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ABSTRACT 

 
The advertising climate is very dynamic; media and the way companies advertise 

have evolved countless times since the end of the 19th century. Advertising spending 

in print-based media has been steadily decreasing in Europe during the past years, 

whereas advertising spending online and on television has been increasing. 

 

The emergence of social media as an advertising medium has significantly impacted 

the advertising climate. Even though it is not yet fully matured, some advertisers 

believe social media to be the ideal medium, and perhaps the primary medium, to be 

utilized as an advertising channel in the future. Others believe that the enormous 

amount of online clutter will be its Achilles heel, hindering its effectiveness in the 

future. The purpose of this degree project was to study how ad-space buyers perceive 

different media channels and understand how these perceptions influence the 

selection of media. Our aim was to fill the research gap of whether the task-media fit 

hypothesis is applicable in an advertising setting. 

 

During our research we have conducted a qualitative study, gathering data through 

semi-structured interviews from some of the largest media agencies and ad-space 

buyers in Northern Europe. We have incorporated a deductive research approach, thus 

incorporating elements from both the inductive and deductive research approaches. 

During the course of our study, we have developed our theoretical framework based 

on communication theories. 

 

The purpose of this study is to investigate the role media richness has in advertising. 

We have striven to gain an understanding of how ad-space buyers perceive different 

media channels in terms of richness and how these perceptions influence the media 

selection process. 

 

We can conclude that ad-space buyers in fact perceive media types to possess 

different levels of media richness, and that these perceptions influence the media 

selection process based on the communication strategy at hand. However, we can also 

conclude that regardless of how rich the media is, the ad-space buyer will not select it 

if the price is too high. Thus, the media selection is therefore not cost-effective. 
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“Out of the night that covers me, 

Black as the pit from pole to pole, 

I thank whatever gods may be 

For my unconquerable soul. 

 

In the fell clutch of circumstance 

I have not winced nor cried aloud. 

Under the bludgeonings of chance 

My head is bloody, but unbowed. 

 

Beyond this place of wrath and tears 

Looms but the Horror of the shade, 

And yet the menace of the years 

Finds and shall find me unafraid. 

 

It matters not how strait the gate, 

How charged with punishments the scroll, 

I am the master of my fate, 

I am the captain of my soul”. 

 

Invictus by William Ernest Henley 
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1. INTRODUCTION 
 

The introductory chapter of this thesis will begin with a small introduction to give a 

hint to the scope of the thesis. During the course of this chapter we will motivate our 

choice of research area and highlight the problem background of our research 

question. We will further define our problem statement and the purpose of it by briefly 

touching on the main theory of this thesis, namely the media richness theory. 

1.1 Problem background 

 

Media act as communication channels for companies. The particular medium, 

whether it’s TV, radio, newspapers, magazines or the Internet, enables the advertisers 

to communicate with the consumers (Percy et al., 2001, p. 151-163). It was not until 

the end of the 19th century that companies started to realize the impact advertising 

could potentially have on consumers. This realization spurred an advertising 

revolution as companies started to systematically sell advertisements in media 

(Barthelemy et al., 2001, p. 4-6). 

 

Media and the way companies advertise have evolved countless times since the end of 

the 19th century (Mackay, 2005, p. 92). However, one can summarize the evolution in 

three main steps; Print media can be seen as the first revolution of advertising, radio 

and TV as the second and the digital revolution, fueled by the Internet as the third 

(Chunawalla & Sethia, 2008 p. 179-180).  

 

In 1984, Richard L. Daft and Robert H. Lengel introduced the media richness theory. 

The authors developed a framework that described the different communication 

medias abilities to accurately transmit the desired message (Daft & Lengel, 1984, 

1986). The media richness theory explains that richer forms of media are generally 

more effective to use when communicating messages that potentially can be perceived 

as vague and therefore incorrectly translated by the receiver. The purpose of media 

selection is to reduce the possibility of a message being perceived as vague and 

facilitate that the target audience interprets the message correctly (Daft & Lengel, 

1984, p. 6). If a message is ambiguous, it is a large probability that it will be 

perceived as vague and consequently more difficult for the target audience to 

interpret. Thus, the more ambiguous a message is, the more context cues and data are 

necessary to be provided by the sender along with the message in order to ensure that 

the message is interpreted and understood correctly by the receiver (Daft & Lengel, 

1984, p. 6-9).  

 

Frederick W. Lancaster, a British-American information scientist, introduced the 

theory of the paperless society in 1978. In his work, Lancaster argued that by the 

beginning of the 21st century, highly developed countries like Canada and the United 

States would be living in a paperless society (Marshall, 2010, p. 18). Scholars 

believed that Lancaster’s theory on the paperless society made sense at that time, 

considering the nature of computers and the rapid development that took place within 

that field. This subsequently implied that print-based media would not be utilized as 

an advertising medium in the future. However, in their research regarding media 

richness, Daft and Lengel argue that they found this to be unlikely since they did not 
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find any one type of media to be fundamentally better than other media (Daft & 

Lengel, 1984, 1986). They based this conclusion on the fact that the majority of 

communication messages consists of a series of different communication processes 

that each have different media requirements. Furthermore, in 2004 David F. Kohl 

noted that nothing close to what Lancaster called the paperless society had emerged 

(Kohl, 2004, p. 177). Kohl argues that in fact the quite opposite occurred. He explains 

by stating that; “one of the major uses of computers was to increase the amount of 

printed paper—both at the corporate level in the production of books and at the 

individual level in printing out of almost anything that took more than one screen to 

display” (Kohl, 2004, p. 177). This evidently implies that even though scholars 

believed print-media to be extinct it survived because advertisers perceived it as rich 

and an appropriate medium to use in order to facilitate that the advertising message 

was not interpreted incorrectly. 

 

Chunawalla and Sethia (2008) state; “effective advertising refers to informing the 

public about the right product at the right time through the right medium” 

(Chunawalla & Sethia, 2008, p. 181). In other words, the selection of the appropriate 

media channel is key to the success of an advertising campaign. However, even 

though the perception of media richness is an important element influencing the 

selection of media channels it should be noted that other parts of the advertising 

campaign; place, timing, and message, also play very important roles (Percy et al., 

2001). In order to be successful in media planning and selection it is important that 

the advertiser has identified a target market and is aware of the specific consumer 

profile within the target market. This is essential, because in order to get as high a 

return on your investment as possible, the advertising should be directed to the right 

audience (Percy et al., 2001, p. 151-163).  

 

In 2011, Kang, Cheon & Shin applied the media richness theory to media selection 

within the travel services sector of advertising. According to the authors the 

“conventional advertisement medium for travel services, newspapers, or magazines, 

has limited media-richness”. Furthermore, Kang et al. argue the media richness of 

television significantly reduces the “risk” perceived by the target segment, i.e. the 

customers, when making a purchase of an outbound travel service. 

 

According to the study, the customers’ evaluation of the travel services may vary 

depending on the extent of the utilized media’s level of media richness. The 

conventional media of the travel service advertising industry is print media, i.e. 

magazines and newspapers. According to the media richness theory, print media is a 

communication channel witch offers static one-way information that is less rich than 

television and internet advertising/communication messages. The authors argue that 

due to the high involvement nature of the travel service industry, customers demand 

richer information than in other industries. Thus, as the media richness theory states; 

the more ambiguous the message – the richer the media has to be in order for the 

customers to interpret the message correctly (Kang et al., 2011, p. 362-365,).   

 

Kang et al. (2011) conclude that “therefore, in newspapers or magazines, it is difficult 

to provide sufficient information to alleviate the service uncertainty. In other words, 

the media-richness of newspapers or magazines is too low to effectively advertise 

outbound travel services” (Kang et al., 2011, p. 362).  
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Print-based advertising expenditure in Europe has been steadily decreasing during the 

past years, whereas Internet and television advertising spending has been increasing 

(Nielsen, 2012, p. 146; ZenithOptimedia, 2011). The reason why print-based 

advertising spending has decreased, even though it is regarded as a rich medium 

similar to the Internet and television (Daft & Lengel, 1984, 1986; Shachaf & Hara, 

2005, p.72), is currently not fully academically investigated and will be further 

discussed during the problem discussion in section 1.3. Therefore, during our study 

we strive to investigate how advertisers and ad-space buyers perceive different media 

channels in order to understand how these perceptions influence the selection of 

media. 

1.2 The ad-space buyers 

 

Belch and Belch (2001) defines advertising as “any paid form of non-personal 

communication about an organization, product, service, or idea by an identified 

sponsor” (Belch & Belch, 2001, p. 15). The non-personal aspect of advertising 

implies that it relies on the use of mass media when transmitting the message to the 

target audience (Belch & Belch, 2001, p. 15). Thus, the advertiser can be described as 

the identified sender of an advertising message who both determine and fund the 

content (De Pelsmacker et al., 2010, p. 4). However, advertising has undergone a 

change the past decades. Most of the large organizations outsource this process to an 

agency. Few large organizations create their own advertisements in-house (Mackay, 

2005, p. 70). 

 

The result of the increasing numbers of agencies is that firms can use single entities to 

purchase ad-space over multiple media channels. This is considered to be a great 

advantage in terms of the capabilities to measure results, since a campaigns 

penetrating power over a variety of media channels can much easier be controlled 

within the advertising firm since there is a single point of contact, instead of using 

multiple contact points (Mackay, 2005, p.76).  However, the full-service media 

agencies are perceived as being fairly generic among the large advertisers (D. Collin, 

personal communication, 17 April 2013). In this thesis we will therefore refer to the 

broker who provides the advertisers with a service otherwise provided by many 

different sources as media agencies.  

Advertisers are the companies that transmit an advertising message to the desired 

target audience. Media agencies act as both ad-space buyer and ad-space suppliers, 

while advertisers solely are considered an ad-space buyer.   

 

1.3 Problem discussion 

 

As mentioned in the problem background, the media richness theory was proposed by 

Daft & Lengel in 1984 and stated that all communication media possess different 

characteristics which makes them more or less rich, and the purpose of media 

selection is to reduce the ambiguity of a message (Daft & Lengel, 1984; 1986). 

Therefore, the authors conclude that richer media are better suited to transmit more 

ambiguous messages in order to minimize the risks of misinterpretations. Considering 

the fact that the media richness theory was developed before the widespread use of 

the Internet, and thus without references to information and communications 

technology (ICTs), it has been criticized to be incomplete by communication scholars 
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(Shachaf & Hara, 2005, p. 70-71). Therefore, the authors have also written several 

additional amendments to back their original theory, but also additional articles 

regarding the topic of media richness. The theory has since its introduction been 

widely studied and amended to include Information and Communication 

Technologies (ICTs). 

 

Dennis et al. proposed the media synchronicity theory in 1998 in order to explain how 

the media richness framework could be applied to the so-called “new media”, e.g. the 

Internet. The authors upheld that each of the different media types possesses different 

unique and specific abilities, which enable them to transmit a message more or less 

effectively (Dennis et al., 1998, p. 48-57). However, Dennis et al. revised their 

position and in 2008 they conclude that they do not find any one medium to be 

fundamentally better than other media types due to the fact that the majority of tasks 

consists of a series of different communication processes that each have different 

media requirements (Dennis et al., 2008, p. 576). The authors elaborate by explaining 

that the outcome of the communication process will be enhance if different media 

types are used during different stages. They further argue that the use of several 

different media types either used in succession or simultaneously, will usually be 

more effective (Dennis et al., 2008, p. 576).  

 

The online advertising spending, which is a computer-mediated-communication 

medium, has been steadily increasing in Europe during the past 10 years. 

Furthermore, online advertising spending is projected to increase during the coming 

years (ZenithOptimedia, 2011, p. 13-16). Conversely, print-based advertising 

spending has decreased since the financial crisis in 2008 (ZenithOptimedia, 2011, p. 

13) even though print-based media is regarded as a rich medium similar to the 

Internet and television (Daft & Lengel, 1984, 1986; Shachaf & Hara, 2005, p.72). 

Thus, these phenomenon are in contradiction to previous research. It is important to 

note that todays advertising climate is ever changing with the emergence of social 

media as an advertising channel (Mackay, 2005, p. 92). 

1.3.1 Marketing as “two-way communication” 

 

We, together with quite a few fellow peers; Dawar (2012), Rust et al. (2010), Smith 

(2013), do not view marketing today as a ”one-way” communication process between 

the advertiser and the consumer, but rather as a “two-way” communication process 

facilitated by the evolution in technology and marketing channels available which 

enables the advertiser to interact with the target audience. This was also argued during 

the Global Branding and Advertising Summit 2008 at Harvard Business School, 

where participants argued that today’s marketing communications has evolved into a 

hybrid of two-way communication and interactive relationship marketing 

communication process between the advertiser and the consumers (Harvard Business 

School, 2008).  

 

We have previously mentioned that advertising is an ever-changing way of 

communication. During the course of the past several decades, advertising and the 

way advertisers communicate with consumers has evolved dramatically and continue 

to do so in the future (Birkner & Soat, 2012; Harvard Business School, 2008; Barker, 

2013). 

 



 5 

 

 

In the 1970s, advertising communication was a linear and strictly one-way as 

consumers passively received the communicated information. A decade later, the 

advertising industry had evolved into an industry were consumer response were put in 

the spotlight (Birkner & Soat, 2012, p. 24). Consumers were encouraged to speak 

their minds and provide advertisers with feedback via call centers and fully consumer 

oriented. However, marketing communication had yet to become fully a two-way 

communication process. During the 1990s, advertisers and consumers began 

communicating more in lines of a dialogue and advertisers began to formulate and 

tailor their products based upon feedback from the consumers (Harvard Business 

School, 2008; Birkner & Soat, 2012). 

 

 

 
 

Figure 1: The evolution of marketing 

Source: The authors 

 
As illustrated by the figure above, advertising has evolved from being a strictly linear 

one-way process to an interactive and liquid process (Barker, 2013, p. 108-109). 

Regardless that it might be a cliché to mention that social media and interactive media 

platforms have changed “today’s” advertising, it is a fact. At present, there are 

countless new ways, spurred by the evolution of technology, for advertisers to 

communicate and interact with consumers, as Francis J. Kelly III stated in 2008 “the 

world is chaotic and fast changing” (Harvard Business Scool, 2008). Kelly argued 

that in this environment, were consumers choose which technology the use and which 

technologies they do not use, the old linear approach used during the past decades will 

no longer work. Advertisers will not be able to be successful reaching out to 

consumers acting in a linear and strict one-way form. Therefore, advertisers has to 

become more flexible and use a more fluent (liquid) approach in a wide variety of 

ways in order to successfully communicate with consumers and be able to be 

successful in 2016s dynamic and liquid marketing industry (Harvard Business School, 

2008; Barker, 2013). Rajiv Banerjee argued in 2010; “today, mere product attributes 

no longer entice the audience, the challenge is to bring to life intangibles like connect 

and recall and create the experience” (Economic Times, 2010). 

 

Thus, one can say that advertising has evolved from using a “problem-solution” 

approach, which was very rational and practical, to an approach that today focuses 

more on the emotions and humanity associated with the products. 
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1.3.2 Applying communication theories to marketing 

 

As we previously have mention, we have chosen to anchor the theoretical framework 

of this study in intergroup-communication theories; namely the media richness theory. 

In our study we have chosen to focus on the fundamental nature and essence of these 

intergroup- communication theories, i.e. that a certain media type is sometimes 

perceived as better suited than another to transmit a message to the receiver in order 

to achieve maximum communication effectiveness (Daft & Lengel, 1984, p. 6-9). 

 

Communication is defined by the Encyclopædia Britannica as; “the exchange of 

meanings between individuals through a common system of symbols” (Encyclopædia 

Britannica, 2013). We argue that the term “a common system of symbols” is in this 

case equivalent to the term media. If one were to compare the definition of 

communication to the media richness theory; the fundamental nature of the theory 

states that the contextual nature of the message, as well as the intended receiver of the 

message affect the communication practice. Thus, according to the media richness 

theory, effective and successful communication is not possible if not conducted 

through a common system of symbols, i.e. the media most suitable for conducting 

the task. The fundamental nature of marketing is transmitting a message to a desired 

audience in a way that they translate it correctly. Encyclopædia Britannica defines 

marketing as the “principal function is to promote and facilitate exchange. Through 

marketing, individuals and groups obtain what they need and want by exchanging 

products and services with other parties […] In addition, exchange cannot occur 

unless the parties are able to communicate about and to deliver what they offer” 

(Encyclopædia Britannica, 2013).  Thus, as argued by Daft & Lengel regarding 

effective communication; if it is to be achieved, a rich enough media has to be 

utilized, in order to be successful in transmitting the message in a way that enables the 

target audience to translate it correctly (Daft & Lengel, 1984). 

 

 
 

Figure 2: Media richness and effective communication 
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Source: The authors 

 

Even though we have transferred the media richness theory from its original “field” 

and applied it to marketing and the media selection process, the fundamental essence 

of the theory concerns communication. We argue that the fundamental nature of 

marketing is equivalent to the fundamental nature of effective communication, which 

is media richness. Therefore, we argue that it highly applicable and very interesting to 

apply the theory of media richness into a marketing and advertising setting, in order to 

gain an understanding of how ad-space buyers perceive different types of media, and 

how these perceptions ultimately affect their choice of media. 

 

Furthermore, we have clearly stated that the media richness theory has been applied to 

advertising and marketing in the past, more specifically to the result of the media 

selection. Kang et al. (2011) concluded that “it is clear that effective management of 

reputation and increasing media-richness is important for newspaper advertisements 

and infomercials” (Kang et al., p. 378, 2011). However, this is only one example of 

where the media richness theory has been implemented within advertising and media 

selection. We argue that based on this clear importance of media richness when 

selecting a media within the travel service industry it is important to examine whether 

the effects of media richness is universally applicable to the media selection process 

as a whole.  

 

In our study we have therefore chosen to focus on the fundamental nature and essence 

of inter-group communication theories, i.e. that a certain media type is sometimes 

perceived as better suited than another to transmit a message to the receiver in 

order to achieve maximum communication effectiveness, based on the perceived 

richness of the media. 

 

1.4 Research Gap 

 

Gu, Higa and Moodie (2011) stated in their thesis ”A Study on Communication Media 

Selection: Comparing the Effectiveness of the Media Richness, Social Influence, and 

Media Fitness “ that there currently is no existing “dominating theory” within the 

field of media selection that can stipulate a fundamental explanation for the simple 

questions “Which medium is better?” or should I change my communication media?” 

(Gu, Higa & Moodie, 2011, p. 291). However, the by Daft & Lengel proposed media 

richness theory is one of the most famous and widely cited theories within the field of 

media selection studies (Kang, Cheon & Shin, 2011, p. 362). 

 

Therefore it is interesting that few other studies that we have found have applied the 

media richness theory to a marketing scenario, and more specifically the media 

selection process.  

 

In 1987 Fulk, Steinfied, Schmitz and Powers proposed in their article “A Social 

Information Processing Model of Media Use” the notion that the media choice 

process can be approached using two different perspectives; the media characteristics 

perspective and the social information perspective (Suh, 1999, p. 298-299). This 

notion was later strengthened by Suh’s explanation that the media choice process 

approached using a media characteristics perspective is based in in the rationality of 

matching the media attributes with the task requirements in order to achieve the 
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desired outcome. Suh also explains that the social information perspective is also 

based in rationality, however influenced by past experiences, behaviors and 

statements. The media choice process using a social information perspective also 

takes social norms into account (Suh, 1999, p. 299). 

 

Suh (1999) proposed that regardless of these two perspectives, the choice of media 

ultimately is affected by the perception of media types ability to correctly transmit a 

message to the target audience without them misinterpreting it (Suh, 1999, p. 298-

300), i.e. media richness.  

 

This is also strengthened by Mariko Kishi, a professor of Management and 

Information Systems at Hosei University, who argues that; “with traditional media, 

the perceived media richness was strongly related to media use” (Kishi, 2008, p. 

