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market analysis
Judging from the information from Mintel, the market for family/children’s enter-
tainment is clearly growing. Furthermore, households with children spend signifi-
cantly more over index on each category than households without. The “Movies, 
parks, museums, concerts, plays, etc” category is the third most paid for activity 
by households with children and it is not far behind the top two. This shows that 
parents are willing to dish out the extra cash to take their children to activities 
beyond sports and lessons (Bonetto, “Family Entertainment”).

situation analysis
Following a six-month period of closure for renovations and remodels of the ex-
hibits, the Portland Children’s Museum will be reopening the first week of June, 
2016. The museum has a $200,000 budget for media buys in the region, and 
has broadly stated three marketing goals it hopes to achieve.
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marketing goals
The marketing goals have been refined as:

•	 During the next twelve months, reintroduce the Portland Children’s 
Museum to children’s primary caretakers in the Portland, OR region as the 
premier children’s entertainment experience.

•	 Increase monthly ticket sales by an average of 10% by the end of 
the year. 

•	 Increase sales of museum memberships by 8% for the year.
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target audience
The target audience is women, 
aged 25–49. Because there are 
far more stay-at-home moms than 
stay-at-home dads, and parents 
often spend the most time with 
their children, rather than grand-
parents, we believe this target 
audience makes the most sense 
(Bonetto, “Marketing to Moms”). 
Messages to women aged 
25–49 will also bleed over and 
affect men aged 25–49, and 
other child’s primary caretaker 
demographics, as these people 
are likely to be influenced  
by the women at play groups 
and pre-school and be exposed 
to similar advertising vehicles. 

demographics
The target audience is a part of the American Dreams PRIZM segment, as de-
fined by Nielsen in MyBestSegment (“American Dreams”). The following are 
demographic traits that this PRIZM segment has, according to Nielsen:

•	 They live in Urban areas
•	 Income Level: Upper Middle Class
•	 Own above average income producing assets
•	 Are younger than 55
•	 Have a mix of family size
•	 Own their home
•	 Career: White collar
•	 Are college graduates
•	 Are ethnically diverse, with the predominant ethnicities being 
White, Black, Asian, Hispanic, and Mix



8media plan | 

geographics

psychographics

The target demographic lives within the 
Portland, OR metropolitan area including 
Southwest Washington. For the sake of this 
project, this includes the following seven 
counties:

•	 Clackamas
•	 Clark
•	 Columbia
•	 Marion
•	 Multnomah
•	 Washington
•	 Yamhill

The target audience has a psychographic profile of the VALS Achievers type 
(“VALS™”). According to Strategic Business Insights, the members of the Achiev-
ers group typically have the following attributes:

•	 A “me first, my family first” attitude
•	 Believe that authority comes from having money
•	 Are committed to both their family and their work
•	 Have a full schedule
•	 Are goal oriented
•	 Work hard
•	 Want to keep the status quo
•	 Are conscious of their peers
•	 Are private with their personal lives
•	 Are professional at work
•	 Value technology that makes them more productive
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behavioristics

The behavioristics of the target audience have been deduced based on the 
Nielsen American Dreams PRIZM segment, and are as follows (“American 
Dreams”):

•	 Shop at Fred Meyer and New Seasons
•	 Visit the zoo
•	 Read the Tribune
•	 Watch E! Entertainment TV
•	 Drive a Volkswagen Tiguan

audience size + location 
There are 379,957 women between the ages of 25 and 49 (13.7%) in the Port-
land metropolitan area.

As mentioned, the targeted geographic area (Portland Metropolitan area) will 
include the following seven counties in Oregon and Washington:

•	 Clackamas
•	 Clark
•	 Columbia
•	 Marion
•	 Multnomah
•	 Washington
•	 Yamhill

These counties encompass the major cities in the Portland metropolitan area, 
and will provide ample geographic area to reach a large number of the target 
audience.
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profile
The target audience profile is a woman, aged 32, named “Meghan.” Meghan 
is a married stay-at-home mom with 2 kids. Her husband’s name is Mark, and 
their children are Cody, 6, and Lily, 3. Meghan enjoys the outdoors and finding 
activities for her kids that they both can participate in. Meghan does not mind 
acting like a child herself by jumping into doing fun activities to accompany her 
children playing. She likes to find activities that encourage her children to learn, 
and she limits the amount of “screen time” that they are allowed each week. 

Meghan is heavily influenced by the opinions of others. She bases what she 
does with her family based on reviews and word of mouth. She shops at New 
Season’s, where she not only buys organic produce for her family, but also fro-
zen meals for her family to eat because they are much more convenient.

