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● BA in Media Studies and Minor in 
Filmmaking

● Over 20 years of Marketing and 
Sales in the arts, manufacturing, 
skin-care, technology, higher-ed, 
and professional certifications, 
such Lean Six Sigma and PMP

● Small business owner: Web 
Design and Brand Consulting

● ‘05 Purdue Grad, Boiler Up!
● 17 years of media sales 

experience (newspaper, broadcast 
TV, and digital) working with 
SMB’s

● 14 years in the digital space
● My favorite thing about my job is 

watching businesses grow 
because of their advertising 
campaigns



We are assuming you have: 

● Developed your product and service

● Your company has a website 

● Ready to decide which media outlet(s) is the best for 
you to invest



● Four categories of ad types

● Strategy

● Partnership Options

We are going to cover: 

● Buyer Personas

● Customer Journey

● Reach and Frequency

Baylee is our moderator, questions at the end of the presentation



Buyer Personas
Identifying your audience



Buyer Personas

Resource:
https://terakeet.com/blog/buyer-persona-examples/

● A buyer persona is a semi-fictional representation of 
one of your target audiences.

● A persona helps you and your marketing team build 
strategies and messaging that are tailored to the 
persona’s values, goals, and pain points.

● Explore a range of buyer persona examples to help 
you build your own personas.



Benefits of Personas

Resource:https://blog.hubspot.com/blog/tabid/6307/bid/29583/6-core-benefits-of-well-defined-marketing-personas.aspx

● An Understanding of Customer Needs/Interests
● Knowledge of Where Customers Spend Time
● Better Quality Leads
● Consistency Across Your Business
● Better Product Development



https://terakeet.com/blog/buyer-persona-examples/

● Age
● Gender
● Location
● Marital status
● Family makeup
● Income level
● Education level
● Online sources of information
● Favorite shows (TV, Netflix, etc.)
● Social media accounts
● Goals
● Desires
● Passions or causes
● Frustrations or challenges
● Type of company (for B2B)
● Job title (for B2B)
● Who they report into (for B2B)
● First-person statements
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Customer 
Journey



Customer Journey
1. Decide what to measure. Get clear on your goals, so you know what to look 

for as you plot your customer journey.
2. Create your customer persona. Start with knowing which buyer you’re 

focused on and what their general needs and wants are.
3. Define your customer buying phases. What are the stages your customer 

goes through between discovering their problem and deciding to purchase your 
product or service? Which stages happen after purchase?

4. Plot your touchpoints. Within each phase, where does your customer interact 
with your brand?

5. Add customer thoughts, actions and emotions. At each touchpoint, what is 
the customer prompted to think, do and feel?

6. Note your opportunities. Based on your goals and what you discover through 
your customer journey map, which changes can you make at each touchpoint 
or within each phase to improve the customer experience?

https://www.forbes.com/advisor/business/software/customer-journey-map/



Digital Media Journey

Awareness Findability Reputation Conversion Advocacy

Stimulus
Social / search advertising

Email / text marketing 
Loyalty programs

YouTube / Video ads
Television
Billboard

Online display advertising
Newspaper / Magazine

Radio
Word of mouth

Research

Blogs & Articles
Reviews

Social Media
Word of mouth

Purchase

Website
Online booking

Purchase via app
In-store purchase

Salesperson
Marketing Materials

Experience
Post-purchase 

expectations vs. reality
Social Post

Write a Review
Blog

Word of mouth

Search

Organic Search
PPC

Maps
Directories

Apps
“Near me”

GPS

Contributes to next 
person’s decision

Resource: Allen Media Broadcasting



Benefits of a Customer Journey
● A customer journey map helps you gain a better understanding of your 

customers so you can spot and avoid potential concerns, make better 
business decisions and improve customer retention.

● The map helps you see which touchpoints your customers love, so you 
can emphasize those, and where there are common pain points you 
want to improve.

