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TV, social media, search, print, radio, direct mail (we could go on and on): every day something changes in the 
advertising and marketing landscape. 

The list of devices we use to connect with media gets longer and longer. For advertisers, the options seem 
endless. And for small businesses, local businesses — even for regional and national companies — there isn’t a 
one-size-fits-all solution. There are, however, proven advertising solutions that work.

There are things we know as fact, thanks to the wealth of research and data marketing platforms collect. There 
are things that we can count on working (and things that we know won’t), because we’re an advertising and 
marketing company with countless years of collective experience.

Here’s what we do know for sure: you need to know who 
you are, what you want, and all of the advertising options 
available to make your business goals a reality. 
Our Advertising & Marketing 101 eBook will help you navigate the media maze. You need to see big results from 
your advertising investment, no matter the size of your budget.  

The good (great) news? If you’re reading this, you’ve taken an important step to grow your business. 

You’ve decided that you need to advertise to get your  
business where you want it to be. Step one complete.

Read on to learn how to:

You know your business better than anyone else. Before you let another salesperson tell you what you need, use 
this guide to inform your next steps, putting in the right amount of time, thought, and research. 

Let’s get started. 

Introduction

Get
Started

Create a
Marketing Budget

Make Sense of
Media Buying

Brand Your
Business

http://go.spectrumreach.com/l/84712/2018-01-04/9dw2w7?status=Want+a+Slam+Dunk+During+College+Basketball's+Biggest+Tournament?+%23NCAA+%23MarchMadness+%23Basketball+http:/www.spectrumreach.com
http://go.spectrumreach.com/l/84712/2018-01-04/9f283p?mini=true&url=http://www.spectrumreach.com&title=Want%20a%20Slam%20Dunk%20During%20College%20Basketball's%20Biggest%20Tournament?%20&summary=Click%20here%20for%20insights%20into%20NCAA%20Tournament%20Fans


Create a
Marketing Budget

Make Sense of
Media Buying

Brand Your
Business

Get
Started

How to Get Started
Building the foundation of your advertising and marketing efforts.
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A. Do I want my business to grow? 

B. Do I want my brand to start getting some recognition? 

C. Do I want to launch a new product or service for my business? 

D. Do I want to re-launch my brand? 

E. Do I want to bring more people in for a specific event?

 
F. Do I want people to understand what we offer?

Once you identify what you want to get out of your advertising, you can  
narrow it down even further:

What do you want to achieve?  
 
Whether your business is local, regional, or national, it started with an idea. Your business fulfills a need for 
your consumers. 

In order to advertise effectively, you need to ask yourself these questions. 

Step 1: Define Your Goals
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Grow Your Business 
Get specific. Set goals for growth that you can measure. 
 
• Do you want to double your revenue in 6 months? 
• Do you want to add a second location within the next year?

Boost Brand Awareness
Your brand is your promise you make to your customer. What’s yours? You need to fully  
understand what that is before you can start building awareness for it. 

• What are the benefits and features of your products or services?
• What qualities do you want them to associate with your company?
• What makes your business or products unique?

Introduce New Products and Services
If you already have some brand recognition, hone in on these questions to introduce  
something new to your customers. 

• What sets your new product or service apart?
• How would you define success for the launch of your new products and services?  
 (Again, be specific. Set benchmarks for your success.)

Promote an Event or Participation
If you need to fill seats or want to advertise something time-sensitive, answer these  
questions before you start promoting it. 

• How many people do you need to attend to consider the event a success?
• What would your audience get out of it?

Understanding
Maybe you need a fresh start. Maybe your business’s name doesn’t tell your full story, or  
your storefront isn’t enough to let passersby know what you do. Start here: 

• What do your customers/potential customers already think about your company?
• What do you need your audience to know that they don’t?

NEW!
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How do I reach my goal? 
 
Now that you know what you want to achieve, it’s 
time to talk about how. If you’ve already advertised 
before, you’re probably familiar with the advertising 
landscape. However, you can’t assume that what 
worked before will work again. The media world is  

 
 
constantly evolving, so any new advertising strategy 
needs to start with the same approach, the same 
research, and, ideally, a trusted advisor that has your 
business’s best interest at heart.

Step 2: Know Your Options

Let’s review the benefits of all the major  
marketing platforms.

Cable TV

If you want sustainable growth, general awareness, and an advertising strategy that delivers big results, you
can’t beat advertising on TV. It’s the #1 brand builder and the undisputed leader in the amount of time 
consumers spend with media each day.

Monthly Time Spent in Hours: Minutes Among Users for Q2 17

 • Live+DVR/Time-Shifted TV .........128:31
 • DVR/Time-Shifted TV .......................21:50
• AM/FM Radio .................................... 54:04
• DVD Blu-ray Device ........................... 10:50
• Game Console .....................................28:53
• Multimedia Device .............................24:47
• Internet on a Computer ....................36:26
• Video on a Computer ......................... 23:31
• App/Web on a Smartphone ............ 79:57
• Video on a Smartphone ...................... 4:45 

Source: The Nielsen Total Audience Report: Q2 17
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The intent of this eBook is to help you make sense of the marketing maze, so we won’t throw statistic after 
statistic at you. But, it’s important to note that:

 • No, TV is not dying. Read more
 • No, cable has not been replaced by streaming services. Read more
 • Yes, you can target your TV commercials just like you can target your ads on social media advertising  
  platforms, Google, and other “ad tech” platforms. Read more
 • And, yes, the way we consume media is constantly evolving. TV, though, still has the most reach. By a  
  longshot. Read more

What’s the difference between advertising on 
cable vs. broadcast TV? 
Broadcast audiences are older and have lower HHI than cable audiences*

Age Summaries Cable Index Broadcast Index

Adults 18-34
Adults 18-49
Adults 25-54
Adults 55+
Adults 65+

92
95
97
106
108

83
89
95
113
115

HHI Summaries Cable Index Broadcast Index

$100K+
$150K+

108
108

104
102

Cable news growth vs. broadcast news growth
In total, more time is spent in watching cable TV news than local broadcast news.  

