campaign and 
priorities in advertising. A good paid advertising campaign helps tighten up message content, 
making sure the audience hears/sees exactly what you want them to hear/see. 

Message timing is also very important to the success of a campaign. In other tactics, like PR or 
even to some extent, social media, timing can be very hard to guarantee and a mistimed campaign 
can be less effective. For example, say a scholarship deadline is the first of December. The media 
story, arranged through public relations efforts to run three weeks before the deadline, gets 
bumped due to other news. The story runs just one week before the deadline instead of three. 
Those lost two weeks may well cost the program qualified applicants. 

Ideally, paid advertising can also be used to enhance an overall campaign by reinforcing points 
made via social media, public relations, etc. Paid advertising is also useful for building specific 
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positions or reinforcing a brand. While social media can be very useful for reinforcing points 
among smaller audiences, paid advertising can reinforce to a much larger and broader audience. 

Message position is also an important factor in message transmission. Often the placement or 
positioning of a campaign message in various electronic or print media can be optimized using 
paid advertising. For example, perhaps a campaign strategy includes a print publication. A good 
paid advertisement may net a prominent position in that publication (e.g., back cover of a 
magazine or lead ad in a special section) as opposed to a smaller mention buried deeper in the 
publication and easily missed by the intended audience. 

Similarly, a television news program may do a story about XYZ University’s effort to recruit new 
mathematics teachers. The story runs on the TV station’s web site for a week and on the nightly 
news programs for a single day. In contrast a paid television ad campaign can be timed to provide 
multiple opportunities to reach the target audience by scheduling the ad as often as needed. 

In addition to controlling message content, timing, and position, paid advertising also helps 
control who you reach with your message. The secret to great advertising is the ability to buy 
advertising demographically. Media professionals spend a lot of time and energy identifying the 
specific demographic characteristics of their audiences. For example, mathematics teacher 
recruitment targets a very specialized audience. Money spent reaching those with no skills or 
abilities or interest in becoming a mathematics teacher could be money wasted. So the best use of 
paid advertising for mathematics teacher recruitment might be to reach parents of teenagers as 
well as young adults with a high school or college education and an interest in STEM. These people 
can be easily identified and reached by applying available demographic information after 
consultation with an advertising representative. 

Finally, paid advertising is a valuable tool in the unfortunate event that negative or incorrect 
information is released about your program. Should negative information come out about your 
program, a paid ad campaign can be useful in repairing that negative information. Conversely, if an 
exceptionally positive milestone occurs for your program, paid advertising can help promote that 
good news as well. 

For example, perhaps XYZ University has inadvertently communicated that its mathematics 
teacher education program has been closed. Communicating about the availability of scholarship 
funds might combat the error. A paid cable advertising campaign on channels heavily watched by 
young adults with some college education could be very effective in promoting admission to the 
program. 

Section 7.2: Target Audience, Objectives, and Strategy 
 
Campaign Planning for Paid Advertisement. Before embarking on any paid media campaign the 
advertiser must first formulate a plan. This plan will serve as a blueprint for budgeting and 
purchasing media in an efficient and effective way. 

While paid media planning and buying can reach highly sophisticated levels at professional 
marketing firms and departments, the purpose of this module is to enable a mathematics teacher 
educator to plan and execute a paid media campaign that best utilizes available resources. 
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Consistent with Module 2 on general Campaign Planning, a paid media plan will consist of: 

 Defining your target audience 
 Setting objectives 
 Setting strategy 

 
Target audience 

Defining the target audience is the single most important thing any advertiser does in the planning 
process. Advertisers use target audiences to increase the effectiveness of paid campaigns and 
reduce waste. Trying to reach everyone will most likely result in a wasted budget and little, if any, 
return on investment. 
 
A target audience is a group identified by a combination of verifiable traits they have in common. 
This is similar to a public explained within Module 6 on Public Relations. What a public is to public 
relations, a target audience is to paid media. The target audiences have demographic variables like 
age, gender, household income, geography, and education level. For instance, while a public may 
be parents of XYZ University students, a target audience might be: 

 
 
Target audience definition depends on many variables. Is the goal of the campaign to reach 
current customers or attract new ones? Are there geographic or economic parameters involved? 
Obviously, if the goal is recruiting students ages 16-22, there is little point to spending money 
aimed at a wider audience. Buying advertising during local television broadcasts of Friends, Big 
Bang Theory, or How I Met Your Mother reruns, shows likely viewed by the target age group, could 
more effectively reach the necessary audience than buying local television ads of the nationally-
syndicated Today show typically viewed by older audiences. The former would offer more 
exposures and frequency than the Today show opportunity, which would arguably reach more 
people but be less effective, because it reached them less often and reached people who lack the 
ability, skills, or interest in the opportunity. 
 
The number of variables used to define the target audience may change depending on whether the 
media reaches a mass audience or a smaller, targeted one. For instance, the above example would 
be limited to adults 25-54 for a mass medium like television; for a targeted medium like direct 
mail, additional variables like ZIP codes could be added. 

Target audiences can also be broken down into purchasers/users and influencers. 
Purchasers/Users represent the audience who will take action and influencers are likely to impact 
the purchaser/user to act. Normally, the purchaser/user is the primary target audience and the 
influencer(s) is the secondary target audience. 