● You can use the map to create standard operating procedures in your 
business, train your staff, help all team members better understand your 
customers, and improve your product or service for a better user 
experience.

https://www.forbes.com/advisor/business/software/customer-journey-map



Media buying is 
purchasing placements 
on channels such as 
broadcast, streaming, 
digital ads, and more, 
that are most relevant to 
a brand's audience at a 
time when the largest 
portion of the audience 
may see the ad, to 
achieve the lowest cost 
per action.

Media buying is 
purchasing placements 
on channels such as 
broadcast, streaming, 
digital ads, and more, 
that are most relevant to 
a brand's audience at a 
time when the largest 
portion of the audience 
may see the ad, to 
achieve the lowest cost 
per action.



● Display Ads
● Social media Ads
● Paid search
● Mobile Ads
● Video Ads
● Digital OOH Ads (DOOH)
● Broadcast Ads
● Streaming Ads
● OTT (Over the Top) Ads
● ROA (Run of Audience) Ads
● Print Ads
● Radio Ads

Internet Broadcast

Social Media

Print



Reach and Frequency



What is Reach?

Market reach has been defined as "the estimated number of potential consumers 
who could see your specific campaign or advertising medium." In the realm of TV 
advertising, this would encompass the total potential audience for the channel on 
which an ad or series of ads will play. 

For example, if a furniture company wanted to broadcast a series of promotional 
spots on a local TV station, then the company's market reach would include all of 
the viewers in the area that regularly tune in to that channel.

https://www.kctv5marketing.com/blog/what-is-reach-and-frequency-and-how-do-they-work

https://www.thebalancesmb.com/what-is-market-reach-2295559


What is Frequency?

Frequency is a different but complementary concept to reach, as it measures 
how many times each unique consumer (or "user") views an ad within a 
predefined time frame. Frequency is typically expressed in terms of an 
impression to time ratio. 

For example, 8 impressions on a single user within a 24 hour period would 
yield a frequency rate of 8/24.

https://www.kctv5marketing.com/blog/what-is-reach-and-frequency-and-how-do-they-work

https://blog.globalwebindex.com/product/tv-reach-frequency/


Print Ads
Newspapers
Magazines
Billboards
Flyers
Direct Mail



Print Ad 
Pros

• Suits the “unplugged” lifestyles (ex: screen 
free)

• Drive further engagement (readers go to 
website)

• Perceived Higher Credibility and Trust (easier to 
read the fine print)

• Slower consumption of the message
• Intake (point of consumption)
• Availability (archival element)

• Multisensory Experience 
• Seeing – Design, colors, layout
• Tactile – Weight and texture of the paper
• Hearing – Hearing the flip or crinkle of the 

page
• Smelling – Smell of the ink

*Resource: 5 STAR Marketing & Distribution



Print Ad 
Cons

• Limited readership

• No control over ad placement

• Depending on the publication, the cost 
can be high

• Tricky to schedule, publication 
frequency may not align with your 
schedule

• At the mercy of their reach reporting

*Resource: allBusiness.com



Print Ad 
Costs

• Graphic Designer Costs: $30/hr plus

• Direct Mail: Production cost plus Mailing 
Cost (distribution) with a high quality 
mailing list. Costs begin at a $200 up to 
$20K

• Magazine: $250 to $50K national magazine 
per issue (weekly, monthly, quarterly)

• Newspaper: $250 to $400, depends on 
color/b&w ad, size of ad, Sunday or 
Weekday placement

• Billboards: $250 to $15K per month

*Resource: https://www.indeed.com/hire/c/info/cost-of-print-advertising



Internet Ads
Banner Ads (aka Run of Audience)
Pay-Per-Clicks
Google Ads
Targeted Email Marketing
*Social Media Ads



Internet Ad 
Pros

• Extensive Coverage

• Strong Sensory Interaction

• Accurate Delivery Goals

• Have More Control of the Advertising 
Placement

• Highly targeted to Your Audience

*Resource: KnowOnlineAdvertising.com



Internet Ad 
Cons

• SEO and SEM Can be Complicated

• Audience can be filtered (ex 
paywalls)