286). Therefore, we argue that the deciding factor when it comes to media selection is 

whether or not the media type is perceived as rich enough to be able to transmit the 

message in a way that enables the desired outcome. This subsequently leads us to the 

argument that we believe it is important to apply the media richness theory into the 

modern marketing climate of two-way communication streams in order to analyze the 

media selection process within marketing. Doing so we hope to gain a greater 

understanding of why advertisers choose different media types. 

 

Although the media richness theory was published in 1984 it is important to note that 

the theory is amended in modern research.  Otondo, Van Scotter, Allen and Palvia 

(2008) argues in their thesis ” The complexity of richness: Media, message, and 

communication outcomes” that by examining “the relationships between media 

channels, user perception of the communication process, and outcomes” one can see 

that the principles of media richness proposed by Daft and Lengel regarding media 

richness still applies in “today’s media environment”, with the addition of social 

media and the evolution of CMC (Otondo et al., 2008, p. 21). Higgs & Polonsky talks 

about how new media tend to the richer spectra compared to traditional media with its 

rather simple structure (Higgs & Polonsky, 2012, p. 1504). Furthermore, Rust et al. 

Believes that narrow segments in two-way communication segments are needed in 

order to building long-term relationships (Rust et al., 2010, p. 97). 

 

Otondo et al. (2008) also argues that the effective outcome of the communication 

process depends on the characteristics of the transmission as well as the receiver’s 

ability to understand the meaning of said message (Otondo et al., 2008, p. 22). In their 

article they also state that it is a strong possibility that the selected media will have a 

direct effect on the outcome of the communication process. Media types that possess 

a greater bandwidth, i.e. richness, are likely more suitable to select when transmitting 

a more detailed message. This would subsequently facilitate higher levels of 

communication effectiveness and reduce the possibility of misinterpretations (Otondo 

et al., 2008, p. 21-22). The authors also note that media types that are unable to 

transmit important social context cues have in the past been “tied to higher levels of 

perceived conflict between communication participants”, most likely due to 

misinterpretations and misunderstandings (Otondo et al., 2008, p. 21-22). 

 

Therefore we believe that it is essential to apply the media richness theory in the 

current climate and investigate whether the theories are applicable in an advertising 

setting. In our thesis, we will therefore apply the media richness theory when 
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investigating how ad-space buyers perceive different media channels. We will further 

examine how these perceptions influence the usage of said media channels in order to 

fill the identified research gap. 

 

1.5 Research question 

 

How do ad-space buyers perceive different media channels in terms of media 

richness, and how do these perceptions subsequently affect the eventual selection of 

media to be utilized? 

 

1.6 Purpose 

 

With this thesis, we therefore aim to investigate the role media richness has in 

advertising. With this research we want to understand how ad-space buyers perceive 

different media channels in terms of richness and how these perceptions influence the 

selection and subsequent non-selection of different media channels to use during 

marketing campaigns.  

 

Furthermore, this study also addresses the gap of whether the media richness theory is 

valid when applied in an advertising setting. During the course of this study we also 

strive towards gaining an understanding of how the selected ad-space buyers perceive 

and predicts the future of the different media channels.  

 

1.7 For whom 

 

Since the evolution of media and the evolution of technology is an extremely current 

and lively topic, this thesis is relevant for both ad-space suppliers as well as ad-space 

buyers. Ad-space suppliers such as newspapers, magazines, TV channels, radio 

channels and web pages, who are dependent on ad-space buyers, will find the content 

highly appropriate since their bottom-line figures depend on the advertisement 

incomes. There are mainly two kinds of ad-space buyers, media agencies and 

advertisers. These two categories want to get their message through to a specific 

targeted audience, the consumers of a specific brand. The ad-space buyers are thereby 

highly influenced by their consumers when choosing a media channel to fit their 

purpose.  

 

The thesis itself will be analyzing the business-to-consumer relationship, the ad-space 

supplier side. This thesis will analyze a market with channels that are widely 

researched. However, what we intend to present is a market-wide analysis of the 

advertisement channels, why ad-space buyers choose the channels they do and what 

they predict the future will look like. Therefore contributing to the ongoing research 

within the field of advertising and media selection. 
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2. SCIENTIFIC RESEARCH METHODOLOGY 
 

This  chapter  begins  with  a  discussion  of  the authors  pre-understanding,  both 

from a  theoretical  as well as a practical standpoint. We will try to highlight the 

effects of these pre-understandings on this thesis.  The chapter will then continue with 

a description and discussion of the thesis scientific approach, and end with the 

authors choice of theories and criticism to selected theories and sources. 

2.1 Pre-understanding 

2.1.1 Theoretical pre-understanding 

 

As eight semester, International Business students at Umeå School of Business and 

Economics we have gained a lot of theoretical knowledge, especially within the field 

of business administration. The two of us have, over the past four semesters, been 

specializing within the field of marketing. Taking numerous courses spanning from 

both the business-to-business spectra to consumer behavior. We consider ourselves to 

have such a mature foundation of academic knowledge that we can write this thesis 

and contribute to the academic field of marketing. 

 

One could argue that having specialized in marketing the past four semesters might 

color the thought process, making it harder to be completely objective. However, we 

see this previous knowledge, not as something problematic but as a key to 

successfully construct and conduct this study. We believe making this study without 

this knowledge would not be appropriate due to the lack of conceptual understanding. 

This is something that we will discuss further along this thesis. 

2.1.2 Practical pre-understanding 

 

Advertising is something the two of us has experienced from both the creator- and the 

consumer side. During our time as interns in the spring of 2012, the two of us worked 

with the creation of ads in both the business-to-business environment as well as 

creating ads aimed for end users. One of us spent his time as an intern on the 

European market (Italy), while the other spent his time in United States (MA), two 

open and quite similar markets. Most of these advertisements were launched through 

digital media such as Internet or emails. These pre-understandings will not affect the 

analysis of the digital area even though we have specific knowledge of this media 

channel. 

 

As consumers of advertising we are constantly fed with advertisements from various 

medium. We consume quite a lot of advertisement that certainly could have an affect 

on our analysis, although we are of the opinion that our curiosity towards the subject 

will make us maintain an objective mindset throughout the analysis. In support of this 

reasoning, Bryman and Bell mentions how business research has changed over the 

last century (Bryman & Bell, 2011, p. 29). From being skeptical towards non-bias 

researchers, to accepting the fact that it is not reasonable to keep own believes 

completely separate from the researching process. Keeping this in mind, we are 

aiming to maintain an as unbiased standpoint as possible while conducting this 

research. 
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2.2 Research Philosophy  

 

According to Perry et al. ontology can be explained as the ‘reality’, the way 

researchers experience the world (Perry et al., 1999, p. 19-20). Daymon and Holloway 

define the same concept by calling it ‘the study of being’ as well as mention it in the 

context of social reality. The authors also mention that the ontological standpoint 

influences the choice of epistemology when writing a research paper (Daymon & 

Holloway, 2011, p. 100). Bryman and Bell explain the term ontology by saying that it 

is; “a question of whether social entities should be considered objective entities that 

have a reality external to social actors, or whether they can and should be considered 

social constructions built up from the perceptions and actions of social actors” 

(Bryman & Bell, 2009, p. 20). 

 

This thesis will be written out of a constructionistic perspective, assuming that the 

advertising market and its media channels are constantly evolving, affected by its 

users and continuously under revision. This essentially means that we will have to 

study the ad-space buyer’s choices of media channels in detail rather than quantifying 

the results, since the opinion among firms might differ (Saunders et al., 2012, p. 132). 

We view the world as dynamic and have a hard time to see how a person’s description 

of it’s surrounding could be independent from its own, personal point of view 

(Bryman & Bell, 2009, p. 21).  

 

According to Carson et al. the link between the researcher and the reality is called 

epistemology (Carson et al., 2001, p. 4). Daymon and Holloway defines epistemology 

as “the philosophical study or theory of knowledge and it determines what counts for 

as valid knowledge” (Daymon & Holloway, 2011, p.100). Key questions such as 

‘what is knowledge, and how is it acquired?’ is unrevealed and answered by the 

epistemological standpoint (Daymon & Holloway 2011, p. 100-102). Bryman and 

Bell refers to epistemology as an issue of what acceptable knowledge is and if it is 

suitable to study social phenomenon the same way as researchers would study 

phenomenon within the field of natural science (Bryman & Bell, 2009, p. 15). 

 

As mentioned before, we are using a qualitative research method in order to gain an 

understanding of why the ad-space buyers select the channels they do. The natural 

approach for us is the hermeneutic one.  

Ödman (2007) describes the hermeneutic approach as an interpretation of empirical 

observations. The purpose of interpreting the study through a hermeneutic approach is 

for us to gain knowledge about a specific issue. According to hermeneutic approach 

there are many different ways to interpret and analyze the reality. Hence, the purpose 

of this of this approach is not to generalize, instead it should be to highlight what the 

study has shown. How the findings are interpreted, understood and transmitted is 

effected by both the way the data is gathered as well as the researchers pervious 

knowledge. To underline this, the Ödman also states that an ‘impartial interpretation’ 

of a subject is impossible (Ödman, 2007, p. 13-26). However, the author continues by 

saying, this does not imply that hermeneutical studies lack validity. The research is 

conducted in order to create a meaning to the gathered empirical data and to enhance 

the reader’s competence to interpret similar situations (Ödman, 2007, p. 109).  

We regard the in-depth dialogs kept during our interviews as something necessary in 
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order to facilitate deeper knowledge. Simply handing out questioners, asking an ad-

space buyer or advertiser why they are choosing a media channel would not have 

given us the previously mentioned, deeper understanding of, ‘how’ and ‘why’ 

answers that we are looking to answer. In order for us to accurately interpret the 

empirical data, we feel that it is necessary to gather qualitative data.  

To conclude, this thesis will be conducted through qualitative interviews. We assume 

that the advertising market is dynamic, which constantly is being revised, hence using 

the constructionist approach. Because of our goal to reveal the meaning of why ad-

space buyers act as they do on the market we cannot stay completely objective, 

therefore choosing a hermeneutic approach when interpreting the gathered data. 

 

2.3 The qualitative research method  

 

In order for us to further understand the underlying reasons when firms select media 

channels and finding out why an ad-space buyer selects a certain media channel, we 

need to get into contact with the decision makers at the firms, which are further 

described under heading 1.2, ‘The ad-space buyers’. Carson et al. describes the 

different research methods by saying that a qualitative method answer questions like 

‘why’ and ‘how’ while quantitative studies answers questions of ‘what’. As our 

research question falls under the ‘how’ category, we, inline with Carson et al., find 

that a qualitative method is most suitable.  

 

Furthermore Carson et al. elaborates their statement by saying; “Qualitative research 

is suitable where the research emphasis is on in-depth understanding of how, why and 

in what context a certain phenomena occur” (Carson et al., 2000, p. 66). The authors 

also emphasize how the qualitative method is most applicable when there is a need for 

an understanding of a behavior, while a quantitative research is more relevant when a 

comparison is needed (Carson et al., 2000, p. 66). Damon and Holloway claim that a 

qualitative research method is to be considered a powerful instrument to gain an 

understanding of communication relationships and social interaction (Damon & 

Holloway, 2011, p. 3-4). Saunders et al. define the two research methods by stating 

that a quantitative study put emphasis on the findings originated from figures while 

the qualitative method expresses its meaning through words (Saunders et al., 2009, p. 

482).  

 

In order to get a hold of the in-depth, complex information that we are in need of to 

understand the ad-space buyers media usage, we are of the opinion that a qualitative 

method is suitable. This way we gain behavioral knowledge about the decisions 

behind the media selection process, something that we would not have been able to 

though a quantitative study. If we were to look at testing the media richness theory, a 

quantitative method would have been more suitable, this will be brought up 

furthermore in chapter 8. Instead we are, through a qualitative study, looking to see if 

the media richness theory can be applied to the marketing setting. 

 

We also acknowledge the fact that qualitative studies are harder to replicate and 

generalize (Bryman & Bell, 2009, p. 408-409). According to Damon and Holloway 

qualitative studies are not supposed to easily convert to different populations, 

generalizing the results to another independent population is not necessary. However, 
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a common issue is that the qualitative studies tend to be too constrained in the 

conclusion (Damon & Holloway 2011, p.11). Because of the nature of our study, 

trying to apply the media richness theory into the media selection process, we do not 

intend this study to be transferable to other settings than the advertising one. Instead, 

it will be of great importance for the suggested further research to reflect upon 

whether their results will reach a transferable conclusion. 

 

Although, by carefully showing how we conduct our research and demonstrating 

every step, we strive to make it easy to follow and thereby making it replicable to 

studies involving other respondents, in other regions or populations. How these 

qualitative interviews will be conducted will be furthered explained in chapter 4, 

‘Practical research methodology’. 

 

2.4 Deductive Approach 

 

When conducting qualitative interviews, with a foundation of knowledge from 

previously developed theories, the natural research approach for us to use in this 

thesis is the deductive one. 

 

Blaikie (2010) refers to the deductive approach as one where theory has to be 

produced, borrowed or invented (Blaikie, 2010, p. 154). Theory should take the form 

of a rational argument. He continues to explain that the conclusion to such arguments 

can be a hypothesis, a prediction, or the regularity that is to be explained. Therefore, 

deduction requires theoretical knowledge before data is collected. A deductive theory 

can come from many different sources, or a combination of them. An existing 

researchers’ theory might also be constructed using elements from findings of 

previous research (Blaikie, 2010, p. 155). Saunders et al. (2012) divides this process 

into different steps (Saunders et al., 2012, p. 147). The researcher first needs to find 

fundamental relationships between concepts and variables. After studying 

communication concepts we believe that the preferred medium differs depending on 

how rich the messages were. After that we developed our research question and 

interviewed the respondents in order to see if it is possible to borrow the ‘media 

richness theory’ into a modern advertising setting.  

 

We saw that some media channels are gaining market shares while others are losing 

in terms of advertising revenues. After looking at conceptual theoretical framework 

within media selection, we enhanced our knowledge within the field and believed it to 

be necessary to ask firms why they are choosing these specific channels. When 

conducting interviews, with questions tied to the theoretical knowledge gained earlier 

in the process, we received information of how firms perceive the different media 

channels. Last but not least we will analyze these answers, presented them and created 

a conclusion.  

 

2.5 Literature search and choice of theories 

 

The theoretical framework of the thesis have been developed using literary sources 

which we have believed to be relevant to answer our research question and fulfill the 

purpose of this study. In order to strengthen our content and increase its reliability, we 

have chosen to use theories collected from both scientific articles as well as books. 
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We argue that the academic articles have been used since we regard this to be the 

most reliable type of secondary source, based on its degree of scientific nature. 

During our literature search we utilized the web-based databases provided by the 

Umeå University Library, such as Business Source Premier (EBSCO) and APA. 

When searching for academic articles, we also used Google Scholar as a compliment. 

We used keywords such as; advertising, advertisers, media selection, media selection 

process, choice of media channels, media, media uses, media usage, media channels, 

media richness, rich contra poor media, media fit, ambiguous messages, context cues, 

computer mediated communication, during our literature search. As the literature 

search progressed additional keywords, based on relevant findings in scientific 

articles, were added. This enabled us to extend our research and identify further areas 

that strengthened our theoretical framework. 

 

During our literature search we utilized books such as course literature based on their 

ability to illustratively and effectively explains more complex sequences and 

phenomenon. Course literature regarding advertising and marketing has been used 

during our study as a complement to the scientific articles in order to understand the 

media selection process. The development of this thesis theoretical framework is 

predominantly based on academic articles since we believe that the argumentation 

becomes more reliable and accurate. Therefore, we claim that the course literature 

used provided us with a broader understanding of the media selection process, which 

further enabled us to develop a theoretical framework that is relevant in terms of 

answering the research question and to fulfill the purpose of this thesis. Furthermore, 

we have utilized literature regarding research methodology in order to support and 

strengthen our argumentation on how we will conduct our research. The selected 

literature was used to discuss the methodological takeoff of the thesis, but also to 

review more specific methodological issues regarding a qualitative research approach. 

 

In our research we have incorporated data reports on advertising spending issued by 

Nielsen and ZenithOptimedia. Nielsen is global information and measurement 

company with leading market positions in marketing and consumer information. The 

company has a presence in approximately 100 countries, with headquarters in New 

York, USA and Diemen, The Netherlands. Through its subsidiary Nielsen Global 

AdView, the company provides information on what advertisers are spending, where 

and how, in more than 80 countries. With a deep and complete knowledge of local 

market; advertising trends, ad spend, creative, and TV gross rating points (GRPs) can 

be complied, linked and harmonized at brand and product level to enable quick 

strategic insight into competitive activity within client’s own product sector. One of 

the major businesses of Nielsen, the Media Group is active in 40 markets offering 

television, radio and outdoor audience measurement, print readership, advertising 

information services and customized media research (Nielsen, 2012, p. 284). The 

Media Group of Nielsen is the recognized market standard of media information in 

the largest advertising territories. ZenithOptimedia is one of the world's leading global 

media services agencies with 247 offices in 74 countries and is committed to 

delivering to clients the best possible return on their advertising investment. 

ZenithOptimedia’s key clients include; AlcatelLucent, BBC Worldwide, British 

Airways, Electrolux, General Mills, Kingfisher, Nestlé, L'Oréal, Puma, Polo Ralph 

Lauren, Qantas, Siemens, Telefónica O2, Toyota/Lexus, Verizon and Whirlpool 

(ZenithOptimedia, 2011). 
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2.5.1 Criticism of literary sources 

 

Our thesis is based upon previous research and theories; therefore our goal has been 

to illustrate a broad and consistent problem background as well as developing a 

comprehensive theoretical framework. As mentioned, we have utilized web-based 

databases during our literature search. This process has been undertaken with 

previously attained knowledge and experiences from the education we have 

undergone within literature search during our time at Umeå University. Regardless of 

this fact, one cannot disagree that our literary sources both have strengths and 

weaknesses. 

 

Saunders et al., notes that it is “impossible to review every single piece of literature” 

(Saunders et al., 2012, p. 74). The authors explain their arguments by stating that the 

purpose of the literature review is not to provide the reader with a complete summary 

of what is written on the regarding the specific research topic, but rather to review and 

analyze the most significant and relevant research regarding the topic (Saunders et al., 

2012, p. 74). 

 

In this thesis we have strived to use the original theoretical sources, since we argue 

that there is a risk that the theories might have been influence by the subjectivity of 

the secondary authors and therefore misinterpreted. Due to the fact that we 

predominantly have based our theoretical framework upon findings presented by 

peer-reviewed academic articles, we argue that these findings are reliable. As 

mentioned we have tried to utilize the original sources as much as possible, however 

this has resulted in the fact that some of our secondary sources can be regarded as 

fairly old. Although, since some of the original theories have later been amended we 

realize that there is a risk that some of the findings in said amendments might have 

been influenced by the authors’ subjectivity. However, we do argue that after 

carefully scrutinizing the amendments we have found them to be in line with the 

original theory. 

 

Regarding the course literature we have utilized during the development of the 

theoretical framework; these books have sometimes based their content on findings 

from secondary sources. This fact has complicated the literature search, and 

sometimes made it impossible for us to access the original sources. Examples of this 

is when we were “forced” to use the course literature regarding the media selection 

process since we were unable to locate and access the original source of the content. 

However, even though we were unable to access the original sources we remained 

critical during the literature search in the sense that we examined a number of 

additional authors in order to verify the findings. This action was undertaken in order 

to minimize the risk of the content being misinterpreted or twisted in some way. 