For example, for mathematics teacher recruitment, the primary target audience may be adults 35-
64 (parents of high school and some college age children) and another secondary target audience 
might be professionals age 33-65 (high school teachers and guidance counselors). 

a. Adults 25-54 
b. Homeowner 
c. Children 18-22 present 
d. Minimum Household Income of $75,000 
e. College Graduate 
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Or, a different primary target audience might be young adults ages 18-25 (potential students) with 
a secondary target audience of adults 35-64 (parents of high school and some college-age 
children). Ideally, an advertiser will have one primary target audience and multiple secondary 
target audiences. Teacher educators have specialized knowledge about who is likely to become a 
mathematics teacher, so working with media professionals can optimize audience targeting. 

According to IBIS World, students aged 18-21 make up almost 40 percent of the largest market for 
universities and colleges. In higher education marketing, a common target audience is Adults 16-
24. 

 

Setting objectives 

A media objective is a clear and concise statement detailing what the media campaign intends to 
accomplish. The objective should be attainable and quantifiable. Examples of media objectives 
include: 

 Increase enrollment of new students by 5% over last evaluation period 
 Reach 30% more high school guidance counselors 
 Increase teacher recruitment of current students by 20% over last semester 
 Increase the number of queries about the program by 50% over current levels 

 
The most effective advertisement campaigns have a single or small number of objectives. The goal 
is to focus on at most three to five critical to the advertiser’s overall success. 

 

Setting strategy 

While an objective is what you want to accomplish, a strategy is how you plan to do it. Specifically, 
a media strategy is the combination of media vehicles, also known as the media mix, an advertiser 
chooses to accomplish the media objectives. 

Common campaign goals are to focus on at most 3 to 5 objectives 
with 3-4 strategies supporting each objective. 
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For instance, advertisers may choose a mix of television, direct mail and paid social media as a 
strategy to accomplish their objectives. Media strategy is highly dependent on the marketing 
budget. 

 

Section 7.3: Considering Your Options 

All of the media choices available, even in the smallest of markets, can be overwhelming to 
marketers and costly to the recruiter. For this module, the main media vehicles that should be 
considered for a campaign are listed along with select strengths and weaknesses of each. 

Broadcast television: 

By far the most popular and, arguably, the most expensive media is television. However, based on 
delivery of numbers, television is one of the most effective ways to deliver messages through mass 
media. Television ratings or the number of eyeballs delivered is measured by Nielsen ratings. 
Advertising professionals should be able to point to their ratings as a way to measure delivered 
numbers of people/viewers. A key differentiator within the world of television advertising is two 
categories of television: Broadcast Television and Cable Television. 
 
Broadcast television, as its name suggests, has its history in broadcasting. Broadcasting is the 
sending of television signals over the airwaves. Following are some strengths and weaknesses of 
broadcast television: 

 

Example Media Plan 
 

Primary Target Audience:  Adults 35-64 (Parents) 
     Household Income of $75,000+ 
     Homeowner 
     Children aged 16-18 present in home 
     Attended College 
 
Secondary Target Audiences: Adults 16-24 
     High School Guidance Counselors 
 

o Objectives: 
 
Increase new student enrollment in program by 10% over last year. 

o Increase website engagement by 15% over last year. 
o Increase High School Guidance Counselor attendance at two open-house events by 8%. 

 
Media Strategy: 
 
Use television to build reach amongst all three target audiences. Use direct mail to focus 
the campaign on Parents and High School Guidance Counselors respectively. Use paid 
social media to focus the delivered message to Adults 16-24. 
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Broadcast TV 
Strengths 

 Impact with sight and sound  Mass reach 

 Extensive viewer time  Networks with brand loyalty 

 Creative versatility  Prestige 

 Ability to demonstrate commercials ran  

Weaknesses 

 High cost  Fragmentation (lots of people not 
watching with loyalty)  DVR and Streaming erode audiences 

 
Cable television 

A subset of the greater television audience is cable television. According to the Pew Research 
Center, 71% of U.S. adults watch local (broadcast) television news, 65% watch network 
(broadcast) news, and 38% watch cable television news. And while overall television viewing is 
down in favor of online/Internet-based entertainment, cable news is in a much slower decline 
than broadcast television, particularly among young adults. 

Cable television is sometimes more affordable from a media buying perspective than mass media 
television and can be very effective for selecting specific audiences based on viewership 
demographics and interest. However the more diverse the audience, the more expensive cable 
advertising can become, because more programs and more stations must be purchased to cover 
the programming interests of all of the demographics. Similar to broadcast television, cable 
television is evaluated using the Nielsen ratings system but only on the national level, so local 
ratings may not be as accurate. 

Below is a selection of strengths and weaknesses for cable television. 
 

 Cable TV 

 Strengths 

 Ability to demonstrate commercials 
ran 

 Some networks have strong audience loyalty 

 Can reach specialized audiences  Impact with sight and sound 

 Weaknesses 

 24/7 advertsing—(commercials 
may at times few are watching) 

 Fragmented coverage 

 
When it comes to budgeting for television, expenses vary. For example, a prime time spot pulling a 
5.0 rating for adults 18+ in Billings, MT, would cost $200 to air. The same spot running in New 
York, NY, would cost $19,000 per commercial. So a schedule of multiple stations running the same 
commercials can run into the hundreds of thousands of dollars in very dense markets. However, 
most markets will run somewhere in between the $19,000 spot and $200 spot. 
 
Regarding cable, a spot running on a local cable system would cost much less, in both scenarios, 
but would reach a much smaller audience. For the Billings scenario, a local, prime cable spot 
would cost $10-$20. In New York, a local cable spot would cost anywhere from $300-$2,000 
depending on system and network. 
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One other statement about both broadcast and cable television is the cost of production. 
Depending upon the desired commercial, production can be either a large or a small percentage of 
the budget. While a local broadcast station or cable system can produce a cheap spot in return for 
a placed schedule, it’s worthwhile to invest a little more for quality. A custom 30 second spot can 
be produced using stock footage, professional voiceover, and postproduction for $2,000-$5,000. 
 
