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HOW MEDIA AND INFORMATION CONSUMERS CHANGED SINCE THE 
BEGINNING OF THE NEW CENTURY AND WHY IT IS IMPORTANT 

New marketing paradigm: since 1990-2000 
 
Á Change of the consumer 
Á The need to take into account the individualisation of consumption 
Á The need to take into account new information distribution channels 
Á Reducing the effectiveness of some traditional marketing communications tools (in 
particular, traditional media and TV) 
Á Request from companies on less costly ways to solve marketing issues (especially 
given the emergence of a large number of fast growing companies /  start-ups ς the 
economy's innovative sectors) 



New marketing paradigm 

Peculiarities Details 

Change of the consumer. In the 90's, the society (mainly in North America, Australia, Western Europe) was significantly 
transformed, consumer type changed, as well as the consumers' reaction to the advertising 
information. The following characteristics have become inherent for the consumer: 
- the desire for an interactive two-way communication with the supplier of a product or 
service, to a more complete awareness of it and the product (service); 
- the consumer prefers a company with a more sound social position; 
- the consumer is far more individualist and rationalist than before; 
- the consumer considers consumption as a self-sufficient activity. 

The need to take into account the individualisation of 
consumption. 

- Mass consumers were substituted by narrow target groups, their representatives are 
perceived as persons, definitely not impersonal units of the market segment; 
- the growing segmentation of the market demanded a discrete approach to advertising and 
information messages, dedicated communication channels, individual preparation of such 
messages (ideally - separately for each particular consumer). 

The need to take into account new information distribution 
channels. 

Under the influence of the Internet and other technologies, a critical media transformation 
took place: 
- new channels of information distribution appeared, 
- highly specialized (niche) media developed, 
- interactive media appeared, 
- social networks appeared, 
- a completely new ecosystem formed around the Internet, that ecosystem required such 
components of marketing communications, which did not exist at all in 80s. 

Reducing the effectiveness of some traditional marketing 
communications tools (in particular, traditional media and TV). 

- Generation which grew up during the 'TV and video era' learned to decode television 
advertising messages and stopped actively responding to them (not interesting to them); 
- there was a huge number of TV channels with the possibility of instant switching, what 
allowed not to watch advertising; 
- the cost of TV advertising is constantly increasing, and its efficiency is steadily decreasing. 

Request from companies on less costly ways to solve marketing 
issues (especially given the emergence of a large number of 
fast growing companies /  start-ups ς the economy's innovative 
sectors). 

Request from companies to: 
- combine and optimise budgets; 
- achieve greater efficiency in communication (marketing, advertising) campaigns; 
- deal with fewer partners (contractors), translating complex solutions within a single unit. 



Old marketing (and old good times) 
 
Á Set of measures that allow companies 
to identify and respond quickly to the 
demands that appear on the market. 
Á Old marketing is seen as the 
company's response to changes in the 
environment (mainly needs and 
demand). 
Á The purpose of old marketing is to 
create a system for diagnosing the state 
of needs and demand (assessing 
consumer satisfaction) and the 
technology of the corresponding 
response to their change (the system of 
marketing mix's adaptation). 
Á Old marketing actually implements the 
philosophy of lagging demand and 
demand, as the company reacts to the 
demand which already exists. 

New marketing (and nowadays) 
 
Á New marketing actively creates new 
needs, and creates demand for them. 
Á New marketing can be conventionally 
called creative. 
Á The purpose of new marketing is to 
create demand for a product /  service 
by promoting the consumption 
technologies of these products. 
Á New marketing implements the 
philosophy of foresight (preventive 
philosophy), it goes a step ahead of 
needs, and therefore, guides their 
development. 
Á Once again: new marketing is an 
instrument for building up new needs 
and demand. 



OLD GOOD TIMES: JUST PAY FOR THE TV ADS 



BUT NOW YOU HAVE TO: 
 
Á be creative 
Á create new needs 
Á create demand for these new needs 
Á promote the consumption technologies of the new products 
Á use the philosophy of foresight (preventive philosophy) 
Á be a step ahead of your consumer needs, and therefore, guide their development 
 

Χ and use different media for thatΧ 
 

Χ but how? 





