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HOW MEDIAAND INFORMATIONCONSUMERSHANGELSINCETHE
BEGINNIN®@FTHENEWCENTURAXNDWRHYITISIMPORTANT

New marketing paradigm since1990-2000

AChangeof the consumer

ATheneedto takeinto accountthe individualisationof consumption

ATheneedto takeinto accountnew information distribution channels

AReducingthe effectivenessof some traditional marketing communicationstools (in
particular,traditional mediaand TV)

ARequestfrom companieson less costly waysto solve marketing issues(especially
giventhe emergenceof a large number of fast growing companies/ start-ups ¢ the
economy'snnovativesectors)
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New marketingparadigm

Changeof the consumer

The need to take into account the individualisation of

consumption

The need to take into account new information distribution
channels

Reducing the effectiveness of some traditional marketing
communicationgools (in particular,traditional mediaand TV)

Requestfrom companieson lesscostlywaysto solvemarketing
issues(especiallygiven the emergenceof a large number of
fast growingcompanied start-ups¢ the economy'sinnovative
sectors)

In the 90's, the society(mainlyin North America,Australia,WesternEurope)was significantly
transformed, consumertype changed,as well asthe consumers'reactionto the advertising
information. Thefollowing characteristichavebecomeinherentfor the consumer

- the desire for an interactive two-way communicationwith the supplier of a product or

serviceto amore completeawarenes®f it andthe product (service)

- the consumelprefersa companywith a more soundsocialposition;

- the consumeris far more individualistand rationalistthan before;

- the consumerconsidersconsumptionasa selfsufficientactivity.

- Mass consumerswere substituted by narrow target groups, their representativesare
perceivedaspersons definitely not impersonalunits of the marketsegment

- the growing segmentationof the market demandeda discreteapproachto advertisingand
information messagesdedicated communicationchannels,individual preparation of such
messagegideally- separatelyfor eachparticularconsumer)

Under the influence of the Internet and other technologies,a critical media transformation
took place

- new channelsof information distribution appeared,

- highly specializedniche)mediadeveloped,

- interactivemediaappeared,

- socialnetworksappeared,

- a completely new ecosystemformed around the Internet, that ecosystemrequired such
componentsof marketingcommunicationsyhich did not existat all in 80s.

- Generationwhich grew up during the 'TV and video era' learned to decode television
advertisingmessageand stoppedactivelyrespondingto them (not interestingto them);

- there was a huge number of TV channelswith the possibility of instant switching, what
allowednot to watchadvertising

- the costof TVadvertisingis constantlyincreasingandits efficiencyis steadilydecreasing

Requesfrom companiego:

- combineand optimisebudgets

- achievegreaterefficiencyin communication(marketing,advertisinglcampaigns

- dealwith fewer partners(contractors)translatingcomplexsolutionswithin a singleunit.
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Oldmarketing (and old goodtimes)

ASetof measuregthat allow companies
to identify and respond quickly to the
demandsthat appearon the market
AOIld marketing is seen as the
company'sresponseto changesin the
environment (mainly needs and
demand)

AThe purpose of old marketing is to
create a systemfor diagnosinghe state
of needs and demand (assessing
consumer satisfaction) and the
technology of the corresponding
responseto their change(the systemof
marketingmix'sadaptation)

AOIld marketingactuallyimplementsthe
philosophy of lagging demand and
demand, as the companyreactsto the
demandwhichalreadyexists

New marketing (and nowadays)

ANew marketing actively creates new
needs,and createsdemandfor them.
ANew marketing can be conventionally
calledcreative

AThe purpose of new marketing is to
create demand for a product / service
by promoting the consumption
technologiesf theseproducts

ANew marketing implements the
philosophy of foresight (preventive
philosophy), it goes a step ahead of
needs, and therefore, guides their
development

AOnce again _new marketing is_an
instrument for _building up new needs
anddemand
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OLDGOODIIMESJUSTPAYFORTHETVADS
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BUTNOWYOUHAVETQO

Abe creative

Acreatenew needs

Acreatedemandfor thesenew needs

Apromote the consumptiontechnologiesof the new products

Ausethe philosophyof foresight(preventivephilosophy)