For accounts with small budgets, cable may be a better buy than local broadcast stations. On a 
national level, where you are looking to make the broadest possible impact, broadcast can deliver 
value. For localized campaigns like teacher recruitments, cable often can often deliver more bang-
for-the-buck. 
 
Radio 

A very personal medium, radio is an extremely important and effective tool for reaching a wide 
audience as well as a broad demographic of audiences. Much like cable television, radio listeners 
are very particular about what stations they listen to. Therefore to be effective, it is essential to 
know which radio station(s) broadcast in the geographic areas of the campaign and what 
stations/programming is popular among those target audiences. A good radio sales rep or 
individual research (perhaps with a focus group) should inform a potential advertiser which 
stations fit the desired demographic characteristics. 

Radio is evaluated using Nielsen audio ratings. Formerly Arbitron, the Nielsen audio ratings 
provide demographic information detailing who listens to which stations and what times of day 
they listen. Historically, radio listenership is highest from 7-9 a.m. and 3-6 p.m. However with the 
advent of both satellite radio and Internet radio broadcasting, those numbers have been impacted 
to some degree. 

Radio 
Strengths 

 Usually economical  Builds frequency quickly 

 Promotional with live remotes and 
contests 

 Can reach specialized audiences 

 Cognitive engagement—listener can 
visualize in mind 

 Local content and personalities 

 Complements other media  Digital subscription services (Sirius, 
Spotify) erode audience 

 Lots of small audiences, feeling of some 
level of intimacy with the listener(s). 

 Timely and flexible 

  
Weaknesses 

 Station surfing  Stations with heavy ad-to-content ratio 
 
When it comes to calculating a radio budget, an effective radio schedule can range from $2,000 per 
week in a small metropolitan market to $30,000 per week in a top ten metropolitan market. So it 
is much more affordable than television but may be less effective. 
 
Out-Of-Home (Outdoor) 
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Still an attractive advertising communication option for its age, outdoor or out-of-home 
advertising, typically through billboards, can be very useful in communicating short messages of 
important content. 

The important thing to remember about outdoor advertising is audiences have very short 
exposure times to messages, so it is important that the message be simple, attractive, and 
memorable. The advent of digital billboards has substantially reduced production costs and allows 
for much more freedom of production, flexibility of message, and overall attractiveness. 

Not all billboards are digital however, so you may encounter billboards with poster boards with 
media posted on the board on paper. There are also vinyl billboards with the image 
painted/printed on a PVC vinyl media. These are expensive production costs that need to be 
figured in when deciding to buy billboards. Unlike digital billboards, it is very difficult and 
expensive to update vinyl boards and/or posters. 

Unfortunately the digital billboard has its drawbacks: each message is shown for a short amount 
of time, and a digital billboard can seem cluttered as the messages start to look the same when 
they change so often. 

Digital or not, billboards are evaluated by measuring gross impressions or eyeballs. These 
numbers are derived by traffic count. The areas with the highest traffic counts are the most 
expensive billboards. The billboard sales representative should provide you with gross 
impressions/traffic counts for any structure you are considering. To find out which billboard sales 
representative to contact, you can either search for names of billboard sales people or if there is a 
particular structure or structures you are interested in, you can contact the company whose name 
is usually displayed in large letters on the structure. 

Outdoor/Out of Home 
Strengths 

 Reaches audience close to buying 
decision 

 Works well with other commuter media 

 Good top-of-mind vehicle   Builds reach quickly 
  

Weaknesses 

 Some find outdoor boards to be 
offensive; environmental blight 

 Subject to inclement weather or people 
(transit) 

 Limited creatively  

 
When calculating costs, digital outdoor prices vary by overall market size and individual location. 
A digital bulletin in Jackson, MS, would cost $3,200 per 4-week period. A digital bulletin in Long 
Island, NY, would cost $10,000 per 4-week period. 
 
Due to the various targeting filters you can use in digital advertising, budgets can vary 
tremendously based on the size universe you’re trying to reach—cost per thousand (CPM) or 
actions—Click Through Rate (CTR). The online advertising networks have excellent planning tools 
to estimate budgets based on real online activity whether you’re planning display ads, search ads, 
mobile, or a combination. Local and regional budgets tend to fall in the $1,000-$5,000 per month 
range. 
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Digital (web sites/Internet) 

Digital advertising/Internet advertising is an up and coming tactic for reaching audiences. In 
recent years Internet users have accepted advertising as a cost of getting their 
entertainment/information. 

Social media in particular is the area where Internet advertising is growing. Some examples 
include Facebook Boosts, Google AdWords, Search Engine Optimization, banner ads, and display 
ads.  

 Boosts are when clients pay to generate more attention to their social media posts. Boosts 
are priced by delivering audience numbers and are very common in social media sites like 
Facebook and Google+. For example, say a recruiter produced an exceptional recruiting 
video. In an effort to gain more followers, the recruiter shared it on Facebook elected to 
boost the site. 

 Google AdWords is an online advertising program using placed text ads that appear when 
people search for keywords related to your product or page. If there is a match, your ad 
appears as a sponsored link. This is a pay per click system that operates on a bidding 
system. For example if someone wants to reach educators who teach mathematics, the 
advertiser may purchase ad words like math teaching, mathematics teacher, or STEM 
opportunities to be associated with their web site. When potential targets enter those 
keywords into their search engine, the advertiser’s website will be at the top of the list as a 
sponsored link. (This WordStream article provides a great explanation: 
http://www.wordstream.com/articles/what-is-google-adwords.) 

