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Brand Building Process

1. Define and position the brand (Vision, Mission, Values, Brand 
Personality and Brand Value Proposition)

2. Express the brand

3. Build awareness and reputation for the brand

4. Measure the brand
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6-step brand choreography

1. Find a winning brand value proposition: the brand promise

2. Identify the buyer personas 

3. Study the customer journey of the personas

4. Identify the brand touchpoints for each phase of the customer 
journey

5. Plan the right message on Paid, Owned & Earned media

6. Develop a total customer experience strategy (not just 
communication: all stages of the customer journey must be 
consistent with the brand promise, from the product to customer 
service, etc.)
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POE media: let’s recap
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OWNED MEDIAPAID MEDIA EARNED MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:

- Display
- Search
- Social network

BTL: sponsorships,
events, influencer 
marketing

Website
App
Blog
Social network
Direct response/CRM

Point of sale, 
merchandising,
Packaging
Branded spaces

PR:
- Press (+digital) 

articles
UGC
- reviews
- recommendations
- Social, Blogs
- WOM



In our communication plan we will use all our
owned media
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…And we try to get 
as many earned media as possible.

 Earned media are free. And they are the most 
effective, because people trust them
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…And we buy media to attract new customers,
to create awareness and image.
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Paid media are mostly used in the first part of the customer 
journey
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Paid Media

■ Advertising ATL (Above-the-line)
– TV
– Print
– Radio
– OOH (Out Of Home)
– Cinema
– Internet (display and native: social and search)

■ BTL (Below-the-line)
– Events
– Sponsorships/Product Placement/Influencer Marketing
– Unconventional (Ambient, Guerrilla Marketing, etc.)
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Paid Media ATL=
Advertising
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Advertising is a marketing tactic involving 
paying for space to promote a product, a 

service, or a cause.
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From https://www.shopify.com/encyclopedia/advertising



Media planning

If we want an effective advertising campaign, not only do we need to 
create relevant and impactful advertising content, but we also have to 
reach our target audience and deliver the message in such a way that 
it is noticed and remembered
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Media planning

This means:

1. Select the right media

2. Define how much space and time is needed to have our target 
audience understand the message (30” TV commercial or 15”? A 
full page in a newspaper or a banner?)
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Media planning

This means:

1. Select the right media

2. Define how much space and time is needed to have our target 
audience understand the message (30” TV commercial or 15”? A 
full page in a newspaper or a banner?)

3. Define how many times we need to repeat the message so that it is 
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Media planning

This means:

1. Select the right media

2. Define how much space and time is needed to have our target 
audience understand the message (30” TV commercial or 15”? A 
full page in a newspaper or a banner?)

3. Define how many times we need to repeat the message so that it is 
remembered (3 times? 10 times?)

4. And at the same time, we have to spend as little as possible (or get
the maximum effectiveness from the available budget)
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To do this,
we need to know the ATL 

media and how to plan them
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Knowing each advertising media

To effectively plan media we have to know:

1. Potential reach of our target audience

2. How audience is measured, and if these surveys are reliable

3. Expressive capability and role in the customer journey

4. Technical constraints

5. Cost (and who sells the media vehicles)
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How do we measure the reach?

How can we «translate» this capability?

Which is the currency?
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Key planning metrics
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Target audience
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Let’s imagine planning a TV 
campaign
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What are these?
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Contacts
or impressions
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Now how many impressions?
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Gross impressions and Net Contacts

5 gross impressions
3 net contacts (people)
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REACH
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It is also called COVERAGE
or PENETRATION
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Reach refers to the number or percentage (%) of people
in the target audience who are exposed to the medium 
(or the whole campaign) where the message appears
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When the reach is expressed 
in numbers = net contacts
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But reach = 30 is NOT equal to 
30%
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If the target is 1,000,000 people: 
30% = 300,000 people

NOT 30 heads
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Reach

The higher the reach, the better
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What’s the maximum reach% 
possible?
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From impressions to reach%
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From impressions to reach%

Reach%?
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Calculation: from impressions to reach%

Net contacts / target x 100 = 3/6 x 100 = 50%

Reach%?

41Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Let’s try with some examples
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Try and calculate

Target audience: 100 

People who saw the message: 20

What is the reach%?

43Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Try and calculate

Target audience: 100 

People who saw the message: 20

What is the reach%?

20%
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Try and calculate

Target audience: 200 

People who saw the message: 20

What is the reach%?
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Try and calculate

Target audience: 200 

People who saw the message: 20

What is the reach%?

10%
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Try and calculate

Target audience: 10 

People who saw the message: 5

What is the reach%?

47Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Try and calculate

Target audience: 10 

People who saw the message: 5

What is the reach%?

50%
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RATING POINTS
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Understanding rating points

Rating, especially in the USA, is used as the 
baseline measure for all media concepts.

One rating point equals 1 percent of a particular
target group

It is the same as 1% reach
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Try and calculate

Target audience: 100

1 commercial on TV that reaches 50 people in the target audience

What’s the reach%?
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Try and calculate

Target audience: 100

1 commercial on TV that reaches 50 people in the target audience

What’s the reach%?

50%
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Try and calculate

Target audience: 100

1 commercial on TV that reaches 50 people in the target audience

How many Rating Points?

50
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FREQUENCY

54Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Frequency

If reach is the percentage of the target universe reached one or more 
times by a medium, frequency is the average number of times those
persons are reached

We need to repeat the message
in order to have it remembered
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Do you think the higher the 
frequency, the better?
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Frequency is expensive. And 
too many repetitions annoy 

people
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How does a consumer respond to frequent exposures?

Research shows that advertising 
repetition initially increases learning, 
but may lead to boredom and 
irritation later.

According to the two-factor model, 
an inverted-U relationship exists 
between the level of exposure on the 
one hand, and advertising 
effectiveness (cognitive responses, 
attitudes, purchase) on the other
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How does a consumer respond to frequent exposures?

Wear-in and wear-out effects explain the nature of this relationship.

At low levels of exposure, consumers develop rather negative 
responses (e.g. counter-arguments) due to the novelty of the 
stimulus. 

After a few exposures, the reaction becomes more positive. This is 
referred to as wear-in. 

More frequent exposures again lead to more negative responses, 
such as irritation, a phenomenon called wear-out. 
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But how much frequency is 
too much?
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We tried to use neuromarketing research to discover it…
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Neuromarketing results (TIM Commercial)
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What we have learned:

Those who knew the brand (TIM users) learned 
more quickly and got tired earlier, while non-

users (the target group) needed more frequency
(even after 22 or more exposures, there were 

still favorable emotions)
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So how can we choose the 
right frequency?
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How to define the optimal frequency level

How to decide the optimal frequency level? How many times do we
need to repeat the message?

It is inevitably linked to the advertising objective, the type of message 
used, media clutter, the product category, the competition level, the 
target group and the media used.
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How to define the optimal frequency level

Let’s look at some examples:

q New product/service?

q Very interesting product/service?

q New advertising campaign?

q Very impactful creativity?

q Young and “quick to grab messages” target audience?

q Crowded media?
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Average frequency

AVERAGE FREQUENCY
reports the average number of times a person is 

exposed to an advertising schedule
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How to calculate average frequency

Average
frequency?
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How to calculate average frequency

Gross impressions/Net contacts = 6/3 = 2

Average
frequency?
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Average frequency is calculated on the 
people who are exposed to the media

(NOT the target group)!
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What do we call the people (in target) 
who are exposed to the media?

What do we call the people (in target) 
to the media?
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Let’s try with some examples
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Try and calculate

Target audience: 100 

Gross impressions: 400

People who saw the message: 50

What is the average frequency?
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Try and calculate

Target audience: 100 

Gross impressions: 400

People who saw the message: 50

What is the average frequency?