National cable news total average weekly minutes spent with news content:** 
National Cable TV News: ........ 27.1
Local Broadcast TV News: .......15.1
Average time spent with national cable TV news among news consumers increased by +28% in the past year***

 • Sports on cable vs. sports on broadcast: 96% of sports programming is on cable****

If you advertise on broadcast TV, you do have the ability to reach a large geographic area called your 
designated market area (DMA). You can reach an entire DMA with cable TV advertising as well, but cable 
allows advertisers to target audiences with specificity (down to the neighborhood).

Source: *Scarborough USA+ 2017 Release 2 & 2016 Release 2 Total. Base Adults 18+. Index 100 = Market Average. **VAB That’s The Way It Is Cable Over Local 
News Members Report 2017 via Nielsen Media Research. ***VAB And That’s The Way It Is Cable TVs Advantage Over Local News; 2017 Report. ****Nielsen Live+SD 
hours; all sport programming includes Hispanic Viewing; 2017.
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AUDIENCEAPP
Your future is here.
New innovations in television advertising are leveling the audience-targeting 
playing field between “traditional” TV and ad tech platforms. AudienceApp 
lets you look at audiences and other key audience attributes to identify and 
target messages on TV. Rather than relying on dated demographic segments 
and incomplete audience measurement data, AudienceApp offers virtual, 
real-time access to household viewing data to plan campaigns. 
 
Click here to learn more.

To read more about the differences between cable and broadcast:  Click here.

consumers say they had the most positive viewing 
experience with TV.*

of people correctly recalled half or more of the ads 
they had seen on TV; over 15% higher than the next 
media vehicle.*

Source: *CRE Evaluating Engagement & Recall by Platform; July 2016.
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Digital Advertising

Consumers’ reliance on digital platforms throughout 
their decision-making process continues to grow. 
Digital display and social media advertising offers 
several advantages, including instantaneous access, 
localization, powerful personalization and targeting, 
audio and video, and more. Most of digital  

 
 
advertising’s most powerful features (like real-
time monitoring of campaign performance, precise 
audience targeting, and an easy-to-use interface to 
create campaigns) are now also available for cable 
TV. But digital advertising still plays a big role in the 
media mix for marketers.

Google Ads

A strong paid search strategy captures customers’ attention as they research and make purchases.

Pros: Cons:

Measuring tool makes your  
campaign easy to track

If set up and managed incorrectly,  
it can be extremely costly

Large potential audience Setup and management can  
be very time consuming

Instant return on investment (You can easily 
define a cost-per-conversion and understand  

the point at which your profit is made)
Limited space within your ad

Targeting options, including regions,  
time of day, days of the week, and specific 

websites (if using display network)

Depending on your industry, the  
cost-per-click (CPC) can be substantial

—
Depending on your target market, the  

majority of the large potential audience  
can turn out to be irrelevant

Source: *eMarketer US Omnichannel Retail Statpack; May 2017.

of US smartphone users  
complement product  
research via smartphone  
with in-store visits*

67% 49%77%
of US mobile device 
users use their device  
in-store to compare 
prices*

of smartphone users 
have been buying online, 
picking up in-store for 
over a year*

87%
of US Millennial internet 
users have bought via 
smartphone and picked 
up in-store*

79%
of Gen X internet users  
have bought via smartphone 
and picked up in-store*
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Online Display and Social Media Advertising

Online display advertising doesn’t replace traditional methods of advertising; it completes the branding circle. 
The internet has billions of users around the world and has huge potential to offer new opportunities for 
businesses to grow and expand.

Pros: Cons:

Complete control over your daily budget  
and maximum cost-per-click

Depending on your target market, the  
majority of the large potential audience  

can be irrelevant (For instance, we would  
not recommend social media advertising if 

someone only served or supplied  
their products and services to one town)

Instant return on investment (You can  
easily define a cost-per-conversion and 

understand what your profit is)

There’s no option to target your ads at certain 
times within the day or on certain days of the 

week unless you choose a lifetime budget

Targeting options include towns,  
regions, age, likes/interests, income  
bracket, and other demographics

Only really suitable for those operating in 
business-to-consumer (B2C) markets

You can use images and video to capture the 
interest of your target market, helping you sell 

your products and services
—

Cost-per-click (CPC) is relatively cheap, 
depending on your industry —

of consumers said TV advertising 
influenced their online searches*65%

of opinion leaders who saw TV ads 
took some kind of action*71%

of consumers consider TV as the 
strongest driver of their awareness 
about a product/service*62%

Source: *Broadcast & Cable, “Study Finds TV Ads Most Influential”, Aug 2017.

TV + Search 
Work Harder Together
You can reach consumers on TV and 
Search to raise brand awareness about 
your business and drive quality traffic 
to your website.
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Print

While digital content is scanned quickly, paper-based reading is slower 
and more deliberate, leading to high rates of comprehension and recall.