 

Lastly, we argue that the data collected from the reports written by Nielsen and 

ZenithOptimedia, can be regarded as reliable since we have analyzed them and 

compared them to each other. We further believe that the fact that they have been 

compiled by an unbiased source strengthens their reliability.  
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3. THEORETICAL FRAMEWORK 
 

In order to be able to accurately answer our proposed research question and fulfill 

the purpose of this thesis have chosen a number of theories that we believe are 

relevant   to the subject. The theoretical framework of this thesis, which is discussed 

during this chapter is based on the original media richness theory developed in the 

1980s, but we have also included later amendments of the theory from later years. We 

have also decided to base our theoretical framework on theories regarding the media 

selection process as well as marketing strategy theories since these are vital in 

answering the question of the role of media richness during the media selection 

process. This chapter will end with a summarizing discussion and illustration of the 

theoretical framework. 

3.1 Media richness theory  

 

Media richness theory was developed and introduced by Richard L. Daft and Robert 

H. Lengel in 1984. The theory is a framework that describes different communication 

media based on its ability to accurately transmit the desired message (Daft & Lengel, 

1984; 1986). The developed framework ranks and evaluates the richness of different 

media, and the theory states that richer media is more suited to transmit a more 

ambiguous message. Media richness theory is based on contingency theory and 

information processing theory and therefore explains that richer forms of media are 

generally more effective to use when communicating potential equivocal messages 

than less rich media (Daft & Lengel, 1984; 1986). This theory is applicable to our 

thesis because we want to establish if there is a correlation between the perceived 

richness of a medium and the communication objective it is being used to achieve. 

We want to examine whether a complex communication objective requires a richer 

medium, or if all media types are equally suited for the task. 

 

Since the media richness theory was first introduced, it has been one of the more 

widely studied communication theories, as mentioned in section 1.1. Daft and Lengel 

have also written several additional amendments to their original theory, and 

additional articles regarding the topic. Even though the original theory has been 

amended, it is important to note that the most fundamental principle of media 

selection still applies; the desired message determines the choice of media, and not 

the other way around (Daft & Lengel, 1984; 1986: Percy et al., 2001: Chunawalla & 

Sethia, 2008). 

 

According to the media richness theory, all communication media posses different 

characteristics which makes them more or less rich, and the purpose of media 

selection is to reduce the ambiguity of a message (Daft & Lengel, 1984, p. 6-9). If in 

fact a message can be perceived as being ambiguous, it is vague and consequently 

more difficult for the target audience to interpret. Thus, the more ambiguous a 

message is, the more data and cues are necessary to be transmitted along the message 

in order to ensure that the message is interpreted and understood by the target 

audience. Media richness theory also describes that the level of media richness affects 

the message development process and the degree of personality to the message. In the 

original article, Daft & Lengel (1984) states that in general, richer media is more 

appropriate when trying to establish a relationship with the target audience since it 
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transmits more data and cues, which make the message easier to interpret (Daft & 

Lengel, 1984, p. 6-9).  

 

The authors’ summaries media richness as “rich media enables people to interpret and 

reach agreement about difficult, unanalyzable, emotional, and conflict-laden issues. 

Media of low richness are appropriate for routine messages” (Daft & Lengel, 1984, p. 

49). This is illustrated by this figure (Daft & Lengel, 1984, p. 14). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

                                

     Source: Daft & Lengel, 1984, p. 14 

3.1.1 Media richness theory and new media 

 

Media richness theory has been criticized because it was developed before the 

widespread use of the Internet and thus without references to ICTs (Shachaf & Hara, 

2005, p. 70-71). Therefore, the original theory by Daft & Lengel (1984) has been 

amended to include ICTs and several studies have been conducted in order to examine 

how new media affects the original framework and the choice of media. Dennis et al. 

1998 proposed the media synchronicity theory in order to help explain how new 

media could be applied to the media richness framework. The media synchronicity 

theory states that each of the different media types possesses different unique and 

specific abilities, which enable them to transmit a message more or less effectively 

(Dennis et al., 1998). 

 

The authors argue that they do not find any one medium to be fundamentally better 

than other media types due to the fact that the majority of tasks consists of a series of 

different communication processes that each have different media requirements. 

Furthermore, Dennis et al. (2008) elaborates that the communication outcome will be 

Figure 3: Media richness 
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enhanced when different types of media is used at different times and that it is usually 

most effective to use several different types of media either simultaneously or in 

succession. This is also strengthened by Kishi (2008), who confirmed the core 

principles of the original media richness theory in her article from 2008 when she also 

included ICTs and the current advertising climate (Kiski, 2008). Additionally, Dennis 

et al. argue that as the target audiences’ familiarity with the advertising message and 

the advertising media, the need for selecting media that supports high synchronicity is 

reduced (Dennis et al, 2008, p. 576).  

 

Even though the original media richness theory was published in 1984, it has been 

amended in more ‘current’ research. Higgs & Polonsky stated that, “New media tend 

to be richer due to interactivity, with inflexible traditional media tending to be 

considered ‘leaner’.” (Higgs & Poponsky, 2012, p. 1504). With this in mind we argue 

that this theory is relevant to be included in our theoretical framework when 

investigating ‘how ad-space buyers perceive different media channels’. 

 

3.1.2 The media richness theory applied to the travel service industry 

 

In 2011, Kang et al. Applied the media richness theory when evaluating advertising 

within the travel service industry. They based their research and study on the original 

theory developed by Daft and Lengel, but also on the amendments made by Carlson et 

al. in 2004 that “the quantity and quality of information which consumers acquire 

about a service may differ depending on the level of media richness” (Kang et al., p. 

375-377, 2011). 

 

The study highlighted the fact that advertising using a print media, either newspapers 

or magazines, may be best utilized when promoting tangible products that require 

“detailed physical contextual information”, whereas television is better suited for 

intangible products since the need to persuade the customer of the emotional value of 

the product is larger. Thus, because of the limited space and lesser informational 

richness advertisements in newspapers are less effective and sometimes unsuccessful 

in “arousing” customers and conveying the emotional experiences of the 

service/product. Kang et al. state that this is a clear indication that media richness is a 

real factor in the media selection process within the travel service industry (Kang et 

al., p. 375-377, 2011).  

 

Furthermore, the authors argue that it is the richness of the media that determines its 

ability to transmit accurate and easily comprehended information in order to avoid 

misunderstandings and misinterpretations.  

 

The travel service industry provides a service that requires a higher level of 

involvement from the part of the customer, and since they tend to be more indecisive 

a strong level of persuasion is needed in order to be successful. The customers also 

require a detailed and accurate portrayal of the service in terms of quality since it is a 

highly intangible and individually distinctive asset of the service. Therefore, the 

authors argue that to “effectively convey the information to consumers through 

advertisements, the medium that advertises the product should have the capabilities of 

displaying such particularities of the service” (Kang et al., p. 376, 2011).  In other 

words, the media has to be rich enough or be perceived as a rich media in order to 
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facilitate that the ambiguous message regarding the intangible service becomes 

tangible in the minds of the customers (Kang et al., p. 375-377, 2011). Thus, 

according to Kang et al. (2011), media richness is essential during the media selection 

process within the travel service industry. 

 

Kang et al. (2011) concluded that in the case of newspaper advertisements, the target 

audience was persuaded by external reputation and the richness of the media, while 

the internal knowledge is not a major determinant (Kang et al., p. 377-378, 2011).   

Regarding infomercials (TV), the authors concluded that media richness and the 

overall reputation of the advertiser had a major influence the purchasing process of 

the consumers. Kang et al. (2011) were able to verify the path from the media’s level 

of richness to the emotional experience, appeal, and buying intentions of consumers 

within the travel industry (Kang et al., p. 377-378, 2011). Thus regarding 

advertisement within the travel service industry, the authors concluded that it is 

essential to increase the level of  emotional experience among consumers in both TV 

and Print-based marketing campaigns advertisements. The success of this effort is 

therefore determined by the richness of the media utilized and in the way it is utilized 

during the marketing campaign (Kang et al., p. 378, 2011).   

Therefore based on the level of media richness, Kang et al. (2011) concluded that 

Print-based advertisement are relatively ineffective when it comes to persuading 

consumers by arousing emotional experience compared to TV campaigns. This 

subsequently lead the authors to the final conclusion that based on the media richness 

theory, TV is the media type better suited for advertisements within the travel service 

industry compared to Print-based media (Kang et al., p. 377-378, 2011).  

  

Thus the authors have proved that the media richness theory is applicable to media 

selection and the outcome of marketing campaigns, within the travel service industry. 

However, they have not applied the theory to other industries or marketing as a 

whole, which we are trying to do as stated in section 1.6 Purpose. 

 

3.2 The fundamental principles of media selection 

 

In their book Foundation of advertising: Theory and practice (2008), Chunawalla and 

Sethia highlight the interdependence of the four main elements guiding the media 

selection process. They particularly stress the relationship between reach and 

frequency, and the trade-off between the two as the fundamental principles of media 

selection. The importance of this relationship is further stressed by Percy et al., 

(2001); “While the timing of a schedule is an important consideration, the key is the 

trade-off between reach and frequency. This is a critical strategic issue.” (Percy et al., 

2001). 

 

The fundamental principles of media selection, addressed by both Chunawalla and 

Sethia as well as Percy et al. explains the selection as a four-step process (Chunawalla 

& Sethia, 2008, p. 182-184: Percy et al., 2001, p. 151-163). The first step of the 

process is to identify and understand the target market. It is important to gather as 

much data about the target consumers as possible in order for the advertising 

campaign to be as successful as possible. Secondly, the advertiser has to decide upon 

the nature of the advertising message that is to be delivered to the consumers in the 
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target market (Percy et al., 2001, p. 151-163). During this step it is important to 

consider how the characteristics of the medium will affect the nature of the message. 

Thirdly, the advertiser has to identify an ideal match between the media 

characteristics and the target market profile. The advertiser has to examine the degree 

to which the desired message is adaptable to different types of media. The last, and 

perhaps the most important step of the media selection process is to evaluate and 

understand the elemental nature of media. There are four elements that the advertiser 

should keep in mind when choosing a medium; reach, frequency, continuity, and size 

(Chunawalla & Sethia, 2008, p. 183-184: Percy et al., 2001, p. 151- 163).  

 

Reach can be explained as the number of households or individuals within the target 

market that is reached the medium over a period of time. Reach measures the extent 

to which the audience within the target market is exposed to a certain type of medium.   

 

Frequency on the other hand, refers to the average number of times the consumers 

within the target are reached by a specific type of medium during a given period of 

time (Percy et al., 2001, p. 151-163). The level of frequency of advertising exposure 

within the target market depends on to which extent the advertising message is 

reinforced. Chunawalla & Sethia states that “the greater the frequency, the greater the 

probability of the advertising message making a deep and lasting impression” 

(Chunawalla & Sethia, 2008, p. 183).  

 

Continuity refers to the timing of the media insertion. In other words, how long the 

advertising message or campaign is. If an advertiser decides to switch from one 

medium to another during a campaign it involves a direct sacrifice of continuity, 

although it may have other advantages in the long run. The strength and effectiveness 

of the message is measured by its size. The size of the message is expressed in terms 

of advertising space used to deliver the message to the target market (Chunawalla & 

Sethia, 2008, p. 183). 

 

It is important to note that these four elements of the media selection process are 

interdependent of each other, which is most clearly noticeable when examining the 

relationship between frequency and continuity (Percy et al., 2001, pp. 151-163). As 

previously mentioned, frequency is important when it comes to creating a lasting 

memory with the consumer (Cheong et al., 2010, p. 404), whereas continuity is very 

important in order to sustain that particular memory (Cheong et al., 2010, p. 404: De 

Pelsmacker et al., 2004, p. 465). However, regardless of these elements and the size 

of the company the final media selection is often highly influenced by the companies 

advertising budget and how much money it can afford to spend on advertising and 

promotion. Furthermore, it is important to note that a universal media selection, which 

is ideally suited to all kinds of advertising, unfortunately does not exist  (Chunawalla 

& Sethia, 2008, p. 181-184). 

 

As mentioned, reach refers to the percentage of the target segment that is exposed to 

an advertising message during a given period of time (Cheong et al., 2010, p. 404: 

413). Frequency on the other hand refers to the number of times the individuals with 

the specified target segment is exposed to a certain type of advertising media during a 

given period of time (Cheong et al., 2010, p. 404). When it comes to media planning 

advertisers and ad-space buyers often use another term than frequency called 

opportunities to see (OTS) (Percy et al., 2001). The introduction of new media during 
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recent years has made the media selection decision process more complex (Dahlén et 

al., 2009, p. 121). Ad-space buyers today have to consider far more factors than reach 

and frequency when making media selection decisions (Percy et al., 2001). 

 

Of course, the ideal media plan would enable the ad-space buyer to reach the entire 

target segment as often as possible to ensure a positive response to the advertising 

message (Cheong et al., 2010, p. 404; Romaniuk, 2012, p. 288). However, as argued 

by both Percy et al. (2001) as well as Chunawalla and Sethia this is a luxury that ad-

space buyers cannot afford since it requires a close to unlimited marketing budget 

(Chunawalla & Sethia, 2008, p. 184; Percy et al., 2001). The reality is that ad-space 

buyers face daily compromises and trade-offs between how many individuals of the 

target segment that can be reached successfully, how often they will be reached and 

when they will be reached. Thus, when planning media selection the trade-off 

between reach and frequency is every ad-space buyer’s headache. When they invest 

heavily in reach, they compromise frequency and vice versa (Percy et al., 2001). 

 

A point that needs to be mentioned when looking into the selection process in general 

and the reach of a medium in particular. Some might say that there are trends out 

there worth stating. The development amongst the media over the past decades is 

mind blowing. Print media keep decreasing by approximately 10% per year amongst 

its readers. Printed media will not cease to exist anytime soon but the decline seems 

permanent and there will almost certainly be fewer print products by 2020. If trends 

like this affect the reach to this extent, who knows what tomorrow brings in terms of 

each media’s reach. Since reach play such an important role in the media selection 

process and each targeted population are to vote with their feet in terms of what media 

they consume the development of each present ant future medium are in the hands of 

the consumers Waddington, S., & Earl, S. (2012). Brand Anarchy: Managing 

corporate Reputation. p. 30-38, London. 

 

What also determines the media selection, and the trade-off between reach and 

frequency are the ad-space buyer’s communication objectives (Percy et al., 2001). 

Since brand attitude and brand awareness are always communication objectives, we 

will now examine how these objectives influence the media selection process. 

 

3.2.1 Brand awareness strategies 

 

Brand awareness is the extent to which potential consumers recognize a brand 

consists of brand recognition and brand recall (Keller, 2008, p. 54). Brand recognition 

is the ability the consumer has to retrieve past knowledge of the brand when shown an 

image of the brand logo or enquired about the brand whereas brand recall is the ability 

a consumer has to recollect the brand with reference to the product or service category 

(Keller, 2008, p. 54). The difference between brand recognition and brand recall 

significantly affects the selection of media. While brand recognition puts the 

emphasis on the visual representation of the product, brand recall requires heavy 

investments in frequency in order to establish association between the brand name 

and category needs (Dahlén et al., 2009, p. 124-128; De Pelsmacker et al., 2004, p. 

473-474). This would therefore imply that advertisement through radio is better suited 

if the advertiser strives to enhance brand recall, but not brand recognition (Percy et 

al., 2001: De Pelsmacker et al., 2004, p. 466; 473-474). 
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When the advertisers communication objective is to establish brand recognition Percy 

et al. (2001) argues that emphasis on visual content, low frequency, and a short 

processing time is recommended. This leads us to the conclusion that certain print-

based media could be considered when trying to establish brand recognition. 

Magazines, direct mail and posters are a good fit, while the use of newspapers are 

sometimes doubtful due to the questionable level of color reproduction. Television 

and the Internet are good media choice, however radio is not preferred due to the lack 

of visual content (De Pelsmacker et al., 2004, p. 466). However, if the goal is to 

establish brand recall the biggest concern for the advertiser is frequency (De 

Pelsmacker et al., 2004, p. 473-474; Cheong et al., 2010, p. 404; Dahlén et al., 124-

128). High frequency is needed in order to create a positive relationship and linkage 

between the brand name and the category need (De Pelsmacker et al., 2004, p. 473-

474). Therefore, advertising medium such as radio, newspapers, the Internet and 

television are good choices since they all possess great potential to be utilized at a 

high frequency. Print-based media such as magazines and direct mail have limitations 

due to relatively uneven cyclical circulation. Posters are somewhat stuck in the middle 

since they have potential frequency limitations due to their stationary nature but offer 

a high reward at the same time if used properly (Percy et al., 2001). 

 

3.2.2 Brand attitude strategies 

 

In this section we will examine which type of media are most suited when advertisers 

are trying to improve brand attitude. We will review each of the four basic brand 

attitude strategies. Furthermore, we will show how brand attitude strategies reflect the 

relationship between low an high involvement in the purchase decision process, and 

whether the underlying motivational factors that drives the use of the product/service 

are positive or negative. 

 
Brand attitude communication objectives that are based on low-involvement and 

negative motivation can be explained as strategies when the advertisers is trying to 

attract consumers that make decisions based on habit (Dahlén et al., 2009, p. 124-125) 

and negative drives which according to Percy et al. (2001) means that almost any type 

of medium can be used to address the communication objectives. Therefore, the 

authors argue that this is perhaps the easiest communication objective to achieve. This 

particular type of brand attitude strategies does not require strong visual content, and 

only a short processing time is needed to influence the consumer (Romaniuk, 2012, p. 

289-290). Also, high frequency is not necessary due to the fact that the benefits 

transmitted with this type of brand attitude strategy must be successfully learned by 

the target audience in one or two exposure in order for the advertising message to be 

effective. This fact explains why almost any type of medium can be used to achieve 

this communication objective and increase brand attitude. However, the authors point 

out that a possible exception does exist if in fact the strategy depended upon that the 

benefit had to be demonstrated for the target audience (Percy et al., 2001). 

 

Brand attitude communication objectives that are based on low-involvement and 

positive motivation can be explained as strategies when the advertisers is trying to 

attract consumers that make decisions based on habit and positive drives. According 

to Percy et al. (2001) this subsequently means that emphasis has to be put on good 
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visual content. Even though a shorter processing time is needed, a relatively high 

frequency is required due to a generally slow brand attitude development. In order to 

achieve this type of communication objective, at the time when the research was 

published television was regarded as the ideal medium. The frequency limitations 

with other types of media, with the exception of the Internet, pose a potential problem 

for advertisers. It should be noted that the exception is radio, although it lacks 

effectiveness because it absences of visual content (Percy et al., 2001; De Pelsmacker 

et al., 2004, p. 466). 

 

Brand attitude communication objectives that are based on high involvement and 

negative motivation can be explained as strategies when the advertisers is trying to 

attract consumers that make decisions based on a passionate behavior and negative 

drives (Percy et al., 2001). The negative drives imply that regardless of the passionate 

behavior a longer processing time is required in order for the target audience to be 

convinced by the more extensive information content. Because of this, the media 

selection will probably culminate in the choice of print-based media. Also, because 

the benefits have to be accepted by the target audience in one or two exposures; 

frequency is not a concern and therefore almost any print-based medium can be used 

in order for the communication objective to be achieved (Percy et al., 2001; 

Romaniuk, 2012, p. 288-289). 

 

Brand attitude communication objectives that are based on high involvement and 

positive motivation can be explained as strategies when the advertisers is trying to 

attract consumers that make decisions based on passionate behavior and positive 

drives (Percy et al., 2001). According to Percy et al. (2001), this means that similar to 

low-involvement strategies accompanying positive motivations, visual content is 

crucial. Regardless of this similarity, the key difference is that high frequency is not 

required (Cheong et al., 2010, p. 404). This is a seemingly contradictory statement 

considering the fact that we previously pointed out that brand attitude is established 

and improved slowly over time in the low involvement choice situations. This 

“contradiction” can be explained by the fact that most low involvement pared with 

positive motivation brand attitude strategies involves consumer goods that are quickly 

traded with relatively short purchase cycles. This implies that there is a relatively 

small time window where advertisers can reach and influence the target audience 

(Romaniuk, 2012, p. 289-290). High involvement brand decisions usually refer to 

brand decisions that concern products/services that have significantly longer purchase 

cycles. Consequently, this fact also explains the relatively low rate of frequency 

required to achieve the communication objective. The media most suited in for this 

type of brand attitude strategy are the majority of print-based media and television 

(Percy et al., 2001). Considering that visual content is crucial, radio is quickly 

eliminated as an option and newspapers have the potential color limitation working 

against them (De Pelsmacker et al., 2004, p. 466). 

