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OVERVIEW

The role of television in the new

MEDIA LANDSCAP

OVER THE PAST YEAR IN AUSTRALIA THE MEDIA LANDSCAPE HAS CONTINUED TO EVOLVE. NEW FREE-
TO-AIR DIGITAL TELEVISION CHANNELS LAUNCHED UNDER THE FREEVIEW BRAND; TWITTER BECAME
MAINSTREAM; TIVO AND THE IPHONE ARRIVED; AND ONLINE VIDEO ACCELERATED IN POPULARITY. IN
OTHER WORDS, IT’S “SITUATION NORMAL” FOR THE EVER-CHANGING, FRAGMENTING WORLD OF MEDIA.

Alive and kicking

Despite massive upheaval in the
industry over more than a decade,
Free TV has proved itself one of the
most resilient and adaptable of all
media. Record TV ratings, incessant
“watercooler” chatter and rising
traffic to network websites provide
strong evidence that commercial
television is still the prime media
choice for most Australians.

Every day in Australia, more
than 13 million viewers tune into
free-to-air commercial television.
And it's not hard to see why. A scan
of the entertainment pages reveals
popular Australian programming
is the talk of the town. Packed to
the Rafters inspired a palpable buzz
with its popular stars and storylines
that have tapped into the modern
family experience. It has continued
to pullhuge audiences this year with
each episode drawing a combined
average audience of more than
2.6 million viewers. Ten’s hit new
series Talkin’'Bout Your Generation,
debuted with a huge audience of
more than 2.1 million viewers. And
the edgy gangster series Underbelly
continued its outstanding run,
with prequel episodes drawing a
staggering 2.9 million.

Media industry
Harold Mitchell isn't surprised by
the success of these free-to-air

stalwart

sensations. “Commercial TV is the
traditional home of big hits like this,”
he says. The figures leave media
agencies in no doubt that free-to-air
television is still firmly ingrained as
the “big daddy” of media.

“It is still the most powerful
medium for retail campaigns and

Talkin’ 'Bout Your Generation=——

building positive connections with
brands. And it is the only medium
that affords fast, high reach of mass
target audiences in sight sound and
motion in a relaxed frame of mind —
which is proven to be the best way
to build emotional preference in the
minds of consumers.”

Still the lion’s share
of viewing
Australians’ appetite for television
isn't waning. While there are
seemingly endless alternatives for
information and entertainment,
Roy Morgan Research confirms
that Australians spend more time
with TV than with any other media.
People watch on average 21.5
hours of TV a week compared to
14.2 hours per week for radio, 10.7
hours per week for the internet, 3.3
hours per week for newspapers and
1.7 hours per week for magazines.

And in the past five years,
the average time spent viewing
television has remained
consistent.

On average, Australians watch

over three hours of television a day
in metro markets and more than
three and a half hours of television
a day in regional markets. Free-to-
air television accounts for most of
this viewing with an 84% share of
nightly viewing, and Free TV alone
garners a staggering 65% of nightly
viewing. Comparatively, pay TV
channels struggle to achieve a 1%
share of TV viewing.

In 2008, average metro Free
TV audiences decreased by just
over 1%. And while commentators
like to talk about the “death of

TIME SPENT WITH MEDIA -
HOURS PER WEEK

Internet
10.7hrs
21%

News
3.3hrs 6%

Roy Morgan Single Source, Jan-Dec 2008, all people 14+
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[TV] is still the most
powerful medium
for retail campaigns
and building postive
connections with
brands. , ,

Harold Mitchell

television”, areportlooking at media
consumption trends over 10 years
by Roy Morgan, similarly found just
asmall percentage decrease in Free
TV viewing.

Ikon’s Gary Hardwick says there’s
no doubt television is still pivotal in
the communications mix.

“While there has been erosion
in viewing for Free TV, it still reaches
large audiences and there isn't a
better medium to provide emotive
persuasion for brands,” he says.

Top of the tech list

Among the myriad reasons for TV’s
continuing popularityisits universal
accessibility. Television is in virtually
every Australian household with
99% penetration.

By comparison, just two-thirds
of homes are connected to the
internet, and pay TV has persuaded
less than a third of us to pay for the
privilege. Even Twitter, the latest
web craze, can't keep its flock
returning. Nielsen Online Research
has revealed that more than 60% of
Twitter users are quitters, ditching
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the micro-blogging service amonth
after joining.

In contrast, Australians are
doing everything they can to
enhance the viewing experience
at home. Television’s hi-tech glory
now stretches across LCD, plasma,
widescreen and projector, with
universal remotes and home
theatre systems providing big
surround sound to match the new
big picture.

Salesfigures confirm the upsizing
TV trend. The Canon Consumer
Digital Lifestyle Index shows that in
the second half of 2008, Australians
purchased a staggering two million
flat screen TVs. LCD TV revenues
accounted for 32% of consumer
electronic spending, with plasma
TVs generating 17% of sales.

