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Drive more visits to your site, and increase your revenue trying to attract quality traveler traffic is more difficult than ever. But the longevity of our website and our robust advertising solutions give you a variety of targeted, easy-to-follow ad placements that allow you to reach highly skilled travelers at every phase of the booking cycle. Contact us to learn more
about advertising on SmarterTravel, as well as in our parent company's portfolio of 12 travel sites. Contact us at advertising@smartertravel.com today. Data and research together with the creative side of an advertising campaign are the life or death of a product because it is ready to hit the market. The ad planner works directly with the account manager, the
artistic director and copywriter creating a personality for the product and defining the market they are turning to. Using interaction with potential buyers through focus groups and understanding their psychology, a media planner links the creative side of the agency to the marketing department and together creates a successful advertising campaign. An
account manager, after meeting a customer, returns to the advertising office and places a box on the ad planner's desk. The manager explains the client's objectives and project budget, and the rest is in the planner's hands. Planner research involves collecting data and analysis on similar products, planning media exposure and touching the consumer to
understand the desire, or lack, for the product. Both sides of the assessment require knowledge of a strategist and planner and are often the same person, as described by Linkedin. Print and television used to be major outlets for advertising campaigns, but with the explosion of social media, many new paths have been added with different metrics used for
each to determine whether the ad is reaching potential customers. The agency planner is informed about all the media and decides the best way to take into account the client's budget and aim to achieve in a buyer's thoughts and the creation of commitment. The strategist devises the battle plan. An agency planner believes with both sides of her brain, as
described in an interview with Agency Planner Nicky Lloyd in Econsultancy. It refers to the two disciplines a good planner must be successful: analysis and psychology. One is specific and the other is emotional. A good mix of the two results in an employee audience and one that remembers the product, even if he is not in the market for it. Subaru and his
family of dogs is an example. The ad targets young families as buyers, as well as tickling our funny bone. Kodak commercial that brought tears to our eyes, and the joy on the faces of those who eat their hamburgers, Nike and its swoosh, all create commitment, and Matthew McConaughey's face at the wheel of a Lincoln increased the automaker's sales by
14 percent and created a viral sensation with 18,000 tweets after Advertisements ran them the first time, according to Hollywood Branded. This is the work of an advertising planner who understands a product and its market. Advertising isn't all about puppies and hamburgers. Spending the customer's advertising budget to get the best possible return on
investment (ROI) keeps the customer's business. It involves quantitative (how many) and qualitative (how good it is) analysis, brand positioning (separating the product from those already on the market), developing a marketing and media campaign, and determining a social media plan. Knowing the balance between paid and earned media (word of mouth
online) boosts a product profile. By combining the media gained with television, research has found that efficacy increases by 40 percent, according to Econsultancy. The advertising planner knows the ratio between the two should be 60:40 when creating a strategic plan for the customer's product. Driving a company's share of profit and earnings is the result
of good strategic planning because it pursues a broad reach while engaging emotionally. For the media to work, product strategy must be committed to creativity in order to maintain the consumer interest. Put the product at the heart of a person's life and urge them to behave in a specific way and the strategy will be carried out. This is the other side of an
advertising planner's brain at work. Traditional media, digital and social media must all be investigated as it relates to the product, but unless the creative department has established a look and logo for what you are trying to sell, it is a difficult task to plan for what you do not know. The advertising planner devises an initial marketing plan focused on lead
media first, with secondary and tertiary media falling into place as the product image evolves after being highlighted in Beloved Brands. As print media, television, and billboards emerge from the creative department, the planner reviews marketing while at the same time testing consumer marketing to determine the best approach. Graduating with a college
degree in liberal arts coupled with psychology and statistics can field you a job as an entry-level advertising planner, according to the Princeton Review. As you understand the necessary functions and research and display exceptional people's skills, logic, creative input and the ability to communicate your ideas and present a powerful problem solving, you
become more valuable to the department. Continuing education and the goal for a master's degree shows your commitment to your career. An ongoing understanding of the digital scene is a plus, as media planning often involves these platforms. Marketing a children's shampoo for empty nesters does not make sense and will be seen by the senior
