
THE FIELD

Media planning consists of a series of decisions
made to answer the question, "What are the best
means of delivering advertising to prospective pur-
chasers of my brand or service?"  (Sissors and Bumba,
1996, 5). Media planning today can be viewed  as "the
process of designing a course of action that shows how
advertising time and space will be used to contribute to
the achievement  of advertising and marketing objec-
tives (Barban, Cristol and Kopec, 1993, 2).

Therefore, media planning concerns itself with
the number of prospects that should be reached, their
demographic and psychographic profiles and the ade-
quate media and vehicles to place ads.

Frequency is another key question in the field.
Planners try to decide on how many times should
prospects see an ad in order to make the commercial
communication effective. Ta c t i c a l l y, frequency trans-
lates into different levels of advertising pressure at dif-
ferent times. Such scheduling tactics are called conti-
n u i t y, pulsing, flighting, blinkering and bursting.
Advertising pressure in terms of expenditure has to take
into consideration budget allocation for different media

and the specific months for the message to
a p p e a r. As a matter of fact, different seasons1
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along the year present different levels of media audi-
ences and product consumption that have to be consid-
ered when planning is conceived.

Media landscape is now defined by media frag-
mentation and clutter. In this situation, deciding which
media is best for an advertising campaign has become
an increasingly difficult task. Advertising agencies,
media buying services and advertisers have to make
their choice of media and vehicles (specific programs in
TV and radio, titles for dailies and magazines). Such a
decision has geographic boundaries that influence the
kind of media markets that have to be analyzed: local,
regional, national, multinational or global markets.

Media decision making is also further compli-
cated because traditional media like newspapers, mag-
azines, television, cinema, outdoor, radio and the
Internet have to be strategically thought in conjunction
with nontraditional media like public relations, direct
marketing, sales promotion and sponsoring.

New technologies and practices will highlight
interaction among consumers. In this integrated media
world, media is evolving into message delivery sys-
tems. Furthermore, deep audience analysis has to be
added to mere media scheduling.  This puts the media
function in relationship with the account planning para-
d i g m .

S P E C I A L I Z A T I O N S

Media Strategy. In media planning there is a
media strategy that works as an instrument in coordina-
tion with the overall marketing strategy orchestra. It
comes from a situation analysis of the brand; its
strengths and weaknesses. It takes into account the
c o m p e t i t o r’s share of voice, their media choices and the
patterns of media choice in the product or service cate-
g o r y. It has long been thought that advertisers lend
media their prestige placing some messages in their
pages or in their advertising time. Media planning
serves to build brands  (New, 1999). The media choice
is also a consequence of careful consideration of the
creative message to be delivered. Some media are bet-
ter than others to communicate certain ideas. This also
needs to be considered when choosing among diff e r e n t
types of media. 



Media Scheduling. Media Strategy leads to a
media schedule where the different ads are set in cer-
tain time slots and repeated a number of times over the
campaign duration, following some of the above men-
tioned scheduling tactics.

Media Negotiation and Buying. Media depart-
ments have the responsibility to buy media space and
time, get volume discounts if possible and negotiate
with media the possible deals. That requires negotiation
skills in media departments and media buying services.
The media companies’ consolidation and concentration
on buying power on the hands of agency coalitions or
media buying services allow more relevant deals for
media time and space. Costs set in advertising rates by
media have to be considered at this point. It is also part
of the media function to make sure that the media plan
was aired by broadcast media, or distributed in print
exactly as it was planned by advertisers and agencies.
Media Market Analysis. Media planning works to deliver
advertising messages in a specific media landscape.
The media specialist needs to be very knowledgeable in
the particular situation of local, national, multinational
and global media markets and the diverse influence that

each of the media exerts in a particular location have
and their respective abilities. Different media qualities
have to be judged and some wisdom is needed on every
vehicle used. The media specialist needs to be able to
understand audience figures and put them in a histori-
cal perspective to make the necessary decisions
regarding every vehicle.

