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Target Audiences Use of Media 

Class
	 According to the quintile rankings we found for Skyy Vodka we determined that the 

targets usage of television, outdoor, magazines, national newspaper and internet would be 

our mediums of choose to communicate our message to our target market. The high in-

dex in Quintile I and II showed interest in television and magazine and the low index in 

Quintile IV and V showed varied readership in newspapers and internet. We recognized 

that we had a variety of different media classes, however the most dominant class was 

men and women ages 18 to 49. The majority of the target market were heavy users of 

magazines and television while others were users of newspapers. Some used radio but we 

determined that radio would not be as cost affective as our other mediums due to the fact 

that radio is a tool better used for local acceptance and our advertising goal is nationally 

dominate. All media classes however, did seem to be more greatly affected by Television 

and publications and that is why most of our budget was allocated to purchasing these 

types of media. We understand the importance of the types of categories that our medi-

ums fall under and according to MRI data we know that most of our target audience prefer 

to mainstream television and trendy magazines. Most of our media class also subscribe to 

cable TV ,are heavy internet users, read the newspaper and travel frequently.
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Advertising Objective 
 To reach our target market, we will concentrate our advertisements in a series of 

media forums that will be accessible to our demographics. Our strategy will include print, 

outdoor and television commercials during popular late night programing as well as main-

stream publications and out door media. We determined that Skyy Vodka advertisement 

goals would be better met with a set of media mix that includes Network TV to maximize 

reach quickly as well as magazines to increase frequency among selected target. Through 

our knowledge of characteristics of different media, we concluded that utilizing ideal medi-

ums will be key when communicating SKYY Vodka’s message. To best reach our target 

market with our message we will need to break through clutter with a creatively executed 

advertising campaign that resonate with our consumers in a profound enough way to alter 

brand perception in the innate set. Print, radio and television will receive national coverage 

accessible to our target market. We picked television because of its mass market cover-

age and low cost per exposure.  Television exposure will be limited to late night because 

these viewers are more likely to be users of SKYY Vodka; therefore, falling within the target 

audience. 

Magazines will also be used due to high demographic selectivity, credibility and prestige, 

high-quality reproduction, long life and good pass-along readership.  The last medium we 

chose was outdoor. This is because of the flexibility, high repeat exposure, low cost, low 
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message competition and good positional selectivity.  The outdoor ads will be concen-

trated in the bigger cities. 

	 We are choosing not use a local campaign because our brand is nationally known 

and would not worth the advertising expenditures.

Budget Constraints
  We plan to spend 437.2(000) on cable TV, 1401(000) on Spot TV, 1700.9(000) on  

magazines, 96.8(000) on National Newspaper, 52.7(000) on internet and 461.3(000) on 

Outdoor. We realize that network TV is expensive but has very low CPM and that con-

sumer magazines are both expensive to purchase and not very cost efficient (high CPM), 

but we deemed it necessary to reach selective target audience. Cable is also cluttered but 

to compete with the other three other vodka brands (Smironoff, Absolute, Greygoose) we 

decided that this was critical. Magazines are also highly cluttered meaning that we will 

need to put more of our budget to get more share of voice. All Vodka competitors have an 

outdoor strategy and we decided it to maintain our image as a leader in the vodka market 

that we also would need to purchase some outdoor to complete our offensive strategy.  

Because our brand is nationally known we concurred that a limited local plan would benefit 

our campaign by giving us more flexibility in our budget to advertise nationally.  We felt that 

if we included more vehicles into our media mix we could at the same time not only be in-

creasing our reach but our frequency also.  We stated that our goal was a total of 5,180 

GRPs and a reach of 870. We hope to reach this with our total budget of $4,149,866.67 
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by spending $345,822.23 each month for 12 months. We didn’t include the CPM and 

CPP due to the lack of data of audience data available. 

Average Costs for Advertising
Newspapers – $1,300 per week for 2” x 2” ad

Television – $200,000 for one 30-second commercial (during prime-time)

Magazines - $1,200 to $5,000 per month or per issue (depends on ad size 

and demographics)

Outdoor (billboard) - $3,000 to do artwork and install media on billboard; 

rates depend on impress level, ranges from $5,000 to $500,000 (the higher 

the qualify of the artwork and the larger the demographic group, the higher 

the price); minimum contract is 16 weeks

Online - $0.60 pay-per-click or $1,200 - $1,800 a month for aggressive 

campaigns (does not include search engine optimization) or $200 to $1,200 

per year per banner ad on websites

Media Mix Table
Media National 

Campaign
GRPs Local Cam-

paign
GRPS

Television Cable TV  
10.5%

43 Spot TV 33.7% 68

Outdoor 11.20% 47

Magazines Magazines 
40.9%

75

National 
Newspaper

2.30% 11

Internet 1.20% 8
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Media National 
Campaign

GRPs Local Cam-
paign

GRPS

Total 184 Total 68

Recommended Vehicles 

Television - 44.2%

Cable TV: We choose to utilize cable tv due to its ability to reach a high volume of people in 
our target for a relatively small price. Our target audience is most likely to watch Late night 
shows, ABC, NBC, VH1, and MTV.
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Spot Tv: We wanted our message to be held at a local level to help generate product 
awareness and usage.

Outdoor- 11.20%
Not only do we want to utilize billboards and Digital Displays in major United State Cities 
such as Chicago, Dallas, New York and miami but we also want to purchase advertising 
space in cabs throughout large cities.

Magazines- 40.9%
Magazines such as Cosmopolitan, Glamour, Elle, Esquire and GQ will be used due to their 
circulations through all of our demographic targets, namely both trendy men and women 
of a broad range of age. These magazines are all associated with trendy sophistication 
which concentrates on fashion and lifestyle.

National Newspaper- 2.30% 
A portion of target audience relies on newspapers such as the New York Times for daily 
news intake and we thought product awareness via inserts would be a great way to reach 
customers.

Internet- 1.20% Our Target are heavy users of the World Wide Web so we decided we 
would put banner advertisements on social sites and create viral videos. 
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