[9¢Ω{ REVISE IN ANOTHER WORDS: 
 
Á The new marketing paradigm appeared 
because of the market glut (in goods and 
services). 
Á The basic human needs on the key global 
markets are almost completely satisfied. 
Á A modern person can not only buy 
everything they want, they do not even 
know everything what is on the market. 
Á New issues on the agenda: creation of 
innovative technologies on the basis of 
which it is possible to develop new 
products and teach consumers the 
technologies of these goods consumption. 
Á The key role in new marketing belongs to 
advancement technologies, which are 
increasingly based on in-depth studies of 
consumer psychology. 



THEY ALL MANIPULATE EACH OTHER 

MEDIA 
to get money from the advertisers 

PR AGENCIES 
to convince you and media to work with 

YOU 
to convince media to work with you for free Don't forget about 

your priority 
target, the 
consumer! 



SO YOU WANT THE MEDIA TO PUBLISH WHAT YOU NEED FOR FREE OR 
ON THE MOST AFFORDABLE (FOR YOU) CONDITIONSΧ WELL, WELLΧ 



PROVIDING MATERIALS TO THE MEDIA: 
TECHNIQUES, GENRES, TYPES OF MEDIA 

Set the goal and be as simple as possible 
 
Á Formulate in one sentence what you would like to say to your target audience (and 
the media to publish). 
Á 5ƻƴΩǘ try to speak to the whole world ς define your target audience. 
Á That one sentence is the key message of your campaign. 
Á Depending on the conditions your key message can be supplemented, its form can be 
changed, but the essence (the idea) should always remain the same. 
Á The key message will appear in different forms, in different genres, in different media. 
Á But if you ŘƻƴΩǘ change it, your target audience will understand you correctly. 
Á Be creative, of course. 
Á Mind NDA, ŘƻƴΩǘ say far too much. 
Á And ŘƻƴΩǘ forget: the media will publish only what they find interesting for them (so 
you need to encourage the media and the journalists to co-operation). 



and be creative! 



Genres (not all of course, but just those you can use right now): 
 
Á mentioning your company (or a top manager); 
Á comments on the actual market, social issue by a top manager; 
Á press release; 
Á review (analytical) article mentioning your company; 
Á interview; 
Á review (analytical) article about your company. 



Types of the media by carrier: 
Á subscriptions (e.g. corporate customers to news agencies); 
Á printed media; 
Á TV; 
Á radio; 
Á online (Internet). 
 
Types of the media (thematic): 
Á news agencies; 
Á mass market (general interest) media; 
Á business media; 
Á industry (profile) media; 
Á glossy media (as dedicated to fashion, luxury, entertainment), there are now even 
glossy online media. 
 
Usually a media list for a specific project looks like a combination of these two 
classifications. 



HOW TO WRITE A PRESS RELEASE 
 
The purpose of a press releases can be as follows: 
Á Promotion of a service (product); 
Á Improving the ŎƻƳǇŀƴȅΩǎ awareness, brand perception in order to further increase 
sales and increase the company's capitalisation; 
Á Strengthening the company's image (by target audiences) taking into account the 
values όƪŜȅ messages) of the company in order to consolidate certain associations; 
Á Levelling the possible negative impact on sales, the company's capitalisation of certain 
market trends. 



Types of press releases (example: an insurance company) 
 
Á General (improvement of the ŎƻƳǇŀƴȅΩǎ awareness, brand perception, other general 
information). 
Á Corporate social responsibility. 
Á For private clients (physical persons): 
- Motor Insurance, 
- Property and liability insurance, 
- Travel insurance, 
- Personal insurance. 
Á For corporate clients: 
- Life insurance, 
- Property and liability insurance, 
- Agricultural risks insurance, 
- Travel insurance, 
- Aviation insurance, 
- Auto Insurance, 
- Medical insurance, 
- Cargo insurance, 
- Environmental risks. 
Á Life insurance (a separate insurance). 



