National Highway Traffic Safety Administration
Combined Messaging Demonstration
Oklahoma
2011-2013


Media Market: 
· Oklahoma City
· Tulsa

Advertising Period
The “Combined Messaging” Demonstration media plan will run in 6 Waves, beginning in 2011 and finish in the summer of 2013.

Actual advertising periods will be:
· Wave 1 - 2011: November 14th – November 27th	
· Wave 2 – 2012: April 17th – April 20th and April 24th – April 26th
· Wave 3 – 2012: July 24th – July 27th and July 31st – August 2nd	
· Wave 4 – 2012: November 12th – November 25th	
· Wave 5 – 2013: April 16th – April 19th and April 23rd – April 25th	
· Wave 6 – 2013: July 23rd – July 26th and July 30th – August 1st	

Target Audience
The primary audience for this campaign will be men 18-34 years old.






Media Selection
Due to the very short flight, the campaign will be limited to those mediums that can generate their reach potential quickly, and can be activated and deactivated quickly.

Mediums to be utilized will be:
Television – Broadcast and Cable
Radio
Online

Scheduling
Media weight will run within the exact flight period in order to relate to the prescribed enforcement period. 

Media weight in Oklahoma City and Tulsa will follow the Very Strong GRP strategy:
· Television: 300/wk
· Radio: 200/wk

Four of the six waves will be 7 days in length, but will be broken out over two-weeks with one week running 4 days of paid advertising, followed by 3 days the next week. The goal will be to continue with the 300 TV and 200 Radio GRP levels per week, with weekly GRP breakdown of:

· Week 1: 170 TV / 115 Radio
· Week 2: 130 TV / 85 Radio

Media Rationale

Television (Broadcast and Cable) will be utilized due to its ability to reach our target audience via select dayparts and programming. 

In terms of dayparts, based on past campaigns focused on men 18-34, we know that they watch television during the evening, especially from Prime Access through to Late Night. As we see from the chart below, television viewership among men 18-34 starts to increase steadily from 7p until 1a. 


Source: 2011 MRI Doublebase









Radio will be utilized to extend the reach off of the base established by the television, as well as build frequency for the campaign. 

The top 5 stations in each market based on M-Su/6a-12m.

Market/Station		Format					Market/Station		Format
Oklahoma City							Tulsa
KJYO-FM		CHR					KWEN-FM		Country
KJKE-FM			Country					KRMG-FM		News/Talk
KOMA-FM		Classic Hits				KMOD-FM		Album Oriented Rock
KATT-FM		Album Oriented Rock			KVOO-FM		Country
KTST-FM			Country					KXOJ-FM		Christian CHR

With radio we will focus on those station formats that Index the highest against Men 18-34. 


Source: 2010 MRI Doublebase



Online represents one of the best vehicles to reach young men when we compare heavy users of various mediums.


Source: 2010 MRI Doublebase


One of the reasons the Internet can be so effective in reaching our young male target audience is due to the number of activities that these young men perform on the internet.

Activity					Index
Email					108
Played Games Online			168
Obtained Sports/News Information		172
Visited TV Network or Shows website	134
Downloaded Music			199
Source: 2010 MRI Doublebase

We recommend multiple ad units across a blend of channels targeting men 18-34 within relevant Men’s interest, Auto, Finance, Sports, Travel and News Content sites.
TV Dayparts against Men 18-34
7a-9a	9a-12n	12n-4p	4p-6p	6p-7p	7-730p	730p-8p	8p-11p	11p-1130p	1130p-1a	50	71	79	79	73	76	77	85	94	117	Dayparts

Index
Radio Formats against Men 18-34
Alternative	CHR	Classic Rock	Country 	Jazz	News/Talk	Oldies	Rock	Sports	Urban	191	171	138	90	61	59	65	202	143	170	Format
Index
Quintile Analysis for Men 18-34 Years Old
PRIME	I	II	III	IV	V	62	88	98	114	138	RADIO	I	II	III	IV	V	103	102	99	98	98	INTERNET	I	II	III	IV	V	138	112	109	77	66	Quintiles
Index