Media Audience Analysis. The consumer needs
also to be studied in this regard. Certainly, diff e r e n t
product and service prospects have different media
behaviors. As Bogart (1996) said media and messages
have to be matched with markets and motivations. T h e
wealth of demographic data available makes this task
e a s i e r. In the media landscape we have very diff e r e n t
patterns of media use and consumption regarding age,
sex, occupation, income or geography. As advertising
messages are so closely linked to those variables a

thorough understanding of how they influence
media choice and consumption is also need-

ed. 

KEY TOPICS

Advertising Exposure, Frequency and
R e p e t i t i o n

As Gensch (1970: 220) explained,  "the con-
cepts of exposure and perception are really quite diff e r-
ent. An exposure is simply an opportunity to perceive.
Perception means that some cognitive action has been
taken by the individual". Therefore, exposure to an
advertising message is a hypothesis that can be con-
sidered scientific only with a degree of effort. Nuttall
(1962: 24) found out that of the British housewives clas-
sified as viewers of a program only about 30% were
solely viewing during the commercial, with the remain-
ing engaged in some other activity, not necessarily even
in the same room. Such are real viewing conditions for
c o m m e r c i a l s .

Frequency is the number of times a message
needs to be repeated in order to deserve the public’s
attention.  This concept was already present in the very
beginning of advertising research and teaching (Dill
Scott: 1904, Zielske: 1959 and Krugman: 1972, among
others). Historically speaking, there have been roughly
two main ways of looking at this topic. The first school
of thought considers that the basic psychology behind
an ad is the psychology of repetition. Advertising, there-
fore, becomes similar to education, where ideas are
repeated to be remembered more easily. The second
school of thought maintains that a bright ad is perceived
as brilliant the first time it is shown. Just like in the
news, repetition of the ad causes it to lose its flavor and
o r i g i n a l i t y. The best answer to this research question
may be found somewhere in between. Certainly, too
much repetition could become a problem for a brand: an
excess of opportunities to see could kill good creativity
(Gullen, 1996: 13).

The debate on effective frequency was
reopened in the 90’s. From the ground breaking work of
such authors as Krugman (1972), Naples (1979),
McDonald (1979), Bogart (1995) and Jones (1995), a
number of authors have explored the topic. Krugman’s
"three-hit theory" had a profound impact on media plan-
ning practice. According to that theory, advertising is
understood when the audience faces it three times. 
But today’s exposure is a different reality from that of
the early 70’s. Exposure is now really a working hypoth-
esis. Advertising message reception is difficult. There is
increasing media fragmentation and clutter and adver-
tising is evaded by zapping. When Krugman built his
theory the media landscape was less competitive. In the
final analysis, it seems that he was not thinking in media
planning terms, but in psychological terms. A u d i e n c e
message learning has to cover three stages: curiosity,
acknowledgement and decision. Covering such stages
might require the message to be aired more than three
t i m e s .

“Even though a 
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Recently Ephron (1997: 37) has developed the
recency planning theory. Considering that advertising is
e ffective short term, underlines the "newsworthiness" of
advertising and reaches the conclusion that one impact
could be enough. In his opinion, advertising effects are
mainly felt in brand choice. Therefore, the goal would be
to make the advertising contact as close to the buying
experience as possible. The goal is not audience learn-
ing but brand recall. As advertising loses its effect as
time goes by, the public should be reached when they
are about to buy. Jones (1995) sums up this decreasing
curve of advertising effects calling it STAS (short-term
advertising effects). 

It seems that thinking about whether an
absolutely effective frequency really exists could be a
mistake. Bogart (1995: 32) considers that the key ques-
tion is not the number of times a message is repeated
but whether it is relevant and meaningful for audiences.
Repetition is dependent on a number of variables: the
persuasive quality of a message, the public’s familiarity
with the brand, the brand’s history and reputation, the
advertising budget and the competitors’ actions, among
others. Well-known brand ads are better recalled that
lesser known brands. It seems therefore an error to
believe that there is an optimum degree of frequency
regardless of those aspects.

Even though a relationship between advertising
weight (advertising overall expenditures and its repeti-
tion) and message recall does exist, it is not a scientific
and direct one, because messages have different cre-
ativity levels and the brands’ knowledge by the con-
sumer is diverse. It is worthwhile to repeat a good ad,
but repeating a bad ad can really be harmful.

