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Beyond Marketing Mix:  
Maximizing Synergies of  Traditional and New Media 

For most consumer goods companies, television 
continues to be the dominant media channel, with 
online a rapidly growing second.  
 
The evolution in the television advertising market is already having a profound impact on how 
consumers get information about brands and the decision-making process leading to a purchase. 
As a result, effective use of new media  requires more timely, granular insights for rapid course 
correction.  
 
1. Television is evolving from a passive, lean-back medium to an interactive, integrated 

advertising channel 

2. New advertising business models are being created, such as combining mobile ads with 
loyalty coupons 

3. New delivery devices, such as the iPad and other mobile devices, blur the boundaries 
between screens and media to create new advertising platforms 

4. Initiatives like Google TV and Apple TV aim to leverage the Internet to distribute TV 
contentτfurther bridging the gaps between the two mediums 
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Outsized Influence of Mobile and Social Media 
Trends in New Media 

Facebook (and other social media channels) and smart phones are starting to play 
a significant role in product purchase decisions. Search, already large, continues 
to grow.  



© 2011, Symphony Advanced Media. All product names herein are the properties of their respective owners. 4/11 

www.SymphonyAM.com / info@symphonyam.com 

Beyond Marketing Mix:  
Maximizing Synergies of  Traditional and New Media 

¢± 9ǾŜǊȅǿƘŜǊŜ Ґ [Ŝǎǎ Ψ¢ǊŀŘƛǘƛƻƴŀƭΩ ¢± 
Trends in New Media 

TV content is available on additional screens, in some cases with no ads or 
different ads. 
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Traditional Marketing Mix:  
Designed for Broader Analysis 

Timeliness 
ÅModels stable over long-term 
ÅMeasures completed campaigns 

 

Consumer Behavior 
ÅAll copy equally effective 
ÅViewers actually watch ads 
ÅConsumers = households 

 

Sales,  Not Brand Equity 
ÅModeling only actual sales 
Å5ƻŜǎƴΩǘ ƛƴŎƭǳŘŜ ŀǿŀǊŜƴŜǎǎΣ 

consideration, or purchase 
intent 

Media  Fragmentation 
ÅNo cross-channel    synergies 
ÅMinor media fragmentation 
ÅOnly measured media 

Marketing Mix focuses on key significant drivers of sales and has difficulty 
isolating the impact of low weight media in driving sales.   