 

However, when brand recall is the desired communication objective, it is important 

that the advertiser carefully considers the requirements for both brand attitude and the 

brand recall strategies during the media selection process. As shown by Appendix 1: 

Media suitable for building brand awareness, Internet is the only type of media that 

works regardless of the strategy. During the media selection process it is therefore 

crucial that the advertiser analyses the compatibility between the two communication 

objectives and carefully assess the potential limitations of the different options 
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(Romaniuk, 2012, p. 289-290). Regardless of whether a medium can achieve total 

compatibility between these two objectives or not, it might still be able to be 

effectively utilized. However, if it is not fully compatible it should not be the primary 

selection of media. Therefore, the conclusions of both Percy et al. (2001) and 

Chunawalla and Sethia (2008) work are that although the selection of primary media 

is crucial it can be complimented by appropriate selection of secondary media 

channels in order to maximize the effectiveness of the advertising message (Percy et 

al., 2001; Chunawalla & Sethia, 2008, p. 181-182). 

 

3.3 Overview over the theoretical framework 

Figure 4 below illustrates the theoretical framework of this thesis and how the 

different theories explained during this chapter are linked to each other.  

 

 

 
 

Figure 4: Overview of theoretical framework 

Source: The authors 

 

 

As the figure illustrates, the theoretical framework of this thesis consists of a blend of 

different theories, highly connected to each other. Although the main focus of this 

thesis is to apply the media richness theory to media selection and advertising, there 

are several theories that we argue are dependent on the degree of media richness. 

Although the main attributes discussed as a part of the media selection theory are 

reach, frequency, continuity and size we argue that the degree of richness is equally 

important during the selection process. Although this may not be a factor that is 

extensively evaluated we argue that the perception of richness has a significant 

influence when it comes to media selection during different marketing campaigns. 

Regardless of this, the selection of media is dependent on the communication 

objective of the campaign, which figure 4 clearly illustrates. 
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4. PRACTICAL RESEARCH METHODOLOGY 
 

During the course of this chapter we will try to comprehensively explain and discuss 

the practical research approach of this thesis. We will discuss our views regarding 

the selection of interview participants and questionnaire design, data gathering and 

analysis as well as the ethical considerations taken into account by the authors during 

the course of this thesis.  

4.1 Qualitative data gathering process 

 

In order to facilitate a study about how ad-space buyers perceive different types of 

media, we have chosen to use sampling in our research. Saunders et al. (2012, p. 258) 

explains that the main reason for selecting participants or respondents is because “it 

will be impossible for you either to collect or to analyze all the potential data 

available to you owing to restrictions of time, money and often access” (Saunders et 

al., 2012, p. 258). Thus, the use of sampling techniques have allowed us to reduce the 

amount of data necessary to collect by limiting our selection of interview participants 

to advertisers and ad-space buyers operating in certain heavy ad-spending industries 

in Northern Europe. We base this approach on the notion that it is a capital-driven 

market and that it is possible to steer the market in another direction by spending 

money. The biggest spending industry in Europe is the Fast-Moving Consumer Goods 

industry, which accounts for approximately 24,3% of the ad spending on the 

European market. Other big spending industries in Europe are the automotive and 

clothing & accessories industries which accounted for 14,1% and 4,0% respectively 

of the total ad spending in Europe during 2012 (Nielsen, 2012, p. 146-147). The 

geographical limitation of Northern Europe is based upon convenience; since we are 

familiar with the area and believe that the overall attitudes towards advertising and 

media channels are fairly similar throughout the region. Also, we base this 

geographical limitation of the population on the data provided by Nielsen and 

ZenithOptimedia. The countries are much more similar to each other in terms of 

advertising spending in different media channels than any other part of Europe 

(Nielsen, 2012, p. 15-22: ZenithOptimedia, 2011). We believe this to be a result of the 

financial turmoil in the countries surrounding the Mediterranean since advertising 

spending in all types of media has decreased during the last three years (Nielsen, 

2012, p. 15-22). 

 

Furthermore, since the purpose of this thesis addresses the gap of whether the media 

richness theory is applicable in an advertising setting, we argue that the selection of 

big-spenders and big media agencies will be beneficial for our study since these actors 

have a less restricted marketing budget. We therefore believe that these actors will 

show a clearer link between perception and media selection since they have more 

freedom to do as they wish. According to Saunders et al., the full set of individual 

cases from which you select your interview participants is know as the population. In 

some research it is possible to collect and analyze information from all cases of the 

population, which is called census (2012, p. 260). Furthermore, it is also sometimes 

possible to generalize and apply the findings from the selected interview participants 

to the entire population (Saunders et al., 2012, p. 258-260). However, in our study we 

will not be able to collect and analyze data from all the advertisers and ad-space 

buyers in Northern Europe.  
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After defining our target population, advertisers and ad-space buyers in Northern 

Europe, it was essential that we implemented an appropriate sampling technique 

(Saunders et al., 2012, p. 260-261) because it was theoretically impossible for us to 

achieve a census in our data gathering process (Bryman & Bell, 2011, p. 187-188). 

The sampling technique would therefore enable us to succeed in our research. There 

are two main broad approaches to selecting interview participants according to 

Saunders et al.; non-probability and probability selection (Saunders et al., 2012, p. 

261). In non-probability selection, “the probability of each case being selected from 

the total is not known and it is impossible to answer research questions or address 

objectives that require you to make statistical inference about the characteristics of 

the population” (Saunders et al., 2012, 262). In probability selection on the other 

hand, the probability of each sampling unit in the defined target population is known 

and is usually the same for all cases (Saunders et al., 2012, p. 261).  

 

 
 

Figure 5: Sampling techniques 

Source: Saunders et al., 2012, p. 261. 

 

In this study we have chosen to use a non-probability sampling technique. In our 

research we have chosen to incorporate a purposive, or judgmental, sampling 

approach which means that we have had to rely on our personal judgment when 

selecting cases from the target population in order to answer our research question. 

Judgmental sampling is predominantly used when collecting data from a smaller 

group of interview participants such as when you wish to select cases that are 

particularly informative or in case study research (Saunders et al., 2012, p. 287).  

 

We have used a so-called homogeneous selection of interview participants (Bryman 

& Bell, 2011, p. 189), which focuses on one particular subgroup in which 

characteristics of the entire selected interview participants are similar. This 

subsequently enables us to explore them in greater depth, but also makes minor 

differences more evident (Saunders et al., 2012, p. 288). 

 

One of the main reasons to why we chose not to incorporate a probability sampling 

technique was the time consuming nature of such a sampling technique. We lacked 
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the needed time to collect the data from all of the population, a population that also is 

impossible to gauge in size. 

 

4.2 Interview participants 

 

As previously mentioned in section 1.2 ‘ad-space buyers’; we have chosen to refer to 

advertisers as “companies that transmit an advertising message to the desired target 

audience”. Furthermore, in this study we are not generalizing the term advertisers but 

rather focusing on the heavy spenders in the largest marketing industries, which are 

the fast-moving consumer goods, food, and also the clothing and accessories 

industries (Nielsen, 2012, p. 146-17).  

 

In section 2.2, we stated that we wanted to gather our data from senior members of 

the management group. We argue that by selecting these participants we will gain 

access to more detailed information and in-depth knowledge on how these ad-space 

buyers perceive different media channels, as well as how these perceptions influences 

the media selection process. Originally we planned to select a group of participants 

that had an even distribution of cases through out the largest marketing industries. 

However, after conducting our first interview with Hermann Hassenstein at Puma, 

active in the clothing and accessories industry, we realized that it is becoming more 

and more common for bigger corporations to outsource media planning and media 

selection to media agencies (Mackay, 2005, p. 70). Therefore we chose to include 

media agencies, which are representing clients operating in heavy spending industries 

in Northern Europe, in our selection of interview participants. This consequently 

implies that we are using a hybrid sampling technique, a mix between purposive 

sampling and snowball sampling (Saunders et al., 2012, p. 289: Bryman & Bell, 2011, 

p. 190-192). We base this argument on the fact that Hermann Hassentein 

recommended us to interview a representative from the media agency that handles 

Puma’s media planning, ZenithMedia. We further argue that the selection of media 

agencies as interview participants is beneficial to our study since, as we stated in 

section 1.2, full-service agencies today provide a complete advertising/marketing 

solution and are believed to be experts in media planning (Mackay, 2005, p. 69-70). 

4.2.1 Selecting the interview participants 

 

Figure 6 illustrates a summarized list of the respondents that participated in our study. 

Thus far we have argued that selection of members of the management group was 

based on the belief that these individuals posses more in-depth knowledge regarding 

media selection than lower-level employees. We also believe that these employees are 

more likely to present arguments and statements that are more in-line with the overall 

corporate philosophy regarding media selection. Thus, the process of selecting 

interview participants has been based on our own personal judgments since we 

believed that this would have enabled us to fully answer our proposed research 

question of how ad-space buyers perceive different media channels. This has also 

aided us when further studying how these perceptions influence the selection of 

media. 
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Figure 6: Interview participants 

When assessing and evaluating possible interview participants we chose to focus on 

the biggest spending industry in Europe, namely fast-moving-consumer-goods, food, 

automotive and clothing & accessories industries which accounted for 47,7% of the 

total ad spending in Europe during 2012 (Nielsen, 2012, p. 146-148). As shown by 

figure 6, we interviewed a representative from Puma, a company operating in the 

clothing and accessories industry. Further illustrated by figure 6, we also interviewed 

a representative from McDonald’s, a company operating in the food industry. Even 

though we did not interview a company operating in the automotive industry, we 

interviewed media agencies representing automotive manufacturers. 

 

As noted by Figure 6 “Interview participants”, the interviews had an average duration 

of 51 minutes, the longest being 65 minutes with Hermann Hassenstein due to 

technical difficulties and the shortest being 46 minutes with Staffan Ekstam. Based on 

the length of the interviews and the level of detail we were able to discuss the matters 

at hand with the respondents we argue that we have collected both extensive but also 

reliable data, in other words we have fulfilled both quantity and quality. 

 

When contacting the companies, we directed our inquiry of possible interview 

participation to the company’s information officer. This person, our contact point with 

the companies, then direct our inquiry to the departments most likely to be able to 

provide us with detailed an relevant data regarding our research topic. The 

respondents and their respective companies/agencies will be further discussed in 

chapter 5.1 “Participating ad-space buyers”. 

 

4.3 Interview design 

 

All of the interviews with the previously described respondents were conducted using 

Skype or Face-to-Face. The reason why three of the interviews were conducted using 

Face-to-Face were due to convenience. We instead of scheduling a Skype-call from 

Umeå schedule a meeting in person with these interviews in Stockholm where they 

work at the same time as when we would be there. During the interviews we were 

able to observe the interviewees body language and facial expressions. It also enabled 

us to create an environment were we could conduct a more relaxed conversation. 

During the video interviews we used a recording program called ‘Call Recorder for 

Skype’ in order to facilitate the recording. Before the interviews we prepared 24 
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questions that we divided into five different categories; general questions, perceived 

media richness, communication strategies, media planning, future usage of media 

(See Appendix 2: Interview questions). All the questions, except questions 1-5, had a 

connection to our theoretical framework in order to make it possible to analyze and 

summarize later. Damon & Holloway writes that a benefit of conductive interviews is 

that “data you collect are situated within their own social context” (Damon & 

Holloway, 2011, p. 220-221). In other words, the evidence is therefore based upon the 

interviewees’ interpretations of the own personal experiences and is expressed in their 

own words. Therefore we chose not to provide the interviewees with the interview 

questions before the interview based on the belief that it would result in less reliable 

answers. 

 

As figure 6 illustrates, we have also interviewed a representative from Aftonbladet, 

which is not an ad-space buyer but rather an ad-space supplier within a wide spectrum 

of media types. Although newspapers/tabloids are considered to not be ad-space 

buyes but rather ad-space suppliers we have chosen to gather data from respondents 

representing the Swedish tabloid Aftonbladet. We argue that the selection of this 

respondent is key to understanding the affect media richness has on media selection 

since Aftonbladet is a supplier of both printed as well as digital media. They have also 

been at the forefront of the changing advertising environment, and have therefore 

interacted with a lot of ad-space buyers allocating advertising spending from print to 

online, or the other way around. Therefore we believe that their interactions with the 

ad-space buyers will benefit us in the analysis of the gathered data. Consequently, the 

data gathering from Aftonbladet have both similarities and differences from the other 

types of respontends, i.e. ad-space buyers.  

 

When interviewing the representative Jens Mathiasson from Aftonbladet we elected 

to ask slightly different questions in a similarly structured interview. The interview 

questions involved topics such as the future usage of different media as an advertising 

channel and the competition between different media channels, based on the tabloids 

experience and future predictions (See Appendix 3: Aftonbladet Interview questions). 

The interview was conducted in Swedish out of respect for the respondent and was 

later translated into English.   

 

We chose to conduct semi-structured interviews for both the ad-space buyers and 

suppliers since structured interviews have a tendency to restrain the flexibility of the 

data gathering process (Daymon & Holloway, 2011, p. 224-225). During the 

interviews we followed the interview guide, although most of the times additional 

follow-up questions aroused during the interview process. The questions were mostly 

asked to large extent in order of the interview guide since it allowed us to have a more 

structure and natural conversation with the respondent. However, some respondents 

chose to combine the questions regarding media richness with the questions regarding 

media fit out of convenience. We found that all of the respondents were very open 

and loquacious, which subsequently enabled us to collect a lot of relevant data. This 

in turn will enable us to answer our research question and fulfill our purpose of this 

study. 

 

Furthermore, we chose not to use any means of pre-determined responses since we 

believe that this would either limit or aid the interviewees’ ability to answer the 

question. It would therefore subsequently limit the ability to ask follow-up questions 
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and as a consequence limit a rich collection of information. This assumption is based 

upon the view of interviews as “conversations with a purpose” (Daymon & Holloway, 

2011, p. 220). 

 

Regarding the interview layout; each question, excluding questions 1-5, were 

connected to our theoretical framework discussed in chapter 3. Although all the 

questions were based upon the theories collected from scientific journals and books 

(See Appendix 4: Theoretical base for interview questions), questions 1-5 were 

designed to make the interviewee feel more comfortable and ease him/her into the 

process before moving on to the more detailed and subject specific question. In order 

to understand what affects the ad-space buyer’s selection of media it is essential to 

understand how they perceive the different channels of media. We have therefore 

chosen to combine the media richness theory with the fundamental principles of the 

media selection process in the design of interview questions regarding the perception 

of media types. The purpose of these questions is to gain an understanding of how ad-

space buyers perceive different types of media channels, and based on these 

perceptions, how the different media channels can be best utilized, depending on 

different communication and marketing objectives. These theories have therefore 

shaped the interview questions 7-16, and in combination with the principles of media 

selection for questions 12-16 (See Appendix 2: Interview questions). 

 

Since we are of the opinion that the advertising market is constantly under revision, 

we also find it important to ask the respondents about possible future trends. We have 

seen global ad-spending figures in both ZenitOptimedia and Nielsen that paints a 

picture of a changing market. Question 20-24 (See appendix 2: Interview questions) 

will therefore be handling future trends.  

 

4.4 Processing and analyzing the data 

 

The interviews conducted during the data gathering process were time consuming; 

taking approximately fifty minutes to complete, and several hours to transcribe. The 

interview recordings were transcribed using the program Audacity. The program 

enabled us to adjust the speed of the recording and filter out ambient background 

noises in order to simplify the process of transcribing the recordings. Some of the 

interviews were conducted in Swedish and were translate into English after we had 

transcribed them. We tried to minimize the risk of any translation error, but we are 

aware that there is a small possibility that some expressions or words may have been 

lost during the translation process. However, in our defense, we have lived and 

worked in an English-speaking environment during parts of our life as well as studied 

four years completely in English.   

 

The transcription process went very well until we realized that one of the recordings 

had been damaged for an unknown reason, resulting in a very poor audio quality. 

Although, after several hours of tedious work we finally managed to improve the 

quality of the sound to a sufficient enough level which allowed us to transcribe the 

recording. After the interviews were conducted, we let the interviewees validate the 

transcribed material, without alterations and modifications. 
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Before presenting the empirical data recorded during the interviews, we have chosen 

to divide the collected data into four different themes. These themes; perception of 

media richness, communication strategy, media planning & the media selection 

process and the future usage of media, were based on the interview design structure 

and the data we collected from the interviews. This subsequently implies that we will 

present the findings of our study in the same context as the interview participants 

expressed them originally. We argue that this will be beneficial for the study since we 

strive to present the findings as objectively as possible when using a qualitative, in-

depth interview design. The data collected from the interviews were distributed under 

the appropriate theme.  

 

 
Figure 7: Themed structure of findings and analysis 

 

Since our interview design was based on the theoretical framework presented in 

chapter 3, it subsequently implies that we were able to ensure that the themes were 

also related to the theoretical framework as illustrated by the figure above. We 

therefore argue that these four themes are highly relevant, and enable us to answer our 

research question. The same theme structure will be used during our analysis of the 

empirical data later on in the thesis. 

 

When analyzing qualitative data, gathered by using a semi structured interview 

design, there will be noise that has to be filtered by the authors. We therefore decided 

it to be of great importance that both of us worked very close when making the 

decision whether to leave things out and or deciding upon keeping data in this theses. 

From our perspective it is unavoidable to not face this “selection process” in a 

qualitative study. In order to ensure the quality of the empirical findings the following 

sections will illuminate the foundation we will rely upon when making such 

decisions.   

 

4.5 Evaluation of data quality 

 

In this section we will discuss the data quality issues related to semi-structured and in-

depth interviews.   

 

When conducting qualitative research it is important to consider the data quality 

issues associated with the data gathering process. Due to the time-consuming nature 

of this type of data gathering, it may result in a reluctance to participate. This might 

consequently cause bias in regards to from whom the data were collected during the 
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interview process (Daymon & Holloway, 2011, p. 238-239: Saunders et al., 2012, p. 

381). 

 

Saunders et al., (2012) highlights that when conducting semi-structured or in-depth 

interviews it may involve concerns about reliability, in other words if other 

researchers would be able to collect similar information (Saunders et al., 2012, p. 

381). The concern regarding reliability during this type of research and data gathering 

is also related to issues of bias. It is important to note that there are two main types of 

biasness associated with semi-structured and in-depth interviews; interviewer bias and 

interviewee bias (Saunders et al., 2012, p. 381). 

 

Interviewer bias can be described as a situation where the personal comments, non-

verbal cues, and tone of the interviewer creates bias in the way the interviewees 

respond to the question by consciously or unconsciously influencing their thought-

process. This is caused by the fact that the interviewer may attempt to improve his/her 

personal frame of reference and beliefs during the interview through the questions 

that are being asked. Furthermore, it is also possible that the interviewer demonstrates 

bias when it comes to interpret the interviewees’ responses. Also, if the interviewer is 

unable to develop trust and establish a relationship with the interviewee, or if the 

interviewee lacks credibility, this will subsequently limit the value of the information 

data gathered during the interview process and thus raise doubts about its reliability 

and validity (Saunders et al., 2012, p. 381). When we conducted the interviews during 

this study we strived to conduct ourselves in a neutral manner by limiting the 

presentation of personal opinions and keeping a neutral body-language in order to not 

influence the interviewee in any way, shape or form. Furthermore, we tried to provide 

the interviewee with as much time as he/she needed to elaborate and discuss the 

topics in question without being interrupted by follow-up questions. Therefore we 

argue that we have minimized the presence of interviewer bias as much as possible in 

our study. 