Produced by
research group GfK, the index
highlights Australia’s continuing
shift towards larger, flat-panel TVs
and in particular to High Definition
(HD) digital. Sony’s High Definition
Benchmark Report—also produced
by GfK - says that by value, 81% of all
television sales this year have been
high definition models. So much so,
Sony has announced its focus will
be entirely on HD television.

consumer

The “box” is just

the beginning

In a media world that has
experienced extraordinary
change, television has proved it
can “sex it up” with the best of
them. Demonstrating adaptability,
Free TV networks are spinning
their content across exciting new
platforms, extending loyal viewing
across ad-supported websites and
mobile media devices.

For example, Network Ten’s hit
reality series The Biggest Loser grew
its online audience almost three-
fold this year with an expanded
web offering including unique
content such as “Ask the Expert”
sections and recipe archives, as well
as video-rich content including
daily catch-up episodes, exclusives
and episodic previews. The Biggest
Loser online recorded more than
3.5 million video views in less than
three months.

Packed to:thie Rafters '*_j

AtYahoo!7, more than 5.7 million
video streams have been delivered
across the platform in one month,
with 1.9 million video streams from
the TV section alone. And monthly
video streams across the whole
ninemsn site have jumped from
approximately one million per
month in 2006 to almost 12 million
streams as of February 2009.

But all this is not happening at
the expense of television viewing.
The much propagated idea that
the so-called “digital native”
generation is shunning television
for their laptop or iPod, mobile,
Wii or PlayStation, is simply a
myth. Today’s youth are not averse
to a night in front of the telly — a
tradition passed down from their
Baby Boomer and Gen X parents.

Young people are tuning in to
television in hefty numbers. Half of
all 16 to 24-year-olds will tune into
Free TV each day. Of a night time,

NIGHTLY SHARE OF VIEWING
16-24s

5

0zTAM; 5 City Metro; Surveys 1-3 2009; 6pm-Midnight

two in every five 16 to 24-year-olds
arewatchingTV. As a share of nightly
viewing, Free TV does especiallywell
with this demographic, attracting
a72% share.

Beyond 30 seconds

The television medium is just as
popular with advertisers as it with
viewers. Nielsen Media reports
that every one of the top national
advertisers invested in television
in 2008. And according to CEASA,
television accounted for a large
chunk of the total $13.6 billion spent
on advertising across main media
from January to December 2008.
Free TV’s
marketing chief, says the massive

Rhonda Brown,

media spend continues to reflect
the effectiveness of the medium.

“There is a very good reason
advertisers dedicate $3.4 billion
annually to Free TV - because it
works,” says Brown. “And in the
current economic climate we're
finding that many advertisers are
taking a back-to-basics approach
because they can be sure that
advertising on TV will provide a
return on investment.

“But far from resting on their
laurels, commercial free-to-air
television networks continue to
innovate and work with advertisers
and their agencies to explore how
they can best meet their business
needs,” says Brown. “Many of
these offerings see advertising that

OVERVIEW

extends beyond the 30-second
spot schedule.”

For instance, Ten is using
short themed breaks like “movie”
and “retro” breaks as a point
of difference, departing from
the traditional three-minute
commercial break with a short ad
break billboard, followed by a single
TVC and a network promo.

Both Colgate and Streets
unearthed ads from the vault for
Ten’s “retro” series during the time-
travelling cop show Life on Mars,
which saw the return of Mrs Marsh
and Gaytime ice-cream.

Hardwick says Ten’s “short
breaks” have been “proven to be
more effective in achieving higher
Q scores [attention paid].” Ten has
also introduced live ads during
Rove, written and produced by the
show’s comedians.

Seven’s network sales director
Kurt Burnette says it is driving long
form content to maximise ROI with
anew “Focus” series of advertorials
starring Seven personalities.

“It's a one-stop shop of ad
creation — in 30, 60 or 90-second
spots — using our different
personalities per category, like Tom
Williams heading up health, Peter
Blasina for tech and Sally Williams
for home and food.” The integrated
TVCs are produced on set, with
their own look and feel, and will
cross over online at Yahoo!7 and in
Pacific Magazines “for the full 360”
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Undegbelly

effect, says Burnette.

AtNine, advertisers are settoreap
the rewards of their commitment to
the network with Nine announcing
anew sales model for its upcoming
digital channel, which will feature
general entertainment. As a
launch strategy, sales director Peter
Wiltshire says Nine will offer long-
term advertisers from its main
channel “bonus” spots on the new
channel at no extra charge. And
the spots will be optimised to their
target audience.

Clearly, there’s no such thing as
“one size fits all” when it comes to
TV advertising. But no matter how
advertisers utilise television, its
value goes beyond the 30-second
spot. According to Ikon’s Hardwick,
clients are also realising TV’s
halo effect on other media. “The
tracking we have undertaken for
Commonwealth Bank has shown
on numerous occasions the halo
effect that TV provides to sales,
awareness, customer advocacy and
ultimately the ROI delivery within
acampaign.”