Questions related to audience media
r e s e a r c h

Information about behavior and free decision-
making processes is still relatively scarce. Besides,
media research is often the subject of serious question-
ing and critical scrutiny. After all, we are analyzing
advertising audiences that are potential, and not actual-
ly real. Knowledge is based on what people say in sur-
veys about their media use or on the limited number of
people who compose the meter panel. Current quantita-
tive measures are similar to those "verbal narcotics",
described long ago by Priemer (1989). 

Conclusions from audience research are largely
based in the capacity of people to remember what they
watched, listened or read. Such a foundation is fragile.
A significant amount of audience research is nurtured
by audience declaration surveys. Thus, behavior with

media is not properly analyzed. We look to
what people say about their media behavior,

which is probably, at least to some extent, somewhat
d i fferent from their real media behavior.

Quantitative variables: audience-
related and cost-related

The dominant culture in media planning consid-
ers communication as a process in which audiences
can be easily reduced into tight quantitative blocks,
expressed in terms like rating, share, GRPs, impres-
sions, impact and the like. Behind that there is a notion
of human behavior as easily defined in terms of a stim-
ulus-response type of relationship, which is distant from
principle that communication is a dialogue. Persons
have a unique ability for empathy and they like to dis-
cover meaning in the things they do and see. 

Advertising researchers need to understand
those learning and perception processes that allow
audiences to act as gatekeepers, widening the scope of
their personal experiences. Bogart (1996: 311 - 3 1 4 )
writes about inspiration, not computation: "because the
mass media are so largely supported by advertising,
they cannot help being shaped by the kinds of judg-
ments and assumptions that advertisers make. As long
as many of these assumptions rest (as I have tried to
demonstrate they do) on the crude mechanistic notion
of communication as a series of events, advertising
decision-makers will be mainly concerned with numbers
rather than with meaning. And the search for numbers-
for big, demonstrable, measurable numbers-inevitably
must be reflected in the attitudes of those who operate
the mass media for profit (…) Communication is a
process not a thing. It involves people, not material
objects. It embodies, in even its most trivial aspects, the
total outlook, expectations, and values of the protago-
n i s t s " .

As a matter of fact, needs, emotions, interests
and lifestyles do not seem to be easily reduced into sim-
ple impressions or impacts. The concern seems to be
reaching gross audience numbers, rather than the
meanings and consequences of messages to the audi-
ences and the media. The key to success lies with
quantity and not quality. In media planning we tend to be
protected by the hypothetical security of numbers used
to describe audiences. However, in such an approach
content evaluation is carefully avoided. 

“Data on audiences seem to be 
interpreted as a goal in themselves,

when in reality they are
just valuable

i n f o r m a t i o n. ”
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The analysis of media environments has a logi-
cal consequence: contents need be judged. Aside from
this, the need to consider message environments is cru-
cial because creative elements interact with media con-
tents to serve or damage advertising messages. T h u s ,
in the process they also affect both advertisers and con-
sumers. The emphasis in quantitative audience
research has diverted attention from more relevant
issues like the different intensities of watching, listening
or reading experiences. The analysis has been reduced
to figures that apparently bring with them more potential
e x p o s u r e .

Media research has allowed us to improve
knowledge of audiences, circulation, use and "con-
sumption" of media and their publics. The problem is not
statistical analysis, in itself but the way in which its con-
clusions are thought of and understood. Data on audi-
ences seem to be interpreted as a goal in themselves,
when in reality they are just valuable information.
Planning decisions should study figures according to
quality parameters. Audience and market knowledge
improves with a deeper and more historical analysis of

data. The goal is to discover data that pay attention to
reality before coming to a correct decision. Attention is
crucial in making decisions because these are matters
of vision. 

Data should also come from different sources, not just
one, as the limitations that any source has in its analy-
sis should be taken into consideration. Teachers and
planners should therefore not transfer their responsibil-
ity in evaluating which medium or vehicles are better. A
responsible decision cannot be taken if mere audience
counts are the key consideration.

In media planning, advertising costs need to be
estimated. Advertising rates are not able to distinguish
a brilliant ad from a poor ad. However, advertising costs
influence all the other variables because every advertis-
ing action is limited by its budget. It seems convenient
to reach the highest possible audience or, at least, the
more adequate audience in the less expensive way.
Such a need gave rise to the CPT (cost per thousand)
or CPRP (cost per rating point), which allow to value rel-
ative prices of media audiences, evaluating its size in

relation to the established advertising rates. 