8
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Try and calculate

Target audience: 400 

Gross impressions: 400

People who saw the message: 50

What is the average frequency?
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Try and calculate

Target audience: 400 

Gross impressions: 400

People who saw the message: 50

What is the average frequency?

8
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Try and calculate

Net contacts: 100 

Gross impressions: 400

Target Audience: 500

What is the average frequency?
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Try and calculate

Net contacts: 100 

Gross impressions: 400

Target Audience: 500

What is the average frequency?

4
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Rating Points and frequency…
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Rating Points

1 rating point = 1 point of Reach%

50% Reach = 50 Rating Points
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Try and calculate

I want to publish an ad in the Corriere della Sera newspaper, which 
has a reach of 5% of my target group. 

How many Rating Points do I get with 1 ad?

Rating Points?
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Try and calculate

I want to publish an ad in the Corriere della Sera newspaper, which 
has a reach of 5% of my target group. 

How many Rating Points do I get with 1 ad?

Reach 5% = 5 Rating Points
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Try and calculate

I want to publish an ad in the Corriere della Sera newspaper, which 
has a reach of 5% of my target group. 

How many Rating Points do I get with 5 ads?

Rating Points?
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Try and calculate

I want to publish an ad in the Corriere della Sera newspaper, which 
has a reach of 5% of my target group. 

How many Rating Points do I get with 5 ads?

5 Rating Points every ad
5 x 5 = 25

BUT NOT 25% reach!!!
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We can add up rating points BUT NOT the 
reach%!
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GRPs (Gross Rating Points)
or TRPs (Target Rating Points)
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GRPs

We can define GRPs as the units of the advertising “pressure”

They are the result of 

Reach% (x100) x Average Frequency
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They are also called TRPs 
(Target Rating Points)
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GRPs: Gross Rating Points

GRPs?

Reach% (x100) x Ave. Frequency = 50 x 2 = 100
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GRPs
If the frequency is 1

GRPs = ?
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GRPs

Reach% without the %

If the frequency is 1
GRPs = ?
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Example

Target audience: 100 people

I buy an advertisement in a newspaper that is read by 20 people in 
target

What reach% do I get?
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Example

Target audience: 100 people

I buy an advertisement in a newspaper that is read by 20 people in 
target

What reach% do I get?

20%

How many GRPs?
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Example

Target audience: 100 people

I buy an advertisement in a newspaper that is read by 20 people in 
target

What reach% do I get?

20%

How many GRPs? 20
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GRPs: another way to calculate them

GROSS IMPRESSIONS x 100 / TARGET =

(net contacts x average frequency x 100) / target =

(net contacts / target x 100) x average frequency =

REACH% (x100) X AVERAGE FREQUENCY

6 x 100 / 6 = 100

50% x 2 x 100 = 100

x 100) / target =

It’s really an easy way to 
calculate GRPs, since we
usually don’t know the 
duplication of exposure (and 
so the net contacts)
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Another easy way to calculate
GRPs is…
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Adding up all the rating points
(the reach%) of each media 

vehicle
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GRPs: adding up all the rating points

Adding up all the rating points (reach%) of each ad

1st spot = 50% reach = 50 (rating points)

2nd spot = 33% reach = 33 (rating points)

3rd spot = 17% reach = 17 (rating points)

Total = 100 GRPs (GROSS rating points)
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Let’s see if you understood
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Target audience: 200 people

1 advertisement in La Repubblica that is read by 20 people in target

What is the REACH%?

100Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Target audience: 200 people

1 advertisement in La Repubblica that is read by 20 people in target

What is the REACH%?

10%
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Target audience: 200 people

1 advertisement in La Repubblica that is read by 20 people in target

What is the REACH%?

10%
How many GRPs?
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Target audience: 200 people

1 advertisement in La Repubblica that is read by 20 people in target

What is the REACH%?

10%
How many GRPs?