Keep in mind, though: while your website can list product or service 
features, your print ad should focus only on the biggest benefits to your 
prospective customers. This is how you hook them and get them to find 
out more. Another important fact: it’s hard to build frequency with print 
ads unless you buy ads in multiple publications at the same time.

Radio

Local Sales Manager Scott Reed spent 21 years in radio before joining 
Spectrum Reach. If you want to get your name out there and see real 
growth, an optimized cable schedule is the place to start, Scott says. 
“But as someone who also spent 21 years in radio, I know that radio fills 
some gaps.”

Most radio is consumed during active hours. You can influence people 
to eat at a restaurant in a different way, because they’re already out of 
the house.

“Radio brings that immediacy and locality. So, if they’ve heard about 
your restaurant on TV and then heard about it again on the radio while 
their stomach was growling, that’s a great way to get new customers in 
the door,” he says.
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How do I know who my customers are?

You don’t need a big audience if it’s the right one.

Identifying who your ideal customers are and where 
and how to reach them is essential to make your 
marketing and advertising effective.

If you’re working with the right advertising partner, 
they should help you understand your audience 
and come armed with the data and research to 
show you who to reach and how. You need to know 

demographics (things like age, location, and gender) 
and psychographics (like consumer behavior and 
buying habits) to truly understand your audience.

If you’re a local business, it’s important to note that 
most consumers stay within their neighborhood and 
vicinity when making purchases. If you’re advertising 
outside of that area, you’re wasting your investment.

When creating a demographic audience profile, your 
options might look like these:

Income Education Level Number of Adults Occupation

Less than 25K
25-50K
50-75K
75-100K
100-150K
150-200K
200-250K
Greater than 250K

No High School
High School
College
Bachelor
Graduate

1
2
3
4
5
6
7
8

Prof/Tech
Sales/Svc
Blue Cllr
Farming
Retired
Other

Presence of Children Marital Status Ethnicity Home Owner

Has Children
No Children

Single
Married

African-American
Hispanic
Asian-American

Yes
No

An example of a psychographic analysis of an average consumer:

 • Concerned with health and appearance
 • Wants a healthy lifestyle, but doesn’t have much time
 • Enjoys going online in the evenings, big fan of Pinterest
 • Tends to favor quality over economy
 • Finds fulfillment in their career and family

Step 3: Find and Reach  
Your Consumers
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Most marketing platforms have access to audience research. Director of Marketing Klaudia Thomas says, “Media 
companies invest heavily in all types of research. Invite a rep to your office and ask them to build a profile of your 
target audience based on Census, Scarborough, and Claritas data.”

Demographics and Psychographics Explained
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Consumer data is like the North Star for marketers. 
The more you know about audiences, the more likely 
your advertising efforts will pay off. Information about 
consumers, their behavior, their relationship to your 
brand or industry, and their emotions is all vital data 
you shouldn’t proceed without.

Marketing platforms use data collected on their 
audiences to help advertisers determine how to 
connect with them. Spectrum Reach, for example, 
uses data from an estimated 240 million connected 

devices along with audience data from third-party 
partners to pinpoint who’s watching what and when. 
Ad tech companies like Google and Facebook use the 
interactions (cookies) on their sites to collect and 
inform their audience data.

Consumers develop habits, and those habits form the 
ability for all marketing platforms to tell advertisers 
where their target audience is most likely to be 
connected.

How do I reach the right audience?

Frequency vs. Reach
There are several considerations to make when choosing between frequency 
and reach:

1

2
3

What’s your budget? If your budget is small, start with a smaller 
geography and try to build a frequency of at least three ads within 
the first month. Don’t branch off with too many media options. 
Select the most targeted and effective ones. Cable TV is a very
affordable and targeted medium. You can add digital advertising for 
the same geography and increase your frequency.

Building a branding campaign takes time. You may not see any 
measurable results in the first month. You need to define your reach 
and build up frequency over time. Give your campaign a two to 
three month run so your audience starts to recognize your message.

However, if you’re having a sales event, up your frequency and shrink 
your reach. If you want people to come to your event this weekend, 
you need to get that message in front of them as many times as 
possible in a shorter period of time.
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        – Klaudia Thomas, Director of Marketing

Our Experts’ Take
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Describe your audiences as detailed as possible. For 
example, if you run a home improvement business, you 
probably focus on families who’ve owned their home for 
at least 3 years. Your primary decision maker is probably 
a female, 30 - 54 years old. From there, you can narrow 
down a geography. How far will people be willing to drive 
to make a purchase? 5 miles, 20 miles? Do your research.
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Advertising costs as much as you’re willing to invest in it. 

For all marketing platforms—from Google Ads and Facebook, to print, radio, or TV—you’re paying for the 
number of people you want to reach. 

How much does advertising cost?

Whichever advertising partner you choose, demand that you’re getting the full story. It’s not enough to throw 
$200 a week into a social media campaign and then check out your click-through-rate to determine if your 
investment is really effective.

Keep up with results throughout your campaign and adjust accordingly.

One of the biggest misconceptions about 
TV advertising is that it’s reserved for the 
companies with the biggest budgets. Not 
so. TV advertising, especially at the local 
level, is affordable and effective.

Pay attention to:

 • What’s working best: TV, digital, or both?
 • If you’re advertising on TV, which channels and programs are bringing the highest
  audience engagement?
 • Is one online ad performing better than another?
 • What time of day shows the best interaction?