advertising planner as an inability to understand the market. But with a careful study and an understanding of the changing cultural scene, the increase in value and promotions are coming your way, especially as senior agency planners age out and become empty ones learn to do it on the market. The U.S. Bureau of Labor Statistics divides all levels of
advertising planners into a single statistic and reports that the average salary ranges from $125,510 to $136,850, with an increase outlook to be at 6 percent by 2019. PayScale presents a different picture, reporting the average salary to $50,000. The size of the company tends to dictate the payment. Managers in print media and promotions can expect a 1%
drop as electronic media replaces printing. On the positive side, digital media companies need ads that understand digital media and can produce platform-oriented campaigns. Advertising planning is an open field, especially for women. Payscale reports that 73 percent of the workforce is made up of women with digital marketing a power that influences
hiring. A background in strategic planning, advertising and media management also opens doors to become an advertising planner. Never mind empty TV - someone disconnected the whole ad business! When it comes to spending - whether the environment is television, print, or the Internet - boom times are over. Customers wonder if agencies understand
their problems, and consumers wonder why they should pay attention to what Madison Avenue produces. Six insiders in advertising are considering the industry. John Dooner Job: President and CEO Org: Interpublic Group of Place Companies: New York, New YorkThree words come into this industry: brand, global, and integration. Building a relationship
between a brand and the consumer requires several different touch points. Advertising is no less important; It's just that other communication tools are becoming more and more important. That said, advertising will probably remain the main tool in the future. Integration is the biggest challenge facing the industry. We need to find ways to collaborate so that
people are selfless in their desire to solve brand problems rather than their individual sector needs. The challenge is at the operating level, not at the holding company - which is just a bunch of lawyers and bean counters. More questions frame that challenge: Do you have the capabilities at the highest level for other types of marketing communication tools?
Do you have a way to assess their relative importance? Do you have a way to integrate them to create the optimal mix? Then there's the other side of the equation: Are customers organized so they can get an integrated marketing solution? This is an interesting moment - a time of rigorous experimentation. The only way we're going to lose our relevance is if
we stop learning and start thinking, hey, the only way to do it is the way we've always done it. John Dooner is the president and CEO of the world's largest advertising conglomerate. Dooner, who holds the title for about a year, has completely reorganized the holding company to better provide integrated communications beyond traditional advertising. Before
joining the the ranks of Interpublic, he was President and CEO of one of his global ad networks, McCann-Erickson WorldGroup. CJ Fraleigh Job: Executive Director, Advertising and Corporate Marketing Org: General Motors Place: Detroit, MichiganMedia Dollars may be down in general, but the role of advertising is as critical as ever. The world continues to
be more competitive and crowded. To succeed in this type of Darwinian environment, companies must constantly find new ways to stand above the crowd and connect with the consumer. For this reason, we have not made significant cuts in media spending. In fact, we recently launched a new Cadillac campaign. Traditionally, Cadillac was not the hottest or
most relevant brand for people in their twenties, thirties, and forty. But we just spent billions of dollars producing some of the most innovative vehicles in the world, so now is the time to go out with a completely new ad campaign. More than anything else, we need publicity to make an emotional connection with consumers. Emotion attracts attention - and
eventually sells products. Last year, the U.S. market share increased for General Motors, and the company made money. We are the only domestic car manufacturer that can make this claim. We started making products that people need to have, as opposed to the products that people want to have. Advertising plays a critical role: Tell a story so that a
product becomes completely relevant to people's lives. When advertising doesn't work, the customer usually wasn't clear about the strategy that he wanted the agency to deliver. CJ Fraleigh, who became General Motors' new ad manager last year, handles the largest corporate advertising budget in the United States. In 2000, General Motors spent nearly $3
billion on television, printing and outdoor advertising in the United States. Bob Schmettere job: President and CEO Org: Euro RSCG Worldwide Place: New York, New YorkAdvertising is at an inflection point not only because of last year, but also because of the last five years – and the next five years. From smarter consumers to the advent of digital
technology and the structural change of advertising on a global scale, the convergence of big changes has created a period of reinvention. The ad industry needs to understand that it is no longer in the ad business. For those who understand our core competence, this is a moment of extraordinary opportunity. Our value lies in the ability to leverage creative
firepower in the most expansive ways possible. In many ways, business is brand. People tell me there's only two or three more purchases to be made because there are only two or three independent agencies left. Is it true if in the field of advertising. But entertainment, for example, will play a major role in the future of brands. But the challenge remains: the