10
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A more complex media plan

Target audience: 100 people

1 advertisement in Il Messaggero that is read by 10 people in target +
1 advertisement in Corriere della Sera that is read by 20 people in 
target

What is the REACH%?
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A more complex media plan

Target audience: 100 people

1 advertisement in Il Messaggero that is read by 10 people in target +
1 advertisement in Corriere della Sera that is read by 20 people in 
target

What is the REACH%?
I CANNOT KNOW.

I don’t know the duplication of 
exposure
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A more complex media plan

Target audience: 100 people

1 advertisement in Il Messaggero that is read by 10 people in target +
1 advertisement in Corriere della Sera that is read by 20 people in 
target

How many GRPs?
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A more complex media plan

Target audience: 100 people

1 advertisement in Il Messaggero that is read by 10 people in target +
1 advertisement in Corriere della Sera that is read by 20 people in 
target

I can calculate GRPs:
10 + 20 = 30
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So, how can we calculate net 
contacts and reach%?
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With specific software used by 
media agencies
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Media agencies

Media agencies are specialized in media strategy, planning and 
buying

They use special software (Kubik or Galileo / Supernova by Memis) 
that processes data from media audience surveys and calculates
exposure duplications

This way we can estimate net contacts and reach%.
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1. We start with target audience definition using media 
audience surveys’ segmentation variables
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Target audience definition examples
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2. Then we get the in-target audience ranking
Cover: net contacts

Reach%

TRPs
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TRP = Target Rating Point, 
same thing as GRP
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E.g. TV ranking by coverage GRPs
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Then we choose a combination of media vehicles
and we have the plan results

Quantity of different
planned ads = 18 Average frequency = 4

Reach% = 59.9%

TRPs = 260.1

There may be discrepancies due to rounding
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GRPs are the most important
metrics in advertising planning

(together with the budget)
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All TV and radio plans are 
measured in GRPs
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We track our competitors’ GRPs to calculate Share of Voice 
and forecast their strategy
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And you can also use them to plan social media
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And with Google Ads you can also measure reach & frequency of 
your campaigns:
https://youtu.be/EZ9tYKDSdbY?si=es3b2Q5lbzS0xIe1
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https://youtu.be/EZ9tYKDSdbY?si=es3b2Q5lbzS0xIe1


Let’s go to menti.com…go to 
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Break…
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Let’s see some metrics related to 
media buying
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How do we buy media?

We must distinguish between media

OFFLINE ONLINE
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How do we buy media?
Sometimes we have a rate card, usually for offline media and online 

display advertising, and we try to negotiate a discount

OFFLINE ONLINEOFFLINE ONLINE
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Biddable media

With Google Ads, Social Networks and Programmatic advertising, we
buy by bidding in an auction. There are no fixed prices or discounts

OFFLINE ONLINE
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How do we buy media in Italy?
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Media buying: net and “net net”

Rate card:

!150,000
Discount:

!50,000

Net Price:

!100,000

Agency Commission
15%

Net net price

(invoice):

!85,000
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Net and net net prices apply only to Italian media. So check!

Net price is the price calculated after the negotiation (rate card – 
discount)

Net net price is the price of the invoice (net price minus the 15% 
agency commission).
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What’s the net net price?

The rate card for a full-page ad in the Corriere della Sera newspaper 
is !200,000.

If I get a 50% discount

What’s the net net price?
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What’s the net net price?

The rate card for a full-page ad in the Corriere della Sera newspaper 
is €200,000.

If I get a 50% discount: €100,000 (net price)

The net net price: €100,000 × 0.85 = €85,000
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Media efficiency: costs versus rating points

To compare media vehicles, we can use the ratio between cost and 
GRPs, which is called:

C/GRP (Cost/GRP) or CPG
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What’s the C/GRP?

My TV plan costs !2,000,000 and I got 1,000 GRPs
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C/GRP: an example

My TV plan costs €2,000,000 and I got 1,000 GRPs

C/GRP (CPG) = €2,000,000 / 1,000 = €2,000
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Let’s recap!

136Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Online media metrics
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Online key planning metrics

We have talked about impressions, net contacts, reach, frequency, 
GRPs… and now what happens when we plan our online advertising?
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The logic is still the same, but online we 
have something else to consider…
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IMPRESSIONS
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We also find “impressions” on the web

Internet impressions represent potential exposures to our ad on a web page.
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Web impressions

We count an impression when a web page is loaded by a browser

Nobody can guarantee that it’s a person and not a robot

Nobody can say if the message is really seen by that person

142Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



When do we consider an ad 
seen?
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1’30
’’
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Viewability

The Interactive Advertising Bureau (IAB) defines a “viewable” 
impression:

• For display ads, as one that is visible with at least 50% of its pixels 
for at least 1 second

• For video ads, the standard is 50% of pixels visible for at least 2 
seconds

• For large display ads: 30% of the pixels for at least 1 second
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So, don’t think that all the impressions you buy are 
viewable!

Viewability and active view (Google)
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https://support.google.com/admanager/topic/6295679?hl=en&ref_topic=7506202&sjid=16513137376575791805-EU


Meetrics: 
Viewability 
Benchmark 
Record 
Q2/2021
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The size of the ad is more important than the time of 
exposure

https://www.adnews.com.au/news/is-the-mrc-viewability-standard-short-changing-brands
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Video ads have a higher viewability than display ads
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How can we determine how many 
impressions to buy 

based on reach & frequency?
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Today we typically buy impressions online

How can we define how many impressions to buy based on the 
concepts of reach% and frequency?

1. We need to estimate the number of people in our target audience

2. Then we set the objective of reach and average frequency in a time 
frame (e.g. 80% reach and a frequency of 4 in 2 weeks)

3. Gross impressions = target x reach% x ave. frequency

4. E.g. 2,000,000 x 80% x 4 = 6,400,000 impressions in 2 weeks
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If we want to create awareness we need to set 
an objective in terms of average frequency
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VISITORS
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Visitors

VISITORS refer to the total number of devices that arrive at a 
website, some of which may have visited the site more than once.

Visitor behavior on a site varies: some stay only very briefly, while 
others may navigate around the site examining its content, so it’s 
important to consider the “time per person”

UNIQUE VISITORS (or UNIQUE AUDIENCE) are the ones who visit 
the website counting each device only once during the reporting 
period.

154Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Available data depends on the 
media research
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In Italy we have Audicom.net
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DIGITAL AUDIENCE JULY 2026 - WEBSITE & MOBILE APP DATA (TEXT)

Data: Mobile (smartphone and/or tablet), Desktop. Base: aged 2+ for Mobile (smartphone and/or tablet) and Computer; aged 18-74 for MOBILE
Source: Audicom

AVERAGE DAY DATA
(browser + app)

TOTAL DIGITAL AUDIENCE
aged 2+

COMPUTER
aged 2+

MOBILE
aged 18-74

Unique users
average day (000s)

37,077 8,608 35,387

Reference population
average day (%)

63.6 14.8 83.0

Time per person
average day (hh:mm:ss)

2:43:36 1:11:06 2:34:07

MONTHLY DATA
(browser + app)

TOTAL DIGITAL AUDIENCE
aged 2+

COMPUTER
aged 2+

MOBILE
aged 18-74

Unique users
month (000s)

43,737 21,384 41,121

Reference population
month (%)

75.0 36.7 96.5

Time per person
month (hh:mm:ss)

71:39:22 14:47:20 68:31:30
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In Italy, Audicom measures the internet audience

• Unique audience (net contacts)

• Total digital audience (gross impressions)

• Total page views 

• Time per person 
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Some data regarding daily audience
Unique

audience 
per day

Time 
spent
per 
day

The 
media 
seller

The 
publisher

The media 
vehicle

NO TAL stands for No Traffic Assignment Letter, meaning traffic excluding audience aggregations attributed to 
a publisher through agreements with third parties.
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But the distinctive feature of 
the internet is interactivity
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CLICKS
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Clicks and CTR

When there’s a click on an ad or a link, it takes the user to a page on 
the website.