Still the king of screens

Industry estimates suggest PVR
penetration in Australia is between
5% and 12% while in the US it is
24%. But while some journalists
focus on the imminent demise of
commercial television as a result of
the so-called ad-skipping ability of
these devices, the research doesn't

support it.

In the UK, Skyview’s 20,000
DTR (digital television recorder)
viewers now watch 20 minutes
more commercial TV per day than
before; about 87% of viewing is still
to live broadcast. Of the viewing
that is time-shifted, 44% of the ads
are still watched “live”. The research
concludes that PVR viewers now
watch an average of 6% more ads at
normal speed than they did before.

According to Duckfoot Research
& Development, even “speed-
watching” isn't necessarily a
negative. It found that for people
who have already seenaTVad once,
their recall of the ad when viewed
at 30 times faster than normal is
about 65%.

Another oft-cited threat to
advertiser-supported broadcast
television is the rise of online
video. However, a pioneering
study in the US conducted on
behalf of the Nielsen-funded
Council for Research Excellence
(CRE) dispels this idea. The $3.5
million year-longVideo Consumer
Mapping study directly observed
participants throughout the day,
and delivered surprising results.

The strongest conclusion of
the study is that traditional “live”
television remains the proverbial
800-pound gorilla in the video
media arena. Despite the
proliferation of computers and
mobile media, TV in the home still

commands the greatestamount of
viewing, even among those aged
18 to 24.

Paul Donato, Nielsen’s chief
research officer said; “These
new results are consistent with
previous Nielsen studies that have
found that video consumption
has never been higher and that
television continues to dominate

€(

Traditional ‘live’
television remains the
proverbial 800-pound
gorilla in the video
mediaarena. § §

Council for Research Excellence

the media landscape.”

MPG director Kristian Barnes
says, when considering viewer
defection from TV, it's worth
noting this study’s revelation — that
television viewing time is being
significantly under reported, and
both online video and mobile
video use is over reported.

“Video did not kill the radio
star, and nor do the emerging
new technologies and choice in
screens appear to be killing the
“old faithful”, TV, according to the
first cut results of this research,”
says Barnes.

Getting engaged

The research also reinforces
previous studies that attest to the
attention and engagement viewers
give television. Barnes says the
common counter argument against
the “time spent with” dominance
of TV is “it may be on, but how
engaged is the consumer with the
content and advertising in this
passive/push format?”

“The CRE study is interesting
in that it appears to confirm that
consumers are engaged both
with content and advertising
on television, and it is still their
preference of ‘screen), and this is
in an observable study not a self-
reporting one,” he says.

A bright future
Television has survived the advent
of the VCR, the computer, the DVD,
pay TV, the iPod and the internet.
It has reinvented itself over the last
50 years, endured three Australian
recessions since the '60s, and looks
poised to come out a winner in
2009 as advertisers consolidate their
media mix. As the recession tightens
its grip, some media buyers predict
television advertising to lift. “The
percentage of national advertisers
using television may increase as we
move in 2009,” said MPG’s Barnes.

Harold Mitchell says brands are
already cutting the frills on their
media spend to gain better value,
dropping less ROI-accountable
media like sponsorship and
experiential.

“Traditional media like TV
remains good value,” says Mitchell.

The next five years on free-to-
air TV promise an exciting future
for both viewers and advertisers.
New channels are in the pipeline
through Freeview, and by the end
0f 2013, Australians will be receiving
even more choice and a superior
viewing experience. Free TV’s
Rhonda Brown says; “As the media
landscape evolves, the commercial
TV networks will continue to bring
Australians the very best content, for
free; and with it, an opportunity for
advertisers to engage with audiences
across a range of different channels
and platforms.” @
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The state of

T

IN UNCERTAIN
ECONOMIC TIMES,

THE PRESSURE ON
MARKETING BUDGETS
IS GREATER THAN
EVER. SO HOW ARE THE
NETWORKS WORKING
WITH ADVERTISERS TO
DRIVE THEIR DOLLARS
FURTHER? WE TALK WITH
THE NETWORKS’ SALES
CHIEFS TO FIND OUT.

Collaboration is key

One of the hallmarks of change
in the media landscape has been
the evolution of media sales
from a simple transaction to a
more sophisticated approach to
solving business problems. In
the current environment, it has
become even more important to
ensure advertising spend works at
maximum efficiency. The Free TV
networks have been at the forefront
of facilitating this development.

According to Network Ten
national sales manager Kylie Rogers,
Ten is working with advertisers
on a range of different initiatives.
“We take the view that it's our sales
team’s fundamental role to work
collaboratively with agencies to
create the right solutions for our
advertisers,” she says.