 Search Engine Optimizations are methods used to improve website rankings in search 
engine results. SEOs are similar to Google AdWords in that both function on keywords 
relevant to your website and terms users input into search engines. The better the match 
between your website’s SEO keywords and a user’s search terms, the more likely and 
frequently your website will appear at the top of the search results. 

 Display ads/Banner ads are another form of advertising. For these ads certain sections of 
the view screen are committed for advertising. Internet advertising appears to the viewer, 
often as a pop-up or as an opening graphic for a web site, etc. Display ads use 
cookies/browser history to capture demographic or geographic information. Behavioral 
targeting, clickstream analysis, and semantic analysis also determine display advertising. 

When determining costs, there are many items to consider. Digital advertising offers two distinct 
terms for strategic planning: Cost per Thousand (CPM) and Cost-per-Click (CPC). 

Rates to support CPM and CPC are based on online advertising rates. Contributing factors for these 
rates include size, location, performance and demand. 
 
Ad Size 
Online ad sizes are calculated in terms of pixels. Typical sizes for online display ads include:  
• 728 x 90 – 65,520 pixels 
• 300 x 250 – 75,000 pixels (14% larger than the 728 x 90) 
• 160 x 600 – 96,000 pixels (28% larger than the 300x250; 47% larger than 728x90) 
 
 
 

http://www.wordstream.com/articles/what-is-google-adwords
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Ad Location 
When considering placement of an ad on a web site, ads placed near the top of the page or above 
the scroll area typically perform the best. 
 
In addition to where the ad is placed on a page, it is also important to know on what pages the ad 
is placed. For example, an ad for recruiting career changers to become math teachers would do 
well on an education web site but probably not nearly as well on a page recruiting aircraft 
maintenance technicians. 
 
Responses or conversions should not depend on clicks alone. An ad with a phone number can 
result in phone call responses. 
 
Market Demand 
The perception of better performance and location leads to higher market demand. For many sites, 
higher demands result in a premium to the ad rate. 
 
Unit CPM Rates 
CPM is cost per thousand impressions. Reviews of various rate cards of web sites show mean CPM 
rates in the range below. However for extremely popular sites, CPM can go as high as $25-$35 for 
video ads, $3.00 for mobile ads, $1.90 for general display and $10.40 for premium displays.  
 
Digital Advertising  
Ad Size Cost per Thousand 
728 x 90 $14-$15 
300 x 250 $16-$17 
160 x 600 $15-$16 

http://monetizepros.com/display-advertising/average-cpm-rates/ 

Following is an example of the top performing CPM zones that are priced at a CPM rate: 

 

http://monetizepros.com/display-advertising/average-cpm-rates/
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The other measure, cost-per-clicks, (CPC) requires additional diligence. Many sites will charge 
specific amounts for clicks or engagement by a potential customer. When ad usage is charged on a 
CPC basis, it is very important to calculate what the maximum cost could be and what the 
conversion rate is for each website you are interested in buying advertising. A conversion rate is 
the rate at which a clicked ad converts to a sale or a response. 

CPC costs can range widely depending on the popularity of the website where the ad placed. 
Before considering a cost-per-click transaction, the advertisers need to clearly assess the 
effectiveness of their ad. It serves no purpose to pay for a lot of CPCs if none converts to the 
desired activity. 

  
Mobile advertising 

Cell phone advertising is advertising products or services over mobile networks. Benefits of 
mobile advertising are obvious. Smartphones are near the owner throughout the day. This 
presents an excellent way for brands to deliver targeted advertisements daily in a one-to-one way. 
The other advantage is mobile advertisers can deliver personalized and effective messaging. 

Some mobile advertising tactics include: 

 Idle screen advertising - Cell phone owners can allow advertisements to run on their screen 
while their phone is idle in exchange for discounts or promotions. 

 App-vertising – Includes games and videos that heavily promote their brand while 
providing some informational or entertainment value. 

Source: Boundless. (25 March 2015). “Types of Internet Advertising.” Boundless Marketing. 
Retrieved May 12, 2015 from https://www.boundless.com/marketing/textbooks/boundless-
marketing-textbook/social-media-marketing-15/introduction-to-social-media-and-digital-
marketing-98/types-of-internet-advertising-483-10593/ 
 

Following are strengths and weaknesses associated with digital and mobile advertising: 
 

Digital and Mobile Advertising 
Strengths 

 With search, audience is actively 
engaged 

 Good top-of-mind vehicle (display) 

 Who, where and when  Consumer has control 
Weaknesses 

 Success can be fleeting  Missteps can be exponentially harmful  

 Consumer has control  Creative can be limited (social ads, 
mobile display) 

 
Direct mail/targeted email 

Direct mail is another historic advertising technique using a mailing list to provide information to 
recipients. 

https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/social-media-marketing-15/introduction-to-social-media-and-digital-marketing-98/types-of-internet-advertising-483-10593/
https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/social-media-marketing-15/introduction-to-social-media-and-digital-marketing-98/types-of-internet-advertising-483-10593/
https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/social-media-marketing-15/introduction-to-social-media-and-digital-marketing-98/types-of-internet-advertising-483-10593/
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In many cases blast email has taken the place of the old direct mail system. Software applications 
like Constant Contact, MailChimp and a variety of other email blast software are available for use 
to help reach target audiences using evaluative analytics. Costs for targeted emails range from free 
to hundreds of dollars per campaign. Following is a link that provides profiles of a large number of 
bulk email software applications that either allow the practitioner to do most of the work or 
provide a point of contact for a turnkey bulk email solution: 

http://www.capterra.com/email-marketing-software/ 

The problem with targeted email is it is a very prolific application and can be/has been abused 
and most bulk email is ignored as SPAM. There are also spam/junk email filters that direct 
targeted email from the intended viewer’s inbox straight to their trash folder. In addition, if an 
Internet service provider (ISP) determines your emails are considered abuse or unwelcome, all 
your future emails may end up blocked. 

