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politically savvy
 agency bio

Politically savvy is an advertising agency specializing in political    
advertising and media planning for the 2016 Iowa Caucuses. We are made up 
of four team members specializing in all things advertising and media from de-
sign to strategic planning and data analysis and visualization. 

Jaden Urbi is a design and data visualization   
specialist on the Politically Savvy team. She has a  
background in creative advertising solutions and media 
planning. Living in Iowa for most of her life, she also has 
insight on the crucial Iowa Caucuses. 

Michael Foster is Politically Savvy’s main data analyst. 
He specializes in researching, collecting and analyzing data 
from MRI and creating precise media plans in Media Flight 
Plan.

Tyler O’Donnell is the target audience specialist at 
Politically Savvy. He focuses on honing in on the most 
effective and receptive audiences to ensure success for 
each client. 

Ana Ramirez is the lead strategist at Politically Savvy. 
Her speciality is generating custom in-depth goals, 
objectives and strategies for clients that ensure success 
and advantage among the competition. 

media plan
 brief summary

Strategy
Do well in the final debate leading up to the caucuses, establish a stronger presence 
in Iowa by making appearances and interacting with the voters, disregard negative 
association with the campaign, connect with Hispanic voters and improve Rubio’s 
campaign leading up to the Caucuses in 2016.

Goal
The goal for the Marco Rubio’s 2016 presidential campaign is to succeed and differ-
entiate himself in the Iowa’s 2016 caucus. The success of the Iowa caucus will posi-
tion the candidate closer to the probabilities of winning the 2016 Presidency or pro-
vide him with an advantage in the next Presidency cycle.  

Objective
Secure the 2nd runner up spot in the Iowa Caucuses among Republican candidates, 
increase Rubio’s crediblity and connect with Iowa’s Hispanic population.

Timing
For this campaign, we are going to focus 
efforts solely on December an January, 
with the first month being the introductory 
phase and January hitting hardest with the 
ads and media presence. 

Budget
$5,400,000
CPP

CPM

Reach 
75
Frequency
5.1
Media 
TV, Radio, Digital, Outdoor, 
Direct Mailing, Newspaper

Target
Our target will mainly focus on Hispanics, 
followed up Republicans in the 
middle-upper class while still touching on 
all Republican voters across Iowa. 

newelljj
Sticky Note
Check the writing on this target.  It's not clear what "followed up" means.  
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marco rubio
 campaign overview

Marco Rubio is a Republican who currently serves as the junior U.S.  
Senator from Florida. He attended University of Miami Law School, and 
since the early 2000’s has been actively involved in the government and 
politics serving in roles such as the City Commissioner, being elected to the 
House of Representatives and Speaker of the Florida house, now running 
for President of the United States in 2016.

Rubio is a Cuban-American who grew up in a Roman Catholic family. In 
1956, his parents left Cuba to come to America in search of a better life. 
This is a key message in Rubio’s campaign, which he hopes will resonate 
with the working class families who may relate to his immigrant background. 
Rubio’s campaign centers heavily on rebuilding the American Dream. 
Specifically, he is attempting to reach those who may also come from   
immigrant backgrounds, as can be seen on his website, as it can easily be 
translated to Spanish. 

Competition 
Rubio’s main competitions in this race are candidates Trump and 
Carson. Currently, Trump is leading the polls in Iowa at 24%,  
Carson behind at just 23.5% and Rubio is in 3rd at 12.8%. Over 
the past six months, Rubio’s poll numbers in Iowa have dipped to 
about 4.8%, but since September they have risen back to where 
he started in the 12% range.

Strategy
By gaining credibility in debates and disregarding negative 
associations with his campaign, Rubio will continue to grow in 
the polls.
BDI in the country and in Iowa - fill in if necessary?
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Strategy

The strategies for the Marco Rubio’s 2016 presidential campaign are:

1. Position the candidate through owned media as the ideal representa-
tive for the people. A Republican candidate that can be entrusted to seek 
a better quality of life for all American people through the unification of 
the parties.