That’s a sentiment echoed by
Seven sales director Kurt Burnette.
“It has been proven many times
that the best possible outcomes
are when the client, creative and
media agency work together from
the beginning right through to
implementation of an idea. Our
sales teams are always trying to do
more of this as a truly collaborative

approach has consistently delivered
the most effective outcomes.”

Peter Wiltshire says Nine's sales
team has responded to what clients
want from TV and as a result have
delivered a team that can pool the
combined strengths of Nine’s on-air
reach with the extended media
touch points of PBL Media.

Network initiatives
The right content, says Wiltshire, is
essential. “PBL Media has allowed
us to improve the accessibility of our
content across a broader range of
consumer touch points, including
ninemsn, Catch-Up TV, mobile and
podcasting. As such, advertisers
who partner with our program
brands are benefitting from
increased reach and engagement.”

An increasing focus on research
is also providing useful insights for
advertisers. Seven's Sponsorship
Value Index scopes which of Seven'’s
TV shows, magazines and online
sites targets have an affinity with.
“This allows us to pinpoint the best
way to target a relevant consumer
and create the best possible
response using the Seven Media
Group,” says Burnette.

Ten has also created innovative
cross-platform opportunities for

clientslooking to extend their on-air
presence into online and mobile
formats, says Rogers. “And we have
more sponsors than ever wanting to
be part of our ‘big event’ franchises
— in part, because of the breadth
of promotional opportunities
they provide.”

In regional markets, the
individual channels are assisted by
umbrella marketing body Regional
Television Marketing (RTM), which
works with both media buyers and
clients directly to provide consumer
and demographic research.

“We also measure the effective-
ness and return on investment of
a regional TV campaign — typically
within the FMCG or automotive
categorieswhere market-based sales
data is readily available,” says RTM
general manager Brian Hogan.

Digital opportunities
More digital TV channels mean
more opportunities for advertisers.
Already broadcasting is Ten's
digital multi-channel, ONE HD.
Australia’s first free-to-air digital
24/7 sports channel targets a very
broad audience of sports fans of
all ages and both genders. “With
its reduced minutage and high
integration model, it presents a

NETWORKS

E MARKET

range of opportunities for sponsors
and advertisers that are particularly
suited to sport,” says Rogers.

Nine’s new general entertain-
ment channel, due to launch
later this year, will take a different
approach. “The first phase of our
SD channel launch will benefit
Nine’s committed clients by
optimising their core channel
strategy across the second SD
channel,” says Wiltshire.

In relation to Seven’s new
channel, Burnette says there’ll be
opportunities to take advantage of
amore targeted audience, as well as
opportunities for non-traditional
TV users.

The year ahead
In this economic downturn, the
search for value is paramount.
But the networks sales chiefs are
unanimous that TV offers a reliable,
efficient and cost-effective way to
stay in touch with consumers.
“Beware advertising silence,”
says Wiltshire. “Consumers are still
in the market but are more likely
to be prudent with any choice they
make as every cent counts. But they
have to know a great deal exists,
which is where TV comes in.”
Experienced marketers know
that brands that maintain their
share of voice in times of economic
uncertainty are likely to fare better
in the long term than those that cut
costs. This presents an opportunity
for clients to gain ground on
their competitors.
Overwhelmingly, the outlook
from the network sales teams is
that better days lie ahead. Free
TV programming will continue
to attract audiences in their
millions and deliver a multitude of
opportunities for advertisers across
the networks’ broadcast channels
and associated platforms. @
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RESEARCH

Is TV advertising

STILL EFFECTIVE?

MARKETERS ARE UNDER GREATER PRESSURE THAN EVER TO DELIVER A RETURN ON THEIR
INVESTMENT, AND NEW RESEARCH BACKS CLAIMS THAT TV DELIVERS THE GOODS.

he rapid evolution of the
media landscape has inspired
a quest by marketers to unravel the
impact of their media investments
and determine which media are
contributing to the bottom line.
Recent studies provide ample
evidence of TV’s importance in
providing a return on investment
for advertisers operating in an
increasingly tough environment.
One such study, “Advertising
payback - is TV advertising
still effective?”, conducted by
PricewaterhouseCoopers (PwC) UK
in 2007, reveals some undeniable
truths about advertising on
television. According to PwC,
television advertising pays back 4.5
times its advertising investment.
For the purpose of the study,
“payback” is defined as the financial
return on brand investment — as
measured by advertising’s impact
on demand for the product or
service, and the duration of the
value created from the advertising

investment (the “longevity”).

Examining the sales, price and
advertising data for 706 brands
across seven product categories
over several years, PwC found that
on average, a £1 million increase
in TV marketing investment yields
a £4.5 million increase in sales.
While the “payback” figure varied
depending on the category and
brand, TV was found to be the most
significant driver of revenue across
awide range of products.

TV also delivers its value over
a longer time frame than other
mediums — 45% of its total sales
effect is delivered after the first
year. In addition, the study found
that television is the main driver of
“brand value” — the willingness of
consumers to pay a premium for a
specific brand.

