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Building stronger digital teams

Rethinking media schedules; knowing the  reach
Digital Media Planning Academy
Digital Training Academy

Just because two sites share a similar audience profile doesn’t 
mean they’ll share the exact same viewers. Follow the models of 
media planning from classic media and they will only help so far. To 
plan online media really well means understanding the role of 
advertising rotations and the reason why not everyone visiting a site 
sees all of the adverts. The implication is simple: by adding more 
sites to the schedule campaign reach increases greatly.
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•Calculating the 
reach and the 

media schedule
The Digital Media Planning Academy
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Rethinking reach and Rethinking reach and 
the media schedulethe media schedule
A unique behaviour for online media
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Question: Building the schedule

““How many How many 
sites on the sites on the 
schedule?schedule?””
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Media planning: think againMedia planning: think again
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Campaign reach: think again  Campaign reach: think again  

• 1 page: 12 ads
• No duplication of audience
• Extra sites build campaign reach, not burning frequency
• Harnessing more sites helps generate more value
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ImplicationsImplications

• Adding more sites builds reach

• Adding more sites maintains media value

• Question: will budgets work harder online than 
in classic media?
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ReachReach

Building a wider and deeper Building a wider and deeper 
portfolio of sites on the scheduleportfolio of sites on the schedule
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Digital Training AcademyDigital Training Academy
Simple lessonsSimple lessons
Ask your questions in the Digital Online ClassroomAsk your questions in the Digital Online Classroom
www.DigitalTrainingAcademy.com/www.DigitalTrainingAcademy.com/mediaplanningmediaplanning
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• Founder: Digital Training Academy
• Founder: Digital Strategy Consulting
• Co-Founder: IAB UK
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• More information? Contact: TheTeam@DigitalStrategyConsulting.com +44 (0) 20 7244 9661
• © 2000-2008 Digital Strategy Consulting Ltd & Partners
• Remember that the use of these materials is subject to our terms and conditions,

they are client confidential and are not to be distributed to other parties
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Building stronger 
digital teams

The Digital Media Planning Academy
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