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		Foreword

				In January 1968 I embarked on my career in advertising as a media assistant at a full service advertising agency where media was a department. No one outside of agencies and ad sales personnel knew what ‘media’ was. Most major client presentations ended with the words ‘and the media schedule is in the document’. A fair reflection of the importance then given to the media plan and execution!

				This void created an opportunity for a few agency media people to begin to differentiate their media planning and buying. Concurrent with this came the growth of media research and in 1970 the first media textbook, Spending Advertising Money by Simon Broadbent.

				By the early 1980s increasing sophistication in strategy development, the growing supply of audience and media outlets, and more effective buying led to those early pioneers creating stand-alone media agencies. This was followed in the 1990s by the unbundling of the media function from creative and account management into the large-scale media agencies of today’s scene. It led to a restructuring of the industry and Zenith was in the vanguard of this movement.

				This focus on media led to ever-improving performance and the realization that the media strategy was as important as the creative product. More and more advertisers wanted to know how to reach their consumers and follow them through an ever-increasing availability of media and formats.

				No one has attempted the task of giving us a new textbook for media in the digital age until now. In this book the authors illustrate eloquently how today’s consumers are touched by a constant media flow where they hardly ever disengage from media exposure during their waking hours.

				The importance of engaging the target audience and staying with them through the media flow is more important than ever in determining a brand’s success or failure.

				At heart the media task remains the same – how to set the budget, how to determine the optimum media mix and how to measure effectiveness. It is just a far more difficult task today, and an even more important one, which is why this book, dealing with these issues in the digital age, is long overdue and very welcome.

				[image: ]

				John Perriss, CEO Zenith Media 1988–2001
and CEO ZenithOptimedia 2001–2004

		

	
		
	
	Preface

	
				We’ve titled this book in homage to the celebrated Spending Advertising Money by Simon Broadbent – first published in 1970 and updated with co-author Brian Jacobs in 1984. A company’s spend on media advertising and marketing communications is one of the largest investments it makes and their work was widely regarded as the best guide to making it wisely. However, things have moved on a great deal since the 1980s, and it seemed timely to attempt a new book which would address both the offline and online media in this new digital era.

				The reason that companies keep spending advertising money – some £18 billion annually on media in the UK alone – is that they know the brands they own are amongst their most valuable assets, and brands, like planes, need fuel to keep flying – disinvest and they glide, stall and then crash. These brands require continuing investment in media in order to retain and indeed increase their value in the face of relentless market competition.

				Put simply, this book’s goal is to help ensure that the spending of these huge sums is carried out using the most effective approach to media planning, and thus lead to more profitable brand-building. We believe that making these investments in media is very far from being the commodity activity that the less well-informed marketing and procurement people often seem to think it is. Obtain best prices by all means, but not at the expense of sophisticated multi-media planning which puts the brand in front of the right person in the right media environment at the right time.

				In the opening paragraph of his 1964 book Understanding Media: The Extensions of Man, Herbert Marshall McLuhan wrote the following:

				In a culture like ours, long accustomed to splitting and dividing all things as a means of control, it is sometimes a bit of a shock to be reminded that, in operational and practical fact, the medium is the message. This is merely to say that the personal and social consequences of any medium – that is, of any extension of ourselves – result from the new scale that is introduced into our affairs by each extension of ourselves, or by any new technology.

				Nearly 50 years later, McLuhan’s aphorism ‘the medium is the message’ has become famous, but we can see also that his notion of media as ‘The Extensions of Man’ contained a similarly profound and prescient idea. As he suggested, the relationship between human beings and the media they have created has become increasingly intertwined – man is truly a media mammal (or indeed amphibian) stepping in and out of the fast-moving media flow at will.

				The landscape has become very complex, comprising not only ‘bought’ and ‘owned’, but nowadays increasingly ‘earned’ media too. Manoeuvring a brand in this media flow requires skilled navigators and we believe that IPA agencies are best placed to carry out this work for clients, delivering very significant added value in the process.

				
				Hamish Pringle and Jim Marshall
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				Introduction

				
				At the core of this book is the thesis that people and brands now live lives which are intertwined with the ‘media flow’. To explain this idea, picture a dry landscape in the 19th century with infrequent watering holes where people could drink. Then imagine it evolving during the 20th century to become a wetter world with many more lakes and reservoirs where it was possible to take a drink a bit more easily. And now in the 21st century we are living life alongside and increasingly within a media flow with which we can quench our thirst with ease. Media have become all pervasive: Accenture Media Management estimate that the average UK individual’s exposure to ads is 1,009 daily (see Appendix). In this world the task of planners is to create a matrix of media channels which puts their brand into the flow in such a way that it has the best possible chance of engaging customers.

