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In the current market and advertising world, it does not matter what product or service a business offers it needs to advertise. The competitive side of advertising requires that the business not only advertises but advertises smartly and has the strategic edge required gaining maximum attention and retention of the target audience also known as the consumers of the product or service that is being advertised. In this respect, there are many aspects that the advertisers and marketers have to consider before launching their advertisement campaigns. In order to execute a strategic advertisement campaign, there are some basic steps needed to be addressed to make sure the campaign gives productive results and maintain the brand image simultaneously. 
Selecting the Best Media Venues
The main secret is to know how to tell our venture differs from others that are already in the market. There are thousands of new businesses that open their doors every year. But surely ours has some special detail, some part of our story about how we started it that is interesting and awakens the curiosity of the viewer. The second trick would be to find the right medium for our campaign. Perhaps news on a national television channel about our business does not interest. On the other hand, it is very probable that in a local radio station or in newspapers and magazines dedicated exclusively to the business world, our story does interest them and they want to tell it. It is important to note here that there are many more media venues now than they were before. The fact that indoor media and outdoor media has been classified into further categories gives us much more options but that makes it difficult to choose as well (Ogden, & Ogden 2014). 
The Five Ws in Media Planning
In order to make sure that the campaign we choose to run focuses on the productivity of the business and provides best results on the perspective of the advertisers we must follow the five Ws of the advertising strategies. Why, where, when, who and what are the basic questions needed to be answered before we actually spend any money on the selected media platforms or venues. It may sound basic but the surprising results enhance the efficiency of the campaign and provide results closer to the expectations of the business and the advertisers mutually. The why of the advertising campaign revolves around the need for the product or service in the market as it shows the utility the consumer will receive when they buy it. Whereof the strategy focuses on the geographic location where the product or service will be launched this will help to focus the region for advertisement rather than vague ideas. 
The when in the campaign revolves around the timing of the campaign launch if the product or service is based on weather and climate it will be wrong to advertise the product on off seasons. The example here can be seen that often cold beverages advertise in the summers and not in winters. Who of the strategy focuses on the consumers or the target audience of the campaign this makes sure that the advertisement is not off tracked. If the target audience is children the best time to advertise would be in the vacation periods of the children rather schooling tenures. Finally, we reach what of the campaign this refers to the content and the message of the advertisement. Does the advertisement require promoting a new product or strengthening an existing one is decided in this stage? To be concise here we can say that the five Ws are the swot analysis of the advertisement campaign that focuses on its efficiency and results (Bichard, Chambers & Patwardhan, 2007).   
Rules in Media Buying
As we have discussed the steps to be considered before buying the ideal media venues or platforms there are some basic rules for managing or launching a media campaign as well. First, we have to find our market by knowing who are we going to offer our products or services and why? Describe our ideal client, what they do, where they live, how old they are, what media they spend most of their time, their needs, wants, problems, challenges and goals etc. We must always walk hand in hand with our purpose for which we want to help that person to solve their problems. What motivates them beyond the money they expect to spend by doing a purchase?
[bookmark: _GoBack]Furthermore, we should characterize our message when we as of now have a market, we should characterize our offer. What is the message we need to share enthusiastically? Research our opposition to ensure it is a productive market. In our exploration, additionally discover what vacuum we can fill. What is the message that isn't being communicated in the way no one but we can do it and how might we have any kind of effect in the lives of the shoppers. At last, we settle on utilizing the best medium. In the event that it is less demanding to contact our gathering of people through subsidiary/accomplice programs, are we willing to pay members will be decided on the budget availability (Venkatalakshmi, 2018). 
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