key sales proposition for our industry is the talent and attitude of our people. In a great period of great and uncertainty, do you make those people feel good about their work? It's easy to believe that the business is working because you made some offers and purchased a few companies. But that's not why it works. The only reason it ever works is because
talented people are hard at work. And the best managers in these troubled times have a good memory of the era of life ahead and a good vision of what life will be after. Bob Schmetteter (bob.schmetterer@eurorscg.com) runs the fifth largest advertising agency in the world. Euro RSCG has $13 billion in bills and customers including Intel, Volvo and
WorldCom. Schmetterer, who became the agency's president and CEO in 1997, was named a creative viewer of Age advertising. Shelly Lazarus Job: President and CEO Org: Ogilvy &amp; Mather Worldwide Place: New York, New YorkPromoting ads doesn't fight for a new set of principles or for abandoning those who made it great from the start. It's simply
in the middle of a business cycle. I don't think it's any deeper than that. And despite the economic slowdown, I am having more fun today than at any other time in my 30-year advertising career. The game is more interesting and relevant than ever. Consider the value an advertising agency brings. We help build brands, and a brand is the most important asset
the company currently has. Sure, we're under more control from the clients, but responsibility means credibility. Responsibility within an economic model brings us into the client's boardroom and makes us more significant business partners. That said, I am not convinced that agencies are paid in a way that is consistent with the value we bring. I also think the
industry is held to standards that no other set of professional service companies are owned at: That's usually we can't work for competing companies. If I work for a coffee company but happens to sell my breakfast cereal, is it fair for my client to insist that I don't work on a competitor's coffee brand? In this era of consolidation, such a conflict increasingly
limits business opportunities. Shelly Lazarus, who became CEO of one of the world's largest advertisers in 1996, spent most of her career at Ogilvy &amp; Mather. During her tenure at the agency, she worked for several blue-chip clients, including American Express, IBM, and Kraft. Lazarus is a former president of the American Association of Advertising
Agencies.Lee Clow Job: President and Director of Global Creative, TBWA Worldwide Org: TBWA \ Chiat \ Day Place: Playa del Rey, CaliforniaOne of the realities of advertising business is that 90% of the work was Terrible. There are only a handful of creative agents who have maintained the integrity of the business so that we can go home at night and feel
good about ourselves. But even the most creative agents lose their accounts and feel the financial pressure. The industry is in a deep creative crisis. It's harder. Hard. Say, damn it, we're coming today to work on the huge idea! If we want to see the next creative revolution, we have to get back to that. There's going to be another revolution. But it won't come
just because the ad industry eventually gets its together. The stronger force behind it will be an increasingly sophisticated media audience calling for more innovative messages to attract attention. In recent years, the ad industry may have become more of a number-and-money game than a creative thinking provider, and may have been characterized more
by confusion and self-doubt than by clarity and confidence. But we can go in the right direction if we go back to the basic principles of media art. Finally, the intellect and creativity of this industry are very powerful forces, and if we can return to our dedication to that intellect and creativity, then we can realize our role in the future. Lee Clow, whose career spans
more than 30 years at TBWA \Chiat\Day, blew the doors of the media world with an ad called 1984 for Apple Macintosh and later with think Different campaign for the return of Apple Computer. He holds a place on Advertising Age's Top 100 People of the Century list. Dawn Hudson Job: Senior Vice President, Strategy and Marketing Org: Pepsi-Cola North
America Place: Buying, New YorkWhat's Wrong with Advertising? As a customer, I need to hear more of, hey, here's an idea! If ad agencies are really in the business idea, then they need to completely shed the old mentality of simply making ads. They're starting to turn in that direction, which is actually a return to what the industry has always been about:
creativity. I want an agency creative enough to help me reinvent my business. A lot of agencies understand brands and reinvent them, but I don't see the kind of overall thinking that will help customers take advantage of the multiple ways in which people experience brands. Beyond that, the other challenge that keeps me up at night is keeping a very big
vibrant brand. We are good enough at coming up with new products and reaching out to new consumer groups. But can I grow a big kahuna like Pepsi? Today, the average American receives more than 3,000 marketing messages a day, and I would argue that advertising has never been more relevant. As people's attention stretches short, there is an even
greater need for a lasting brand. Of course, the challenge is creating campaigns that will last a decade. The future of advertising lies with passionate brand lawyers who not only bring ideas to their clients, but also let them figure out how to communicate these ideas in a truly integrated way. Dawn Hudson was overseeing Pepsi-Cola's brand strategy and
marketing for her division in America North for the last four years. She is also president of the Association of National Advertising Agents Inc. and has been named to Age's Advertising Power 50 list twice. Twice. Times.
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