 

Interviewee bias on the other hand may be caused by the interviewees’ personal 

perceptions about the interviewer. Taking part in interviews is regarded as an 

intrusive process. Since the aim is to explore events and seek explanations, the 

interviewee may in principle be willing to participate in the interview. However, 

he/she could at the same time be sensitive to the unstructured probing nature of the 

interviews. Therefore, the interviewees may be inclined to choose not to reveal and 

discuss certain aspect of the topic most relevant to the interviewer, simply because 

this would lead to probing questions that would intrude on sensitive information that 

the interviewee is unwilling or unable to discuss. The consequence of this might be 

that the interviewees only present a partial image of the situation in which the 

interviewee is cast in a socially desirable role, or the organization for which they work 

in a negative or positive fashion (Saunders et al., 2012, p. 381). Or in the words of 

Daymon and Holloway who describes these types of biasness as the interviewer 

effect: “Sometimes informants react in particular ways to you as a researcher and 

modify their answers to please or to appear in a positive light, consciously or 

unconsciously” (Daymon & Holloway, 2011, p. 239). During the course of the 

interviews we found that, as previously mentioned, the interviewees very talkative, 

which made it possible for them to provide a lot of detailed information. We felt that 

we received honest and elaborate answers from each interviewee, were they were very 

clear on their personal opinions as well as the overall policy of the corporation they 
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represented. During the course of the interviews, we felt that we were able to establish 

a friendly and relaxed interview-atmosphere and we therefore do not believe that the 

interviewees chose not to reveal certain aspects of the research topics we were 

discussing. Due to the fact that the interviewees validated the transcribed material 

after the interview was conducted, without alterations and modifications, we argue 

that the presence of interviewee bias is minimal to our study.  

 

4.7 Evaluation of the research quality 

 

In order for a researcher’s findings to be accepted among fellow peers it is of great 

importance to be credible and keep a high quality (Saunders, 2012, p. 194). There are 

several different ways to measure the quality of a research paper (Bryman & Bell, 

2011 p. 395; Saunders, 2012, p. 194) 

 

The concept of trustworthiness and authenticity is a widely discussed topic (Bryman 

& Bell, 2011; Krefting, 1991; Lincoln & Guba, 1985; Morrow, 2005). 

Trustworthiness can be divided into four criteria: credibility, transferability, 

dependability, confirmability (Bryman & Bell, 2011, p. 395). These expressions are 

all closely related to the expressions used in the positivistic approach; internal 

validity, external validity and reliability, yet there are differences in the view of the 

reality, hence the different names (Lincoln & Guba, 1985, p. 42-43).  

 

Credibility refers to whether the interviewees’ word is something to rely upon. The 

interviewees might be lying when answering the questions asked during an interview. 

It could even occur unintentional; the interviewee might experience the interview 

situation as stressful (Bryman & Bell, 2011 p. 396; Saunders, 2012, p. 193). To 

minimize this we have chosen to use a method called respondent validation. In order 

for us to make sure that the respondents meant what they said, we sent out a 

transcribed copy of the interviews, so they could validate the context of the 

conversation. This way we have made sure that no misunderstandings took place 

during the interviews and that the interviewee meant what they said. By doing this we 

have taken a countermeasure to ensure the credibility of the data.  

 

The concept regarding transferability regards whether the research can be transferred 

to other settings or contexts. Because of our view of the reality, it being constantly 

under revision, it might be hard to transfer the study to the same setting in a different 

point in time (Bryman & Bell, 2011, p. 398; Saunders, 2012, p. 194). The advertising 

market will look different in another point in time, since it is constantly evolving. We 

know that the different regional markets around the world have reached different 

maturity levels (Nielsen, 2012, p. 15; ZenithOptimedia, 2011), which enhance the 

difficulty of transferring the results to a different region. 

 

Dependability could be seen as the record keeping part of being trustworthy. In order 

to meet the goal of being trustworthy there is a need for record keeping. This applies 

to both quantitative and qualitative studies since peers need to be able to confirm the 

empirical data throughout the auditing process of this research paper (Bryman & Bell, 

2011, p. 398; Saunders, 2012, p. 192). We are aware of these requirements and will be 

storing the original sound files recorded from each interview together with a 

transcribed manuscript of what was said on these files. Upon request we are also 
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willing to provide contact information to the interviewees if peers has doubts about 

the data provided for in this paper. 

 

It is of importance to provide an as detailed description of the research as possible in 

order for peers to be able to form opinions about the dependability. With our 

qualitative study, epistemological considerations and the fact that the reality 

constantly is being under revision, one might argue that this study is not considered 

replicable (Saunders et al., 2009, p. 327). Well aware of this, we still try to 

demonstrate the research process as detailed as possible in order for peers to be able 

to replicate the study in a different point of time or with a different set of interview 

participants. But it is up to these potential researchers to take the time perspective into 

consideration. Social media, being a relatively new media channel, might look 

different in the future. 

 

Confirmability regards the researchers involvement. To what extent we have been 

objective during our research and whether we have acted in good faith while 

conducting it (Bryman & Bell, 2011, p. 398). As mentioned earlier in 2.3 ‘Research 

philosophy’ we agree with the statement that it is impossible to be completely 

objective when conducting qualitative research (Daymon and Holloway, 2011, p. 102) 

since that would not be an in-depth conversation between the interviewee and the 

researcher. 

 

The authenticity criteria are something Guba and Lincoln suggest in their later studies 

(Guba & Lincoln, 1989, p. 245-246). These criteria consists of a wider set of political 

issues in a research (Bryman & Bell, 2011, p. 398); fairness, ontological authenticity, 

educative authenticity, catalytic authenticity and tactical authenticity. However, these 

criteria have not been as influential as the previously mentioned trustworthiness 

criteria (Bryman & Bell, 2011, p. 399). Hence, they have not taken into consideration 

when quality has been evaluated. 

 

4.8 Ethical considerations 

 

Diener and Crandall (1978) divided the ethical principles that should take into 

consideration during research into four categories; harm to participants, lack of 

informed consent, invasion of privacy and deception. (Diener & Crandall, 1978, p. 7) 

 

‘Harming the participants’ can take many forms but there are two significant issues 

that fall under this category: physically harming the respondents or mentally harming 

them (Saunders 2012, p. 241-244).  We are aware of these criteria and have conducted 

the research with these two criteria in mind. We believe that many of the ethical 

issues regarding conducting a research are related to communication issues between 

researcher and respondent. In order for the respondent to not experience any 

embarrassing surprises in the final print there should be an agreement between the 

two parts about how the data will be used in the research. This comes back when 

looking at ‘deception’ as well. By having an honest discussion in the correspondence 

leading up to the interview the respondents will know what to expect from the 

interviews and what they will be used for. Since we have held interviews using either 

video through Skype or actual face-to-face interviews the ‘lack of informed consent’ 

does not apply (Bryman & Bell, 2011, p. 132-134). In terms of ‘invasion of privacy’ 
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we have looked up each respondent through the corporate websites they belong to. 

Hence, only using information available for the public eye online. We have also 

received confirmation from all of the participants during the data gathering process 

that we are allowed to use their names and personal details in the thesis. We believe 

that this further strengthens the quality of the thesis, in particular the aspects of 

credibility and dependability which was discussed in section 4.7. 
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5. EMPIRICAL DATA 
In this chapter we will first present the participating ad-space buyers of this thesis. 

Thereafter, we will present the findings from the interviews conducted. The findings 

are presented under four different themes: perceptions of media richness, 

communication strategy, media planning & the media selection process and the future 

usage of media.  

 

5.1 Participating ad-space buyers 

 

As previously mentioned, we have interviewed representatives from both companies 

but also from media agencies, all ad-space buyers. Section 5.1 will elaborate on the 

respective companies and agencies participating in our data gathering process. 

5.1.1 Companies 

 

Puma 

Puma was founded in 1948 in Germany and is today one of the world's great sporting 

brands. In recent years the company has had great success with their retro models, 

which recycled 70's design of shoes and sportswear. Today, Puma is one of the few, 

true multi-category brands and has positioned themselves as a sports-lifestyle brand. 

As a sports-lifestyle brand, Puma tries to combine sports with lifestyle influences that 

apply to a younger target audience (Puma a:b, 2013). We interviewed Hermann 

Hassenstein, head of media at Puma brand, who argues that; “there is pretty much a 

similarity in strategy between us, Adidas and Nike although we don’t come close to 

the marketing budgets that Adidas and Nike has. Puma has however set the goal to 

become the most valuable sport-lifestyle-brand in the world” (H. Hassenstein, 

personal communication, April 4 2013).  

 

McDonald’s 

The McDonald's Corporation is an American company that sells fast food and was 

founded by the brothers Richard and Maurice McDonald. The first restaurant opened 

in 1940 in San Bernardino, California. As of the spring 2013, the chain has over 

31,000 restaurants in 119 countries and serves approximately 46 million customers 

per day. The most famous hamburger of McDonald's is the Big Mac, which has given 

name to an economic index used internationally known as the BigMac index 

(McDonald’s : S. Ekstam, personal communication, May 7, 2013).  

 

McDonald's is using a business model in which independent franchisees run 

restaurants, but have access to the parent product, brand and marketing. Nowadays, 

the number of franchisees has decreased and McDonald’s now operate a lot of the 

restaurants itself (S. Ekstam, personal communication, May 7, 2013). During our data 

gathering process we conducted a semi-structured interview with Staffan Ekstam, 

senior marketing manager at McDonald’s. 

5.1.2 Media agencies 

 

MEC Global 

MEC Global was launched in January 2002, and has since its launch grown to include 

250 offices in 80 different countries. Today, MEC is the fifth largest media agency 

network in the world. The agency generates global billings of $20 billion with its 



 37 

 

 

domestic and international clients. MEC is one of the founding partners for GroupM, 

which is the WPP Group media investment management operation. The agency’s core 

business is media planning and media buying, but as the media landscape has become 

more complex it has diversified its capabilities (MEC Global, 2013). We interviewed 

Daniel Collin, managing director and chief executive officer of MEC Global Sweden, 

who explained that MECs parent company WPP also owns Mediacom, Mindshare 

and Maxus. Through these four media agencies, WPP controls approximately 30% of 

the Scandinavian market. The majority of MEC Global’s clients are operating in 

heavy spending industries, predominantly in Northern Europe. Two of their biggest 

clients on the Scandinavian market are Mercedes and Peugeot (D. Collin, personal 

communication, 17 April 2013), both operating in the automotive industry which 

accounted for approximately 14,1% of the total ad spending in Europe during 2012 

(Nielsen, 2012, p. 146-147). 

 

Bizkit Media Agency 

Bizkit is the leading independent media agency in Scandinavia. Along with their 

digital offering in their digital media agency Wisely, they are the only media agency 

in Sweden to have a fully integrated offering of common media and the new fast-

growing digital platforms. This means that Bizkit helps clients with both the so-called 

mainstream media as well as the digital ad purchases, strategies, ideas. They also help 

their clients with digital production (Bizkit, 2013). We interviewed Jenny Leeb who is 

a senior member of the media strategist staff at Bizkit Media. One of Bizkits biggest 

clients is the South Korean car manufacturer Hyundai (J. Leeb, personal 

communication, 22 April, 2013).  

 

ZenithMedia 

ZenithMedia is an internationally active full-service media agency. It is part of 

ZenithOptimedia Group, one of the world's five largest media networks. ZenithMedia 

is a media specialists who develops communication concepts for clients in many 

different industries and help businesses reach their customers effectively through all 

types of media channels and contacts (ZenithMedia, 2013). During this study we 

conducted an interview with the chief operating officer of ZenithMedia Sweden, 

Mattias Hersby. During his interview, Mattias states that media strategists are trained 

in a lot of different skills, and because they carry out similar tasks across a client 

portfolio they acquire a level of expertise that “no marketing director can achieve due 

to their other job tasks” (M. Hersby, personal communication, May 2, 2013). 

 

OMD Sweden 

OMD Sweden is just like ZenithMedia and MEC global an internationally active full-

service media agency. It is part of the Omnicom Media Group together with its sister 

company PHD Sweden. As mentioned, OMD is a full-service media agency that 

offers everything from account planning and media planning to data analytics and 

content creation (OMD Worldwide, 2013). OMD has been awarded numerous awards 

for the best media agency, both worldwide and in Sweden. During this study we 

conducted an interview one of the media planners at OMD Sweden, Joakim Nilsson 

Lindgren. During his interview, Joakim states that the role of the media agency is 

growing as a result of advertisers allocating increasing resources to marketing. He 

also mentions that the composition of the media mix is getting more diversified due to 

increasingly fragmentized markets which puts greater pressure on media planners to 

be aware of changing consumer behavior. He explains that it looking more and more 
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like the “wild west, you have to adapt to survive” (J. Nilsson Lindgren, personal 

communication, April 24, 2015). 

 

PHD Sweden 

As mention, PHD Sweden is the sister company of OMD Sweden and a subsidiary to 

Omnicom Media Group. Like OMD, PHD is also a full-service media agency that 

offers a wide variety of services to advertisers. During this study we conducted an 

interview one of the media planners at PHD Sweden, Tim Nilsson. During his 

interview, Tim talked about the view of PHD as OMD’s little brother and the fact that 

in recent years that view has changed since PHD has received an increasing amount 

of both international and local acclaim. He believes that this success can be derived to 

the exceptional work of the analytics department as well as the individual media 

planners who are getting increasingly flexible in the roles (T. Nilsson, personal 

communication, April 24, 2015). In other words “we know what the consumers are 

thinging and doing, and are extremely good at acting accordingly” (T. Nilsson, 

personal communication, April 24, 2015). 

 

5.1.3 Newspapers 

 

Aftonbladet 

Aftonbladet is a Swedish tabloid, founded in 1830 by Lars Johan Hierta and is today 

one of the larger daily newspapers in circulation in the Nordic region. The newspaper 

is partly owned by Schibsted, a Norwegian media group, and the Swedish Trade 

Union Confederation, LO (J. Mathisson, personal communication, May 2, 2013). 

Aftonbladet started to publish its material online on August 25th 1994 and since then 

the newspaper’s website, www.aftonbladet.se, has been one of the most visited 

Swedish sites on a year-to-year basis. During 2012, the newspaper was praised as the 

‘Best Online Newspaper’ in Sweden in the industry competition Internetworld 

Top100. Furhtermore, Aftonbladet was praised as the number one newspaper in 

digital media in Sweden during 2012 (Aftonbladet, 2013: J. Mathiasson, personal 

communication, 2 May 2013).  In its editorial pages, Aftonbladet describes itself as 

being an independent social-democratic newspaper (Aftonbladet, 2013). We 

interviewed Jens Mathiasson, head of strategy and sales development at Aftonbladet. 

 

5.2 Perception of media richness 

 
The interviewees’ all expressed a positive attitude towards television as a medium. 

MEC Global Sweden’s CEO, Daniel Collin, mentioned the way of pin-pointing 

certain target groups trough specific television shows as a great way of reaching 

advantage for this particular channel (Personal communication, April 17 2013). 

Hermann Hassenstein, head of media at Puma, noted the following about using 

television in advertising campaigns; “I think it is super rich and it would be great to 

have a piece of it in every media plan, it allows you to send whatever message you 

might have […] I mean it is ultimately what everyone here would love to have in their 

media plan” (Personal communication, April 4 2013). Jenny Leeb, senior member of 

the media strategist staff at Bizkit, refers to television as; “[…] one of the best media 

there is, in terms of reach and cost” (Personal communication, April 22 2013).  

Mattias Hersby COO at ZenithMedia discussed the fact that television, or linear TV 
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as it is sometimes called, possesses great richness in terms of motion picture and 

sound which enable the advertiser to create either an “emotional or rational 

connection” with the viewer/potential customer (Personal communication, May 2 

2013). Staffan Ekstam, senior marketing manager at McDonald’s, talked about how 

McDonald’s has gone from using print-based media as their primary communication 

channel in early 2000, to using television because of the richness and its greater reach 

in terms of creating a relation (Personal communication, May 7, 2013).  

When it comes to radio, Jenny, Hermann and Jens think that it is rather limited in 

richness due to the fact that it only broadcasts audio. All of the interviewees 

concluded that radio is most often perceived as a support media due to its history of 

being less vivid and offering a limited reach. Daniel stated “Today radio is often used 

as a complementary medium, predominantly to television. This because; consumers 

today, or in this case radio listeners, are becoming more selective by choosing 

specific genres instead of specific radio stations”.  

 

Herman elaborates that, radio is limited by its proximity and that each station is fairly 

local compared to television, which also hinders its utilizing as a wider medium. He 

also points out that recognizable sound spots easier penetrate the listeners’ minds, 

since the audience actually has to listen to the message, many has a tendency to blurr 

out during commercial breaks. Mattias also said that, due to the fact that the consumer 

do not see the product in traditional radio, it is important that the advertiser produces 

greatly creative material that can play with sound effects, humor in order to break 

through the clutter and catch the attention of a traditionally passive listener. 

 

The participating respondents agree that the Internet is seen as a fairly rich medium 

since advertisers can utilize it to transmit messages using both audio and video, and at 

the same time writing informative texts describing complex sequences to the 

consumers. Staffan defined the Internet as the most versatile medium of today. 

Staffan continues by saying; “it includes everything from simple text and pictures, to 

more vivid things like motion picture”. 

 

According to Mattias, it is a medium that allows the advertiser to use video rather 

than intrusive and sometimes annoying banners, in order to avoid getting completely 

overlooked in all the online clutter. Jens elaborates by explaining how a greater part 

of the ad-spendings is moving to the Internet because of the on-demand services. Jens 

says; “Another increasing market online is the motion picture advertisements. 

Furthermore, since the conventional television is moving to the Internet there will be 

a conversion from conventional TV ads to streamed ads online”. 

 

Some of the respondents claim that the Internet, even though that it was introduced 

over a decade ago, is far from matured. Daniel explains that; “we invest heavily in 

digital media on behalf of our clients, even though the Internet is far from mature. 

There is currently a lot of testing going on regarding what types of advertising 

messages that is the best suited for digital media, as well as how all the available 

information stored online can be used to design advertising campaigns”. 

 

According to Daniel, social media is a fairly new media, and even though it possesses 

the same media characteristics as the Internet it has not yet fully matured as an 



40  

 

 

advertising medium. This complicates the view on richness since it is really a grey 

area.  

 

Mattias states that;  "There is a fairly new mantra of paid, owned and earned in online 

marketing and advertising on social media today". He explains that in regards to 

social media this becomes even clearer when the different definitions are examined 

more closely. It is almost as if a conversation takes place, since it enables the firms to 

adopt customized messages to its audience. The rapid pace also contributes to the 

quick response time that exists on the social media. Mattias says; “Paid media is 

explained as paid placements to promote a product, website, piece of content or 

anything else an advertiser wants to pay to draw attention to. Further, owned media 

is explained as any asset own by the brand which could be a website, a social network 

presence, a branded community, an app or simply a piece of branded content. Owned 

media also include real world physical media assets. Lastly, earned media is 

explained as brand related consumer actions and conversations”. Hermann 

elaborates by explaining that today more and more earned media is being generated 

online and this can be tracked and optimized. This is why both of them believe that 

social media is a rich media that provides the advertiser to pursue a lot of different 

advertising options.  

 

However, some of the interviewees argue that despite of the fact that it is not fully 

mature, it is still a little richer than other Internet media since it allow for interaction 

between the advertiser and the target consumer as well as interaction amongst 

consumers. Jenny elaborates by saying that; “social media is the fastest growing 

media right now, mainly because it can be used for many different tasks. A lot of our 

clients perceive social media as a very adaptable and shapeable media type, that is 

also quite ‘hip and sexy’“.  