Meghan’s VALS psychographic identity is an Achiever. She has a “me first, and 
my family first” attitude, and is fully committed to her family. She is constantly 
busy, is goal oriented and hardworking.

She mainly uses social media in order to view and post photos, and uses her 
phone to access her social media sites, although she is trying to spend less time 
on social media than she did last year. Meghan enjoys mom blogs, and refers 
to online reviews, blogs, and websites for activities to do with their children 
(Bonetto, “Marketing to Moms”).

Meghan lives with her husband and two kids in SE Portland, in the up-and-com-
ing area of West Moreland. They are a part of the American Dreams PRIZM 
segment. She stays at home and raises their two children while her husband 
works as a lawyer.
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overview

advertising objectives

The overall strategy for this campaign is focused on traditional media vehicles. 
There will be three categories of traditional media vehicles used: magazines, ra-
dio, and transit. Additionally, a digital campaign consisting of Google Adwords 
and Display Ads will run.

The advertising objectives for this IMC are focused on raising audience aware-
ness with a high reach, affecting behavior with high frequency of exposure, and 
change attitudes about the Portland Children’s Museum by generating millions 
of impressions. 
 
The advertising objectives for this campaign are defined as:

•	 Inform (reach) at least 75% of the target audience,of the new exhib-
its/remodel at the Portland Children’s Museum during the first six months 
of the campaign
•	 Get members of the target audience to consider visiting the reintro-
duced Portland Children’s Museum by exposing them to at least 8 ads per 
year
•	 Get children’s primary caretakers to feel the Portland Children’s 
Museum is the premier children’s activity by generating at least 5 million 
impressions.
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IMC tactics
outdoor

magazine

Macro
 
By advertising on the exterior of the MAX 
line, the museum can reach a large amount 
of potential new visitors. People in cars and 
pedestrians walking by are all going to be 
exposed to the ad. By purchasing a mural 
on the MAX train there is ample ad space to 
be utilized for eye catching creativity (Kob-
lisky). The MAX travels throughout the Port-
land metropolitan area extending 52 miles 
and stopping at 84 stations in highly popu-
lated areas like shopping and sports centers.

Macro

Portland Family and Metro Parent work well 
as media because the magazines provide 
a great print quality for the creative to work 
with, while delivering effective target audi-
ence impressions.

Micro
 
Transit will be used for the Children’s Muse-
um’s campaign because a transit media buy 
will give the client 50 total rating points and 
plenty of bleed over into other family-focused 
demographic groups.

Micro
 
Appearing in ads in parenting magazines 
Portland Family and Metro Parent will al-
low the relaunch campaign for the Portland 
Children’s Museum to reach the target audi-
ence that have children. These magazines 
are often read by people looking to find fun 
and educational activities to do with their 
children, making the magazines an ideal 
place for messaging regarding the Portland 
Children’s Museum.
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digital

Macro

Digital media is commonly used while 
searching for information, making it a very 
common place for the target audience to 
find information. The target age group uses 
digital means of searching for information as 
a first resort, making it important to include 
digital media into the IMC strategy, since it 
is the first place most of the target age group 
will look.

Micro
 
The target audience will be searching for 
information about activities to do with their 
kids, and they constantly use digital plat-
forms in their search for information. The 
usage of mobile phones to search for infor-
mation is extremely high in the target audi-
ence, as well as computer and tablet usage. 
By appearing in digital ads, the Portland 
Children’s Museum is more likely to be seen 
by those searching for places to go with  
their kids.
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radio

unused media

Macro

Running spots on radio will allow the cam-
paign to reach its target audience during 
their daily routine, and allow the campaign 
to be interruptive without alienating the tar-
get audience.

Macro

While TV can be highly effective with larger 
budgets, it requires more investment than the 
campaign can support effectively. However, 
there is a lot of room for creativity and com-
municating product information on television. 

Micro
 
The target audience drives to get around, 
and while they are running errands or pick-
ing up and dropping off their kids from 
preschool or elementary school, the target 
audience will be exposed to the campaign. 
Running in the morning will give parents 
a suggestion of where they can take their 
kids that day, if they are running errands or 
dropping kids off, while the afternoon spots 
will remind the parents of what they can do 
tomorrow with their kids while they are on 
their drive home.

Micro
 
Television is not being used as a vehicle for 
this campaign because it is very expensive 
to get the highly desired timeslots that would 
deliver pleasing results.The less expensive 
morning timeslots would not deliver as many 
total rating points, so it does not make sense 
to allocate a large part of the budget to TV.

television
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newspaper

Macro

Newspaper advertising can be effective to 
reach an older, less tech savvy market. The 
readership of newspapers is declining, and 
is not common among those under age 50.