2.  Persuade the American people (voters) through relatable anecdotes 
and optimistic statements that enhance the candidate’s perception without 
engaging in any negative political outbreaks.

3.  Disseminate the candidate’s message at a national level by adapting 
the core positioning statement to its various targets and medium/vehi-
cles.

4.  Built momentum in Marco Rubio’s Presidential campaign through the 
execution of a series of public events that promotes the candidates re-
cord, stands, and personal qualities as well as allows further interaction 
with the voters.

Objectives

Upon completion of this strategic plan, Marco Rubio’s campaign will:

1.  Obtain a second runner up position in the Iowa caucus on February 1st, 
2016.

2. Establish a recognizable competitive advantage among the other thir-
teen Republican candidates before the 2016 Iowa caucus.
 

3. Develop a strong/consistent reputation among the American people.

4. Increase awareness between the voters about the candidate’s record, 
stances and personal qualities.

5. Increase the candidate’s preference and favorability among undecided 
voters and current voters for the upcoming presidential 
election.
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SWOT analysis
 

Advertising Efforts
 
Marco Rubio’s current advertising efforts focus on the idea of a new American century that 
is grounded on the United States history. This idea revolves around the acknowledgement 
that times have change and that the United States needs a different kind of President. Rubio 
presents himself as the Presidential candidate of the future that understands the change that 
it’s needed and the importance of fulfilling the American dream in this new century.
 
Rubio currently doesn’t have a significant variety of advertising efforts. However, this is not 
due to the lack of placing media buys. The candidate was the first to book significant TV ad-
vertising and spent at around $5.5 million in airtime. Rubio’s 2016 campaign will be concen-
trated on key states such as Iowa, South Carolina, New Hampshire and Nevada. The candi-
date has already spent around $4.8 million in Iowa and the TV ads will begin on November 
24 in this state.  
 
His advertising efforts feature two of the four main categories for political advertisements; 
these are arguments and positive visionary ads.
 
Some examples are:
1.      Catching Footballs, Fielding Questions

2.      A New American Century

The candidate’s strategic reason behind the decision of booking a large amount of airtime 
early in the year is due to the opportunity of making his presidential campaign more cost ef-
fective. In addition, this provided Rubio with the chance of selecting the best times, vehicles 
and markets which will result in a more successful and effective presidential campaign.
 
Competitive Advertisements
 
On the other hand, it can be seen some kind of attack either direct or indirect towards the 
current president or other contenders in most of his political advertisements. Nonetheless, 
there is still a lot of material to yet be seen once Rubio’s TV ads begin running this late No-
vember.

Strengths
Confidence, strong manner in public speaking, general uphill 
climb in the polls

Weaknesses
Relative lack of experience, not a prominent face in Iowa for vis-
its leading up to the Caucuses. 

Opportunities
Latino heritage and immigrant background could be used to 
connect with a huge portion of the US population, doing well in 
the Iowa Caucuses could make him seem more credible for the 
national elections.

Threats
GOP front-runners Trump and Carson, also Jeb Bush who iden-
tifies himself as Hispanic, who may also attempt to reach that 
specific target
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target audience 
 continued

2016 Iowa Caucuses 
According to a published study on the Republican Caucuses, 
it is confirmed that caucus goers do accurately represent other 
non-Caucus going Republicans. Being successful in the Caucuses 
can prove very beneficial to candidates and help create trust with 
the rest of the nation. These early state votes do have important 
influence in the nomination process.

Demographic Target
Demographically, we are going to specifically target middle-upper class Iowans 
and Hispanic Iowans, and in a more broad sense we will also dedicate efforts to 
all registered Republican voters. Middle and working class Americans average 
working class income is $34,000-50,000 HH middle class ranges from $34,000-
100,000 HH. Almost 50% of all Hispanics in Iowa are in the middle class, and 
over 1/3 of Hispanics are eligible to vote. That being said, over 40%  of His-
panics in Iowa are 18-29, a younger demographic that doesn’t always vote.  By 
using specialized targeting to this age group, much like Obama’s successful 
model, Rubio can secure this likely unclaimed demographic in Iowa.