Or, better yet, get an advertising partner who gives you up-to-date information on 
how your ad is performing. Don’t let your investment go to waste.
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    – David Castro, Account Executive

Our Experts’ Take
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If you’re just starting out advertising and don’t have much 
to spend, focus on spending the money you do have on 
what works. If you only have $500, throw a nice party for 
your employees. Save up — and it doesn’t cost as much to 
advertise on cable as most people think - until you have 
enough to spend on an advertising campaign that will deliver 
real results.
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How to Make a 
Marketing Budget
A breakdown of the 3-step process of creating an effective marketing budget.

Three Steps to Building a Small Business Marketing Budget

We’re not going to sugarcoat it — creating a marketing budget can be intimidating and even frustrating.
Even if you have the vision of a Fortune 500 company, after paying for employee salaries, utilities, and office
supplies, you might think you don’t have enough left over to advertise effectively. 

We’ve outlined three steps to help you create an effective marketing budget. It’s not about “stretching” 
dollars—it’s about “investing” dollars more effectively so you can see the best return on your investment. We’ll 
also introduce three business owners who represent the thousands of small clients Spectrum Reach helps 
every day.

Meet...

Shelly 
Pastry Shop Owner

Brian 
Handyman/ 
Home Improvement
Provider

The Wilsons 
Online Décor Shop 
Owners
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SCENARIO 1:  
 
Shelly 
Pastry Shop 

Increase store traffic by 15% on 
Mondays and Tuesdays in Q1 and Q2

SCENARIO 2:  
 
Brian 
Handyman/Home Improvement

Achieve 10% market share in two 
years on the east side of Charlotte, NC

SCENARIO 3:  
 
The Wilsons 
Online Décor Shop

Acquire 5,000 new customers 
(with at least one purchase) this 
financial year

Brand Awareness

• What image do you want to project? 

• What’s the first thing you want people  
 to think when they hear your name? 
• What makes you unique compared to  
 competitors?

Drive Traffic

• By how much? 
• During what time frame (month,  
 quarter, year)? 
• What will more traffic do for you?

Increase Sales

• Of which product or service? 
• Online or in-store? 
• How much of an increase?

Define specific goals 
that contain:

Measurable results1
2
3

A defined time frame

An actual measurement for success

Step One
Forget money (at least for now). 

A common mistake is to start with your bank account. Doing so can limit your  
vision. Instead, begin by setting specific goals, including the outcomes you want  
to see.  (And pay attention, because you’ll need your own goals in a few pages!)  
Here are a few examples:
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Here’s how an average advertising budget  
might look:

Marketing Item Budget Allocation (Annual)

Branding (Logos, 
pens, napkins, 
color, etc.)

$7,200 18%

Website $4,000 10%

Traditional Media 
Advertising (TV, 
radio, print, direct 
mail, etc.)

$18,800 47%

Digital Advertising 
(Search, display, 
social media)

$10,000 25%

Total $40,000 100%

$500,000

Gross 
Revenue

$40,000

Marketing 
Budget

The largest portion 
of your marketing 
budget should be 
invested in traditional 
media. Why?  
 
Because it makes an 
impactful, emotional 
connection and has 
proven to be the 
most memorable 
and trustworthy in 
consumers’ minds.

SCENARIO 1:  
 
Shelly 
Pastry Shop 

Largest % goes to display and social 
because she’s targeting moms on 
the go

SCENARIO 2:  
 
Brian 
Handyman/Home Improvement

Largest % goes to TV programming, 
targeting single homeowners who 
watch DIY or HGTV

SCENARIO 3:  
 
The Wilsons 
Online Décor Shop

Largest % goes to search and 
banner ads to stand out from online 
competition 

Step Two
What Does the Average Marketing Budget Look Like?

The U.S. Small Business Administration recommends spending 7 to 
8% of your gross revenue on marketing and advertising if you’re doing 
less than $5 million a year in sales and your net profit margin (after all 
expenses) is in the 10 to 12% range.
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Live TV ..................................................... 3:55
DVR/Time-Shifted TV .........................0:32
AM/FM Radio.......................................... 1:50
DVD/Blu-ray Device ........................... 0:06
Game Console ........................................0:13
Multimedia Device ................................0:19
Internet on PC .......................................0:52
App/Web on Smartphone .................2:27
App/Web on Tablet.............................0:34

Media Usage Per Day1

While data is a powerful source for advertisers, 
privacy is equally important to viewers. Spectrum 
Reach’s first-party proprietary household viewing 
data is fully anonymized, ensuring personal 
information is kept in a privacy-compliant manner.

SCENARIO 1:  
 
Shelly 
Pastry Shop 

40% to television to build brand 
and promote catering services; 60% 
to digital, includes geo-targeting
downtown shoppers within 1-mile 
radius

SCENARIO 2:  
 
Brian 
Handyman/Home Improvement

60% to television to build brand and 
promote telephone number; 40% to 
digital focusing on search, so Brian
appears near the top of online search 
results

SCENARIO 3:  
 
The Wilsons 
Online Décor Shop

40% to television to build brand 
awareness over larger competitors 
like Wayfair and Overstock, 60% 
to digital focusing on search and 
banner ads (with retargeting) to 
promote weekly discounts and sales

Step Three
U.S. adults average 10 hours 48 minutes of media usage 
per day, divided amongst different mediums.  
 
Here’s what that typical day looks like, 
according to Nielsen: 

Although viewers are on different screens throughout the 
day, we’re in a “data-driven” industry that can anticipate 
where you’ll likely find your target audience. Advanced 
media companies like Spectrum Reach can target your 
audience not just by demographics (age, gender) but also 
with specific viewing habits and other behaviors.