Anupdate of the report, released
in November last year, extended
the research into three other brand
categories and took into account
changing sentiment in the wake

5.

Initial investment in TV

“Advertising payback” studies, PwC UK 2007 & 2008

TV PAYS BACK 4.5 TIMES ITS INVESTMENT

4.5

Increased sales revenue

of the economic downturn. The
extended study confirms the
previous year’s findings of a strong
correlation between consumer
brand value - consumers’
willingness to pay — and spend on
television advertising.

Put

average use of television in the

more simply, above
communications mix translated to
higher willingness by consumers to
pay for a brand.

“We find that investment in
TV advertising has a far stronger
correlation with brand value than
advertising investment in general,
including during the current
period of economic downturn,” the
PwC study says.

In the struggling car sector, the
updated study found that the car
brand with the lowest advertising
spend suffered the largest reduction
in consumers’ willingness to pay.

“On the other hand, the brands
that spent significantly on TV over
the previous 14 months suffered

lesser reductions in brand value
and one of the relatively high-
spending brands improved its
competitive position in the eyes of
consumers. Overall, the correlation
between levels of TV spend and
changes in brand willingness to
spend is 65%,” states the study.

Further analysis of brands to
assess the impact of changes in
advertising spend on consumers’
preferences found that raising TV
share of voice has a 2:1 chance of
raising willingness to pay versus
competitors, while cuttingabrand’s
TV share of voice has nearly a 3:1
chance of reducing willingness to
pay versus competitors.

€

Using television
makes a campaign
much more efficient,
regardless of budget. § §

IPA

Paul Meischke, trading director
at media agency Carat, is a firm
believer in the power of television.
He says it would be difficult to
replicate the scope and depth of
the PwC study in Australia. “These
are costly exercises and Australia
would need a strong group of
clients to provide transparency to
their business to achieve a similar
piece,” Meischke says.

Carat runs its own assessment of
the effectiveness of its clients’ spend
across all mediums, specifically
looking at the effect of television on
sales and call volumes.

For client Mortgage Choice,
for example, Carat examined the
impact of television on overall call
volumes and its effect on other
channels used in the media mix,
Meischke says.

“Using econometric modelling,
we found that television had a
significant impact on overall
call volumes and improved the
efficiency and effectiveness when
running in conjunction with radio,”
he says.

Asforhowlong it takes television
advertising to make its mark on
sales, Meischke says the results can
be instant.

“If brand measures are the pure
outcome, then it does take longer.
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TV ENHANCES CAMPAIGN EFFECTIVENESS

49%

Campaigns not using TV

However, the time for response on
TV can sometimes be immediate
and in FMCG categories TV can
produce much quicker results.

“In the same study that was
completed for Mortgage Choice, we
were able to see that the television
activity could help sustain greater
awareness over a longer period
of time and ultimately generate
a return on investment after the
campaign was completed, helping
sustain sales.”

Another study, by the UK’
advertising industry body the
Institute of Practitioners in
Advertising (IPA), demonstrated
that campaigns that used television
“significantly outperformed”
campaigns that omitted TV from
the media schedule.

‘Marketing in the
of accountability’ drew on
quantitative findings from 880
national case studies taken from
the IPA dataBANK. The study shows
that “using TV makes a campaign
much more efficient, regardless
of budget.”

For Australia’s biggest media
buyer, Mitchell Communication
Group chairman Harold Mitchell,
televisionis the preferred advertising
vehicle for the majority of his clients
seeking to drive their business. For
the likes of Optus, Mitre 10, The
Good Guys and Bob Jane, TV forms
the bulk of the marketing spend.
“Without it, things would be very
different,” Mitchell says.

As far as television’s potency is
concerned, little has changed in the

era

past 10 years, despite the advent of
challenger mediums such as the
internet, Mitchell adds.

“The communication quality of
[television] has never changed,” he
says. “It’s still the premier medium
that achieves a high reach, fast,
in sight, sound and motion, while
consumers are in a relaxed frame
of mind.”

More than 50 years after the
advent of television in Australia
changed advertising forever, TV
remains advertisers’ medium of
choice. Not surprising when you
look at the numbers; free-to-air
television reaches on average 90%
of the population each week, and
Australians spend an average of 3.5
hours a day watching television.

And despite much talk of
declining audiences, a Roy Morgan
Research study into Australians’
media consumption habits over the
past decade, released in March this
year, showed remarkable resilience
by free-to-air television.

While the proportion of
Australians watching pay TV more
than doubled to 21% in the 10 years
to 2008, the proportion watching
free-to-air dropped by just 2%
to a still very respectable 93%.
Interestingly, radio and cinema
were the hardest hit, plummeting
by 12% and 13% respectively.

Steve Allen, managing director
of Fusion Strategy, says any erosion
to television audiences has been
“very slow” and greatly exaggerated.
He is quick to dismiss suggestions
television is a dying medium.