				Figure 0.1The evolution of the media flow

				[image: missing image file]

				The power of the new digital technologies that have created the media flow which now envelopes the life flow is prodigious. For example, whole nations have skipped fixed line telephony and leapt straight to mobile communications. This new environment provides customers and citizens with huge benefits in terms of news, information, entertainment and of course commercial communications, which introduce new products and services and help people make purchasing decisions. The media flow enables multiple ‘touch points’ at which customers can make contact with brands, and vice versa.

				People, too, are in a more or less continuous state of flux within their life flow and they move from non-buying to purchasing mode and back again very frequently. Indeed, leading consultancy dunnhumby, who work for major blue chip clients including Tesco, Macy’s, P&G and Kroger, estimate that the average household makes about 150 purchases a week, with the main grocery shopper buying an average of 16 items daily! People are far more mobile now and will travel further and more often, whether for work, socializing or entertainment, using media tools to make the arrangements and sat-navs to get them there. The life flow is becoming inextricably linked to the media flow. For centuries media have touched people’s lives but only at certain times; however, nowadays their ubiquity, accessibility and utility have made them an integral part of people’s existence. Human beings can now step in and out of the media flow effortlessly and at remarkably low cost. And this media flow is ‘on all the time’, presenting advertisers and commercial communications with huge challenges and opportunities.

				There are seismic changes occurring in the world of media. ‘Old’ analogue media are being challenged by new digital media, and in the United States there are even worries about the survival of such venerable publications as The New York Times, as other leading cities lose their once-powerful print titles. Yet despite so many pundits declaring its death, TV viewing is on the rise in the majority of markets, including the UK and the United States, both in its traditional form and also via new platforms for audio-visual content such as mobiles, PDAs, laptops, games consoles, digital posters and in-car navigators. Hardly a day goes by without news of some innovation – last year everybody was talking about Facebook, then about Twitter too, and now the buzz is around location-based and group-purchasing platforms such as foursquare and Groupon. These new communications channels are having fundamental effects on the way consumers are using and producing media – over half the UK population is now on Facebook – and these behaviour changes are in turn challenging the accepted ways of using media investment to build brands. In the UK, customers of Domino’s Pizza bought £1 million worth of pizza in the last quarter of 2010, and already 4 per cent of all the brand’s online sales are via the iPhone app launched in October 2009. These sales are driven by a multi-media advertising and marketing communications programme which, as well as the traditional channels, now includes 109,000 fans and 1.5 million ‘likes’ on Facebook with 21,000 followers on Twitter who benefit from online-only special offers.

				Historically, media owners were large corporations with specialist skills, particularly in the production of content. Now brand owners and individuals (in their millions) are becoming media owners in their own right and self-publishing through websites, blogs, and e-newsletters. Additionally, social networking has created a whole new communication infrastructure, giving customers access to a vast range of information and views from other like-minded consumers and adding e-power to word-of-mouth. This is presenting marketers and their agencies with a bewildering array of new opportunities: media are now not only ‘bought’ and ‘owned’, they can be ‘earned’ too. This means that the new art and science of media planning is all about the interweaving of these three media strands within the intermingled life and media flows that customers swim in today.

				In the pre-digital era the media planner’s skill was all about using a limited number of media to try to intercept customers at various points along their journey from not buying anything particular to purchasing something specific. This process was conceived as a ‘purchase funnel’ with the different categories of media coming into play at different points along it. Typically, display advertising is deployed when customers are not necessarily in the market, and uses its share of voice to make the brand’s presence felt. It can also use creativity of content to reward the reader, listener or viewer for their attention to a message which they’re not necessarily in the mood to receive. In a sense, display advertising sugars the pill of commercial information. Then, as the customer begins to research a purchase, information-laden media come into their own, and this includes classified, directory or search advertising which people seek out when they know they need or desire something and want to find out more about it. So the media stretch from the big thematic picture of a TV commercial, all the way down to the small print of the product packaging, with many points in between.

				But in the old world the cost of media was relatively high and brands could not afford to be present all the time. This limitation gave rise to copious volumes of analysis and theorizing as to how best to square a brand’s circle of need – ideally, a brand would be with actual or potential customers all the time, and present at all points in the purchase funnel, but could never have the funds required to achieve this ideal. However, the new world of the digital media flow is changing all this. Already, individuals can be targeted with ‘addressable media’, which uses interest-based advertising that relates closely to their needs or desires as indicated by their online behaviour. So a person looking at a review of a new camera can be presented with a display advertisement of the very same model, and that ad can switch immediately into an information-laden one at the click of a mouse. Technology is allowing the brand to be in the same media flow as its potential customers at an increasingly affordable cost, with ever-greater accountability, and thus cost efficiency.

