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Media Budget

Coming up with an overall media budget can sometimes be quite tricky, this is 

why we chose to use the share of voice method.  Information that was collected from 

the CMR data sheet was calculated and compared to the competitions SOV in order to 

come up with a plan that would increase SKYY Vodka’s reach and frequency among 

the target audience.  

The total Share of Voice that SKYY Vodka produced from January 1, 2008 until 

December 31, 2010 was $12,449,600.  In order to find our budget for this project pe-

riod (January 1, 2011 until December 31, 2011) we just simply divided $12,449,600 by 

three.  This gave us our total budget for this time period- $4,149,866.67.  Each month’s 

total spending budget is $345,822.23.  We got this total by dividing our yearly fiscal to-

tal ($4,149,866.67) by 12-the number of months in our campaign.   

 SKYY’s lack of media mix relating to the company’s budget spending was ex-

plicit.  The only forms of media vehicles that were being used in the 2008-2011 budg-

ets were Internet, out of home and magazines.  We recognized this deficit and com-

prised a plan that would increase the reach of our messages as well as increasing the 

amount of times a person is exposed to our messages.  We felt that if we included 
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more vehicles into our media mix we could at the same time not only be increasing our 

reach but our frequency also.  

 Determining SKYY’s new budget allocation was a step that has been neglected 

in the past and we chose to highlight these new goals as they appear in the next chart.

TIME PERIOD REACH GOAL FREQUENCY GOAL GRP’S
January 60 5 300
February 60 5 300
March 80 6 480
April 70 6 420
May 80 7 560
June 90 7 630
July 90 7 630
August 80 7 560
September 70 5 350
October 60 5 300
November 70 5 350
December 60 5 300
TOTAL 870 70 5,180 GRPs

Below is a chart that describes in detail about how we are planning on distribut-

ing the $4,149,866.67 budget among various new media channels compared to the 

past.
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When confronted with actual numbers, our budget allocation for media distribu-

tion looks like the chart below:

Vehicle Previous Budget (000) New Budget (000)
CABLE TV 0 437.2
SPOT TV 0 1,401
MAGAZINES 8,730.6 1,700.9
NAT’L NEWSPAPER 0 96.8
INTERNET 83.9 52.7
OUTDOOR 3,635.1 461.3
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Regionality

	   SKYY does not directly market to specific regions.  SKYY Vodka is consistent 

when advertising across the country because its message is widely dispersed. How-

ever, SKYY’s data shows that the number one consumer of SKYY is the West followed 

by the North East, Midwest and South (MRI Plus). The index data shows that in the 

West the BDI is the highest, which means they have brand control.  The weakest area 

is the South with a very low BDI; either the market is saturated or SKYY’s top-of-mind 

awareness is not as prevalent.

	 Due to the data, we have decided to put more emphasis in the bigger cities.  We 

will have the SKYY message across America; however, emphasis is placed on bigger 

cities.  The West does not need, as much marketing due the high BDI, but San Fran-

cisco and Los Angeles will be heavily marketed.  Other cities we plan to market heavily 

are Chicago, Dallas, New York City and Miami. We feel that by placing more weight on 

those cities, this will benefit SKYY.  The companies past sales and the current BDI in 

those cities help to support this decision.   We came to this conclusion because they 

are fast-pasted, growing cities that respond well to the SKYY brand. 
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Seasonality

 The flow of SKYY’s messages in the form of a media schedule during the full 

year of our campaign defines our media plan.  Important concepts to consider when 

coming up with a seasonality plan are timing, degree of competition, budget and how 

much advertising is really enough.   

 Because of SKYY’s product category, liquor, we figured that there is no specific 

time of the year that our product is more consumed.  People drink liquor no matter 

what time of the year so we chose the continuous pattern as the scheduling pattern 

for our project plan.  When the advertising weight is consistent throughout the cam-

paign our product will be seen equally throughout the entire year.  Liquor is a fre-

quently purchased product and no matter what it will be consumed.  Our media plan 

needs to schedule vehicles that will keep reminding the target market of our brand.

	 SKYY is in a vast product category that is constantly expanding.  With a rela-

tively low BDI compared to CDI, we feel that using the continuous pattern will allow us 

to increase awareness, therefore increasing sales, which will in turn cause out BDI to 
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rise.  Equal scheduling patterns throughout our campaign will allow us to create top-

of-mind awareness for SKYY.

Target Audience Coverage

	   During the introductory period in January-April, reach 70% of target audience, 

middle-aged adults ages 24-34, an average of four times. Following the introductory 

period, maintain 70% reach of our target audience an average of four times during the 

fiscal year 2011 with the message that SKYY Vodka is the highest in both quality and 

social status. 

	 We chose to focus on achieving a higher frequency rather than reach because 

SKYY Vodka is an established and well-known brand, but because of its current media 

mix, SKYY Vodka does not have high top-of-mind awareness. We hope to achieve a 

higher frequency in order to increase top-of-mind awareness for SKYY Vodka so that it 

is preferred over competing brands. 
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OSTROW MODEL

Marketing Factors That Affect Frequency

Established Brands		 	 	 	 -.2
High Market Share	 	 	 	 	 +.1
Dominant Brand in Market		 	 	 -.1
High Brand Loyalty	 	 	 	 	 +.2
Long Purchase Cycle	 	 	 	 -.1
Product Used Occasionally	 	 	 -.2
Need to Beat Competition		 	 	 +.2
Adv. To Older Consumers/Children	 	 +.2

Copying Factors That Affect Frequency

Simple Copy		 	 	 	 	 -.2
Copy More Unique Than Competition	 	 +.1
Continuing [old] Campaign		 	 	 -.2
Product Sell Copy	 	 	 	 	 +.1
Single Kind of Message	 	 	 	 -.2
To Avoid Wear Out: New Messages	 	 +.2
Larger Ad Units	 	 	 	 	 -.1

Media Factors That Affect Frequency

Lower Ad Clutter in Media Mix	 	 	 +.2
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Compatible Editorial Environment		 	 +.1
Attentiveness (to media) High	 	 	 +.1
Continuous Schedule Campaign	 	 	 -.1
Few Media Used in Media Mix	 	 	 -.1
Opportunities for Media Repetition	 	 +.2

TOTAL: 2.9
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