Press releases according to the content (the list can be expanded): 
Á Release of a new service (product); 
Á Reminder on the current service (product) which has been amended*; 
Á Reminder on the current service (product) with no changes have been made, but to 
which additional attention should be drawn**; 
Á As report (for example, based on quarterly results); 
Á About the participation of the company in various partner programmes, projects; 
Á About the ŎƻƳǇŀƴȅΩǎ and its top ƳŀƴŀƎŜǊǎΩ positions in particular rankings, etc. 
 
Notes: 
Á Reminder on the current service (product) which has been amended* ς we first 
indicate the changes, then we indicate the summary of the previous release on this 
service. 
Á Reminder on the current service (product) with no changes have been made, but to 
which additional attention should be drawn** ς usually in such cases we use ΨǊƻǳƴŘΩ 
numbers (e.g. customers purchased 1000 cars). 
 

Press releases by audience: 
Á Private customers (physical persons), 
Á Corporate customers. 



Requirements on formatting (example): 
 
Á All releases ς on a single approved form. 
Á Press release text font: 10 or 11 Arial. 
Á Press release header (lead) font: 16-18 Arial. 
Á Press release  information reference font: 7-9 Arial. 
ÁLine spacing: upper ς 0 pt, lower ς 6 pt. 
Á When bulleting, the interval is 0 pt (upper and lower). 
Á In the information reference, at the beginning of each month, we adjust the number 
of clients (or other relevant information). 
Á A press release with two headline options is proposed for approval by a top manager. 
Á The release should fit  one page. 
Á First, we write the release in national language, and after the approval ς we make a 
translation. 
Á We put hyperlinks in the names of the company, the names of services and products 
(wherever appropriate). 
 



Press release: the algorithm 
 
Á We write in a simple ΨƘǳƳŀƴΩ language, moving away from official wording and technical 
details. 
Á In the lead ς the main about the new service (product). 
Á In the lead (in rare cases ς In the first paragraph) we indicate for whom the service or 
product is intended (private clients or corporate clients). 
Á The first paragraph of the press release is a more detailed description of the service 
(product), its benefits. 
Á Then ς how to purchase, refuse (if possible), check (if possible), in general, how to use. 
Á If the service (product) can be used by both private and corporate clients, we indicate 
the differences for these two audiences in separate paragraphs. 
Á The last sentence of the press release ς the ŎƻƳǇŀƴȅΩǎ values related to a specific 
product (service), a key message (to a particular service, product), which is described in 
the press release. 
Á If necessary (for example, when writing a press release about a new service or a 
reminder on the existing service that has been amended), we provide ΨwŜƭŀǘŜŘ ƭƛƴƪǎΩ at the 
bottom of the text ς hyperlinks to services and products on the press ǊŜƭŜŀǎŜΩǎ theme. 
Á Values, key messages of the company should be accurately implemented into the press 
release. 





COMMON STANDARDS OF CO-OPERATION WITH MEDIA 

If you follow generally accepted standards, you will be perceived as professionals 
anywhere in the world, and media will be ready to co-operate with you. The main thing 
is to speak their language. 
 
It is important to show the journalists you follow their standards and respect them. 
They will  study your behaviour carefully in every small detail, and you should be 
unimpeachable. 
 
Ethical standards: 
Á don't do what can be perceived in a wrong way or can be offensive; 
Á try to put yourself in the shoes of a journalist; 
Á think ahead. 
 
And oooops... actually there are no common solutions since the media are developing 
faster than we can study them. 



Technical standards are important at some points: 
Á media list ς your milestone; 
Á making your speaker ready: train your speaker (presentation, Q&A, media list); 
Á press conference (or any other event of that kind) and media kits; 
Á press release, comments, interview; 
Á TV clip: 99% speakers think they look poor on TV (you goal is to be in another 1%); 
Á monitoring; 
Á maintaining contact and follow-up. 
 
Á And ŘƻƴΩǘ worry too much about snacks and souvenirs for the journalists, they ŘƻƴΩǘ 
care too much about them. All they need is information. 