Message delivery systems and 
qualitative decision making

When planners move from mere observation to
analyzing deep communication effects they learn to
appreciate creative work better. This is relevant
because creative work is at the very core of persuasive
communication activities. On the other hand, planners
also have to discover new insights about the audience.
Bechelloni (1998) thinks that we need to "prefigure audi-
ences" to know the extent of how they understand
meaning, not just as easily predictable subjects.
Planners should realize that everyone has their own cul-
ture and history, along with their own will and ability to
choose. As Tilley (2000: 197) has put it, "if we are to
improve both the interest and the involvement of con-
sumers in commercial communication, then we need to
ensure that whatever we create is of greater relevance
to them. To achieve this we need to add to our under-
standing of the ways in which consumers choose and
use their media. We need to put more effort, time and
resources into building greater understanding of the atti-
tudes, needs and beliefs of consumers and how they
relate to the media they consume. We need to examine
more closely the mood and mindset that different con-
sumers experience with different media at diff e r e n t
moments. Only armed with a better understanding of
this relationship can we hope to break through the wall
of indifference to commercial messages that exists
amongst consumers. These more qualitative elements
are inextricably linked to what consumers see, hear and
experience all the time. Their trust, enjoyment, interests
and desires are influenced, challenged, reinforced and
satisfied on a day-to-day basis by the media around
them. And if we are to make the most of the new media
environment for commercial communication, then we
need to understand and exploit this understanding more
f u l l y " .

Any selection requires prudence and a deep
knowledge of reality, specifically, of media and audience
landscapes. Exposure to ads is just potential. And there
is also an enormous fragmentation of media and mes-
sages. In such a situation we need planning for uncer-
tainty (Drucker: 1995). Planning for uncertainty is an
approach that questions itself about past events that are
crucial in analyzing the future. Real innovations are
often the consequences of changes that occurred in the
past. That is why history is crucial for a media under-
standing based on quality.

Katz (1995) is an example of the classic para-
digm. She thinks that a comprehensive understanding
of the advantages and disadvantages that each type of
media offers is necessary before deciding which media
is best suited to achieve the goals of a given media
plan. In her approach, the topics that need to be under-
stood are reach, frequency, exposition’s duration to

“We need to add to our
understanding the ways

in which consumers
choose and use their

m e d i a . ”
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media, audience implication, degree of clutter, ability to
reach the target and cost. But some of Katz’s objectives
cannot be reached by classic quantitative measures. A
good example of this is audience implication.

Qualitative research takes a different path. Its
objective is to form ideas about the attitudes, beliefs,
motivations, and behavior of consumers. When these
ideas are analyzed and explained creatively, qualitative
research findings are deeper and go beyond the surface
(Slater: 1998). Qualitative researchers are more con-
cerned with processes that with products or results.
They are more interested in unearthing meanings. 

Emphasis will be on content selection, elaborat-
ing on judgments about the adequacy of media in rela-
tion to the messages being transmitted. This research
concern is far from new. Gensch (1970: 216) pointed
out long ago that qualitative factors do influence media
selection: "selection of the most effective television
shows, radio programs, magazines, newspapers and
other media vehicles to convey a message to a target
population has always been more involved than simply
selecting the set of media vehicles with the lowest cost-
per-thousand. Other factors to be considered include
the editorial climate of the vehicle, its prestige, the visu-
al/and or audio qualities in relation to the requirements
of the product message, interactions among vehicles,
and the social environment in which the audience reads
or views the vehicle". 

This therefore does not become a sole media
planning task. Rather the media planner becomes and
actual content distributor or message deliverer.
Therefore practitioners are set to plan commercial com-
munication using message content as the basis. This in
turn better serves advertisers and audiences’ interests. 

