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Research Title: The Role of Media Planners in Advertising
Researcher: Dr.Kamolwan Lohsiwanont
Abstract

The Role of Media Planners in Advertising was a qualitative research. In
depth interview study was applied. The objectives of the study were as the following:

1) To provide the relationship between reach and frequency in advertising.
2) To determine the role of media planners, including the rule and the
principle.

The study emphasized the media planning approach from 13 media directors/
media managers in 13 Media Independent/ Media Specialist: Brand Connections,
Carat Media Services (Thailand), D.E. & H., Initiative Media, Media Intelligence,
Media Palette (Thailand), Mindshare Thailand, OMD (Thailand), Mediaedge: CIA,
Poster Publicity (Thailand), Starcom Thailand, Universal MCCANN and Zenithopti
Media.

Thirteen samplings were interviewed during May and September, 2005. Ten
questions were applied and the answers were summarized as the following:

1) Could we apply the same assessment characteristic to every type of media? If
not, how was the different to each other media?

e It’s not the same. Each media would apply an appropriate evaluation.
Moreover, the assessment was hardly applied for some media such as
Internet.

2) According to the psychology approach, a low frequency in advertising,
approximately 4 times, might not affect the consumers. In other words, a high
frequency, especially over 10 times, would not affect the consumers either.
Did you agree that this approach could be applied to most high technology
media?

e No, several variables also involved.
e New theory should be provided.

3) How did you determine Reach and Frequency in various media at the same
time?

e |t depended on the campaign and the budget rather than any other
approach or theory.

4) Advertising media mostly dealt with computers and high technology particular
in electronics. Did you believe that evaluation characteristic in current media
would be different from the previous?

e It’s not the same. The more high technology implemented, the easier
evaluation would be. Sometimes, however, statistic method would be



5)

6)

7)

8)

9)

the only answer. The descriptive of target customers in qualitative
aspect could not be determined.

Typically, media planners had realized only the major and minor media.
Nowadays, media packaging are generally distributed. In your opinion, the
efficiency in media planning would be decreased or not?

e The result should be positive rather than negative. It’s such a good deal
in the cost.

According to the competition among high technology media, each media was
developed its efficiency for reaching target customers. Would the cost in
media be increased or decreased?

e The cost of media would be increased in every year.
(approximately 5-7 %)
e The most popular media always is television.

How did you provide the most perception to the target customers with a
limited budget?

e Concerning the marketing goal
e Rotating media for customers
e Using out-of-home media instead of television

According to the reservation of both prime time and appropriate channel of
mass media, will a lack of media situation be occurred?

e Advertising media has never lacked. It’s possible to change and
bargain among several channels of media.

Would customers change their attitude and behavior in reaching media as well
as the development of high technology in media?

e The customers typically encounter with several high technology in
everyday. Most children always use computers and mobile phones.

10) Have you ever met with any problems in media planning and what was

significant threat?

e Normally, there were 2 problems from the customers:
- Budget
- Miss communication
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