Direct mail is also a widely maligned paid advertising tactic typically managed through a mail 
house. However, unlike email blasts, direct mailings produce and send recipients something 
tangible that they can then open and review. While the return rate for direct mail has been 
historically low, it is a tactic that works for some campaigns. Especially creative or strong offers 
seem to have the most success. Therefore, it is strongly recommended that when considering a 
direct mail piece, you seek outside assistance. A mail house can provide design services for the 
direct mail piece(s), mailing list selection, printing of the instrument, auto-addressing, and postage. 

Finally, it is very important to pay attention to postal regulations for direct mail pieces. While the 
mailing house should guide you through the production process, you may want to consult the 
USPS link provided here which describes direct mail rules. 

https://www.usps.com/business/pdf/quick-reference-guide.pdf 

Following are the strengths and weaknesses of targeted email and direct mail. 

Direct Mail  
Strengths 

 Wide variety of targeting options 
 Wide options for creativity 

 Best vehicle to focus on narrow 
audiences 

 Can deliver offer right to target’s 
hands/inbox 

 Complementary to mass media 

Weaknesses 

 Low open rates  Junk mail/SPAM perception 

 For creative to stand out, production can 
get expensive 

 Can result in consequences if ISP 
considers efforts SPAMMING. Poorly 
composed and sent emails can result in 
ISP banishment, email blocking. 

 
When figuring out a direct mail budget, a turnkey direct mail campaign for 10,000 postcards 
mailed to a targeted list may cost $7,500. Approximately 52% of postal customers will at least look 
at a postcard received in the mail—so your cost to reach your audience is $1.44 per person 
($7,500/5,200). Should your campaign produce a 3% conversion rate, you would be investing $25 
per acquisition ($7,500/300). If your client/customer is worth $25 to acquire, this direct mail 
campaign would be successful and worthwhile. 

http://www.capterra.com/email-marketing-software/
https://www.usps.com/business/pdf/quick-reference-guide.pdf
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Section 7.4: Buying a Schedule 

Once an advertiser has a set media plan, the information that determines the costs associated with 
the plan is known and the advertiser can adjust media selection and timing according to the 
budget. This part of the planning process can take a considerable amount of time. In many cases, 
an advertiser would benefit from hiring a media marketing professional. Media professionals will 
already know the media market costs and can budget accurately. They can also have leverage in 
the marketplace and negotiate better deals. By saving an advertiser’s time and negotiating better 
deals, the cost of hiring a professional is usually offset. 

In this section broad guidelines are offered for putting together paid schedules. The intent is for 
these guidelines to streamline the process and help the advertisers place a sufficient paid 
campaign on their own. 

Television 

The United States has 210 Designated Market Areas (DMAs), which are geographic areas that 
represent specific television markets. Nielsen Media Research designates the market area and 
measures the television viewing audiences for the market stations. A typical local market will have 
one NBC, CBS, ABC, and Fox affiliate. The contact information for the local advertising sales 
departments for each station can be easily found on the stations’ websites. 

Before calling the stations, you will need to know your primary demographic and an estimate of 
when you would like the campaign to run. Reach on television can take approximately three weeks 
to build, so take that into account.  

Ask the sales rep to put together: 

 3-week plan for 100 Gross Rating Points (GRPs) per week for your primary target audience 
(i.e., Adults 35-64); 

 Base the projected rating off the most current Nielsen book and viewing level off the last 
Nielsen book that corresponds with the timing of your campaign; 

 Ask for equal day part distribution between early morning, early fringe, early news, and 
prime access; 

 Have the plan show weekly reach and frequency as well as the 3-week total. 
 
Once you have similar plans from all the stations you want to request from, compare them to see 
which two are the most efficient at reaching your target audience. You now can use the two best 
schedules to determine your television costs. If you need to reduce the budget, make sure the 
combined amount of GRPs doesn’t drop below 150 per week. If the marketing budget can’t 
support 150 GRPs per week for more than 3 weeks, then using television effectively is out of your 
budget range. 
 
Cable 

Most television markets have one to three cable systems that cover their market. As stated earlier, 
unlike local broadcast television stations, Nielsen doesn’t measure local cable audiences. However, 
you can project the effectiveness of individual national cable networks in reaching a target 
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audience at the local level. For instance, if Food Network reaches Women 25-54 well on the 
national level, they most likely do at the local level as well. 

One of the keys to effectively buying local cable is to make sure over half of the spots purchased 
are in what is called the Prime rotation, which is 6pm-Midnight for cable. If too many spots fall in 
wide ranges of the day like Monday-Sunday 6am-6am, the odds of the spots being seen by a 
significant proportion of your target audience are greatly reduced. Another key is to have a good 
mix of cable networks that reach niche audiences and those with broader networks. For instance, 
while Golf Channel, Travel Channel and Bravo will net smaller, but highly coveted audiences, the 
addition of TBS, TNT and ESPN can help ensure reaching larger audiences and providing a better 
chance for the campaign to succeed. 