Source: 1. Nielsen Total Audience Report Q217. Base A18+ Per Day
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Apply the Steps to Your Own Budget.

We’ve walked through the three steps to plan a marketing 
budget. We’ve even seen how other business owners 
typically approach their budgets. Now it’s your turn. 
Complete our budget assessment and see where you stand. 

Your Goals:

1.

2.

3.

4.

5.

Marketing Item Budget Allocation (Annual)

Branding (Logos, 
pens, napkins, 
color, etc.)

Website

Traditional Media 
Advertising (TV, 
radio, print, direct 
mail, etc.)

Digital Advertising 
(Search, display, 
social media)

Events

Content Organic

Promotions/
Giveaways

Total 100%

“Impressions are impressions. Advertisers 
need to stop looking at TV and digital as 
two individual slices because, at the end 
of the day, they belong to the same pie. I 
recommend identifying a target budget and 
seeing how far your message can reach using 
the right frequency, which is the biggest 
factor. Then decide percentages for each 
screen to get the desired frequency needed 
for success.” 

Ivan Marasca,     
Account Executive

How do I divide my  
budget between TV  
and online advertising?

That’s a great question — and a common 
one. However, the answer may not be what 
you expect.

Yearly Marketing Budget: $

Your Turn
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Tracking Success
You’ve created your budget and executed a campaign, but your journey is far from over. Now it’s time to 
analyze and see if your dollars are yielding a significant ROI. In layman’s terms, you’re asking, “Is this 
working?” With today’s capabilities, you should expect transparent results from your advertising partner. 
You’re entitled to see how many times, when, and where a message was distributed. Data is a big part 
of the planning process, and there’s no reason it can’t be part of measuring your personal success. This 
should be expected of any agency, not just Spectrum Reach.

Forget the Guessing Game
Knowledge is power. Spectrum Reach’s exclusive AudienceTrak reporting 
and analytics platform was created with you in mind, providing a new level 
of transparency into your TV and digital campaigns, 24/7, 365 days a year. 
 
Learn More

AUDIENCETRAK
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The Essentials  
of Branding  
These days, everything and everyone is a brand. 

There are the big brands of the world—Coca-Cola, Allstate, IBM. 
There are sub-brands—Diet Coke, Esurance, Watson. 

Even celebrities, athletes, and social media stars have their own personal brands. Think Katy Perry, LeBron 
James, or Kim Kardashian. You have one, too, whether it’s cultivated or not. 

The one tie that binds all of these brands together is what they’re ultimately seeking (attention, time, revenue) 
every single day. 

We’re in an “everything now” world, and it makes it that much more of a challenge if you’re trying to grow 
a business and its brand. To establish a unique identity, you need to know what it takes to craft the right 
message—one that’s memorable, resonates, and is true to what you stand for. 

But if you do this well, the brand you’ve worked hard to create and sustain will do wonders for your growth and 
return on investment.
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Why should I care about branding?
Branding is proving to be one of the most important aspects of any business. As competition creates infinite choices, 
companies look for ways to connect emotionally with customers, become irreplaceable in their lives, and create 
lasting relationships. A strong brand stands out in a densely crowded marketplace.

Michelle Diedrick,  
Senior Director, Campaign Strategy 

“The way a brand is perceived has a direct 
effect on its success. People fall in love 
with brands, trust them, and believe in 
their superiority. Companies that prioritize 
branding are better able to differentiate 
themselves from the competition, and their 
marketing efforts are more successful as  
a result.”
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It makes you appear more established  
Building your brand can help increase your credibility by improving the perception of your 
business in the eyes of your customers. People buy more from companies they trust.

It gets to the “why” of your business   
Good branding will give your customers a reason to care about your 
brand, your business, your products or services, and why they 
should choose you over your competition.

It can increase the value of
your business
Brands are one of the most valuable assets a 
company has. If you present a well-rounded business 
package, your business will look more complete and 
attractive to potential buyers.

It helps you connect with customers
Consumer choice is now based on so much more than just pricing. In today’s world with 
endless options and distractions, people need to be sold on their emotions, not on their wallets.

What are the benefits of branding?
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The best brands connect with people both rationally and emotionally, 
which can be difficult for companies in a purely digital environment. TV’s 
tremendous reach advantage—along with authentic, verified audiences—
assures marketers that their brand’s stories are connecting with viewers.

62% of people correctly recalled half or 
more of the ads they had seen on TV; 
over 15 percentage points higher than 

the next media vehicle.**

Nearly 9 out of 10 
consumers say they had

the most positive 
viewing experience with TV.**

62%

• TV continues to have the  
 highest reach across all  
 devices at 94%.*

• Over 5 million more people  
 watched TV in Q1 17 compared  
 to YAG for P2+ with increases  
 across all demographics.*

• 83% of TV viewing across all  
 major demos is done “live” vs.  
 time-shifted.*

Television: Creating 
Meaningful Connections

Source: *Nielsen Total Audience Report Q117, percentage of users among A18+. **CRE Evaluating Engagement & Recall by Platform; July 2016.
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When the time comes to produce your 30-second 
TV commercial, take it as an opportunity to introduce 
your product or service to the world. Perhaps you use 
this initial spot to talk about your humble beginnings 
on Main Street, the values your company was founded 
on, or the ways you aim to improve the lives of your 
customers. Think about the audience you’re speaking 
to and tailor your creative message to them. Your 

approach can be comedic, heartwarming, or direct. 
This is your chance to define what your brand looks, 
sounds, and feels like. Whichever way you choose to 
tell your story, advertising on television enables you to 
reach a wide audience. While there are many options 
for consuming video content today, TV continues to 
be the entertainment vehicle of choice, commanding 
92% of total video time.1

   Your 30-second TV 
commercial is your 
chance to define what 
your brand looks, 
sounds, and feels like.