Any quality consideration implies a selection, an evalu-
ation. The act of selecting is an act of deciding which
option is better than the rest. Quality can be measured,
but the kind of measure is different from exclusively
quantitative measures. In increasingly competitive
times, some criteria is needed, not just an ability to
count. Some patterns to identify quality might be the fol-
l o w i n g :

History and duration of media over
time. In media, as elsewhere, a great brand

(the kind of brand a media plan would like to select)
cannot be built without a long time span (New, 2000).
The foundation year of some great American "umbrella"
media brands support this claim: Times Mirror (1881);
Dow Jones (1882); Knight-Ridder (1892); Gannett
(1906); Time Inc. (1923); Walt Disney (1923); CBS
(1926); Twentieth Century Fox (1933); ABC (1941).

At the same time, capacity for innovation.
U n i q u e n e s s .
Ability to meet audience needs.
Ability to meet advertiser’s goals.
Industry acknowledgement.
Time dedication by the audience to the vehi-

cle, which allows planners to weigh the intensity and
quality of a media experience.

Social and environmental responsibility, which
considers the effects and consequences of communica-
tion actions.

Media planning and IMC: traditional
and nontraditional media. Advertising

media management.

The planning judgment is now a judgment on
integrated commercial communication. Classic vari-
ables such as ratings, shares, GRPs or CPT s u ffer a cri-
sis of sorts with new media that do not follow conven-
tional patterns. Advertising message environments and
their contents are undergoing a transformation period.
New information and entertainment technologies like
personal computers, video, the Internet, e-mail and dig-
ital television are expanding rapidly. That expansion is
not likely to be thwarted or slowed down.

These technologies do not necessarily lead to
better media quality, but most new developments are
characterized by an eagerness to distance media from
mass parameters. These innovations have a relevant
consequence. Audiences are addressed in ways that
are more similar to interpersonal dialogue. Far from
simply persuading, they want to convince. Instead of
orders, they provide arguments. Beyond imparting sim-
ple information, they aspire to communicate. In the final
analysis, they want to change the classic broadcaster-
message-receiver  model. In the so-called "mass com-
munication" framework, a highly deterministic approach
was desired in order to control the masses. T h e s e
masses would have easily predictable behaviors and
thus they would be relatively easy to control. 

From this transmission paradigm, a participation
paradigm seems to be under way. The new framework
is based on what could be defined as postmodern dia-
logue with audiences. Communication brings with it dia-
logue, mutual understanding and mutual dependence
(Grunig: 1992). A bi-directional and symmetrical dia-
logue takes into consideration the audiences’ i n i t i a t i v e .
In the wider field of marketing it seems to be a growing

“The real breakthrough
is the choice of a differ -

ent medium or set of
media as an expression

of creativity and 
s t r a t e g y . ”
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consensus. Exchange has already been  viewed as cru-
cial for marketing studies for some time now (Bagozzi:
1975). Exchange and dialogue are now key. 

Conventional media introduce programs which
establish direct relationships with readers, viewers and
listeners. These media forms are therefore affected in
their contents. The crucial aspects that must be taken
into consideration are the quality of the process and the
communication elements that go farther: sensitivity to
the environment, minorities and ethical and social
r e s p o n s i b i l i t y. Planners and their teachers should there-
fore go beyond simply looking at mere short-term eff i-
ciency and results. Instead of sheer communication
e ffectiveness within supposedly mass communication
media, communication excellence is sought. 

In a world where competition for leisure time
and audience interests has increased exponentially, the
very notion of mass communication is now something
placed in question. This kind of a crisis has eff e c t s
which necessarily should influence the teaching of tra-
ditional media planning measures which are concerned
merely with audience size, reach and frequency.
Judging media just by the old system seems to be obso-
lete. In the new digital, consumer centered paradigm,
frequency and reach have been relegated into a minor
role. Thus, the decision is largely a decision on inte-
grated communications, which takes into account the
d i fferent variables of marketing and the plethora of com-
munication tools at the disposal of persons, brands,
firms, and institutions. 

Creative Media Planning.

The skills needed to attain a thorough knowl-
edge of media and consumer markets are thus related
to creative problem solving. As Morrison (2000: 13) puts
it, "a creative problem solver is defined as a solutions-
oriented strategist who is able to turn data into ideas",
not a mere software manipulator.