Abe a step aheadof your consumemeeds,andtherefore, guidetheir development

X andusedifferent mediafor thatX

X but how?
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[ 9 (REYISEN ANOTHERVORDS

AThe new marketing paradigm appeared
becauseof the market glut (in goodsand
services)

AThebasichumanneedson the key global
marketsare almostcompletelysatisfied

AA modern person can not only buy
everything they want, they do not even
know everythingwhatis on the market
ANew issueson the agenda creation of
innovative technologies on the basis of
which it is possible to develop new
products and teach consumers the
technologiesof thesegoodsconsumption
AThekey role in new marketingbelongsto
advancement technologies, which are
increasinglybased on in-depth studies of
consumerpsychology
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THEMYALLMANIPULATEACHOTHER

to get money from the advertisers

[ MEDIA }

[ PR AGENCIEJS

to convince you and media to work with

Don't forget about

your priority
target, the
consumer!

to convince media to work with you for fr

YOU J
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SOYOUWANTTHEMEDIATOPUBLISAVHATYOUNEEDFORFREBR
ONTHEMOSTAFFORDABIEORYOUY CONDITIONSWELLWELIX
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PROVIDINMATERIALSO THEMEDIA
TECHNIQUEGENRESYPE®FMEDIA

Setthe goaland be assimpleaspossible

AFormulatein one sentencewhat you would like to sayto your target audience(and
the mediato publish)

A5 2 yir@tid speakto the whole world ¢ defineyour targetaudience

AThatone sentenceis the keymessagef your campaign

ADependingon the conditionsyour key messagecanbe supplementedjts form canbe
changedput the essencdthe idea)shouldalwaysremainthe same
AThekeymessagavill appearin different forms, in different genres,in different media
AButif youR 2 yclangeit, your target audiencewill understandyou correctly
ABecreative,of course

AMind NDAR 2 ys&far too much

AANndR 2 yidpgiet: the mediawill publishonly what they find interestingfor them (so
youneedto encouragethe mediaandthe journaliststo co-operation)
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QUADRATISCH. PRAKTISCH. GUT.

and be creative!
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Genreg(not all of course,but just those you canuseright now):

Amentioningyour company(or a top manager)

Acommentson the actualmarket, socialissueby a top manager
Apressrelease

Areview (analytical)article mentioningyour company
Ainterview;

Areview (analytical)article about your company
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Typesof the mediaby carrier.

Asubscriptionge.g. corporatecustomersto newsagencies)
Aprinted medig

ATV,

Aradio;

Aonline (Internet).

Typesof the media(thematic).

Anewsagencies

Amassmarket(generalinterest) media

Abusinessnedia

Aindustry (profile) media

Aglossymedia (as dedicatedto fashion, luxury, entertainment), there are now even
glossyonline media

Usually a media list for a specific project looks like a combination of these two
classifications
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HOWTOWRITEA PRESRELEASE

Thepurposeof a pressreleasesanbe asfollows:

APromotionof a service(product)
Almprovingthe O 2 Y LJI afv@réhasspbrand perceptionin order to further increase

salesandincreasethe company'scapitalisation

AStrengtheningthe company'simage (by target audiences)taking into accountthe
values mdssagesdf the companyin order to consolidatecertainassociations
ALevellinghe possiblenegativeimpacton sales the company'scapitalisationof certain

markettrends.

PRESS
RELEASE
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Typesof pressreleasegexample aninsurancecompany)

AGeneral (improvement of the O 2 Y LJI gfv@réniéss,brand perception, other general
information).
ACorporatesocialresponsibility
AForprivate clients(physicapersons)
- Motor Insurance,

- Propertyandliability insurance,

- Travelinsurance,

- Personalnsurance
AForcorporateclients

- Lifeinsurance,

- Propertyand liability insurance,

- Agriculturalrisksinsurance,

- Travelinsurance,

- Aviationinsurance,

- Auto Insurance,

- Medicalinsurance,

- Cargansurance,

- Environmentatisks
ALifeinsurance(aseparateinsurance)
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Presgeleasesaccordingto the content (the list canbe expanded)

AReleasef a new service(product)

AReminderon the currentservice(product)whichhasbeenamended*

AReminderon the current service(product) with no changeshave been made, but to
whichadditionalattention shouldbe drawn**;

AAsreport (for example basedon quarterlyresults)

AAboutthe participationof the companyin variouspartner programmesprojects
AAboutthe O 2 Y LIl ayidit€iép Y | V' | Fp8shidnsn particularrankings etc.