Source: 1. Nielsen Total Audience Report Q117
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Once you’ve created a branding spot for television, there 
are many other ways you can utilize your campaign’s 
creative to engage audiences on multiple screens. For 
example, you can take your 30-second spot and trim it 
down to get your message across faster in a 15-second 
pre-roll video online.  

 Digital drives increased  
 ad awareness and brand  
 familiarity. By adding  
 desktop and mobile to a  
 traditional media campaign,  
 aided ad awareness  
 increases +24% and brand  
 familiarity increases +22%.* 

Additionally, messaging and visual elements from your 
TV campaign can be repurposed in static or animated 
web banners on desktops and mobile devices, social 

channels, and even for quick videos on platforms like 
Snapchat. 

The key to creating a successful brand is to know your 
audience. Both TV and digital advertising give you the 
power to target by demographic, geography, and more. 
These factors will influence the creative message you 
put out there, because you’ll be speaking to a specific 
customer in a specific location, whose unique needs or 
wants can be addressed by what you offer as a business. 

Multiscreen Consistency 
Ensure that your brand message is consistent 
across all media.

Lastly, it’s important to ensure that your  
brand message is consistent and integrated 
appropriately across all media. Using these assets in 
such a way will help you reach the right audience on TV 
and online and leave a lasting impression.

How can I boost my brand’s impact? 

Multi-Screen Consistency

Ensure that your brand 
message is consistent 
across all media.

Source: *8IAB/ResearchNow Cross Media Ad Effectiveness Study; January 2017
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How to Make a 
Commercial That Sells
Think about the commercials that stick with you. What is it about them that you remember? It’s probably a 
combination of ads that made you laugh, made you think, or tugged on your heartstrings. 

As a viewer, a commercial that makes you feel something is great. As an advertiser, a commercial that tells your 
consumers what they need to hear instead of what you want to say—that’s even better. The most important 
thing to remember when you’re creating a commercial is that you’re telling a story. And the key to successful 
advertising is making sure you’re addressing your potential clients’ needs. That’s the story you need to tell. How 
is your business going to solve that problem? If you can answer that, your commercial will drive action.
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Start here:
Who are your customers? 

You need a solid understanding of your customers’ 
likes and dislikes, their favorite products to buy, and 
general demographics like age range and family size. 

What do your customers need? 

We often ask business owners what they wish 
customers knew about them. What are the most 
common questions they ask? Using your commercial 
to answer questions or address objections can help 
break down barriers or misconceptions, making the 
decision-making process more comfortable. Your 
commercial does a lot more than sell a product or 
service; it has to appeal to a consumer’s needs and 
demonstrate that what you offer is better than your 
competition’s.   

Establishing Trust Through Creative 

We started the creative process for this foundation-
repair company with consumer research and found 
that the top concern people have about fixing their 
homes is ensuring trust. Their campaign addressed 
that issue by focusing on an emotional connection 
with home owners.

“Everything you do from a creative perspective is about 
mitigating risk and concern. From where they buy their 
car to where they buy lunch, people want to feel like 
they’re making the right decision.”

Michelle Diedrick,  
Senior Director, Campaign Strategy, Kernel 

Get to Know Your Audience
Understanding your consumers is the first step toward creating a commercial that inspires action. You need to know 
who your customers are and what they need. Your advertising dollars need to go toward the right message. Getting 
to know your consumers beyond the superficial is the first step toward brand resonance.
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Tell Your Story
Your brand, your business, your employees—there’s a 
story there. Great storytelling blurs the line between 
advertising, education, and entertainment. Storytelling 
is about getting authentic. Sharing content that’s 
powerful, entertaining, engaging. Content that your 
audience wants to see and can’t wait to share.

Before we had eBooks, libraries full of bestsellers, 
illuminated manuscripts, and cave drawings, 
we had storytelling. It’s the most natural form 
of communication and how humans process 
information and share ideas. It’s still at the heart of 
how we connect with each other, and that includes 
the connection between your customers and your 
business.
 

Memorable ads tell stories. They need to:

• Set a tone for your business (light-hearted or serious)  
• Create empathy (so consumers can picture you  
 solving their problem or fulfilling a need)  
• Establish an authentic connection

Impactful commercials make a relevant and emotional 
connection with the audience. Evoke a sense of the 
familiar, and your customer is already relating to your 
ad message, making it more memorable.

“Advertising gives you the 
opportunity to tell your story. If you 
truly believe in what your business 
is offering, shout your story 
from the rooftops. That’s what 
advertising allows you to do.”

Timm Chiusano,  
Vice President, Kernel 
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Inspire Action
Viewers with the best memories can retain only one to 
two points made in a 30-second commercial. And 50% 
of that information goes away within the first 24 hours.1 
Keep your ad message uncluttered and offer a single call 

to action, like sending viewers to your website. Your call 
to action should be clear and simple. It should also be 
the easiest, shortest path for a consumer to engage with 
your business.
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Make a Connection on Your Budget 

This non-profit client had a huge need for 
improved recruitment efforts but a limited 
budget to make the commercial come 
to life. We focused on creating a script 
that cut to the emotional chase, and the 
finished spot surpassed the client’s goals.
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The right partner should:

Learn about your consumers and business. What motivates a purchase, what will capture that perfect 
customer’s attention, what’s your competition doing?  