“We don't buy into it,” Allen
says. “It’s piffle, and if it's not piffle,
it's hysteria.”

Henry Tajer, regional president
of Universal McCann Asia Pacific
agrees. “Headlines over the past five
years have claimed that television
is dead. It isn't. It's getting stronger
and stronger all the time.

“We have a strong local content
profile, strong overseas content and
strong news and current affairs.
Individual networks have had their
ups and downs, but total viewing
hasn't declined.”

Any advertisers not getting
results from television should not

RESEARCH

blame the medium, Allen says.

“TV has to be used in the right
way. [Its effectiveness] depends
on many things, including the
creative,” he says. “The offer also has
to be good and competitive enough.
It's not the fault of the medium. If
you've used it inappropriately, it's
not television’s fault. That's the same
for every medium.”

Ifthe dictum “follow the money”
means anything then advertising
revenue figures say it all. In 2008,
free-to-air metropolitan television
continued to attract the biggest
share of ad revenue, raking in
$2.6 billion, according to the
Commercial Economic Advisory
Service of Australia. Regional
television attracted a further $795

€

Television is the
gateway to the
consumer’s heart,
the consumer’s mind
and the consumer’s

wallet. 9 9

Henry Tajer

million in advertising revenue.

This speaks volumes for the
effectiveness of the medium,
according to Tajer. He says
television’s share of advertising
spend in Australia is a “significant”
indication of its effectiveness.

“Onein every three [orso] dollars
of clients’ marketing investment
goes into television and that’s a
good gauge of TV’s effectiveness,”
he says. “The Australian marketing
fraternity wouldn't be investing
so significantly in a medium if it
wasn't effective.

“TV is one of the most effective
channels,” says Tajer. “With TV,
whether it’s free or paid for, and
regardless of who owns what and
how the consumer gets it, the
conceptis entertainment. Television
is the gateway to the consumer’s
heart, the consumer’s mind and the
consumer’s wallet.” @
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CREATIVE

CREATIVE ON A BUDGET

TELEVISION COMMERCIALS BUILT AROUND A GREAT CENTRAL IDEA RATHER THAN THE
LATEST PRODUCTION TECHNIQUES ARE MORE LIKELY TO RESONATE WITH CONSUMERS
AND DELIVER RESULTS FOR ADVERTISERS.

Ask an average person on the
street what their favourite ad

is, and chances are they’ll name a
television commercial. Australia’s
advertising history is brimming
with memorable—-and often quoted
—-TVCs. But as the slowing economy
continues to spread frowns across
the foreheads of marketing and
advertising executives alike, TV ads
are now required to deliver even
greater punch.

“It's the way the industry is
heading. You've got to create more
content for the same amount of
money,” says Clemenger BBDO
Sydney creative director Richard
Maddocks. But that’s not necessarily
a bad thing, he adds. “Sometimes
a smaller budget is more liberating
from a creative point of view. We can
lookatshootingsomething ourselves,
or use animation, so you get fresher
ideas than you otherwise would.”

When a campaign is centred on
agreatidea, you can count on better
results and lower costs, argues
SMART chief executive Ben Lilley.
“Study after study has proven that
outstanding creative ads deliver
outstanding return on investment,”
Lilley says.

“A great creative idea is also
significantly more likely to come in
under budget. There are two reasons
for this. Firstly, aTVC written around
a great idea is typically much less
costly to produce than an ad written
around the latest sexy production
technique or special effects. This is
because a great idea is more likely
to communicate better when it
is expressed simply and honestly,
without too many production
bells and whistles. Secondly, more
production partners want to be
associated with good work, so are
more likely to price their services

more competitively.”

Kevin Macmillan, director of The
Works, says his agency prides itself
on creating cost-effective TV ads with
agoodideaattheheart. “The smaller
the budget, the more important the
ideabecomes,” Macmillan says.

His tips for keeping costs down
include working with a small team,
shooting digitally, using “people
who can get the best out of the latest
cameras and gear” and working with
independent directors.

The Works’ TVC for European
car brand Skoda, launched at the
beginning 0f2008, was produced on
a budget “one-tenth” of the brand’s
nearest competitor. Nevertheless,
research showed that the ad scored
higher than any other car brand in
Australia on measures of likeability,
cut-through and correct brand.

Breaking category convention,
particularly in the formulaic car
sector, is a sure-fire way to ensure
your TV ad gets noticed, argues
Macmillan. The Skoda TVC showed
a group of sand sculptors building
a Skoda Octavia out of sand on
the beach, set to a distinctive and
quirky soundtrack. “The challenge
was —how do you launch a virtually
unknown car marque into a
crowded category to a conservative

audience?” Macmillan says. “The
solution was to create intrigue with
a campaign that focused on quality
but didn’t ultimately show the car.
In a nutshell, stick out like a sore
thumb by doing a car ad that doesn't
follow the car ad formula.”