A good resource for finding networks that effectively reach your target audience, as well as a 
directory of the local cable systems that serve a specific market, can be found at: 

http://www.thecab.tv/index.php 

Radio 

There are 302 radio metro markets in the United States. Some radio stations also broadcast in 
areas that fall outside of defined market areas. Nielsen Media Research designates the market area 
and measures the radio listening audiences for the market stations. The type of content or music 
carried on the station is defined by its format. Some familiar formats include country, adult 
contemporary, talk/news, contemporary hits, and oldies. Most radio stations belong to an 
ownership group and have several sister stations in the same market. 

A good resource for finding stations, their ownership groups, and formats can be found at: 

http://radio-locator.com/ 

Before calling the stations you will need to know your primary demographic and an estimate of 
when you would like the campaign to run. 

Ask the sales rep to put together: 

 A Ranker based off the last three Nielsen books for your primary demographic in morning 
drive, midday and afternoon drive showing the top ten stations in the market based off 
ratings and share; 

 A 4-week schedule plan from the top five stations in the market for your demographic 
without duplicating formats; all the stations won’t be from the same ownership group; ask 
for 15 weekly spots distributed equally across the three day parts listed above; 

 Have the plan show weekly reach and frequency as well as the 4-week total; 
 Choose a combination of stations that deliver a minimum of 100 GRPs per week most 

efficiently. 

Out-of-Home 

Out-of-home companies offer bulletins, posters and digital billboards. Bulletins are the largest 
boards and typically can be found along highways. Posters are smaller and found within the 
metropolitan area. Posters are sold in multiples called showings. Digital billboards are the outdoor 

http://www.thecab.tv/index.php
http://radio-locator.com/
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company’s premium product with the best locations. Digital billboards offer creative in 6-second 
increments, in a loop with 6-8 other advertisers. 

Markets are usually serviced by one to three out-of-home providers, which can easily be found 
online. Outdoor companies have rate cards for their inventory and can send rates for budgeting. 
Rates vary depending on location and production. Make sure the sales rep includes production 
costs in any estimate. 

A good resource for finding out-of-home advertising information can be found at: 

http://www.oaaa.org/ 

Digital 

Digital advertising can take many different forms. For the purposes of this module, digital will 
consist of: 

 Digital Display 
 Search Engine Marketing 
 Paid Social Marketing 

Digital display 

Digital display advertising consists of image ads of various sizes, video ads, and text ads. While 
display ads can be placed on individual websites, the most effective way to advertise online is to 
place on a digital network comprised of lots of different sites. 

The Google Display Network can effectively reach 80 percent of the U.S. total online audience. This 
network is a platform that allows advertisers to run display ads on national websites that can be 
served geographically and targeted by demographics, content and behavior. 

The two price models for digital are Cost Per Thousand (CPM) and Cost-Per-Click (CPC). The best 
model for a recruitment campaign is the CPC model. In this model, the marketer only pays for 
digital ads that have been clicked. Online tools can help calculate the estimated audience and what 
daily budget should be set for an effective CPC campaign. 

The complete turnkey digital display solution can be found at: 

http://www.google.com/ads/displaynetwork/index.html 

Module 5 has a lot more detail on social media best practices. 

Direct mail/targeted email 

Large advertisers who send lots of direct mail/targeted email usually use different vendors for 
mailing lists, production, and mailing to save money. For this module and the needs of a 
recruitment campaign, the best option is to use one professional firm to make the process a one-
stop buying experience. 

The leader in turnkey direct marketing is InfoUSA, which offers online estimating tools to 
determine costs and to setup and control a campaign. Marketers use InfoUSA to select mailing lists, 
estimate audience size, creative production, postage, and mailing. The company will also make 
sure marketers stay in compliance with federal and state laws that govern commercial mailings. 

http://www.oaaa.org/
http://www.google.com/ads/displaynetwork/index.html
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Some direct marketing turnkey solutions can be found at: 

www.infousa.com 

www.modernpostcard.com 

The US postal service also has a direct mail service linked here: 

https://www.usps.com/business/pdf/every-door-direct-mail-user-guide.pdf 

If a recruiter is seeking a turnkey solution for a local campaign, there may be some economies of 
scale and advantages to using a local mail house instead of a larger firm in terms of better 
recruiting and organic knowledge as it pertains to the accuracy of local address lists, etc. 

Similarly, bulk emailing firms like Constant Contact and Mail Chimp are very popular for 
customizable emailing to a mass audience. Another up-and-coming email software solution is 
Adobe campaign. It has a strong email component as well as other opportunities. Links follow: 

www.constantcontact.com 

www.mailchimp.com 

http://www.adobe.com/solutions/campaign-management/cross-channel-execution.html 

Section 7.5: Production Tips 
 
So now that you have decided upon a schedule, the next task is to design or produce the 
communications products you plan to use in the campaign. 
  
Following are a selection of tips for some of the media mentioned earlier. In general, you should 
get the most experienced, highest quality production staff possible based on your budget and your 
timing. The most brilliant schedule can be ruined by poor production values and vice versa, a great 
looking campaign that no one sees is equally as ineffective. 
 
Television: 

 Make sure your final production spots are exactly 15, 30, or 60 seconds. Many stations are 
automated and if a commercial is too long the machine will kick it out; if it is too short, it 
creates dead air which is never a good thing for television. 

 A lot of advertisers on a tight budget will buy 15 second spots in tandem, also called 
bookends, which will either lead into or exit the commercial break. The advantages to this 
type of spot include: 

o It’s the first commercial seen going into the break, so it is seen before someone can 
reach for the remote to skip the commercials. 

o It’s is the last commercial seen going into the programming, so those who are 
waiting for the program to resume will see your spot (or at least part of it). 

o By doubling up spots in a single break, you are doubling up frequency, which should 
add to your retention. 