• Mistakes Can be Costly

• Competition Is Fierce

• May Require More Personnel

*Resource: KnowOnlineAdvertising.com



Internet Ad 
Costs

● SEM campaigns range from $500 - $10,000+ 
per month Campaign budget is based 
on keywords, target area,    and competition 

● SEO campaigns start at $500 and go up to 
$2000, but vary depending on the type of 
SEO work being done 

● Audience Extension ads for the Lafayette 
DMA vary from $1000 - $3000/month 



Social Media Ads
Platform Ads
Influencer Ads
Messenger Ads
Email & Newsletter Ads



Social Media 
Pros

*Resource: KnowOnlineAdvertising.com

• Build a Community Around Your Brand

• Create Original Content to Educate, 
Entertain, Engage Your Audience

• Drive Traffic to Your Website

• Directly Communicate with Your 
Audience, an Extension of Customer 
Service

• Analytics Are Available to Track 
Campaign Performance



Social Media 
Cons

• The Platform Ad Buying Rules 
Frequently Change

• ROI of Time and Money Can Be Low

• Time Consuming to Continuously Be 
Active and Engage

• Additional Personnel May Be Needed 
to Manage Engagement with 
Customers

• Negative Feedback Is Accessible to 
Everyone

*Resource: KnowOnlineAdvertising.com



Social Media 
Costs

● Can be managed in house by a Marketing 
Director 

● Social media content managed by an digital 
content provider starts at $500 and go up to 
the thousands

● Social media ads start at $250 and go up to 
the thousands based on target audience and 
location 



Broadcast Ads
TV Ads
OTT Ads
Radio Ads



Broadcast 
Pros

• TV reaches a large audience.

• When it reaches viewers, it does so at a 
time when they are most attentive.

• TV advertising offers immediate 
credibility. 

• It attaches a visual personality to your 
business. 

• OTT Advertising Offers Metrics

*Resource: brandongaille.com/8-pros-and-cons-of-tv-advertising/



Broadcast
Cons

• No guarantee the commercial will be 
viewed

• Cost for Broadcast Advertising is 
more expensive

• Mistakes Cannot Easily Be 
Corrected

• Possibility of Unintentional Tone-
Def Message

• Broadcast can sometimes be 
crowded



Broadcast
Costs

● Radio Ads can vary in price from hundreds to 
thousands depending on the station and market 
size
○ Lafayette DMA: $1000 - $2500 average 

monthly spend

● OTT Ads will start around $1000/month for a 
programmatic campaign to $2000/month for a 
targeted campaign in the Lafayette DMA 

● Broadcast TV can vary tremendously depending 
on target audience, station, and market size
○ Lafayette DMA: $1500 - $3000 average 

monthly spend



Strategize



Step 1 Determine your buyer personas 
and layout the customer journey



Step 2 Select the appropriate outlets with 
a budget of time and money



Step 3

1. Define your goal(s)

2. Measure the outcomes and conversions

3. Analyze what is working and what is not 
working

4. Improve the Customer Journey

5. Control the process by reviewing and 
updating your personas



EXECUTIVE
SUMMERYPartnership



WLFI as a Marketing Agency/Partner

https://www.bristolstrategy.com/blog/choose-a-marketing-agency

1. Discovery Call (Time Out)
Ask about your goals, audience, your product, budget, etc

2. Presentation
Create a program/schedule based on what you told us 

3. Execute Your Plan

4. House Calls/Follow Ups 



WLFI Offerings
Broadcast Ads

Over 145K household in 17 area counties 
Over 84K in 3 county DMA

OTT (Over The Top) Ads
Digital streaming ads for numerous partners such as Food Network, History Channel

ROA (Run of Audience)
Banner ads on WLFI website with 4.4 million hits per month

Sponsorship Packages
Various packages through out the year such as Friday Night Frenzy and 7 Day Forcast

Audience Extensions (targeted display ad)
Geofencing, Household Income, Hobbies, Interests



www.wlfi.com/contact/advertise

For questions:
Amanda.Manely@wlfi.com 



Thank you!
Q&A