Define the overarching strategy to reach your consumers, connect with them, and move them to action based 
on your budget and needs.

Create engaging campaign concepts that align across multiple platforms.

Produce marketing materials based on your advertising needs and media plan.

Optimize for best results, using A/B creative testing or campaign performance analysis to inform future 
creative choices.

Find a Creative Partner
The production or creative agency you choose to work 
with should take the time to understand your business 
and your consumers. Find someone who can help 
craft your message so it resonates with consumers. 
Commercial production is a process. There are laws 

around copyrights, drone footage, talent  
acquisition—almost every aspect of creating a 
commercial. Look for an expert in the commercial 
production industry who can make sure all of your bases 
are covered.
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Make Sense of  
Media Buying
Congratulations! You’ve gathered your research, figured out your budget, and are finally ready to take the first 
step in buying advertisements for your product or company. This may seem like a scary step, but when
you’re armed with the right data and information, you can rest assured that your investment in marketing your 
company to your target audience will ultimately help your business succeed.

Let’s take a closer look at the entire media buying process.
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Television Dayparts 
Daypart Code Description Days/Times

EM .................Early Morning .............M-F 5a-9a
DT ..................Daytime .........................M-F 9a-4p
EF ..................Early Fringe .................M-F 4p-6p
EN ..................Evening News .............M-F 6p-7p
PA ..................Prime Access ..............M-F 7p-8p
PT ..................Prime Time ...................M-F 8p-11p
PR ..................Prime Time ...................M-F 7p-11p
LN ..................Late News ....................M-F 10p-10:30p
LF ..................Late Fringe ..................M-F 11:30p-2a
OV .................Overnight .....................M-Su 2a-5a
WE ................Weekend .......................SS 7a-8p
WS.................Weekend Sports ........SS 12p-6p
KD .................Kids .................................Sat 7a-12p
CH .................Children’s ......................M-F 3p-5p

Radio Dayparts
Daypart Code Description Days/Times

AM .................Morning Drive .............M-F 6a-10a
MD .................Midday ...........................M-F 10a-3p
PM .................Afternoon Drive .........M-F 3p-7p
EV ..................Evening .........................M-F 7p-12a
S1 ...................Saturday Morning ......Sat 6a-10a
S2 ..................Saturday Midday........Sat 10a-3p
S3 ..................Saturday Afternoon ..Sat 3p-7p
S4 ..................Saturday Evening ......Sat 7p-12a
U1 ...................Sunday Morning .........Sun 6a-10a
U2 ..................Sunday Midday ...........Sun 10a-3p
U3 ..................Sunday Afternoon .....Sun 3p-7p
U4 ..................Sunday Evening .........Sun 7p-12a
WK ................Weekly ...........................M-Su 6a-12a
WD ................Weekday .......................M-F 6a-12a
DA .................Daytime .........................M-F 6a-7p
SS  .................Weekend .......................SS 6a-12a 

Seasons

Depending on your products or services, you may 
notice there are peaks in your foot traffic or sales
during certain seasons. Perhaps your company is an 
accounting firm, so you’re more focused on
tax season, or you own a pet grooming business and 
don’t really see any seasonal increases. Seasonality
is a huge part of advertising and doing your research 
to understand when the best “seasons” are for your 
company to market itself is vital.   

Dayparts1

A daypart is just media talk for “time of day.” 
Television and radio companies use standard dayparts 
to divide up media placements to better target 
audiences.* Media reporting companies use dayparts 
to measure and assign ratings based on how many 
people are viewing/listening during the dayparts.

There are many resources available to help you and 
your media partners figure out what seasons and 
dayparts are best for your target audiences such 
as Scarborough, Nielsen, comScore, and household 
viewing data. Household viewing data is the data that 
your cable company can gather firsthand by gauging 
what channel you’re watching, what time of day, 
and your length of viewing period. This data is then 
stripped of all personally identifiable information and 
paired with third-party data (such as Experian data) to 
help create an effective media schedule.

When should  
I place my
advertisements?

Source: 1. Nielsen Smartplus Standard Dayparts
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Where should my  
advertisements be?
This answer has a two-part factor: it’s dependent on 
where your business is located and where your target 
audience is. 

Business Location
Typically, you’ll buy media in the same geographic 
location that your business is located. In regards to 
TV and radio, you would make buys with the local 
companies/stations in your designated market area 
(DMA) or metro service area (MSA).

A DMA is the area in which local broadcast and 
cable companies service. Cable companies go a 
step farther and have divided up DMAs into smaller 
“zones” in order to target geographies better. An 
MSA is the area in which local radio station signals 
reach. A DMA is typically larger than an MSA, as 
radio towers don’t have as large of a reach.
In regards to print and out-of-home advertising, 

the local print and out-of-home publications will be 
able to tell you where their service areas are, as well 
as their reach numbers and eyes on impressions. 
“Eyes on impressions” is the term that out-of-home 
companies use to label the number of estimated 
people that will see the advertisement. 

For digital advertising, you can get very  
granular—down to the latitude and longitude.
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Want to be in  
complete control  
of your ad placement  
and creative? Spectrum  
Reach’s new ad portal is  
a first-of-its-kind platform  
that makes advertising
on TV easier and more
affordable than 
ever before.   
Click here for  
more info

There are usually two ways to buy media: 

1. Using an agency
2. Going directly to the media company

Advertising Agency
If you don’t have time or don’t want to do the research to figure 
out where your customers are across the local media landscape, 
an “agency of record” may be the way to go. Agencies bring buying 
power to the table and may be able to assist in rate negotiations 
and “added value” (extras, such as: exposure to events, tickets, 
additional spots, etc.) when it comes to media buying for multiple 
companies using the same mediums. 