M o r e o v e r, non traditional media have allowed
people to break "conventions of medium" (Morgan,
1999: 94-97). People expect product categories to
express themselves in particular kinds of media: the
real breakthrough may not be the strategic idea or the
creative thought, but the choice of a different medium or
set of media as an expression of creativity and strategy.
The power of communication to the consumer might
come in the interaction between innovative message
and unconventional medium.

Future research agenda: media 
planning more consumer focused.
The need for change and renewal in media

planning research seems to be apparent. The well-
known University of Texas report, for example, states:
"given the tumultuous changes reverberating through
the advertising media environment, undergraduate edu-
cation in this area is in need of examination and

change. In the past, media planning classes have been
limited to providing students with a basic understanding
of the different terms, such as reach, frequency and
GRPs, a regurgitative knowledge of rudimentary strate-
gies and a check list inventory of the most salient media
characteristics. The number of media alternatives, new
research findings concerning the importance of abstract
concepts such as exposure aperture and effective fre-
q u e n c y, as well as the increasing demand for accounta-
b i l i t y, have created the need for a new level of expert-
ise: the media specialist" (Morrison, 2000: 12).

A good approach is the Audience A n a l y s i s
course proposed by Scott at the University of Illinois
(2001). When advertising studies started, she explains,
they developed following agency structure lines. A s
there was a media department, there should be a media
planning course. But that is not enough. Consistently
with the findings of this report, Scott thinks that the new
course should focus on selection and evaluation of
media vehicles. Such a subject, "analyzes the markets
served by various advertising media and factors consid-
ering the selection and evaluation of media" (Scott,
2001: 7). The traditional media planning course is
reshaped to "add  focus on the consumer (…) focusing
on audience analysis rather than on media scheduling"
(Scott, 2001: 7). A framework for selection and evalua-
tion, consumer centered in approach, is needed to over-
come the inherent weaknesses of one-way, top-down
traditional media planning measures, based on the
s e n d e r, not the receiver. 

A similar approach is defended by Ti l l e y, a
British practitioner (2000: 195-196): "As a result of the
dramatic expansion of media choice, the consumer-
media relationship –the way in which consumers
choose and use the media and their attitudes to it- has
also changed (…) the portfolio of media that an individ-
ual experiences –their ‘Personal Media Network’- is far
greater (…). At the same time, the time available to
actively consume media, whether that is reading, listen-
ing to radio, or watching T V, has fallen (…). As a result,
consumers, now armed with an increasing array of

“The number of media alternatives
have created the need

for a new level of
e x p e r t i s e : the media

s p e c i a l i s t . ”
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technology and information, actively edit their own
media environment". Tilley makes the case for a closer
relationship between account planning and media plan-
ning: "what  we need to do is foster a closer working
relationship between account planners and and media
planners and create a true strategic centre (…) both
look at different sides of the strategic development
process and yet pursue a single outcome –a meaning-
ful communication strategy" (2000: 197-198).

TEACHING MANUALS

Broadly speaking, there are two kinds of media
university-level textbooks some are tactically oriented,
and some others strategically oriented. Tactically orient-
ed textbooks tend to focus in teaching basic quantitative
variables as Surmanek (1993, 1996) and Katz (1995) do
in the U.S. and Davis (1990) in the United Kingdom. 
According to the research developments documented in
this report, the new approaches tend to elaborate more
in the relationship between  media planning and overall
marketing strategy, with emphasis in consumer orienta-
tion and integrated marketing communications. Priemer
(1989) wrote a thorough and deep critique to the domi-
nant quantitative paradigm, pointing out its inherent
weaknesses in an environment of empowered and
brand savvy consumers, media clutter and media frag-
mentation. 

Since the pioneering work of Schultz (1994),
Integrated Marketing Communication theory had a sig-
nificant impact in media planning textbooks. Such a line
of thought has been replicated in Europe by British
authors like Smith (1994) and Yeshin (1998).

Several books stand out in this more strategi-
cally oriented approach. Such works usually include non
traditional media and integrated marketing in their
analysis, along with traditional quantitative variables:
Barban et al (1993), Sissors and Bumba (1995), Turk et
al (1996) and the insightful works of Donnelly (1996)
and Bogart (1996) are specially relevant.

7



R E F E R E N C E S

A d a m s, James R. Media Planning, Oxford 1977.