 

Both Tim and Joakim take a specific stand when discussing the media richness of 

social media. Although they agree with the other respondents that the media type is 

not yet fully matured but still richer than the Internet they argue that it does not 

matter. Since it is considered to be the richest media and also the fastest growing, 

advertisers are scrambling to establish a presence on Social Media, Facebook in 

particular. According to Tim, “advertisers have discovered that they cannot ignore 

changing consumer behavior and the fragmentation of the market, and they use the 

versatile media of Social Media to differentiate and appeal to the target segment”. He 

goes on by describing Social Media as a Swiss Army Knife in the “advertiser’s 

toolbox” since it has such a wide spectrum of capabilities. He and Joakim agree that 

the media type has come into this role due to its very high level of richness. 

 

According to the collected data, print-based media has throughout the history been 

regarded as one of the richer types of media since it incorporates both imagery and 

narrative features. This enables the advertiser to use the medium to explain the 

products and relatively complex procedures/sequences in such a way that it generates 

a very vivid image in the minds of the consumers. However, Staffan explained how 

McDonald’s left print-based media as their primary communication channel for a 

richer medium. Staffan says; “it was simply not cost efficient anymore since we could 

get a richer medium with greater reach to almost the same price”. 
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Furthermore, Jenny explained that print media is today competing more and more 

with digital media. She stated that; "obviously you spend a lot more time online 

surfing the Internet than you do reading a newspaper, but that is also because there 

are so many different things you can do online." Jenny and Hermann also explained 

that print-media has always been used when it comes to explaining complex 

sequences due to the fact that is has been regarded as a richer media type, but now 

advertiser are using the Internet more and more to simplify the complexity of the 

products they are trying to sell.  
 

Magazines are perceived as slightly richer than newspapers according to Jens and 

Daniel, since magazines allow the advertisers to go even more into detail describing 

the products and sequences. 

 

5.3 Communication strategy 

 

When discussing how television can be used during marketing campaigns Jenny 

mentioned that it has two main upsides since it is very good at establishing a great 

reach and is at the same time very cost effective in terms of cost-per-contact. She 

continues by stating that; “television is in my opinion the strongest medium since it 

incorporates both visual and audio content”. Daniel said that television allows an 

advertiser to reach the target audience in their home environment where they are the 

most relaxed and susceptible to advertising messages. Mattias therefore say that it is a 

very powerful medium that the media agency industry usually recommends to their 

clients. Hermann believes that this medium also possess a strength that it allows you 

NOT to establish a substantial reach but rather reaching out to a more specific part of 

the target segment – when using advertising during the smaller and more niche 

programs.  

 

Daniel states that; “the Swedish television industry was very clever when they launch 

so-called “advertising television”; they established a system where the advertising-

space buyers bought advertising space based on the estimated viewers of the specific 

timeslot. This means that skilled analyst and media buyer can therefore buy 

advertising space and get a lot of viewers “for free” if the actual number of viewers is 

higher than the estimated number of viewers. These skilled players can therefore 

‘beat the system’, which is not possible in the same extent in any other medium”. 

 

All of the respondents think that television is a great medium to start off with in an 

advertising campaign. They agree on the fact that if you are trying to build brand 

awareness. Jenny, Mattias and Dainel all agree that; television is unbeatable as a 

medium mostly due to its richness in terms of motion picture and sound.  

 

Hermann also acknowledge that, figures or slogans from television campaign make a 

more substantial indentation in the minds of the consumers. Advertising campaigns 

anchored by television ads are thus more easily remembered than advertising 

campaigns only featured in print-media for example. Staffan stated that; “Television is 

used as our primary medium, since it allows us to reach a broad consumer base 

quickly. It is a great medium since it allows you to transmit detailed messages, as well 

as allows us to engage in targeted price campaigns, using push and pull techniques”. 
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However, television has it downsides as well. According to Daniel, it is not the best 

medium to use if you are trying to explain complicated sequences for the consumers; 

here print is a much more suitable media selection. Even though television advertising 

is cost effective in terms of cost-per-contact-point it often requires a lot of capital 

investment to be effective.  

 

The respondents agree that another drawback with using television as a medium is 

that the advertiser cannot be certain weather consumers are watching the 

advertisements during the commercial breaks or not. Hermann elaborates by 

explaining that; “A lot of people zap to other channels or leave the television during 

the commercial breaks. Therefore it is extremely important for the advertisers to be 

the number one or number two slots during the commercial break; otherwise people 

fade away chatting or doing things in a completely different room. Another 

alternative is to place the advertisements during the last slot, before the game or 

movie comes on again”. 

 

The respondents all agree on the fact that radio today is often used as a 

complementary medium, predominantly to television. Hermann stated that radio is 

most effective as an advertising medium when a company has an audio jingle, which 

is easily recognized and associated to the company’s products given that the desired 

target audience in fact listens to radio. Daniel elaborates by saying that radio is a very 

cost effective medium to use to extend a television campaign, since extensive 

television campaigns are very expensive to produce and purchase advertising space 

for.  

 

Daniel further explains; “Today, advertisers mainly use radio to extend television 

campaigns by driving and raising awareness about specific event or campaign 

offerings. However, its limited reach affects radio since each station is fairly local 

compared to television”. Both Jenny and Hermann note that this can in fact be 

something positive as well. Using a geographically limited medium close to one of 

stores when having an event could be one of the most cost effective ways to generate 

store traffic.  

 

Staffan agrees on the fact that radio is an appropriate media channel to be utilized in a 

supporting role during a marketing campaign. However, McDonald´s has switched 

from using radio to using the Internet as their secondary media channels, since it 

allows them to interact with customers. The respondents agree that there are definitely 

some strategic components that are really useful when using radio as a medium, 

although it should not be used to anchor and advertising campaign.  

 

We have found during our data gathering process that the interviewees all view the 

Internet (excluding social media) as a huge medium, and today almost all media types 

are available in digital form online. Daniel highlighted a clear benefit with the 

Internet; it is possible for the advertiser to engage more in tracking of consumer 

behavior. Mattias elaborates by explaining that it enables the advertiser to be very 

specific in the targeting of consumers since it is possible to gather enormous amounts 

of data about them. He continues by saying that; “companies are trying more and 

more to use this easily available consumer data stored in digital media in order to 

generate sales and revenues.” Therefore, Mattias believe that the Internet can be used 



 43 

 

 

for different purposes when it comes to advertising; as a tool to build relationship, to 

push campaigns, to build your brand awareness.  

 

Besides the fact that the Internet allows the advertiser to access enormous amounts of 

consumer data and analyze their behavior, Hermann argues that it can be used very 

effectively to establish interaction between the advertiser and the target audience. As 

stated by some respondents; this implies that the Internet is a good medium to use 

when trying to establish healthy and lasting relationships with consumers. However, 

the respondents also point out a significant drawback of using the Internet as an 

advertising medium. Since it is fairly new and not yet fully mature, advertisers are 

constantly trying to understand how to utilize it in order to reach their desired target 

audience in a more effective and successful way. Daniel states; “advertisers are now 

also beginning to discuss that even though such a huge media channel as the Internet 

exists, it does not automatically imply that it is highly suited or appropriate to use as 

an advertising medium”. Daniel continues by saying that this might also be the reason 

why we as consumers are not yet seeing a lot of advertising being pushed through the 

mobile phone media channel, since advertisers are not really sure on how to use it 

effectively to generate sales. 

 

Hermann states that; “something that you should have in mind though is that it isn’t 

always the most expensive ads that are the best, meaning most effective. I believe this 

is a common miss perception. Sure, money gets you a long way. But last year we had 

a big hit on YouTube, seen by millions of viewers yet we didn’t spend more than a 

couple of thousand dollars on that spot.  That was a 90 second spot something that 

would have cost us millions to air on TV. So Internet can definitely allow you to cut 

corners, if you use it correctly”. Herman further explains that he believes that the 

Internet has become television, radio and the newspapers, all in one place. He thinks 

that it is an all in one medium that makes it easier to measure reach, pinpointing a 

target market and that it is environmentally friendly.   

 

When talking with the respondents, they all were in consensus that social media is 

somewhat of a “grey area” since it is a fairly unexplored advertising frontier thus far. 

Mattias comments that, because of this you as an advertiser can use social media for 

almost any type of campaign. He continues by stating that; “as an advertiser you need 

to provide something useful, innovative or entertaining that people want to share. If 

you are not able to produce that, your chances of success are small”.  

 

Mattias, Hermann and Jens, all believe that the most important thing is that the 

advertisers have to understand why they are choosing to advertise on social media, 

and what they are trying to accomplish by doing so. 

 

Daniel believes that if you translate advertising on social media into a physical event 

it would mean that companies are today “pushing themselves through the door” and 

are becoming the uninvited guest by harassing consumers with advertising. He further 

explains that; “A lot of companies want to be there, and most of them unrealistically 

believe that they will follow in the ‘Gangnam Style footsteps’ and get a billion people 

to watch their advertising campaigns. There are extremely few that succeed in this 

endeavor, and companies mostly feel like they have to be present on social media 

since their competitors are trying to establish relationships with the consumers 

online”. 
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According to Jenny, print-based media has its place within the media mix and still 

have high consumption levels. Newspapers have been considered to have a high 

reach, whereas magazines can be utilized in order to reach high involvement niche 

audiences based on a specific interest. The trend now, according to Mattias and 

Daniel, is that the larger publishers focus on developing a digital distribution channel 

trying to offer concept solutions across multiple touch points from their respective 

portfolio. 

 

Daniel states that he is a “big fan of print-based media” because it is even faster than 

television in establishing a substantial level of reach. He continues by saying that 

“even though the biggest television program might have one million viewers, you can 

still reach approximately 75% of the Swedish population by advertising in all the 

morning newspapers”. If advertisers are in a rush to transmit a message to the target 

audience, the morning newspaper is the ideal medium to use. However, it is not cost 

effective. Staffan elaborates by saying that McDonald´s use print-based media to a 

limited extent due to the fact that this media channel does not offer the same return on 

investment as other media types do.  

 

However, both Daniel and Jens argues that if you have a lot to communicate, such as 

long explanation about benefits or functions, print is a very suitable medium to use. 

Mattias further explain that luxury brands, skin care and perfume brands have always 

used magazines for the editorial environment, glossy paper and their perception that a 

more sophisticated consumer read these magazines. He states that it then becomes 

about driving and developing an image. If the advertiser is trying to sell cables 

business-to-business then there are magazines that cater for that niche market which 

means that print is a very versatile medium. 

 

Daniel explains how direct print-advertising is still used a lot today, which he find 

odd considering that both advertisers and consumers are a lot more environmentally 

conscious today. Hermann believe that direct print-advertising works well because it 

is not intrusive in the same way as other advertising; if the consumer does not want to 

read it he can just throw it in the paper-recycle-bin while banners on the internet or 

social media are much more “in your face”. When it comes to direct print-advertising, 

Hermann elaborates that the consumer makes an active choice to assimilate the 

advertising message. Therefore, due to the susceptive state of mind brought on by the 

active choice made by the consumers, print-based media is regarded by some of the 

respondents as a very good way for advertisers to use push and pull methods to 

generate store traffic and revenues. 

 

Daniel says that there is such a large clutter of advertising in the world today, 

consumers are just bombarded with information everywhere they go. Hermann 

elaborates that a newspaper probably has more of its consumer’s attention than other 

media channels, something that is valued extremely high in today’s intense 

advertising world. He concludes his argument by saying “although it is hard to 

evaluate, this is in my opinion one of the largest strengths of the printed media 

channel”. 

 

Joakim, who has worked closely with several car manufacturers, explains that the way 

advertisers utilize media differs in different product categories. He explains that the 

car industry has a long tradition of using a combination of TV and Print-based 
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advertising, regardless of the communication strategy. “That’s just the way it is done” 

he explains, but also states that it may differ in terms of city versus rural advertising 

since it is more common to focus on local advertising in Print-based media in rural 

areas of Sweden. This is mostly due to the OTS (opportunities to see, see Appendix 5 

for Definition of Key Concepts) and it allows the advertiser to achieve maximized 

visibility within the specified target market. 

 

5.4 Media planning & The media selection process 

 

Some of the respondents believe that there is a kind of “follow-the-leader” like 

behavior in most industries. Sometimes companies use it as a strategy to gain sales 

but more often it is used simply because advertisers feel obliged to do it and do not 

dare not to do as their competitors. On the other hand, certain industries are a lot more 

traditional and conservative when it comes to advertising spending and media 

selection. Daniel and Jenny used the automotive industry as an example were the 

advertisers have always anchored their advertising campaigns in television ads 

followed by ads in print-based media in order to extend the campaign and generate 

store traffic. Other industries are more liberal and allocate funds in their marketing 

budgets in order to branch out and use new types of media or event sponsoring in 

order to reach the target audience. 

 

Daniel explain that; “some companies are better than others when it comes to track 

the evolution of the brand value whilst the majority of the companies, regardless of 

industry, are more shortsighted; focusing only on generating fast sales. I think that 

you can easily spot those companies interested in brand building, because their ads 

display a sense of that they are selling a “dream” or “image” instead of just a 

product”. 

 

The respondents stated that the media planning and media selection process started by 

asking the questions; Where are we right now? Where do we want to go? in order to 

establish the company’s business objectives. The second step of the process is to 

analyze and understand the market environment, the players that operate within the 

market, and the forces that drive the category and the competition. During this stage 

of the process advertisers often use analytical tools to gain an understanding of how 

the market environment is structured. The third step is to identify the potential future 

consumers, and by analyzing the demographics, psychographics, media habits, 

aspiration and interest of the potential customers, the advertisers can identify their 

target audience. During this step it is also important that the advertiser decides 

whether to focus on retaining old customers or attracting new ones, or a combination 

of the two.  

 

Mattias stated that when the market environment has been analyzed and the target 

audience has been identified; the advertiser enters the fourth step of the process by 

translating the business objectives into communication objectives based on the 

previously identified parameters. After the business objectives have been translated 

into communication objectives, it gives the advertiser an indication of which types of 

media are better suited to achieve these goals. After it has been established which 

types of media are better suited to achieve the communication objectives, the 

negotiation process with the media channel representatives begin. Jenny explains that 
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the choice of media is often driven purely out of cost-effectiveness, biggest reach, 

highest rate of return but it varies from client to client and campaign to campaign.  

She concludes by saying that; “one of the main factors influencing the ultimate choice 

of media channel is the size of the marketing budget”. 

 

The point Jenny makes about cost-effectiveness is shared by all of the respondents. 

They argue that even the best marketing strategy, with the best possible and attractive 

offer for the consumers will not work if the advertisers cannot fund the campaign. 

Joakim elaborates by explaining that some advertisers try to “break out of old media 

mix habits” and become a “sexier” brand. He explains that “the marketing 

departments get caught up in the moment of what they are trying to create that they 

are unaware of the feasibility of their plan. In stead of working with a structure and 

well founded plan based on market and target segment analysis, which enables you to 

accurately gauge the cost of the campaign to ensure maximum return on investment, 

they go with their gut feeling. This is bad, and expensive. Therefore, it does not matter 

how rich the media is nor how well you understand the target segment if you cannot 

finance your campaign”. He continues by stating that this “gut feeling approach” have 

forced several advertisers to change the composition of the media mix or the size of 

the campaign. 

 

5.5 Future usage of media 

 

All of the interviewees addressed television as a medium that is going through some 

major changes. Everyone mentioned on-demand services as the future of the industry. 

Each respondent also points out that there is an uncertainty where advertisements will 

fit into the future business models of motion picture. Hermann said; “Television will 

definitely be watched on a more on-demand basis. How commercials will fit into that 

pattern is yet to come”. Jenny also brought up the uncertainty in whether the 

commercial breaks will survive by saying; “The real question is how are they going 

to generate revenue in the future if they are not selling advertising space”.  

 

Jenny also made some comments that differ a bit from the others. She stated that; 

“Linear-TV will not last for more than a couple of years”. She believes that motion 

picture instead will be consumed on other platforms, such as tablets, smartphones and 

PCs. Herman had a different view; “Free TV will still play a huge role for years to 

come though, so there will definitely be a commercial market within television as it is 

today”. Daniel, Herman and Mattias are all of the opinion as they all mention live 

broadcasts as an important factor to maintain the viewers of the linear-TV as well as 

the advertisement spending’s. David says; ”Television has to ensure that it as a 

medium will continue to be good at live-broadcasts of sports and other stuff were it is 

pointless to watch it the following day”. 

 

Jens brought up some interesting thoughts regarding the ongoing shift; ”the current 

conventional market players need to adopt their business model to the rapidly 

changing online streaming market. However, they might have a disadvantage since 

they are involved in the business today. And how are they going to make that switch 

without loosing too much money? Instead there might be market players that 

previously haven’t been active on the motion picture market, but have been online for 

a while might have an easier way to rewrite history without any previous 
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preferences”. He further pointed out that television as a medium is currently facing 

and will continue to face similar obsticles and threats as print-based media has been 

facing for years. Jens clarifies by stating that although television has the best reach 

and therefore is a “given” in any marketing mix it will continue to face obsticles and 

decrease, primarily in younger target segments. 

 

Although television still has a somewhat bright future and place in the media mix of 

the future, none of the interviewees saw a bright future for radio as a medium. Jens 

said; “They will have to fight for its users and thereby they will also struggle to sell 

advertisement spots, especially in the local market”. Herman put it this way; ”I think 

that some of the radio will be and are already being, switched out for on-demand 

services like Podcasts. Many radio shows are also published as podcast so you get to 

listen whenever you want”. Mattias brought up the generation shift; “traditional radio 

listening will decrease when the generation shifts”. The only positive thing that was 

said of radio, as it exists today, came from Herman and it regarded the fact that it 

could be used as ”a supplement to a memorable sound spot used somewhere else”. 

 

All the respondents agreed to the fact that Internet (excluding social media) is still 

evolving as an advertising medium. A common denominator among the interviewees 

was the fact that there are still much to figure out within this medium and they all 

seemed to like the possibility of measuring results. Herman said; ”one great thing 

about the internet is the things you can measure from using it”. Hermann also stated; 

”I think it will continue to evolve, standard banners and the basic things we have 
seen up until now will probably change in to more interactive”. Jenny pointed out 

that; “The Internet is unlike any other medium, it is not like TV where you have a set 

supply of advertising space per day. There are always new ways of advertising on the 

Internet, and I believe that it will continue to grow in the future”.  

 

There were some major differences in the responses from Jens and Mattias. While 

Mattias believe that; […]”we will see more sites, news primarily, that will start to 

make readers pay for more and more of their content. DN, Aftonbladet, DI among 

others have already introduced this in various ways but you will see more and more 

newspapers shifting their journalism methods to the online media with both the 

disadvantages and advantages this has to offer”. When Jens explains Aftonbladets 

business model he paint a quite different picture; “our business model is to have such 

a large traffic on our webpage, that we can sell advertisement and earn money from 

that we do not actually need any user payments right now”. Jens also mentions 

motion picture as a future cash cow for this media channel as Linear-TV moves 

online. Jens says; ”Motion picture is one of the most expensive advertisement kind out 

there, so this will make a significant contribution to the online medium in ad 

spendings”. 

 

Tim believes that we will see an increasing amount of advertisers allocating resources 

from TV to Internet campaigns in the future based on the price increases involved in 

TV campaigns. He states that “the prices have gone up several years in a row, and 

with the emergence of Web-TV and video online it’s cheaper to invest in video on the 

Internet than on TV”. Unless price levels stabilize for TV or the prices for video on 

the Internet increase Tim believes that this trend will continue. Daniel agrees with this 

since it is a logical step in what he calls “the Evolution of Video”. He explains that 

TV is a great media type since it enables great reach and frequency and it is a rich 
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media type. However, it is expensive and the “consumers of today” are beginning to 

watch less TV. Therefore, more advertisers are thinking of investing less in TV and 

more in other media types that allow for a similar level of reach and frequency. 