 Be sure to have simple, easily remembered messages including a call-to-action for every 
spot (i.e. visit our website, sign up today, download our app, etc.). 

 Use part of the production to push additional means of contact: website, twitter handle. 

http://www.infousa.com/
http://www.modernpostcard.com/
https://www.usps.com/business/pdf/every-door-direct-mail-user-guide.pdf
http://www.constantcontact.com/
http://www.mailchimp.com/
http://www.adobe.com/solutions/campaign-management/cross-channel-execution.html
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 Think about repurposing digital video you shoot to augment website presence, provide 
digital video content for other applications. 

 Consider the setting, the talent, and the message. All three of these elements are important 
to create a great television spot. Essentially, viewers are looking to television advertising as 
a way to find a connection with the advertiser. 

 Storyboards are important. To avoid excessive editing or even re-shooting a spot, it is best 
to have an approved storyboard for reference before going into production. A storyboard 
describes each shot the commercial will contain and helps inform producers and talent 
what is expected prior to shooting. See below for an example of a storyboard. 
 
A storyboard for an environmental stewardship TV PSA. 

 
 
http://www.storyboardthat.com/userboards/sbodansky/storyboard-psa 
 
This can also be accomplished through a television commercial script. See below for an example of 
a television commercial script. 
 
XYZ STEM RECRUITING COMMERCIAL: 30 sec. 

  

http://www.storyboardthat.com/userboards/sbodansky/storyboard-psa
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Shot Selection Dialogue 
Medium shot of teacher smiling. I am a mathematics teacher, and I love 

my job. Shot zooms out to modern classroom. 
Quick shots of various kids in different 
poses: 

 Doing problems at a desk 
 Studying a bridge 
 Studying an airplane 
 Working with solids 
 Video game writing 

It’s cutting edge.  It makes a difference. It 
equips for the future. 
I am helping bring about the next 
generation. 

Quick shots of the teacher having fun 
outside the classroom 

 Out with friends 
 Traveling 
 With boyfriend 
 Shaking hands with a graduate 

Teaching is rewarding, stable and fun. It 
offers great opportunities, a great 
lifestyle and the chance to give back. 

Close up of the teacher in a non-
classroom setting. 

If you want to make a difference, give 
back to your community and equip the 
next generation, consider a mathematics 
teaching career at XYZ University. 

XYZ University logo with tag line and 
contact info. 

To learn more about teaching 
mathematics at XYZ University visit 
Teach math at XYZ.edu, Hashtag Teach 
math at XYZ. 

 
Radio: 

 Like television production, make sure your final production spots are exact to comply with 
automated programming. Times for radio are: 10, 15, 30 or 60 seconds. 

 A lot of advertisers on a tight budget will buy short 10 or 15 second spots in tandem, also 
called bookends, which will either lead into or exit the commercial break. The advantages 
to this type of spot include: 

o It’s the first commercial heard going into the break, so it is heard before someone 
can skip the commercials. 

o It’s the last commercial heard going into programming, so those who are waiting for 
the program to resume will hear your spot (or at least part of it). 

o By doubling up spots in a single break, you are doubling up frequency, which should 
add to your retention. 

 Be sure to have simple, easily remembered messages including a call-to-action for every 
spot (i.e. visit our website, sign up today, download our app, etc.). 

 Use of sound effects can be fun but can be overdone, so be judicious in their use. 
 Always have a script prior to recording. See below for an example of a radio script. 

 
XYZ UNIVERSITY TEACH MATH SPOT :30 
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I AM A MATHEMATICS TEACHER AND I LOVE MY JOB.  (EXCLAMATION) IT’S  

CUTTING EDGE. IT MAKES A DIFFERENCE. IT EQUIPS THE FUTURE. 

(PAUSE) I HELP BRING ABOUT THE NEXT GENERATION. (PAUSE) 

TEACHING IS REWARDING, STABLE AND FUN. IT OFFERS GREAT 

OPPORTUNITIES, A GREAT LIFESTYLE AND THE CHANCE TO GIVE BACK. 

IF YOU WANT TO MAKE A DIFFERENCE, GIVE BACK TO YOUR COMMUNITY 

AND EQUIP THE NEXT GENERATION, CONSIDER A MATHEMATICS TEACHING 

CAREER AT XYZ UNIVERSITY. 

TO LEARN MORE VISIT TEACH MATH AT XYZ DOT EDU. 

HASHTAG TEACHMATH AT XYZ. 

Direct mail: 

 Manage expectations regarding results for direct mail campaigns. Response rates for direct 
mail have always been historically low, so understand that while your information is reaching 
the target audience, the rate of response will be low. 

 Use original photography/art as much as possible—this helps you stand out. 
 Be sure to send yourself a copy of any direct mail you send out to be sure you can  

record drop dates and track progress. 
 Pay attention to postal regulations as they pertain to size and addresses. A discrepancy in this 

area can result in either the piece being rejected entirely by the post office or exceptional 
increases in postage. 

 Make sure final direct mail products are in PDF format when sent to the printer to avoid errors. 
 Ask for a press check when the direct mail pieces are being printed. 
 Think creatively. The more unusual, often the more memorable.  

See below for an example of a direct mail piece. 
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Outdoor/Out-of-Home: 

 High resolution art is absolutely essential!! When billboard art is enlarged, the potential for 
rasterizing or bit mapping is large. Digital art is made and stored by digitizing pixels.  When 
a file is shrunk to ensure faster loading, the number of pixels is reduced.  When this same 
file is enlarged, the pixels spread out across the area and the computer automatically fills in 
the blank space with larger and larger pixels instead of more, smaller pixels.  This process 
is called rasterizing or bit mapping.  As a result the lower the resolution of the image 
becomes more “blocky” and is described as rasterized.  To the eye, the image becomes 
more and more made up of squares instead of curves and lines.  
 