B a r b a n, Arnold M., Cristol, Steven M. y Kopec, Frank
J., Essentials of Media Planning, NTC Business Books,
Lincolnwood (Illinois) 1993.

B a g o z z i, Richard P. "Marketing as exchange", Journal
of Marketing, Vol. 39, October 1975, 32-39.

B e c h e l l o n i, Giovanni. "Dalla parte dell’audience. Un
approccio sociologico alla comunicazione", Problemi
dell’informazione, Anno XXIII, nº 3, Settembre 1998.

B o g a r t, Leo. "Who Pays for the Media", Journal of
Advertising Research, March-April 1994.

B o g a r t, Leo. "Is there an optimum frequency in adver-
tising?", en Admap, February 1995.

B o g a r t, Leo. Strategy in Advertising: Matching Media
and Messages to Markets and Motivations, T h i r d
Edition, Lincolnwood 1996, 187, 311 - 3 1 4 .

B r o w n, Lyndon O; Lessler, Richard S.; We i l b a c h e r,
William L. Los medios publicitarios, Barcelona 1963.

C a i r n c r o s s, Frances. The Death of Distance: How the
Communications Revolution Will Change Our Lives.
Boston: Harvard Business School Press 1997.

C h e w, Fiona. "Electronic Media A u d i e n c e
Measurement", en En John Philip Jones, Editor. How
Advertising Works: The Role of Research, T h o u s a n d
Oaks 1998, 202.

D a v i s, Martyn P. The Effective Use of A d v e r t i s i n g
Media: A Practical Handbook, Fourth Edition, London
1 9 9 0 .

D i l l Scott, Wa l t e r, The Theory of Advertising, Boston
1 9 0 4 .

D o n a t o, Paul J. "Research in a World of Expanding
Media Options, Chicken or Egg?", Journal of
Advertising Research, January/February 1996. 

D o n n e l l y, William J., Planning Media: Strategy and
Imagination, Upper Saddle River 1996, 13.

D r u c k e r, Peter. Managing in a Time of Great Change,
New York 1995, 11 5 .

D u n c a n, Tom; Moriarty, Sandra E. "A C o m m u n i c a t i o n -
Based Marketing Model for Managing Relationships",

Journal of Marketing, Vol. 62, April 98.

E p h r o n, Edwin. "Recency  planning". Journal of
Advertising Research, July/August 1997, Vol. 37 nº 4.

F l e t c h e r, Winston. How to Capture the Advertising High
Ground, London 1996.

F l e t c h e r, Winston. "The End of Advertising As We
Know It?", Admap, January 1996.

F o r t i n i - C a m p b e l l, Lisa. Hitting the Sweet Spot: How
Consumer Insights Can Inspire Better Marketing and
Advertising,, The Copy Workshop, Chicago 1992.

G e n s c h, Dennis H. "Media Factors: A Review A r t i c l e " ,
Journal of Marketing Research, Vol. 7 (May 70), 216-
2 2 5 .

G r u n i g, James E. , Ed. Excellence in Public Relations
and Communication Management, Hillsdale, NJ, 1992.
Gullen, Phil. "An excess of OTS", Admap, May 1996,
1 3 .

H a l l, Robert W.; Media Math, Lincolnwood 1991.

H i r s c h m a n, Elizabeth C.; Thompson, Craig J.: "Why
Media Matter: Toward a Richer Understanding of
C o n s u m e r s ’ Relationships with Advertising and Mass
Media", Journal of Advertising,  Vol. XXVI, Number 1,
Spring 1997.

J o n e s, John Philip, Does it Pays to A d v e r t i s e ? ,
L e x i n g t o n / Toronto, 1989.

J o n e s , John Philip, How Much Is Enough?, New Yo r k
1 9 9 2 .

J o n e s, John Philip, When Ads Work: New Proof that
Advertising Triggers Sales, New York 1995.

J o n e s, John Philip, Editor. How Advertising Works: T h e
Role of Research, Thousand Oaks 1998

J u g g e n h e i m e r, Ronald; Barban, Arnold; Turk, Peter.
Media Planning: Strategy and Tactics, Dubuque 1992.
Katz, Helen. The Media Handbook, Lincolnwood 1995,
8 6 .