 

Despite its similarities to the Internet, all respondents approach the concept of social 

media with caution. Herman says; ”I’m not sure that the market will look the same 

way in a couple of years”. Mattias mentions; ”if anything we will see other types of 

social media appear ”. Daniel has this approach to it; ”I believe that the social media 

networks of today will not last forever, I’m not even sure if Facebook will be as big in 

five years as it is today”. While Jenny uses these words to describe the future; “I 

cannot say that it will be a medium we will continue to recommend to our clients 

since it is still in the development stage”. 

 

Daniel mentions how for him; “social media is similar to youth clubs when I was 

young since it is allows the kids to escape the adults into a “safe zone”. I believe that 

social media will continue to develop and evolve, and when enough of adults are 

present in one the kids will move on to another social media”. He also continued to 

see different usages for firms active in the social media; “what I think that a lot of 

companies would benefit from in the future is to use the social media networks as 

customer-service outlets where customers could help each other or get assistance 

from a trained specialist form tech-support”. Jenny discussed whether the advertisers 

role in the social media; “as an advertiser you have to be able to set goals and 

objective as well as draw boundaries. This will be even more important in the future 

when the social media has matured as an advertising medium and advertisers 

understand how to incorporate it in the marketing campaigns”. Jens predicted the 

future to look like this; “brands will increase the marketing effort in social medias 

instead of purchasing ads else ware. This will pull down the costs online due to the 

tremendous database the social media site will possess”. 

 

Unlike the Internet and social media, print-based media and newspapers in particular 

are facing a rough future according to the interviewees. They see a continuing decline 

on this market and everyone agrees that they will have to adapt to the new market 

climate. They all agree that there are many, more efficient, ways to gain updates 

regarding the news.  

 

Jens stated that; “I would be surprised if Aftonbladet still produces a printed issue in 

10 years”. Both Herman and Daniel believes that the newspapers will continue, but to 

a different extent. Daniel said; “I believe that the local newspapers have a brighter 

future than the national newspapers and the evening newspapers. Norrköpings 

Tidningars original core business idea has changed from conducting journalism to 

make money, to making money in order to be able to conduct journalism”.  

 

Daniel moves on talking about some challenges newspapers are facing; “In the future 

I believe that it will be difficult for newspapers to collect revenues on purely news 

since it does not have any value for us consumers due to the free available online 

content. This is why I believe that the survival strategy of newspapers should, and 

will, be anchored in analyzing chronicles and investigational reports. Furthermore, 

the newspaper of the future might not be issued every day but rather more selectively 

like a magazine. I also believe that the local newspapers will be able to postpone this 

restructuring longer than national newspapers”. Jenny predicts that; “we might also 
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see a merger of the two into a completely new category of print-media, ‘news-

magazines’”. 

 

Staffan predicts of the future of print by saying; “print-based media will probably not 

be able to maintain its profitability in the future, unless significant changes are made 

within the industry. Sure, print-based media is good at establishing reach but other 

media types, like television and the Internet, are equally good but also transmits more 

vivid advertising messages since they incorporate visual, audial and interactive 

elements in the message, which provides the advertiser with more possible ways to 

establish a connection with the consumers”. 

 

Daniel ended up giving his advice to the conventional newspapers by saying; ”my tip 

to the newspaper industry is to gather all of these writers, analysts and chroniclers 

around me and offer all of the full-year subscribers the opportunity to choose their 

favorite writers and analysts. Then these subscribers would receive their “news 

magazine” one day before all the others in any shape or form they wanted, whether it 

is a podcast, in their iPad or in a printed version. If they did this I believe that print-

based media would be able to keep its position as a credible news media”. 

 

When it comes to magazines, the future seems brighter according to all of the 

respondents. Everyone think that they are better off because of their loyal subscribers. 

Herman explains this by saying; “the niched magazines on the other hand will 

probably not see the same decline. Sports and fitness magazines has an extremely 

loyal customer group and the same goes for the lifestyle magazines as well. So I still 

rate the market for ads in such medium very high. Because of the niched customer 

group they target”. 

 

Jens agrees with Herman and says; ”I believe that the subscription papers will 

maintain, or at least face a slower decline for some time”. 
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6. ANALYSIS 
 

In this chapter we will first analyze the level of richness each media type possess. 

Thereafter we will look at the interview participants’ thoughts regarding the media 

selection process as well as their thoughts on the future use of marketing media. 

6.1 Perception of media richness 

 

The original theory regarding media richness, developed by Daft and Lengel, ranks 

and evaluates the level of richness levels for different types of media. The theory 

concludes that richer media is more suitable in circumstances when a more 

ambiguous, or vague, message is being transmitted (Daft & Lengel, 1984; 1986). 

 

We stated in chapter 3 that all communication media posses different characteristics 

which makes them more or less rich according to the media richness theory. If an 

advertising message is vague, it is therefore more problematic for the target audience 

to interpret it correctly. Thus, the theory states that the more vague a message is, the 

more data and context cues are necessary to be transmitted along the message in order 

to reduce the vagueness of a message (Daft & Lengel, 1984). In other words, the more 

vague a message is, the richer the medium has to be in order for the target audience to 

interpret the message as correctly as possible.  

In our empirical data the respondents were asked to describe and evaluate each 

medium out of a richness perspective and the respondents concluded that; based on 

these perceptions of richness, each type of media possessed different characteristics. 

Making them more suitable to utilize for different communication objectives. When 

analyzing the respondent’s answers, we are able to conduct a list, ranking the separate 

medium in richness. This list will be shown at the end of this chapter. Further more 

we will now go in-depth with each medium, in order to present the empirical findings 

in a sufficient and clear way. 

 

In our empirical data we found that all of our respondents rate television as one of the 

richest medium, based on the fact that it combines elements of sound and motion 

picture in order to create an emotional or rational connection with the customer. This 

implies that by sending messages that could be perceived as vague through television, 

will reduce the risk of the target audience to incorrectly interpret the advertising 

messages. In the original article, Daft and Lengel (1984) states that in general, richer 

media is more appropriate when trying to establish a relationship with the target 

audience since it transmits more data and cues which make the message easier to 

interpret (Daft & Lengel, 1984, p. 6-9). This could explain McDonald’s move towards 

television as their primary medium, since Staffan claimed that building relations is of 

importance in the fast food business. This will be discussed further in section 6.2 

where we examine what type of media is better suited for different communication 

strategies.  

The respondents also described this medium as one with many upsides and one 

obvious downside; it requires a large capital investment in order for the advertiser to 

achieve a substantial reach. As mentioned in our empirical data, Jenny described 

television as the strongest medium since it incorporates both visual and audio content 

and therefore enables the advertiser to be more flexible and creative when 
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transmitting messages to the target audience. A drawback with using television as an 

advertising medium is that it limits the advertisers ability to interact with the target 

audience, and thus subsequently limits the relationship building process.  

Unlike television, radio is perceived as a support or secondary medium. This is based 

on the interviewees beliefs that it is not a rich medium since it solely incorporates 

audio. Daft and Lengel summaries media richness as; “rich media enables people to 

interpret and reach agreement about difficult, unanalyzable, emotional, and conflict-

laden issues. Media of low richness are appropriate for routine messages” (Daft & 

Lengel, 1984, p. 49). This would explain why radio is mostly used as a supportive 

medium. The fact that it is strictly audio, only appealing to few senses, thus limiting 

its ability to accurately and vividly transmit the desired message to the target audience 

(Daft & Lengel, 1984, p. 6-9). The lack of richness and visual content therefore puts 

greater focus on producing content through the use of humor and sound effects in 

order to make it more vivid and rich. If the advertiser is unable to do so, there is a 

high probability that the message will be perceived as vague and interpreted 

incorrectly by the target audience. Hermann explained that using radio as a secondary 

medium to extend an already well-incorporated sound spot, could give a great result. 

But using radio alone, without something that is recognized by the listeners, is not 

effective since it will have a hard time to catch the audience attention. 

 

As illustrated by our empirical data; radio is perceived to be a somewhat poor media 

in the sense that it only broadcasts audio. The medium does however contain some 

social context cues. Although, the lack of text, images or motion picture makes it 

harder to transmit these context cues and establish a connection with the listener. This 

might explain why the respondents believe that radio is best suited as support medium 

used to extend advertising campaigns. Sound spots that are catchy or easily 

recognized are seen as a good complement to this medium. 

 
Similar to television; the Internet (excluding social media) is a media channel that is 

considered to be very rich since it can rely on using both video and audio when 

transmitting an advertising message to the target audience. As seen throughout the 

empirical chapter, Internet can take various forms. From simple text and pictures, to 

richer media such as motion picture. Internet is still evolving but the respondents all 

agree that this medium is experiencing a shift towards on-demand online services, 

which will reallocate the spending’s towards this segment. The online medium is seen 

as, although new, an old medium in a different shape since it communicate in the 

same ways. However, the respondents valued the Internet possibilities to instantly and 

precise measure a campaign’s result, something that is regarded as trickier with other 

media. 

 
According to our respondents, the Internet is such a huge advertising medium that it is 

not really known how to utilize it most effectively. Since it incorporates such a variety 

of different characteristics like audio, video, text and the possibility to facilitate 

interaction, it is regarded as a highly flexible but also extremely rich medium. Based 

on the enormous amount of consumer behavior data stored online, the respondents 

believe that the Internet can be used for many different purposes during marketing 

campaigns. Tailoring the message to fit, not just a target audience, but also a certain 

individual’s specific needs.  

 



52  

 

 

We mentioned that one of the most commonly cited reasons to advertise in social 

media and online is that it enables the advertiser to engage in relationship building. 

The Internet and social media, enables the advertiser to incorporate social context 

cues through the use of audio and video in their transmission. Furthermore, it is 

possible for the advertiser to interact with the target audience through the social media 

channel subsequently resulting in relationship building. This might seem to be 

contradictory since Daft and Lengel (1984; 1986) argued that by using a 

communication medium when trying to successfully establish and build relationships 

with the individuals in the target audience would be risky, due to the lack of social 

context cues. However, if the sender as well as the receiver is aware of and perceive 

the social context in the same way, and the communication between the sender and 

the receiver is not restricted by social context barriers this would imply that both 

parties are aware of their different roles during the communication process 

subsequently resulting in the possibility of building relationships. As described in the 

empirical findings, advertisers will always try to be where their customers are. 

Aftonbladet business plan is to provide a service that a lot of people will visit and 

thereby sell ad-spaces surrounding this service. If the service provided is good enough 

the users will tolerate advertisements. 

 

The empirical findings in this thesis suggests that although once considered to be one 

of the richest media types, print-based media has declined in relative richness 

compared to new media types such as the Internet and Social Media since these media 

types incorporate the use of moving pictures and audio. However, since it 

incorporates both imagery and narrative features that allows detailed explanation and 

guidance, Print-based media can thus be considered a moderately rich media on its 

own.  

 

However, according to Daft and Lengel’s theory on media richness, print-based media 

should be regarded as an ideal medium to utilize if there is a risk that the message will 

be perceived as vague. The subsequent use of print-based media therefore effectively 

limits the possibility of the message being misinterpreted by the target audience. This 

is strengthened by the empirical findings since the interview participants all agreed on 

the fact that print-based media is a good medium when trying to explain complicated 

sequences of events. What makes most of the participants choosing other medium is 

the experienced lower reach and therefore the print-based media has a hard time to 

stay competitive compared to the online media. Some interview participants also 

points out that Print-based media is better suited for transmitting information 

regarding sequences than establishing an interaction with the target audience. Which 

further strengthen the above presented data. 
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6.2 Media planning & the media selection process 

 

We discussed the fact that the introduction of new media during recent years has 

made the media selection decision process more complex. The theoretical framework 

presented in chapter 3 regarding the media selection process tells us that; “effective 

advertising refers to informing the public about the right product at the right time 

through the right medium” (Chunawalla & Sethia, 2008, p. 181). In other words, the 

media selection is the key to the success of an advertising campaign. The fundamental 

principles of media selection, addressed by both Chunawalla and Sethia as well as 

Percy et al. explains the process as a four-step process (Chunawalla & Sethia, 2008, p. 

182-184; Percy et al., 2001, p. 151- 163) illustrated by figure 8 below.  

 

It is important to note that the four elements; reach, frequency, continuity and size, are 

interdependent of each other. As described in our theoretical framework, a universal 

media selection, which is ideally suited to all kinds of advertising, unfortunately, does 

not exist  (Chunawalla & Sethia, 2008, p. 181-184). Which is also confirmed by the 

sample participants, who believe that there is a kind of “follow-the-leader” like 

behavior in most industries. The respondents elaborate by explaining that the overall 

approach to media selection and advertising approach differs from industry to 

industry as well as from advertiser to advertiser. Percy et al. (2001) support this, by 

arguing that what ultimately shapes the media selection process, and thus the constant 

trade-off between reach and frequency are the communication objectives (2001, p. 

151-163). The empirical data gathered during our study indicates that advertisers 

sometimes incorporate the so-called “follow the leader” strategy in order to gain 

quick sales. However, the strategy if more often incorporated simply because the 

advertiser feels obligated to follow the competition in order to avoid “being left 

behind”. 

 

Based on both the theoretical framework as well as the empirical data gathered we 

have identified a key element of the media selection process; the final media selection 

is often highly influenced by the companies advertising budget and how much money 

it can afford to spend on advertising and promotion. This notion is further 

strengthened by the empirical data gathered since some of the respondents highlight 

the fact that advertisers rely more and more on a combination of several media types 

when transmitting the advertising message instead of investing all of the capital into 

one media channel.  

 

The empirical data gathered describes the media selection process in similar fashion 

to the theoretical framework presented in our study. However, the respondents Jenny 

and Mattias use six steps instead of four to describe the process that leads to media 

selection. This is further illustrated by figure 8. 
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1: Identify the target market

2: Decide the nature of the message

3: Identify match between media and the 
target market

4: Evaluate and understand the elemental 
nature of media

(Reach, Frequency, Continuity, Size)

1: Identify business objectives

2: Analyze and understand the market 
environment

3: Identify and analyze the target audience

4: Translate the business objectives into 
communication objectives based on the 

structure of the target environment and the 
identified target audience 

5: Identify match between desired 
communication outcome and different media 

channels

6: Evaluate different media options based on 
budget constraints and return on investment

Theoretical Framework Empirical Data 

Selection of Media Channel(s) 

Figure 8: The media selection process 
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By examining figure 8, one can see similarities between steps 2 and 3 of the empirical 

data and the first step of the theoretical framework. By further examining the figure 

one could also say that step 2 of the theoretical framework is equivalent of the fourth 

step illustrated by the empirical data gathered. The reason for the advertisers to 

describe more steps can perhaps be explained by the fact that they were asked to 

explain the media selection process at the spur of a moment. The authors originally 

explaining the process had a little more time to prepare and elaborate on their 

description of the media richness theory. Another explaining factor of this 

disarticulation between the different amount of steps used to describe the media 

selection process could be that the respondents chose to breakdown bigger steps into 

several smaller steps in order to simplify the explanation of the process. 

 

As mentioned in chapter 3, Dennis et al. (2008) argues that the outcome of the 

communication process will be improved if different media channels are utilized at 

different times and that it is usually most effective to use several different types of 

media, either simultaneously or in succession (Dennis et al., 2008, p. 576). This 

explains the final heading of “Selection of Media Channel(s)” in figure 8 and is 

further strengthen by our empirical data gathered, since most of the respondents 

emphasize the different media channels to be used in order to extend a marketing 

campaign and establish interaction with the target audience. 

 

As the figure illustrates with the empirical data step 6 “Evaluate different media 

options based on budget constraints and return on investment”, the cost of the 

campaign plays a crucial roll during the media selection process. Many of the 

respondents stated that with larger price tags associated with marketing campaigns 

and strict budget guidelines, advertisers are forced to adjust their media mix 

accordingly. Thus, even though you perceive a media as superior in terms of richness, 

many respondents claim that it is sometimes not a feasible investment to make in 

terms of return on investment. 

 

6.3 Future usage of media 

 
When analyzing the respondents’ perceptions and predictions of the future usage of 

the different media channels, through the spectra of theories previously mentioned 

throughout chapter 3, the respondents tend to prefer the richer media. Both print-

based and radio, the less rich media, are predicted to face increasing challenges in the 

future. Daniel pointed out that newspapers probably would have to look over the 

numbers of weekly issues, in order to survive. While Jens thought that a lot of the 

local newspapers would go bankrupt. McDonald’s had already made a switch from 

using newspapers and radio to almost solely using television and the Internet. 

 

The respondents also pointed out that television most likely is making a move towards 

online on-demand services. Hence, merging more and more of its content with the 

Internet medium. Internet, which 2016 include; text, pictures, motion pictures and the 

interactive social media, is the medium that all other media tend to move towards. 

Mostly because of its quick response time and its possibility to host on demand 

services, but also the possibility to accurately measure how many viewers actually 

interact with the advertisement. A trend seen across all media is the fact that the 
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media types who are doing the best, is the ones that have the largest consumer base. 

This would imply that reach is an important factor in the future as well. 

 

Another important factor that is impacting television, besides changing consumer 

behavior as discussed in chapter 5, is the increasing investments needed in order to 

conduct a marketing campaign anchored in television. Many of the respondents claim 

to believe that the future of television is not looking super-bright, with a growing 

number of advertisers allocating resources from television to online video due to cost-

cutting and cost-effectiveness. 

6.4 Media richness theory applied to a marketing scenario 

 

Suh (1999) clarified in his research that the media richness theory clearly argues that 

media which is perceived as rich enables the receivers to accurately interpret and gain 

an understanding of complex, difficult and sometimes unanalyzable issues. He further 

states that media that are perceived as less rich, or lean, are more appropriate when 

transmitting less complex messages (Suh, 1999, p. 296). Therefore, we have decided 

to evaluate different media types and rank them according to the level of media 

richness we perceive them to possess.  

 

The use of Television as a media during a marketing campaign enables the advertiser 

to incorporate countless different context cues when transmitting the message to the 

consumers (Chunawalla et al, 2008). The receiver is susceptible to both visual and 

audial information, thus enabling the sender to “tell a more detailed story”, impacting 

moods and perhaps creating an unconscious and powerful connection with the 

receiver (Daft & Lengel, 1984; 1986). Therefore, TV is a very versatile media type 

based on its high level of richness since it minimizes the possibility of 

misinterpretation if used correctly. It can also, due to its high level of richness, be 

used intentionally to create misinterpretations that are beneficial for the sender. 

 

Unlike Television, the use of radio as an advertising medium limits the advertisers 

ability to transmit context cues, only allowing different jingles, tones of voice and 

“sound effects”. It is however possible to personalize the message to a high degree 

and target specific niche markets with radio advertising. With this in mind, based on 

the media richness theory, Radio is perhaps one of the leanest media types in todays 

media mix, since it often lacks the ability to accurately transmit messages in such a 

way that guarantees a correctly interpreted messages without ambiguity. 

 

As shown by the empirical findings, the Internet (excluding social media) can in 

many different versatile ways be utilized as an advertising media. It enables the 

advertiser with countless different opportunities to transmit an advertising message to 

the target audience; by using audio, video, text, and interaction. Therefore, we argue 

that, based on the original media richness theory developed by Daft and Lengel, the 

Internet as an advertising media is considered a very rich media type since it enables 

the advertiser to transmit a wide variety of different context cues such as audio, video, 

text as well as interactive features that engages the target audience. 

 

We believe that the Internet is a great advertising media when it comes to creating 

personal focus reaching out to the smallest of niche markets as well as to consumers 

at an individual level. Due to the increasing interaction between advertisers and 
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consumers it is a great media type to utilize in order to get accurate and instant 

feedback from the target audience.  Social Media as a media type is extremely similar 

to the Internet in terms of the ability to transmit accurately interpreted advertising 

messages. However, based on the media richness theory we argue that advertising in 

Social Media is considered to be more intrusive than other media types – a view share 

by many of our interview participants and the empirical findings presented in chapter 

5. Regardless of this it is a very rich media, perhaps richer than the Internet 

(excluding Social Media) since it allows for interactions amongst consumers. This is 

why it attains the number one ranking below. 