Geographic Target
We are not going to limit ourselves to 
just one DMA, but in order to stay in 
line with our strategy of targeting 
Hispanics in Iowa, we will specifically 
target Iowa counties with high 
populations of Latinos. Emmett, 
Buena Vista, Woodbury and Clarke are 
all among the top Latino populated 
counties.

Reach 
We decided to shoot for a Reach of 75 for our campaign. We chose this reach 
because a reach of 75 is the high end of a moderate range. For Marco Rubio 
we hope to reach a large population in Iowa before the Caucus, and we think 
this is a realistic goal. Our reach for both December and January were 95.2. We 
were very pleased with this reach.

Frequency
Using the Ostrow Model, we arrived at a frequency of 5.1 for our campaign. 
Marco Rubio is not quite yet an established brand and we need to raise a high 
awareness before the Caucus in February. 

For the month of December our frequency was 21.1 per week. Again we were 
very pleased with this result, it greatly exceeded our goal of 5.1. Our frequency 
for January was even higher with 34.7 per week. 

Relation to Strategy
Our target ties into our strategy by connecting Rubio with Hispanic voters who 
may relate to his background, message and values. We also wanted to reach 
out to the working cass in Iowa, so we decided to target counties where the 
majority of the population fell into the middle to upper class category. 

newelljj
Highlight
be consistent with capitalization.  Also, "caucus-goer" should be hyphenated.

newelljj
Highlight
is the frequency per week?  per month?  (MFP calculates on a monthly basis...just divide by four to get a weekly estimate.)
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Highlight
This is interesting.  Can  you get a handle on the # of Hispanic Iowans who are registered Republicans?  



paid media paid media
 continued

TV
According to MRI data Republicans watch an av-
erage of 60 hours of TV per week, compared to 
just under 68 hours per week for Democrats. For 
this reason we decided to spend a large amount 
of our budget buying TV spots. We bought a ma-
jority of our TV buys in the month of January 
to lead up to the Caucus in February, and a little 
less in the month of December.

Radio
We purchased a total of 3,600 units of radio for De-
cember and January. Democrats and Republicans 
listen to an average of 17 hours and 16 hours of ra-
dio per week, respectively. We decided to focus the 
majority of our radio buys in the Morning, 700 units 
each month. Our demographic would be driving to 
work at this time and this could allow us to have a 
large reach in our market.

Newspaper
According to MRI, many people, both Democrats 
and Republicans, still read newspapers. Each 
demographic claimed to read over 17 newspa-
pers in within any 28 day period. For this reason 
we decided to by half page black and white ads, 
both in December and January. In December we 
chose to run 3 ads while in January we did 10. 

Strategy
Overall, we felt the best way to allocate the most of the budget would be to 
focus on staying present on TV, while the political content will be ramping up 
in Iowa by all candidates, as the 2016 Iowa Caucuses approach. 

Outdoor 
According to MRI Democrats and Republicans 
drive 127 and 152 miles on average per week, 
respectively. For this reason we decided to pur-
chase Outdoor ads for both the months of De-
cember and January. 

Direct Mailing 
We decided to send out brochures during both 
months to give potential Caucus voters more info 
on Marco Rubio. We sent out 20 in December 
and 100 in January to make sure 

Digital
Finally we chose to invest in digital buys. For the 
month of December we decided to focus on 
Social Media because it provided a high efficien-
cy for the cost. However, for the month of De-
cember, we focused mainly on purchasing ads for 
video sites. We chose to do this becasue even 
though they are more expensive, they are also 
more efficient than any other digital purchase. 
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Media selects are well-defended.
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specific vehicles specific vehicles
 continued

TV
During our timeframe we invested mostly in 
Primetime, purchasing 3,000 units of Prime-
time television in the month of January. We 
chose focus mostly in Primetime television 
because a very large majority of TV watchers 
watched during Primetime for both Demo-
crats and Republicans. We bought the least 
amount of units for Daytime TV because, 
according to MRI, that was the time that was 
least watched by everyone. 

Radio
Since we are buying mainly morning and evening drive spots, we will reach our 
target when they are commuting to and from work.

