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Togetherness
partnership

Loyalty

Respect
Information

Awareness
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Provide Expected Values and Benefits
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Expect Certain Values and Benefits
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:top of mind awareness
Brand fought for attention

then inform the publlc of who they are
what th ey do, ‘g they believe,
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LINEAR model

Agency = Media < Sales Force

Marketer -————-—-—-)

Products / Services / Issues / Brands
Messages and Incentives

Audiences
Customers
Prospects
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GRPs, Reach/Frequency, Dayparts, Optimization, etc.
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