Direct Client
Being a direct client can also have its benefits. As a business owner 
or employee, you understand your customer base better than 
anyone else. When you work with your assigned Account Executive 
from the media company you choose, you can build a relationship 
with them and give each other a better understanding of what you 
want to accomplish with your advertising.
Most media companies are now investing in self-servicing 
platforms to make it even easier to buy advertisements with just 
a few clicks of your computer mouse. Companies—including 
Spectrum Reach—have apps and dashboards available for clients 
to access 24/7 so you can buy, track, and adjust your media 
campaigns in real time.

Who buys media?
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1) What are your KPIs?    
 (Key performance indicators)
 Example: to increase sales revenue by 20%  
 by the end of the year

2) What is your budget?

3) Do you have a specific CPM or CPP?  
 CPM (cost-per-thousand): The price of  
 1,000 advertising impressions (usually  
 digital) 
 CPP (cost-per-point): The price to buy   
 one rating point or 1% of the population in  
 a specific area (usually TV or radio)

4) What are your flight dates?  
 (Meaning specific seasons or weeks of the  
 year you want to place the ads)

5) Do you want to buy based on:

 Ratings: the percentage of a specific  
 population group which is tuned into the  
 TV/radio program at a given time period
 Impressions: how many people will be  
 served the ad digitally
 Clicks: how many viewers will click on it 

A Sales Manager or  
Account Executive May Ask:
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If you decide you’re more of a do-it-yourselfer, your 
next step is to get in contact with the media reps for 
the media you want to buy. It can start with a simple 
search on Google to find your local newspaper or cable 
company, and you can call, email, or fill out a form to 
inquire about advertising with them. Typically, a local 
sales manager or Account Executive will reach back 
out with questions to better understand your needs.

Your Account Executive (AE) or other assigned team 
member, such as an Account Planner (AP), will also 
provide you with data and research on your business’s 
specific category or niche. Don’t be afraid to ask them 
for help. A true Account Executive/sales rep will  
 

show you all the insights so you’re able to make the 
most informed decisions possible. From helping 
target your audience on their specific platforms to 
competitive spend and industry averages, your account 
team is there to help you.

Once you’re comfortable and confident in your 
partnership with the mediums you’ve chosen, your 
account planner(s) will create a media schedule 
for you based on the research and data you’ve 
agreed on to target your specific audience(s). If you 
approve it, the next step is typically to get the actual 
advertisement that consumers will see to the medium 
so they can get it on air/to print/etc.

How do I “buy” advertisements?
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During and after the buy, your AE and sales team 
should keep you in the loop on what’s going on with 
your media buy. Maybe you had multiple creatives 
for your digital banner ads, but one had a significantly 
higher click-through rate. That’s when your AE should 
recommend that you extend your advertising on that 
specific creative to help drive traffic and sales.  

Lots of insights into both what worked and what didn’t 
work can help you adjust your media buy to better 
target your audience and ultimately achieve your 
KPIs, or business goal. Your AE will recap your media 
buy to show you how they’ve helped and discuss 
any concerns or ideas you may have in regards to 
continuing your media buy.

Follow Through
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About Spectrum Reach

Spectrum Reach™ is the advertising sales division of Charter Communications (NASDAQ: CHTR).
Spectrum Reach offers targeted advertising solutions to national, regional, and local businesses utilizing
50+ national cable networks, 19 local news networks, 5 regional sports networks, digital advertising,
including social, mobile, and search, all supported by marketing, research, and production services
from the award-winning creative agency Kernel®. Spectrum Reach applies insightful research through
data-driven products to understand consumer behavior and build targeted, multi-screen media plans
customized for each customer.

With offices in 41 states and 94 markets, including top markets in New York, LA, and Dallas, Spectrum
Reach covers over 28 million households throughout the country. From television advertising to exciting
new possibilities in interactive media and multi-screen solutions, Spectrum Reach’s consultative team
brings advertisers effective and efficient ways to turn cable and digital audiences into their customers.

More information about Spectrum Reach can be found at SpectrumReach.com

Now that you’re an advertising pro,  
let’s get growing.

We hope that by now you have a good understanding of the foundations of advertising and 
marketing your business. Remember, it all starts with defining your goals, knowing your 

options, finding your customers, and creating a budget. Once you have that established, you 
can start creating and cultivating your brand and buying your media. 

When you’re ready to put everything you’ve learned into action, contact us at 
1-844-TO-REACH or visit SpectrumReach.com and let’s get growing.
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http://go.spectrumreach.com/l/84712/2018-01-04/9dw2w7?status=Want+a+Slam+Dunk+During+College+Basketball's+Biggest+Tournament?+%23NCAA+%23MarchMadness+%23Basketball+http:/www.spectrumreach.com
http://go.spectrumreach.com/l/84712/2018-01-04/9f283p?mini=true&url=http://www.spectrumreach.com&title=Want%20a%20Slam%20Dunk%20During%20College%20Basketball's%20Biggest%20Tournament?%20&summary=Click%20here%20for%20insights%20into%20NCAA%20Tournament%20Fans
http://www.linkedin.com
http://www.facebook.com
http://www.twitter.com


Spectrum Reach is a trademark of Charter Communications, Inc. used under license. ©2018 Charter 
Communications, Inc. All rights reserved.




