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“So they're cracking
down on greenwashing.
Guess that's it for Earth
Hour then.”
Read Inga Van Kyck’s latest column
in today’s print edition of B&T, and
poke her on facebook too.

INGA’S THOUGHT OF
THE WEEK

Why we love TV more than we say

H o w  w o u l d  y o u  f e e l  a b o u t
somebody following you around
all day jotting down your media
consumption every 10 minutes
on an electronic notepad? Not
good,  irritated maybe? Well
that’s exactly what the Council
For Research Excellence (CRE)
did in the US with 376 people
across a total of 950 observ-
able days to try and get a “true”
understanding of individuals
media consumption (in particu-

lar video) based on observable
h a b i t  r a t h e r  t h a n  p e r s o n a l
recall.

And the outcome? No
assaults apparently, but some
interesting observations and
highlights. (The full study has
not yet been released)

One interesting observa-
tion was that respondents are
often incorrect in self-report-
ing media consumption. For
example, TV viewing time was
significantly under reported
in the respondents own recall
vs. the observed usage,
whereas respondents signifi-
cantly over-reported both
online video and mobile video
use. This may simply be a
result of familiar versus new
and the disproportionate
focus / importance we give to

the new. However, in light of
the ongoing discussion around
viewers defection away from
TV to other video screens and
subsequent marketing deci-
sions that (may be partially
based on self-reported media
consumption data) reflect this
“trend”, I am sure this will help
enliven the debate.

The real key finding is that
despite the growth of a multi -
screen universe of multimedia
computers and handheld video
devices, TV is still king of
screens and by a significant
margin. 

The CRE study claims the
average American (18+)
spends 8.7hours per day
engaged with some form of
video content (TV, console,
computer, handheld), of which

5.8hours involves the TV
screen. TV content, at least in
the US, appears to be the
comfort media of a recession.

Another finding was that
the 30 second spot is NOT
dead by the fact that TV view-
ers are exposed, on average,
to 72 minutes per day of com-
mercials and promo’s. Avid ad
avoidance appears to not be
the case at all.

Video did not kill the radio
star, and from first cut results
of this research it would
appear TV continues to be the
‘old faithful’ in the face of
emerging new technologies
and choice in screens. The full
study will no doubt reveal
more. So stay tuned.

To comment click here.

Kristian
Barnes 
is managing
director of
MPG.

IN BRIEF>

Citrus gets STC brief
Digital agency Citrus has won a
brief to build a website for the
Sydney Turf Club (STC) to drive
racegoers to the track, as well as
increase revenue by positioning
Rosehill Gardens as Sydney’s pre-
mier racing and event venue.  Last
year the agency relaunched the
Victoria Racing Club’s Flemington
and Melbourne Cup Carnival web-
sites prior to the Spring Carnival.

LOUD hires Den Ouden
Creative agency LOUD has
appointed Emma Den Ouden as
copywriter to replace Joe Van
Trump who was recently promot-
ed to creative director. Den
Ouden has worked at agencies
around Sydney including DDB,
Euro RSCG and Ogilvy, responsi-
ble for accounts including
Tourism NSW, Coca-Cola and
NSW Lotteries.

Ten reduces carbon
Network Ten today today said it
had reduced its carbon footprint
by 18 per cent, more than any
other commercial free-to-air tele-
vision network, and achieving
more than 50 per cent of its 2020
emissions reduction target. Based
on an independent review, the
reduction is part of Making Your
Mark, the Network-wide sustain-
ability initiative. The Network has
set a reduction target of 30 per
cent by 2020.

Neon/Blacksheep merger
Online media production compa-
ny Neon Pictures and production
company Blacksheep
Productions have merged.
Blacksheep will operate under
the Neon umbrella already
encompassing Neon Online,
Neon TV, Popcorn Taxi Events
and the newly formed Neon
Agency. Together the companies
will offer film, television and
event production services from
development to post production.
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