Another salient example is the
relaunch of Coke’s Mother energy
drink. To kick off the new campaign,
SMART created a TVC that cost
significantly less to produce than

€

People have forgotten
what the power of
television is —it’s about
creating an emotional
connection. § 9
Richard Maddocks

the product’s launch campaign the
previous year. While the client and
agency won't reveal figures, other
than to say the new TVCs were
produced on “a modest budget”,
they say the results exceeded their
expectations. “Mother was bought
by the truckload, with sales and all
brand metrics going through the
roof,” says SMART Sydney creative

ekovich Australia Day TVC

director Dan Gregory.

For BME its popular “Australia
Day” lamb TVCs for Meat &
Livestock Australia, starring the
verbose Sam Kekovich, are a prime
example of the power of television,
at a budget-friendly price. BMF
executive creative director Warren
Brown says the now-familiar TVCs
are produced on a modest budget,
but achieve high cut-through and
talkability among the public.

“It’s really down to the quality of
the idea,” Brown says. “Really good,
strong ideas deliver bang for buck
for clients.” The agency’s “Boss”
and “Girlfriend” TVCs for Dairy
Farmers’ Dare iced coffee were also
cost-effective, according to Brown.
“We had spectacular results using
television for Dare, much faster
than we would have achieved in
another medium.”

While everyone knows you can
use Free TV to successfully reach
lots of people, if you really want
to achieve maximum value for
your investment, a great idea that
engages your target audience will
deliver the goods every time.

As Clemenger’s Maddocks
says; “TV is still the quickest
way to get to as many people as
quickly as possible.” But he points
out the real power of television is
its ability to engage an audience.
“People have forgotten what
the power of television is — it’s
about creating an emotional
connection,” he says.

Having a bigger budget is no
guarantee that an advertising
campaign will be successful. A
good creative idea combined with
careful media planning to ensure
maximum exposure of the message,
are clear keys to success — whatever
the budget. @&
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THE

NUMBERS
GAME

A ROBUST AUDIENCE MEASUREMENT SYSTEM
SHOULD BE THE PRICE OF ENTRY FOR ANY
ADVERTISING MEDIUM BUT VERY FEW ARE
DELIVERING. WHAT MAKES AUSTRALIA’S
TELEVISION RATINGS SYSTEM BEST PRACTICE?

r:["he official source of television
ratings in Australia, OzZTAM, has
been measuring TV audiences since
2001. It supplies advertisers and
media buyers with daily data from
its panel of 3035 homes across the
five metropolitan markets as well as
data from its national subscription
database. RegionalTAM measures a
further 2000 homes across regional
markets in Queensland, NSW,
Victoria and Tasmania.

TVviewingin every participating
household is monitored by a meter
system, which captures minute-by-
minute viewing by multiple viewers
onmultiple TV sets in each home.

The size of the panel in relation
to the population represented is
“among the world’s most robust’,
says OzTAM chief executive Kate
Inglis-Clark. “We have always
reported minute-by-minute data,
whereas some markets, including
the US, have only recently begun to
do so. We also keep abreast of and
work to international best practice
in audience research standards.”

Media buyer Steve Allen,
managing director of Fusion
Strategy, says Australia’s TV ratings
system is better than world-class.
“It's completely transparent. Show
me another medium that supplies
minute-by-minute data, 24 hours a
day, seven days a week. Even North
America, the largest television
market in the world, doesn't have
anything like we've got.”

TheTVindustryhasstayed ahead
of the audience measurement game
by evolving quickly, Allen adds.
“TV ratings are always evolving, by
adding demographics and adding
new channels.”

Other mediums,
outdoor and online, have struggled
to introduce a standard set of
metrics. The outdoor industry’s
MOVE (Measurement of Outdoor
Visibility and Exposure) audience
measurement system, which is
being released to media buyers and
their clients by the middle of this
year, is long overdue, according to
Allen. “With outdoor, their heart’s in
the right place, and their mind is in

such as

the right place, butit's been 10 years
coming,” he says.

“Having an industry standard is
very important, which is what the
TVindustry has.”

The outdoor sector is not alone
in seeking to refine its measurement
system. The Interactive Advertising
Bureau has been working for almost
two years towards an industry-
accepted online measurement
system that combines a panel-
based metric with data captured
from servers through “tagging”.

For newspapers and magazines,
whose readers are migrating
online, keeping track of readers is
similarly challenging. In March, the
Audit Bureaux of Australia (ABA)
announced a new web auditing
service which aims to provide a

AUDIENCE MEASUREMENT

.\
@«

single readership figure for print

and online. Advertisers are also
still waiting on the results of a
long-overdue review of newspaper
readership measurement
methodology.

Radio has unveiled some
changes to its metrics this year but
despite investigating alternatives, it
still relies on listeners self-reporting
their radio habits through a paper-
based diary system.