K r u g m a n, Herbert, "Why Three Exposures May Be
Enough", Journal of Advertising Research, December
1972. See also "How potent is television advertising?
Some guidelines fron theory", A N A Television Wo r k s h o p
Presentation, New York October 1972.

L a n c a s t e r, Kent M.; Katz, Helen. Strategic Media
Planning, Lincolnwood 1990.

L a n n o n, Judie. "Integrated Communications from the
Consumer End", Admap, February 1996.

8



L e e, Barbara y Lee, Robert S. "How and Why People
Watch T V: Implications for the Future of Interactive
Television", Journal of Advertising Research,
November-December 1995.

M c D o n a l d, Colin. "What is short-term effect of advertis-
ing", Admap, Noviembre 1970, 350-356, 366.

M c D o n a l d, Colin. "Where to look for the most trustwor-
thy evidence", Admap, February 1995. 

M c D o n a l d, Colin, "What we do know about zapping and
zipping", Admap, January 1996.

M o r g a n, Adam. Eating the Big Fish: How Challenger
Brands Can Compete Against Brand Leaders,  New
York 1999, 94-97.

M o r r i s o n, Deborah K., Ed. Written by the Faculty of the
University of Texas at Austin Department of A d v e r t i s i n g .
"Thoughts about the Future of Advertising Education",
Journal of Advertising Education, Vol. 4, number 2, Fall 
2000, 12-13.

N a p l e s, Michael J. Effective Frequency: the
Relationship between Frequency and A d v e r t i s i n g
E ffectiveness, Association of National A d v e r t i s e r s ,
Nueva York 1979.

N e w, Ken. "Media Planning to Build Brands", in Cowley,
Don, Editor. Understanding Brands, London 1999, 85-
11 6 .

N i g h t i n g a l e, Virginia. El estudio de las audiencias: el
impacto de lo real, Barcelona 1999.

N u t t a l l, C . G . F. "TV Commercial Audiences in the United
Kingdom", Journal of Advertising Research, 2,
(September 1962), 19-28.

P r i e m e r, August B. Effective Media Planning: A G u i d e
to Help Advertisers and Agencies Develop Plans that
Work, Lexington/ Toronto 1989, see specially 187-188.

S c h u l t z, Don E.; Tannenbaum, Stanley I.; Lauterborn,
Robert F. The New Marketing Paradigm: Integrated
Marketing Communications, Lincolnwood 1994.

S c o t t, Linda M. "Philosophy for a New Curriculum",
Journal of Advertising Education, Volume 5, number 1,
Spring 2001, 5-9.

S i s s o r s, Jack Z.; Bumba, Lincoln, Advertising Media
Planning, Fourth Edition, Lincolnwood 1995.

S l a t e r, Jan S. "Qualitative Research in Advertising". En
John Philip Jones, Editor. How A d v e r t i s i n g
Works: The Role of Research, T h o u s a n d

Oaks 1998, 122.

S m i t h, P. R. Marketing Communications: An Integrated
Approach, London 1994, 128-164.

S u r m a n e k, Jan, Introduction to Advertising Media,
Lincolnwood 1993.

S u r m a n e k, Jan, Media Planning: A practical guide.
Third Edition, Lincolnwood 1996.

Ta v a s s o l i, Nader T.; Shultz, Clifford J.; Fitzsimons,
Gavan. "Program Involvement: Are Moderate Levels
Best for Ad Memory and Attitude Toward the A d ? " ,
Journal of Advertising Research, September/October
1 9 9 5 .

Ti l l e y, A n d y. "The strategic importance of media", in Ed.
Butterfield, Leslie, Excellence in Advertising, 193-211 ,
Second Edition, Oxford 2000. 

Tu r k, Peter; Jugenheimer, Donald W.; Barban, A r n o l d
M. Advertising Media Sourcebook, Fourth Edition,
Lincolnwood 1996.

Ye s h i n, To n y. Integrated Marketing Communications:
The Holistic Approach, Oxford 1998.

Z i e l s k e , Hubert A. "The Remembering and Forgetting of
Advertising", Journal of Marketing, 23 (January 1959).

9


