
24 PHOENIX BUSINESS JOURNAL

Targeting the right audience
BY DALE BROWN 

dbrown@bizjournals.com

Everybody sees commercial messages. 
Every day, on a variety of platforms.

But does the company with the mes-
sage, as well as the agency delivering 
it, want “everyone” to see it? Or, more 
likely, do they want an audience heavily 
populated with people receptive to that 
message?

When the Phoenix Business Journal 
sent out surveys for its Advertising Agen-
cy lists, we asked executives if an agency 
was likely to spend more time producing 
a 30-second message, or researching its 
distribution strategy.

“Relevance is the No. 1 priority for dis-
tribution strategy,” said Stephanie Riley, 
principal of ReThinc Advertising in 
Phoenix. “Yes, we want to create a per-
suasive ad, but even the best ad is ren-
dered useless if not properly distributed 
to the correct audience. Our distribution 
strategy is partially dictated by the client 
and by research that supports our ideas.”

Louie Moses, owner of Moses Inc. 
in Phoenix, said agencies have many 
options when choosing a distribution 
strategy.

“We focus on our client’s consumer 
sand develop messages to connect with 
them, he said. “Equal parts strategy, 
planning and creative. With a sprinkle 
of magic from creative.”

According to J. Jason Smith, executive 
creative director of Magnetry in Phoenix, 
“it’s getting easier to figure who is in a 
target audience; the biggest challenge we 
(as agencies have) continues to be how 
to be convincing and interesting in our 
messaging.

“I’m not sure it’s necessarily a ques-
tion of how much time each takes; but 
one is more of a science and the other is 
more of an art,” he added.

“When developing an advertising 
campaign, the media team and the cre-
ative team work hand-in-hand and gen-
erally spend an equal amount of time 
producing the creative and researching 
how to get it to the target audience,” said 
Veronique James, owner of the James 
Agency in Scottsdale, said.

“The most upfront time is spent 
researching and defining the target 
audience, or, most likely, multiple tar-
get audiences,” she continued. “Regard-
less of the product or service, the main 
goal of all advertising campaigns is to 
reach the right audience with the right 
message at the right time. Defining your 
target audience is an imperative step in 
determining the key messaging and dis-
tribution strategy of any campaign.”

Another question asked of execu-
tives in the survey had them compar-

ing advice they might have given a cli-
ent in 2012 with advice they thought they 
might give in 2022.

“In 2012, we were focused primarily 
on inbound marketing including SEO, 
but to be successful today, marketers 
must have both an inbound and out-
bound strategy,” said Sheila Kloefkorn 
of KEO Marketing Inc. in Phoenix, add-
ing, “That is only going to grow in the 
future. By 2022, marketing and adver-
tising will be hyper-personalized, even 

more so than today.”
“Since 2012, we have moved most 

of our clients from traditional market-
ing to a strong online consumer expe-
rience,” said Ron Meritt, president of 
On Advertising in Phoenix. “In today’s 
‘instant communications,’ our clients’ 
online reputation and business response 
has become more important than ever 
before.

“As we have seen almost daily online, 
a posted video of any event can garner 

significant media attention … good or 
bad,” Meritt continued. “We are posi-
tioning our clients to build reputation 
and business on the process of instant 
communications with their customers. 
We have also developed strategies and 
processes for our clients to deal with 
negative situations that could damage 
their online reputation, thus having an 
affect on business revenue.

“As we move into the next five years,” 
Meritt concluded, “we anticipate that a 
company’s online presence and instant 
customer communications will become 
more important for continued business 
growth.”

Tim Riester said while advancing 
technology would continue to improve 
Phoenix-based Reister’s research, his 
firm’s “advice to clients will always be 
to start with an idea unique to the cli-
ent’s brand and appealing to the client’s 
desired customers. This, combined with 
the technology advancements in mar-
keting, will lead to the most significant 
growth and sustainable success.”

Moses, a veteran of multiple decades 
in the Valley advertising industry, said, 
“Ten years, 10 months, 10 weeks ... com-
munications moves very quickly and we 
are partners with our clients to deter-
mine long-term and short-term goals. 
I’d like to sit down with them in 2022 
and discuss our jetpacks.”

On Advertising CEO John Hernandez, left, and President Ron Meritt see changes coming in advertising.
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“In 2012, we were focused 

primarily on inbound 

marketing including SEO, 

but to be successful today, 

marketers must have both 

an inbound and outbound 

strategy.” 

SHEILA KLOEFKORN, KEO Marketing Inc. 

“We focus on our client’s 

consumers and develop 

messages to connect with 

them, equal parts strategy, 

planning and creative. 

With a sprinkle of magic 

from creative.”
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