Micro
 
Subscription and readership of newspapers 
amongst the target audience is not large 
enough to justify investing into this vehicle.
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transit
Media Type Media Vehicle Ad Unit 

Size/
Length

Number 
of Ads Pur-
chased

Number of 
Bonus Ads

Total Number 
of Ads

Target 
Audience 
Impressions 
(TA) per Ad

Total TA 
Impressions

Out-of-Home Max Mural 200 3’ x 80’ 16 0 16 -  189,979 
Max Mural 200 3’ x 80’ 16 0 16 -  189,979 

32 0 32  379,958 

magazine
Media Type Media Vehicle Ad Unit 

Size/
Length

Number of 
Ads Pur-
chased

Number of 
Bonus Ads

Total Number 
of Ads

Target 
Audience 
Impressions 
(TA) per Ad

Total TA 
Impressions

Magazine Portland Family 1/3 Page 11 0 11  90,000  990,000 
Portland Family 1/4 Page 4 0 4  90,000  360,000 

Portland Family Full Page 1 0 1  90,000  90,000 

Metro Parent 3/8 Page 14 0 14  90,000  1,260,000 

Metro Parent 1/4 Page 8 0 8  90,000  720,000 

Metro Parent Full Page 1 0 1  90,000  90,000 

39 0 39  3,510,000 
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radio
Media Type Media Vehi-

cle
Ad Unit Size/
Length (60 Second 
Spots)

Number 
of Ads Pur-
chased

Number of 
Bonus Ads

Total Number 
of Ads

Target 
Audience 
Impressions 
(TA) per Ad

Total TA 
Impressions

Radio KKCW 6:00am-10:00am 60 3 63 3,485  219,524 
KKCW 3:00pm-7:00pm 40 2 42 3,788  159,075 

KGON 6:00am-10:00am 60 3 63 2,980  187,709 

KGON 3:00pm-7:00pm 40 2 42 3,283  137,865 

200 10 210  704,172 

digital
Media Type Media Vehicle Monthly Budget Number of 

Keywords
Estimated CPC Estimated 

CTR
Estimated 
Monthly 
Clicks

Total 
Clicks

Digital Google Display  $5,000.00 106  $2.25 2% 2,222 26667
Google AdWords  $11,666.67 106  $2.90 2% 4,023 48276

212 74943

DIGITAL ROAS Monthly Cost
Single Ticket Sales 

(7.5%)
Membership 
Sales (2%) Total Sales ROAS

Display  $1,395 84 22 106

Adwords  $3,255 84 22 107

Tickets Purchased - 168 45 213

Revenue  $6,715  $3,581  $10,297 221%
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google adwords keywords

activities
activities for kids
adventure
art
arts and crafts
birthday
birthday party
children museum
childrens museum
children’s museum
childrens theater
children’s theater
clay
crafts for kids
family activities
family friendly
field trip
fieldtrip
fun things to do
fun things to do in portland
garage
kids activities
kids art
kids birthday party
learning
maze
metro parent
museum

museums
party
play
playtime
portland activities
Portland childrens museum
Portland children’s museum
Portland family
portland oregon attractions
Portland summer camp
preschool
stuff to do in portland
summer activities
summer camp
theater
theatre
things to do in portland
things to do in portland oregon
things to do in portland this weekend
things to do in portland today
things to do in portland with kids
things to do with kids in portland
tree house
treehouse
washington park
washington park zoo
water works
waterworks

The following keywords have been selected as our top 56 to be be included as 
part of the Google AdWords and Display Ads plan:
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more google adwords keywords

art and learning
be a kid again
busy children
busy kids
childrens activities
children’s activities
childrens activity
children’s activity
childrens adventure
children’s adventure
childrens art
children’s art
childrens birthday party
children’s birthday party
childrens clay
children’s clay
childrens garage
children’s garage
family activity
family adventure
field trips
fieldtrips
healthy me
keep my children busy
keep my kids busy

kids adventure
kids clay
kids garage
kids school
kids theater
near the forestry center
near the Japanese gardens
near the Pittock mansion
near the rose garden
near the zoo
play time
Portland summercamp
science and learning
spring break camp
springbreak camp
stuff to do with children
stuff to do with kids
summer activity
summer adventure
summercamp
things for children
things for kids
washington park museum
what to do with children
what to do with kids

In addition to these keywords, an additional 50 keywords will be bid on, in 
order to capture the long tail of digital information seekers:

All together, these keywords will lead to a successful Google AdWords and 
Google Display Ad campaign by generating enough impressions to justify the 
monthly budget allocated to digital media.
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media summary
Target Audience 
Universe

Media Type Total Ads Total Target  
Audience  
Impressions

TRPs Reach Frequency

 379,958 Out-of-Home  379,958  100 15%

Radio 200  704,172  185 24%

Magazine 39  3,510,000  924 75%

 Digital 200 Keywords  1,118,566  294 25%

 Totals for Plan  439  5,332,738  1,109 88% 13
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media schedule
Re-Opening Winter Break Spring Break

Medium/Media 
Type/Vehicle

Media Type 
Vehicle

April May June July August September October November December January February March 1-Year Totals

MONTHLY ATTENDANCE 6% 8% 9% 13% 14% 9% 7% 5% 5% 9% 10% 5% 100%

Transit
MAX Mural Monthly TRPS 50 50 100

SUBTOTALS 50 50 100
Magazines
Metro Parent 3/8H Page Buys 2* 1 1 1 2* 1 1 2* 1 1 1 14*

1/4Sq Page Buys 1* 1 1 1 1 1* 1* 1 8*
Full Page Buys 1 1*

Portland Family 1/3H Page Buys 1 1 1 1 1 1 1 1 1 1 1 11*
1/4V Page Buys 1 1 1 1 4*
Full Page Buys 1 1*
SUBTOTALS 4* 4 4 4 4 4 2 2 4 2 2 3 39*

Radio
KKCW AM Monthly Spots 15** 12 12 12 12 63**
KKCW PM Monthly Spots 10** 8 8 8 8 42**
KGON AM Monthly Spots 15** 12 12 12 12 63**
KGON PM Monthly Spots 10** 8 8 8 8 42**

SUBTOTALS 50** 40 40 40 40 210**

Google
AdWords Clicks 1,122        1,122         1,122         1,122         1,122         1,122        1,122        1,122        1,122          1,122        1,122        1,122          13,469         
Display Clicks 1,116        1,116         1,116         1,116         1,116         1,116        1,116        1,116        1,116          1,116        1,116        1,116          13,392         
SUBTOTALS 2,238        2,238         2,238         2,238         2,238         2,238        2,238        2,238        2,238          2,238        2,238        2,238          26,861         

Outdoor Total 50 50 100             
Radio Total 44 35 35 35 35 185             
Magazine Total 77 77 77 77 77 77 77 77 77 77 77 77 924             
Digital Total 25 25 25 25 25 25 25 25 25 25 25 25 294             
Total Monthly 
Rating Points 102 152 196 137 137 102 102 102 137 102 102 137 1,504           
Percent of Total 9% 14% 18% 12% 12% 9% 9% 9% 12% 9% 9% 12% 136%

 $          200,000 Outdoor Total 32,000$      32,000$      64,000$       
Radio Total 11,080$      11,080$      11,080$      11,080$       11,080$      55,400$       
Magazine Total 2,364$      2,169$        4,554$        2,169$        2,169$        2,364$      1,236$      1,236$      2,364$         1,236$      1,236$      1,703$        24,800$       
Digital Total 4,650$      4,650$        4,650$        4,650$        4,650$        4,650$      4,650$      4,650$      4,650$         4,650$      4,650$      4,650$        55,800$       
Total Monthly 
Spend 7,014$      38,819$      52,284$      17,899$      17,899$      7,014$      5,886$      5,886$      18,094$       5,886$      5,886$      17,433$      200,000$     
Percent of Budget 4% 19% 26% 9% 9% 4% 3% 3% 9% 3% 3% 9% 100%

Pre-Opening

Traditional Media

Digital Media

Rating Points

Cost

* Includes Placement in Supplement Magazine
** Includes Bonus Spots

The media schedule for this campaign is designed to follow the natural atten-
dance curve, by month, of the Portland Children’s Museum. Concentrated media 
buys, including transit, radio, magazines, and digital occur April through June, 
which will focus on achieving the audience awareness goals of the campaign. 
While transit and radio spots begin the month prior to the reopening, magazine 
ads, which have more permanence, begin two months prior. After the reopen-
ing, media buys are reduced to magazines and digital, with pulsing radio buys 
during the winter and spring vacation months, throughout the rest of the year. 
The radio pulses occur just prior to traditional peaks in attendance - where 
growth opportunity is the greatest - in an effort to increase revenues and achieve 
annual ticket and membership sales-increase goals.
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attendance + TRPs