 

The utilization of Print-based media enables the advertisers to be very flexible in their 

usage of language, tailoring it to specific niche segments or making it more general to 

fit the whole target audience. Although print-based media it is limited to text and non-

motion pictures it can transmit very complex sequences and messages to the receiver, 

which gives it an advantage over radio. Therefore we argue that print-based media is 

an average rich media type when used in the correct manner. 

 

Therefore, to conclude the analysis we would like to present our ranking in terms of 

media richness as follows (1 being the richest), this will be further discussed during 

the conclusion. 

 

 
Figure 9: The perception of media richness 

Source: The authors 
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7. CONCLUSIONS 
 
During the course of this chapter, the conclusions of the thesis will be presented. We 

have chosen to present the conclusions we have arrived at based on the analysis in 

the previous chapter under two different themes; perception of media richness, media 

selection process. We will thereafter present an answer to our proposed research 

question by addressing the purpose of this thesis. This chapter will end with a 

discussion of the thesis contribution to marketing. 

7.1 Perception of media richness 

 

First, during the analysis of the data gathered we have concluded that the respondents 

believe that different media posses different characteristics. These characteristics are 

described as influencing elements affecting the media ability to effectively transmit a 

more or less vague message to the target audience, without being misinterpreted. We 

have found that some types of media are regarded as more rich, and therefore more 

appropriate to utilize if there is a risk that the target audience might misinterpret the 

message. Further, we have found that in contrast to some media types being perceived 

as rich some have been perceived as less rich media types.  

 

Television 

 

The reason why television is described as a media type that is ill suited when it comes 

to extending campaigns is not based on media richness but rather on the fact that it is 

not a cost-effective option; it requires large-scale capital investments in order to 

establish a significant level of reach. Based on our research, television is therefore 

better suited to be used to anchor marketing campaigns since it is a good medium to 

use in order to create broad brand awareness. 

 

As mentioned, it is also better suited than print-based media due to a higher level of 

media richness when it comes to illustrating and explaining complex sequences. This 

can subsequently be taken into account when explaining the fact that print-based 

advertising expenditure in Europe has been steadily decreasing during the past years, 

whereas Internet and television advertising spending has been increasing (Nielsen, 

2012, p. 146; ZenithOptimedia, 2011), even though all of these media types are 

considered to be rich (Daft & Lengel, 1984, 1986; Shachaf & Hara, 2005, p.72). In 

other words; it is a rich media type, but not as rich as the Internet and Social Media. 

 

Radio 

 

We have concluded that radio is an advertising media that is better suited to be 

utilized in a supporting role during marketing campaigns. Since radio is limited by the 

fact that it only transmits audio and possesses a limited reach it is often used to get a 

higher frequency in a message conveyed in a richer medium. Once again the aspect of 

being cost-efficient plays a major role in the marketers decision when choosing 

media. 
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The Internet (excluding Social Media) 

 

During the course of this study we have found that the Internet is described as a media 

type with many upsides. It is viewed upon as a cost-efficient media, which enables the 

advertiser to reach an endless level of reach if used properly. It is good at describing 

and illustrating complex sequences since it can incorporate visual and audible 

elements. It is also a medium that enables the advertiser to engage in interaction with 

the consumer and is therefore an appropriate medium to utilize when building and 

maintaining relationships. The many ways of gathering information regarding the 

actual frequency and reach is also something appreciated by the sender of the 

message.  

 

Social media 

 

The reason why the Internet and Social Media is perceived as richer above all of the 

other media types is because it possesses all of the same characteristics as the other 

media types and is therefore a very flexible media type. Throughout this thesis, we 

have kept the Internet and Social Media separate since we believed that the marketing 

techniques used within these advertising channels are different.  

 

Social Media is very similar to the Internet as a media. It evolved on the Internet and 

could be viewed upon as a sub-category to the Internet. All of the above mentioned 

descriptions fit here as well. The major difference in Social Media being that it allows 

for a two-way, as well as hyper interactive communication, which creates even 

greater involvement within the targeted audience. 

 

Print-based media 

 

Print-based media, direct advertising in particular, is good at extending campaigns by 

creating awareness and generating store traffic. Because the consumer makes an 

active choice when it comes to assimilate the advertising message, he or she is more 

susceptible to advertising. Thus, print-based media is a good way for advertisers to 

utilize different push and pull techniques in order to generate store traffic. During our 

research we also found that print-based media is considered to be a media type to 

utilze when it comes to explaining complex sequences. However, since it lacks video 

and audio; both television and the Internet are better suited for such tasks. Therefore, 

we can conclude that Print-based media is considered to be a moderately rich media 

on its own according to the media richness theory. This is strengthened by the 

empirical findings of our study. In other words, ad-space buyers perceive Print-based 

media as rich but not compared to other media types such as TV, the Internet and 

Social Media. 

7.2 Media selection process 

 

Even though the media selection process is explained in a varying number of steps, 

the general principles are illustrated in by both the theoretical framework as well as 

the empirical data gathered during this study. During our research we have therefore 

found the basic framework for the media selection process proposed by Chunawall 

and Sethia (2008) as well as Percy et al. (2001), confirmed by our empirical data. We 

have also established that the original framework also is applicable in todays ever-
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changing media environment. However, it is important to note that even though the 

basic framework of the selection process is applicable, it is always based on the 

advertisers communication objectives, which are unique. No advertiser has the exact 

same communication objective as another – it also varies over time for the same 

advertiser. This is something that could be further researched and will be discussed in 

chapter 8.  

 

Thus, based on the empirical data gathered we can conclude that the most influential 

elements of the media selection process are; the communication objectives, the 

perception of media richness, the consumer behavior of the target audience, the 

marketing budget. The most influential elements are illustrated by the figure below. 

This also confirms the previously discussed process of media selection presented in 

the theoretical framework of this study.  

 

 
Figure 10: The most influential elements of the media selection process 

Source: The authors 

7.3 Answering the research question 

 
The purpose of this study was to investigate the role media richness has in 

advertising. We have striven to gain an understanding of how ad-space buyers 

perceive different media channels in terms of richness and how these perceptions 

influence the media selection process. 

 

After analyzing the data and presenting our conclusions we can now state that ad-

space buyers in fact perceive media types to possess different levels of media 

richness, and that these perceptions impact the media selection process based on the 

communication strategy at hand. However, we can also conclude that regardless of 

how rich the media is the ad-space buyer will not select it if the price is too high and 

the media selection therefore not cost-effective. 

 

Finally, to conclude what the respondents believe the future will hold. Television will 

probably face a decline due to on-demand services across more than one platform. 

Motion picture spending’s will move from TV to the Internet category. Radio will 

struggle to keep its listeners. A move away from the conventional radio, to more on-

demand like services, is bound to happen. Internet will see a boost, especially when 

the motion picture advertisement spending starts to move into the Internet category. 

Social media is probably the most uncertain category of them all. Many things can 

happen and no one seems to really know. Some votes for an increase, while others 



 61 

 

 

predict the opposite. The print-based newspapers are facing, and will keep facing 

increasing challenges. The content has to change, due to its comparably slow pace of 

updates; it is simply not quick enough anymore. However, the magazines targeting 

certain niche segments have their faithful subscribers to thank for a slower decline in 

issues sold. A move towards the Internet and the multiple platform solution are 

inevitable. Measurability will be an important feature in the future of each media 

channel since advertisers want to get feedback on how their advertisement is 

performing. Reach will continue to be an important factor; the advertiser will use 

channels that their targeted market is using. 

 

As discussed in chapter 1, advertising has evolved from being a strictly linear one-

way process to an interactive and liquid process (Barker, 2013, p. 108-109). What 

Francis J. Kelly III stated in 2008 “the world is chaotic and fast changing” (Harvard 

Business School, 2008) has been confirmed by our empirical findings. At present, 

there are countless new and evolving ways, spurred by the evolution of technology, 

for advertisers to communicate and interact with consumers.  

 

As clearly stated throughout this thesis, the old linear approach used during the past 

decades will no longer be effective in this environment, were consumers choose 

which technology they use and which technologies they do not use. We have 

concluded in our research that advertisers will not be able to be successful reaching 

out to consumers acting in a linear and strict one-way form. This is illustrated by 

figure 11 below. 

 

 
Figure 11: Media within evolved marketing 

Source: The authors 

 

Therefore, in order to be successful advertisers has to become more flexible and use a 

more fluent (liquid) approach that utilizes richer media types in a wide variety of 

ways in order to successfully communicate with consumers and be able to be 

successful in 2016s dynamic and liquid marketing industry (Harvard Business School, 

2008; Barker, 2013).  

 

Thus, we have shown with our research that that advertising has evolved from using a 

“problem-solution” approach using one-way communication, which was very rational 

and practical, to an approach that today focuses more on the emotions and humanity 

associated with the products using either two-way or hyper interactive communication 
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techniques. This is further illustrated in figure 11, which clearly illustrates the 

relationship between perceived media richness and limitations in different media 

types regarding the communication process that the media can be utilized in. 

 

7.4 Contribution to marketing 

 

Based on the conclusions of this thesis, we the authors can argue that an 

understanding of how the perception of media richness influences the media selection 

process is vital. We believe it is evident that this thesis contributes to marketing since 

we have clearly illustrated the role of media richness, and how it affects different 

scenarios of marketing. During the course of the thesis it has become evident that 

different individuals perceive media types and their attributes in different ways, we 

believe that by highlighting the potential affects of selecting different media types 

based on different needs and motivations from the advertisers. Therefore, we argue 

that the conclusions presented in this thesis are highly applicable to marketing as a 

whole but could be further researched and elaborated in the future, which we will 

discuss in the following chapter. 

 

This thesis can be utilized by ad-space buyers as well as ad-space sellers in order to 

get a greater understanding of media richness in order to develop, implement or adjust 

communication strategies. Thus, transmitting a message which has low risk of being 

ambiguous and being misunderstood by the consumers. This would hopefully over 

time create greater return on their marketing campaigns and strengthen the advertisers 

relation to their consumers. It would also strengthen the position of the ad-space 

sellers since they are aware of the “pro’s and con’s” of the media type(s) that they are 

providing. This would hopefully enable greater effectiveness when targeting the right 

consumers the right way. 
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8. RECOMMENDATIONS 
 

In this chapter we will present our recommendations for further research. These 

recommendations are based on the analysis of the data gathered and the conclusions 

we arrived at in this thesis. 

8.1 Further Research 

 

During the course of our study we have found that the media richness theory assumes 

that the selection of media is only applicable to one type of media, selected at one 

particular time, to perform one specific task. We however argue that sometimes less 

rich media is suitable to perform tasks that require the use of richer media, since it in 

a cost-effective way can maximize reach and frequency when applied to an 

advertising setting. Since the media richness theory do not support the simultaneous 

utilization of media channels in its current form, but rather view the selection of 

media as a rational decision-making process; we argue that it would be beneficial to 

conduct further research, testing whether the original media richness theory is 

applicable to situations where multiple types of media channels are utilized.  

 

Also, since Kang et al. (2011) confirmed that the media richness theory is applicable 

to marketing within the travel service industry and that we have found that the 

perception of media richness impacts the media selection process, further research 

into specific industries would be recommended. Further research into how media 

richness will impact the usage of media in the future is also a frontier that could 

require further exploration. 

 

Furthermore, we have discussed and concluded this thesis with the standing that the 

old linear approach will no longer be as effective in the current advertising climate, 

with changing consumer behavior, technological innovations and a fragmentized 

media mix. Therefore, as illustrated by figure 11, it would be beneficial to conduct 

research regarding the differences and similarities of two-way and interactive 

communication, as well as to how the impact of media richness differs in different 

communication processes. 

 

Another aspect of further research is to apply the media richness theory to advertising 

in different markets, since this thesis is focused on the Norther European market. The 

application could also be extended to other types of industries since this thesis focuses 

on the Fast Moving Consumer Goods, Clothing and Accessiories, and the automotive 

industries. We would also recommend further research within the field of media 

agencies, it is highly possible that different types of media agencies perceive different 

media types in other ways than our interviewees. It is also probable that smaller 

agencies has less flexibility in autonomy and are dependent on the companies that 

they represent to a higher degree. Therefore it would also be beneficial to include 

more interviewees or samples from advertisers during further research. 
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Appendix 1: Media suitable for building brand awareness 
 

Legend for Chart 

 

A-Brand Awareness 

B-Brand Attitude 

C-Recognition Recall 

D-Low-involved Negative Motive 

E-Low-involved Positive Motive 

F-High-involved Negative Motive 

G-High-involved Positive Motive 

H-Television 

I-Radio 

J-Newspapers 

K-Magazines 

L-Posters 

M-Internet 

N-Direct Mail 

 

Figure 1 

 

 A  B    

 C  D E F G 

H Yes Yes Yes Yes No Yes 

I Yes Yes Yes No No No 

J Yes Yes Yes Limitations Yes Limitations 

K Yes Limitations Yes Limitations Yes Yes 

L Yes Limitations Yes Limitations Limitations Yes 

M Yes Yes Yes Yes Yes Yes 

N Yes Limitations Yes Limitations Yes Yes 
 

Source: Percy, L., Rossiter J.R., Elliot, R., (2001). Strategic Advertising Management, 

Oxford University Press, p. 151- 163 
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Appendix 2: Interview questions 
 

General questions 

 

1. Briefly describe the company you are working for? 

 

2. What is your target audience? 

 

3. How do you position the brand? 

 

4. Who are your main competitors (mainly northwestern Europe)? 

 

5. What are your strengths and weaknesses compared to your competitors? 

 

Types of media – Perception of media richness 

 

6. How do you view media selection? 

 

7. What is your perception of television as a medium? 

 

8. What is your perception of radio as a medium? 

 

9. What is your perception of the Internet (excluding social media) as a medium? 

 

10. What is your perception of social media as a medium? 

 

11. What is your perception of print-based media as a medium? 

 

Communication strategy – Media fit 

 

12. Based on your previously stated perceptions of television as a medium – for what 

type of communication objectives would it be a better suited medium to use? 

 

13. Based on your previously stated perceptions of radio as a medium – for what type 

of communication objectives would it be a better suited medium to use? 

 

14. Based on your previously stated perceptions of the Internet as a medium – for 

what type of communication objectives would it be a better suited medium to use? 

 

15. Based on your previously stated perceptions of social media as a medium – for 

what type of communication objectives would it be a better suited medium to use? 

 

16. Based on your previously stated perceptions of print-based media as a medium – 

for what type of communication objectives would it be a better suited medium to use? 
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Media planning – Media Selection 

 

17. To your knowledge, how does COMPANY X’s advertising spending differ from 

that of its main competitors? 

 

18. What is the company’s philosophy on advertising spending and media selection? 

 

19. Have this philosophy changed during the recent years, if so how? 

 

 

Future usage of media 

 

20. How do you view the future usage of television media? 

 

21. How do you view the future usage of radio media? 

 

22. How do you view the future usage of Internet media? 

 

23. How do you view the future usage of social media? 

 

24. How do you view the future usage of print-based media? 
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Appendix 3: Interview questions, Aftonbladet 
 

1. How would you describe Aftonblandets activity and goals from your perspective? 

 

2. What differs you from your competitors? What is it that makes out compete you 

competitors? 

 

3. Approximately how much of the modern newspaper is financed by ads? 

 

4. Where does the largest part of the incomes come from in terms of the printed 

newspaper? Is money transferred from the digital issue to support the printed one? 

How has this changed over the years? 

 

5. What do you see as the largest advantages of placing an ad in a printed newspaper 

compared to the other media channels?   

 

6. The term newspaper is considered to be the printed issue among the general 

public. How do you express yourselves at Aftonbladet internally?  

 

7. Today, is it the printed newspaper that markets the web issue or is it the other way 

around?  

  

8. What is your opinion about the future? Where is the printed issue in 10 years? 

What will happen with the web issue? 

 

9. Will there be a big enough demand for printing an issue everyday in the future? 

Could a decrease in issues be an alternative?  

 

10. What does the printed newspaper consist of in 5-10 years?  

 

11. Will you ever be able to charge the users for news on the Internet?  

When looking at the other media channels, what is your opinion about the market as a 

whole and where do you think the advertising market will be in the near future? 

Within:  

 Radio 

 Television 

 Magazine 

 Social media 

 The Internet 
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Appendix 4: Theoretical base for interview questions 
 

Question MSP MRT 

6 X  

7  X 

8  X 

9  X 

10  X 

11  X 

12 X X 

13 X X 

14 X X 

15 X X 

16 X X 

17 X  

18 X  

19 X  

20 X  

21 X  

22 X  

23 X  

24 X  

 

Legend for chart 

MSP: Media selection principles 

MRT: Media richness theory 
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Appendix 5: Definition of key concepts 
 

Media richness 

Media richness is a term that refers to a communication channel’s ability to transmit 

information (Daft & Lengel, 1984, p. 6). 

 

Reach 

Reach is a measurement of the extent to which the audience within the target market 

is exposed to a certain type of medium over a period of time (Chunawalla & Sethia, 

2008, p. 183). 

 

Frequency 

Frequency is a measurement that refers to the average number of times the consumers 

within the target are reached by a specific type of medium during a given period of 

time (Percy et al., 2001, p. 151- 163). 

 

Continuity 

Continuity refers to the given period of time for when the target audience is exposed 

to the advertising message or campaign (Chunawalla & Sethia, 2008, p. 183). 

 

Size 

Size is a measurement that refers to the effectiveness and strength of the advertising 

message (Chunawalla & Sethia, 2008, p. 183). 

 

Opportunities-to-see (OTS) 

OTS is a term that refers to the aggregated exposure to advertising media during a 

given period of time (Percy et al., 2001, p. 151-163). 

 

Brand awareness 

Brand awareness is the extent to which potential consumers recognize a brand, and 

consists of brand recognition and brand recall (Keller, 2008, p. 54). 

 

Brand recognition 

Brand recognition is a component of brand awareness and refers to the ability the 

consumer has to retrieve past knowledge of the brand when shown an image of the 

brand logo or enquired about the brand (Keller, 2008, p. 54). 

 

Brand recall 

Brand recall is a component of brand awareness and refers to the ability a consumer 

has to recollect the brand with reference to the product or service category (Keller, 

2008, p. 54). 

 

Brand attitude 

Brand attitude is considered to be the particular preferences the customer holds 

towards a specific brand (Ajzen & Fishbein, 1980)  

Information and Communications Technology (ICT) 

ICT is an umbrella term that refers to certain types of technologies which, similar to 

information technology, provides access to information through telecommunications. 

The Internet, cell phones and wireless networks are included in the term ICT. 
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Computer-Mediated-Communication (CMC) 

CMC is an umbrella term that refers to all sorts of communication that occurs through 

the use of two or more electronic devices. 

 
Involvement 

Involvement is defined as a consumer’s perceived relevance of the product/service 

based on their intrinsic values, needs and interests. When consumers are determined 

to satisfy a need they will be motivated to detect and process information that they 

perceive relevant in satisfying said need. If the consumers on the other hand perceive 

the information as irrelevant they will not bother with processing it since they deem it 

cannot satisfy their intrinsic needs (Solomon et al., 2010, p. 191-192). 

 

Motivation 
Motivation refers to the process that affects the behavior of consumers (Solomon et 

al., 2010, pp. 177-181). As a consumer activates a need the consumer is motivated 

and aroused to reduce or eliminate said need. The strength of motivations can be 

divided into positive and negative motivations; positive motivations are positive 

drives such as needs, wants and desires. Negative motivations on the other hand are 

negative drives such as fears and aversions (Solomon et al., 2010, pp. 177-181). 
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