The complexity of how people
consume media has meant that
attempts to introduce a single
measure that compares the various
mediums have failed to take off.

€

Show me another
medium that
supplies minute-
by-minute data, 24
hours a day, seven
days a week, 365

days a year. y

Steve Allen

Advertisers seeking a broad
picture across the media landscape
often opt to use Roy Morgan’s
Media MAP which combines
readership data of newspapers
and magazines and collects data
on other media consumption,
including television viewing.

“In terms of understanding

audience and reach metrics
[across different mediums], it's very
difficult,” says Tony Davis, director
of media actuarial firm Quantium.
“Butin terms of understanding how
each medium contributes to sales,
irrespective of the cost of buying
the exposure, there are tools such
as [Quantium’s] MediaCube that
can do that. There is an increasing
demand from advertisers for
agencies and media owners to
provide them with measurement
tools they can get their teeth into.”
Television ratings
ahead of other measurement
systems, Davis says. “TV is the most
sophisticated in terms of audience

remain

measurement and other mediums
are looking to catch up.” But he
acknowledges there’s always room
for improvement.

For its part, OzTAM does not
intend to sit still. Inglis-Clark says
through industry consultation,
OzTAM has confirmed the demand
for the measurement of time-shifted
viewing, which will be reported
from January next year.

But that won't be where the
challenge ends, says Inglis-Clark.
“Once we have the time-shift
viewing measurement incorporated
into the OzTAM service, the next
challenge is capturing broadcast
television viewing via PCs and
laptops at home. That, I expect, will
be the next exciting development
for OZTAM and advertisers.” &)
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NEW DEVELOPMENTS

FREEVIEW:

giving consumers

more for free

AS AUSTRALIA PREPARES FOR DIGITAL SWITCHOVER, WE INTERVIEW FREEVIEW CEO
ROBIN PARKES ABOUT WHAT FREEVIEW MEANS FOR CONSUMERS AND ADVERTISERS.

What is Freeview?
Freeview is the brand name for
the collection of digital television
channels on offer from Australia’s
free-to-air networks. It isn't any
one channel or service - rather it is
asuite of channels.

Who is behind it?

All of Australia’s major free-to-air
television networks have joined
forces for this venture. Freeview
is owned by ABC, SBS, the Nine
Network, the Seven Network,
Network Ten, Southern Cross,
Prime and WIN.

What is Freeview’s “reason
for being”?

Freeview is a not-for-profit
organisation that was formed to
facilitate Australia’s conversion to
digital television. Our focus is to
help TV viewers understand the
benefits of Freeview and how they
can make the switch to digital TV.

What'’s the difference
between analogue TV
and Freeview?
Analogue television is the system of
terrestrial television transmission
that the majority of Australians
have relied upon for the past five
decades. It is characterised by
a 4:3 aspect ratio and is subject
to “ghosting” and fuzzy pictures.
Freeview is digital television
which provides sharper pictures
and clearer sound in a widescreen
format. Because digital television

broadcasts take up less spectrum,
more content can be broadcast,
which is how new channels are
being introduced to Australian
free-to-air television.

If a consumer already

has a digital TV, are they
getting Freeview?

Freeview is a suite of channels
including Standard Definition
(SD) and High Definition (HD)
channels. So if you only have an
SD set up, you will not be able to
access the full suite of Freeview
channels.

What is the difference
between SD and HD?
The digital television signal can be
either Standard Definition (SD) or
High Definition (HD). This refers to
the quality of the digital signal.

SD is the primary standard
in which digital television

Freeview TVC

broadcasts occur in Australia. It
offers superior picture and sound
quality compared to analogue and
provides pictures in a widescreen
(16:9) format. The SD picture
resolution is 576 lines x 720
active pixels.

HD is an even better quality
of image and sound with up
to 1920 active pixels by 1080
lines. When viewed on an HD
capable television screen, the
viewer can enjoy cinema-quality
viewing with Dolby Digital sound
(where available with some HD
programming). HD equipment
also gives viewers access to HD
channels and programming, which
are not able to be viewed with
SD equipment.

Why should a consumer
convert to Freeview?
Freeview's consumer proposition is
simple: more channels for free.

What difference will
consumers notice if they
get Freeview today?
Currently in Australia’s five capital
cities, viewers with analogue
equipment receive five free-to-air
channels. By upgrading to Freeview
(High Definition digital), viewers
will immediately receive these five
free-to-air channels in digital with
its sharper picture and better sound,
as well as five additional free-to-
view digital channels; ABC2, SBS2,
Seven HD, Nine HD and ONE.

Can we expect to see
more content in the
future?

Indeed. The launch of additional
digital channels in the current
economic environment is
challenging, yet as more and
more people switch to the digital
platform, the channels are expected
to expand with the networks

€

Each network is
developing its own
strategy for advertising
on its additional
channels providing
more exciting
opportunities for
marketers. 9 §

Robin Parkes
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