According to MRI, some of the top radio for 
Republican and working class people are The Rush Limbaugh Show, Morning 
Edition, All Things 
Considered, The Mark Levin Show and The Savage Nation. 

Newspaper
According to newspaper readership data, almost 
50% of the 55-65+ age group reads the newspa-
per regularly, which covers a large amount of the 
middle-upper class Republican demo.

Direct Mailing
We also decided to send out brochures during both months to give potential 
Caucus voters more info on Marco Rubio. We sent out 20 in December and 100 
in January. Our goal would be to mostly focus on including Hispanics and Repub-
licans on our mailing list. According to the Iowa Data Center, Hispanics make up 
Iowa’s largest minority and we believe that is a demographic we should pursue 
for our campaign. This would include educating them about Rubio and we be-
lieve the best way to directly reach them is mail them information. Polk County 
itself, specifically Des Moines, accounts for 21% of all Hispanics in Iowa which 
makes it all the more beneficial for our spot campaign.

Outdoor 
Since Iowa is made up of so 
many small towns and sprawl-
ing farmland, outdoor works 
well for commuting Iowans, or 
we could even take advantage 
of the vast cornfields and adver-
tise directly on the corn fields. 

Strategy
Our choice of specific vehicles utilize MRI data on media habits and hone in on 
our target of registered Republican voters, Hispanics and members of the up-
per-middle class in Iowa. Since Rubio is reaching out to the working class, we 
will be scheduling much of our media for times after the typical 9-5 workday, 
such as evening drive radio spots and Primetime TV spots. 

 An ideal program to buy ads for would be NBC’s Sunday Night Football. Ac-
cording to MRI, football games get very high ratings, and NBC’s Sunday Night 
Football is the only primetime NFL program on a major broadcasting network. 
An ideal Daytime program to buy ads for would be a daytime game show be-
cause those get high ratings for their time slot, according to MRI.

newelljj
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Since the plan is Iowa-based, should you use a logo from one of your buys in Iowa?



earned media owned media

Paid media won’t be the only part of this campaign,we will also take advan-
tage of earned and owned media. Marco Rubio already has owned media he 
is using help promote himself. Rubio is very active on Facebook. He responds 
to some of the comments on his posts. He has a Twitter and post most of the 
same things from Facebook with occasional retweet from a champaign relat-
ed topic. We will also leverage press coverage as earned media. On all of his 
social media, he can connect with the target even more by frequently posted 
in both English and Spanish.

Rubio only has one event planned in Iowa 
on November 20. We will have to plan 
more events to obtain earned media and 
to build and secure his supporters for the 
Iowa Caucuses in February. He will also 
have to spend a lot of time on the ground 
to make up for all the exposure Trump and 
Carson have received over the past few 
months. In addition to promoting his book 

“American Dreams”, sharing positive 
press coverage and highlighting 
unfair or misleading press, Rubio can 
use his social media to further promote 
his campaign and provide information 
on upcoming events. He should also 
continue to interact with people on 
Facebook and Twitter. 



allocation of budget industry terminology

IMPRESSIONS 
the total number of unique people who have had the opportunity to see the ad, this elimi-
nated duplication

MEDIUM 
a single form of mass communication, such as television or email

MEDIA 
the plural of medium, such as including television, radio and print

VEHICLE 
a specific channel within a medium through which a message is being delivered, for exam-
ple social media is a vehicle within online 

CPP, COST PER POINT 
this represents the cost needed to achieve one rating point through a particular vehicle

CPM, COST PER THOUSAND 
this represents the cost to reach 1,000 peo- ple by a certain vehicle

DMA, DESIGNATED MARKET AREA
segments of an area clumped together for mass marketing

INDEX 
a comparison of two proportions multiplied by 100, an even and average index rate is 100

BDI, BRAND DEVELOPMENT INDEX
relates % of a brand’s sales in a market to the % of the population

CDI, CATEGORY DEVELOPMENT INDEX 
“ but relates % of cate- gory’s sales in a market

OSTROW MODEL 
a model used to adjust proper frequencies in marketing campaigns
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