So, when designing billboards, the plan should be to create images with the highest 
resolution (highest number of pixels) so when the picture is enlarged, the rasterization is 
much less obvious. The problem with a higher resolution image is that it takes up a lot of 
memory, so you may have to balance file size against resolution. Discuss with your 
billboard printer if you should save your visual files as a PDF or some other format (In 
Design, Powerpoint, Photoshop, etc.) . Some art is better in a higher resolution than a PDF 
provides. 
 

 Double and then triple check billboard measurements. There are multiple sizes of 
billboards that are somewhat standardized, but it is best to check with your sales 
representative. Be sure you know the exact size and ensure there is a signed contract 
reflecting the final size. Reprinting billboards can be very expensive. 

o Pay attention to any need for borders (to secure the board to the structure). 
o Know what the live area is and be sure your design does not extend outside of it. 
o When printing paper billboards, it is usually a good idea to order some over-runs. 

They can help defray costs per board, and can help you if boards are destroyed due 
to heavy rains or other problems. 

o Lastly, if you have additional paper, it is an easy thing to add a few more boards if 
the program is working. By extending time to the contract, you are extending 
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frequency. By extending the number of boards, you are extending the reach of the 
campaign. 

 Pay attention to color and in particular contrast. Copy and art should have high contrast 
levels, so they can be seen from great distances. 

 Pay attention to whether a structure is lit or not. Lit boards are usually a bit more 
expensive but can increase your viewership. 

 It should go without saying but be sure to proof all copy before it is printed. A six or 10-foot 
high typo can be very embarrassing and reduce one’s credibility. 
 
 

 
 

 
 
 

Section 7.6: Integration 

Finally comes the topic of integration. Integration is the use of multiple types of media in a 
blended campaign that communicates to diverse audiences, multiple times, using different 
message delivery tools or channels. For example, a mathematics teacher recruitment campaign 
might include an aggressive direct mail campaign to the top 20 percent of each graduating class in 
a certain geographic area, followed by strategically purchased billboards on main highways 
throughout the state, and finally supported by several radio station buys in markets that reach key 
demographic characteristics. 
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By integrating the approach, the recipients will be encouraged to act. In addition, by saturating 
media with the same message in a short time frame, it may cause a degree of urgency among the 
recipients of the message and enhance its credibility. 

Ideally, an integrated campaign would be built not only around effective advertising but also using 
a combination of public relations, social media and paid advertising. Using our example from 
above, a comprehensive integrated campaign might also include a story about how teaching 
mathematics is a great career opportunity told by someone who has taken her career in that 
direction. It might also include a quirky social media campaign that involves personal anecdotes, 
lists, or spoofs of popular music videos. These components would complement one another to 
provide an exciting narration for further action. 

If done well, the commercials themselves can also become part of a campaign. An excellent 
example of this is the hype surrounding Super Bowl commercials. Two to three weeks before the 
actual commercials debut, there are many cultural stories about what the companies behind the 
commercials are doing to generate interest during the program. This creates an overlay of interest 
and magnifies the impact of the commercials. 

Similarly, the University of Kentucky and the University of South Carolina recently produced a 
spoof of a music video released via social media to encourage STEM majors to visit their 
respective recruitment websites. 

The story describing how the commercial was made increased interest in the final product.  With a 
mandate to “Make Teaching Cool” and to better relate to a target audience of young adults, a 
commercial firm was engaged by the University of South Carolina’s College of Education to 
produce a music video that could go viral (See Module 5 for an explanation of this term) and show 
the teaching as a fun and cool occupation. 

Below is the link to the video All The Stem Teachers as well as some screen grabs from the video. 
 
https://www.youtube.com/watch?v=i60KEyHtwgA 

 

https://www.youtube.com/watch?v=i60KEyHtwgA
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This link provides a press release (Click Here to access the STEM_Beyonce_Press_Release a Word 
document), which illustrates how the video was promoted and explains the reason for the video 
production. Note that this press release was sent out on National Teacher Appreciation Day, which 
helped it obtain more views and wider attention. 

 

 

https://www.trelliscience.com/#/document-reader/a092c3ac-741b-11e5-84ff-06307db28c16/0/2277/0/0
https://www.trelliscience.com/#/document-reader/a092c3ac-741b-11e5-84ff-06307db28c16/0/2277/0/0
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Section 7.7: Summary and Conclusion 

To summarize: 

Paid advertising, while costly, can be a very important aspect of a communications campaign. Paid 
advertising provides control of the message, placement of the message, audience selection and 
frequency unmatched by free public relations campaigns. 

There are multiple types of paid advertising including television, radio, print, out-of-home, and 
digital advertising. Most efforts to provide advertising for a campaign should be 
supplemented/supported by efforts like public relations, social media, and a strong web site. This 
practice is called integrated marketing communications. 

In addition, for maximum success, efforts to recruit should be supported by solid research, 
planning, and a branding effort. 

For more information about these other types of communications and tasks, consult the module 
guide summarized below: 

Module 1: Campaign Overview 

Module 2: Campaign Planning 

Module 3: Campaign Research 

Module 4: Branding 

Module 5: Social Media 

Module 6: Public Relations 

Module 7: Advertising through Paid Media 

Module 8: Website Identity 

Module 9: Lessons Learned/Evaluation 

 