0%	

5%	

10%	

15%	

20%	

25%	

30%	

0	 0	 0	 0	 0	 0	 0	 0	 0	 0	 0	 0	

A)endance,	TRPs,	and	Budget	by	Month	

Monthly	A)endance	 Monthly	TRPs	 Total	Monthly	Spend	
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budget breakdown

Media Cash Cost Value of Multiplier 
(Free Ads)

Total Market 
Value

CPM for each 
Medium (Cash)

CPM for 
all Media 
(Cash)

CPP for 
each medi-
um (Cash)

CPP for all 
Medium 
(Cash)

Transit
 $64,000  -  $64,000  $168.44  $640.00 

Radio
 $55,400  $2,770  $58,170  $82.61  $313.87 

Magazines
 $24,800  -  $24,800  $7.07  $26.85 

Google
 $55,800  $55,800  $53  $202.80 

 $200,000  $2,770  $202,770  $38.03  $180.32 

7%	

12%	

61%	

20%	

Impressions	by	Media	

	Out-of-Home		

	Radio		

	Magazine		

Digital	

The following tables breakdown the individual expenditures per media type.
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budget breakdown

32%	

28%	

12%	

28%	

Budget	Breakdown	by	Media	Type	

Outdoor	Total	

Radio	Total	

Magazine	Total	

Digital	Total	
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summary media objectives
The outlined strategic media buy in this document is designed to achieve key au-
dience and delivery objectives. The nature of re-opening the Portland Children’s 
Museum suggests the campaign’s focus should be on raising audience aware-
ness by effectively delivering the most impressions, the greatest reach, and the 
highest frequency. Advertisements in this campaign, including digital, will reach 
88% of the target audience an average of 13 times, by generating more than 
5.3 million impressions across the vehicles the audience uses the most. In addi-
tion to achieving these media objectives, the digital campaign will produce an 
estimated 221% Return on Ad Spend (ROAS).

Objective Goal Actual (Estimate) Difference Performance

Reach ≥ 75% T.A. 88% 13% 117%

Frequency ≥ 8 times 13 times +5 times 163%

Impressions ≥ 5 million 5.34 million +0.34 million 107%

Digital ROAS ≥ 100% 221% 121% 221%
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social media suggestions

mommy blogs

facebook instagram

twitter

While the implementation of a social media strategy was not a part of the 
initial media plan, having one should be strongly considered by the Portland 
Children’s Museum. Although there will be additional costs with having a social 
media strategy, it is crucial to have one in order to create an engaging and 
effective social media presence.

Contract with the social media scheduling platform, HootSuite, in order to per-
fectly time posts and to create a cohesive brand image across all social media 
platforms. HootSuite fees are generally $20 a month with discount rates when 
the client is willing to pay annually.

Moms want advice from other moms. 
Through a museum blog, parents can turn to 
other parents for questions and advice allow-
ing them to feel more comfortable and will-
ing to take their child to the museum. Young 
Hispanic mothers are more likely to turn to 
elders or other mothers for advice and they 
make up a rapidly growing portion of the 
target demographic.

Having a Facebook page for the Portland 
Children’s Museum will allow for the museum 
to share events that are happening and also 
continue customer engagement and allow for 
discussions. Facebook allows for events to 
be updated frequently and easily

The visual tool allows the target audience 
to see the museum and what a visit would 
potentially look like. Along with posting 
pictures of museum exhibitions, this could 
be a tool to show future and current special 
events. 

Moms are more likely to interact with brands 
on Twitter than any other platform. Twitter al-
lows for parents to engage with the Portland 
Children’s Museum as much or little as they 
want. Parent’s will have the ability to see the 
use of hashtags and reach out to the Port-
land Children’s Museum if that have ques-
tions or any other concerns. Users are able 
to “tweet” pictures, comments, experiences, 
or questions.
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rationale
The modern mom is a social media maven. Additionally, moms are more likely 
than consumers overall to use social media frequently (3+ times per day) and 
moms of younger children are particularly heavy social media users (Bonet-
to,”Marketing to Moms”). Furthermore, young moms like reassurance.

“These young moms may be open to companies and brands on social media if 
they can engage them in meaningful ways. Though young moms are not partic-
ularly more responsive to discount offers via social media, they are significantly 
more likely to watch “how to” videos. These young moms are likely looking for 
guidance, tips, and affirmation as they enter motherhood.”

– Marketing to Moms

Overall, the addition of a social media strategy to the Portland Children’s Muse-
um’s re-launch campaign would strengthen the connection to the target audience 
and promote their interaction with the Portland Children’s Museum.
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