CTR (click-through rate) is the ratio between

CLICKS

IMPRESSIONS

It’s a measure of our ad’s ability to provoke interest

CTR = X 100
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What’s the CTR?

My ad got 1,000,000 impressions and 5,000 clicks
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CTR: an example

My ad got 1,000,000 impressions and 5,000 clicks

Click-through rate = 5,000 / 1,000,000 = 0.005 x 100 = 0.5%

164Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



What’s the CTR?

My ad got 100,000 impressions and 1,000 clicks
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CTR: an example

My ad got 100,000 impressions and 1,000 clicks

Click-through rate = 1,000 / 100,000 = 0.01 x 100 = 1%

166Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Engagement rate
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Engagement rate

Engagement rate is the ratio between

LIKES + COMMENTS

VIEWS (IMPRESSIONS)
Engagement
Rate =

X 100
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Engagement rate: an exampleEngagement rate: an example

My post got 4,987 views (impressions) 
with 105 likes + 4 comments.

Engagement rate = (105 + 4) / 4,987 x 100

2.19%
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What’s the engagement rate?

My post got 10,000 views, 20 comments and 80 likes
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Engagement rate: an example

My post got 10,000 views, 20 comments and 80 likes

Engagement Rate = (20 + 80) / 10,000 = 0.01 x 100 = 1%

171Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



Conversion rate
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Conversion rate: measure of success

Conversion rate is the ratio between

ACTIONS

VISITORS
(number of clicks)

Conversion Rate = X 100
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What’s the conversion rate?

My ad got 1,000,000 impressions, 100,000 clicks and 100 products 
sold
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Conversion rate: an example

My ad got 1,000,000 impressions, 100,000 clicks and 100 products 
sold

CTR = 100,000 / 1,000,000 = 0.1 x 100 = 10%

Conversion Rate = 100 / 100,000 = 0.001 x 100 = 0.1%
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But this is a simplification.
In reality, the people who click on an ad 

don’t automatically become visitors!
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Example: results of an international Meta campaign
(Facebook + Instagram)
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Of the 51,000 clicks obtained, only 7,707 were tracked as 
visitors on our website (number of sessions)

178Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



With display advertising, the gap is much wider:
400,000 clicks and 3,359 visitors
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Let’s see some metrics related to 
online media buying
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Biddable media
With Google Ads, Social Networks and Programmatic advertising, we buy by 

bidding in an auction. There are no fixed prices or discounts

OFFLINE ONLINE
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How do we buy media online?
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How do we buy internet advertising?

CPM
Cost per thousand impressions

CPC or PPC
Cost per Click (or Pay Per Click)

CPA

Cost per acquisition (pay-for-acquisition only if you’re sure that the 
ad caused the behavioral change…)

CPV
Cost per view (video)
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CPM

CPM = Cost per Thousand Impressions

We have to DIVIDE impressions by 1,000 to calculate the 
“thousands” and then apply the price
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What’s the cost of my media plan?

I want to buy 200,000 impressions for my digital advertising 
campaign, at an !8 CPM
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CPM: an example

I want to buy 200,000 impressions for my digital advertising 
campaign, at an €8 CPM

200,000 impressions / 1,000 = 200 thousand impressions

200 thousand impressions x €8 CPM = €1,600
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What’s the cost of my media plan?

I want to buy 200,000 clicks for my Google Search campaign, at a 
!2 CPC
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CPC: an example

I want to buy 200,000 clicks for my Google Search campaign, at a 
€2 CPC

200,000 clicks x €2 CPC = €400,000
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So far…

Key media planning metrics
Gross impressions and net contacts
Reach% 
Frequency
GRPs (or TRPs)
C/GRP
Online media metrics: impressions and viewability
Visitors
Clicks and CTR
Engagement rate and conversion rate
CPM, CPC, CPA, CPV
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And now let’s play with a prize!
There are 12 questions: if you make 2 or fewer mistakes, you get 1 point to 
add to the final written test
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