Notes

AReminderon the current service (product) which has been amended* ¢ we first
indicate the changesthen we indicate the summaryof the previousreleaseon this
service

AReminderon the current service(product) with no changeshave been made, but to
which additional attention should be drawn** ¢ usuallyin suchcaseswe use W N2 dzy"
numbers(e.g. customerspurchasedl000cars)

Presgeleasesby audience
APrivatecustomergphysicabersons),
ACorporatecustomers
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Requirementson formatting (example)

AAll releases; on a singleapprovedform.

APresgeleasetext font: 10 or 11 Arial

APresgeleaseheader(lead)font: 16-18 Arial

APresgelease information referencefont: 7-9 Arial

ALinespacingupper¢ 0 pt, lower ¢ 6 pt.

AWhenbulleting, the intervalis O pt (upperand lower).

Aln the information reference,at the beginningof eachmonth, we adjustthe number
of clients(or other relevantinformation).

AA pressreleasewith two headlineoptionsis proposedfor approvalby a top manager
AThereleaseshouldfit one page

AFirst,we write the releasein national language and after the approval¢ we makea
translation

AWe put hyperlinksin the namesof the company,the namesof servicesand products
(whereverappropriate)
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Presselease the algorithm

AWe write in asimpleW K dzYlangug®gemovingawayfrom official wordingand technical
details

Aln the lead¢ the mainaboutthe new service(product)

Aln the lead (in rare casesc In the first paragraph)we indicate for whom the serviceor
productisintended(privateclientsor corporateclients)

AThe first paragraphof the pressreleaseis a more detailed descriptionof the service
(product),its benefits

ATheng how to purchaserefuse(if possible) check(if possible)jn general how to use
Alf the service(product) can be usedby both private and corporate clients, we indicate
the differencesfor thesetwo audiencesn separateparagraphs

AThe last sentenceof the pressreleasec the O 2 Y LJI wAldeQrélated to a specific
product (service),a key messaggto a particular service,product), which is describedin
the pressrelease

Alf necessary(for example, when writing a press release about a new serviceor a
reminderon the existingservicethat hasbeenamended)we provideW w S f I Aly&[iRE Q
bottom of the text ¢ hyperlinksto servicesand productson the pressNB f Sthein& Q a
AValues key message®f the companyshouldbe accuratelyimplementedinto the press
release
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COMMONSTANDARDSFCGOPERATIONWITHMEDIA

If you follow generally accepted standards,you will be perceived as professionals
anywherein the world, and mediawill be readyto co-operatewith you. Themainthing
iIsto speaktheir language

It is important to show the journalists you follow their standardsand respectthem.
They will study your behaviour carefully in every small detail, and you should be
unimpeachable

Ethicalstandards

Adon't do what canbe perceivedin awrongway or canbe offensive
Atry to put yourselfin the shoesof a journalist

Athink ahead

And oooops.. actuallythere are no commonsolutionssincethe mediaare developing
fasterthan we canstudythem.




Promote
lJ Ukraine

Technicaktandardsare important at somepoints:

Amedialist ¢ your milestone

Amakingyour speakerready. train your speaker(presentation,Q&A, medialist);
Apressconference(or anyother eventof that kind) and mediakits;

Apressrelease comments,interview;

ATVclip: 99%speakershink they look poor on TV(yougoalisto be in another 1%);
Amonitoring

Amaintainingcontactand follow-up.

AAndR 2 yin@riy too much about snacksand souvenirsfor the journalists,they R 2 y Q (
caretoo muchaboutthem. Allthey needis information.