				Given the range of media channels and platforms now available, consumers’ expertise in accessing and using them from a very young age, and the sheer influence of media in people’s lives, the skill of media strategists has never been more important to marketers and their brands. While statistics are at the heart of media planning, there’s a soul, too – the unerring ability for the truly great strategists to appreciate the very best place, of the myriad available, to put a particular message for a specific person. When this juxtaposition is done well it adds enormous value to the negotiated price of any media buy.

				Figure 0.2Great planners know instinctively when the medium is right
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				Reproduced by permission of Diageo

				
				So this book is designed to help brand owners and their agencies understand and then navigate the media flow, and enable them to spend their advertising money more effectively in the digital age. In so doing we have the great benefit of full access to the IPA TouchPoints research, which provides unrivalled insights into individuals’ media habits as they move through their day. We can now see how their activities relate to their media habits as they go about living their lives and planners can understand the times and places at which brands can use media best to establish mutual contact with their customers.

				We also have the world-leading resource of the IPA Effectiveness Awards Databank to mine for insights into how media have been used to proven effect in building brands and generating a significant return on marketing investment. Special analyses of the data also enable us for the first time to offer a much more scientific approach to setting the media budget for a brand. We can also give concrete reassurance that the combination of outstanding content and best-in-class channel planning can produce astonishing increases in the return on marketing investment.

				Indeed, much of the more recent understanding of how advertising works makes complete sense in the context of the fast-moving, interactive media flow. Is it surprising that emotional communication is more effective than the purely rational when it’s so much quicker to feel than deliberate? Is it any wonder that multi-media are more effective than just one when people have need of so many different sorts of touch points with brands? Isn’t it obvious that sheer share of voice is such an important factor when our brand is but one amongst many trying to catch the customer in the flow? And isn’t it self-evident that the sheer likeability and talkability of a brand’s communication would be a key factor in attracting attention, achieving engagement and providing social currency?

				In the media flow the boundaries between the various media channels are becoming ever more blurred – if you are watching a short film commercial projected onto the wall of a station, are you a user of the outdoor, cinema, TV or digital medium? The retort is, of course, ‘who cares?’ as long as the advertising is effective. Even so, it is still very important to understand and appreciate how the individual media operate in order to produce the best mix that will create the optimum communications flow for a brand. Thus, we have invited contributions from leading practitioners as to the merits of the medium they’re expert in. These ‘elevator pitches’ are designed to summarize the characteristics and benefits of each of the main media and help enable practitioners to come to their own view as to how each one might fit into their brand’s media mix.

				We have also developed a new model or framework for media planning: F.A.I.P.A. This stands for ‘Fame’, ‘Advocacy’, ‘Information’, ‘Price’ and ‘Availability’, and we believe these are the five key roles that the ideal media mix should play for a brand.

				Overall, we hope this book will be useful to those who either work, or want to work in media, whether within a client company or a specialist agency, but it may also appeal to people who have a general interest in advertising and marketing communications. And, of course, to anyone who lives their life increasingly immersed in the media flow.

	
		

	
		
		
				PART ONE

				Media fundamentals

				
				
		

	
		
			
			
				Introduction

				Henry Ford, in an interview in the Chicago Tribune, May 25, 1916 said:

				I don’t know much about history, and I wouldn’t give a nickel for all the history in the world. It means nothing to me. History is more or less bunk. It’s tradition. We don’t want tradition. We want to live in the present and the only history that is worth a tinker’s damn is the history we make today.

				Despite his undoubted success we beg to differ! Even though we’re putting a strong emphasis on the impact of new digital media we think it’s very important to be able to set these new phenomena and the agency structures set up to deal with them in an historical context. This is not a matter of harking back to some ‘golden age’ of advertising but much more to do with understanding how we got where we are today, and therefore how the industry may develop in future.

				So this first section of the book looks briefly at the origins of the first advertising agencies (and there’s a lesson to be learned here about intellectual property rights), and at how the modern media planning and buying agency has evolved. Having painted a picture of the agency side of life we then look at the media world from the customer’s point of view. Taken together, these two chapters provide the media fundamentals and the context for the subsequent sections.
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			The evolution of the media agency

					
				
				
				Introduction

				The UK media industry has gone through two major waves of evolution and is in the process of going through a third. The first of these was the era of the dominance of newspapers as a medium, the second wave was typified by the supremacy of television, and now we’re in the midst of a third wave where digital media are holding sway. Unsurprisingly, agencies have evolved in the context of these structural developments in the media industry and it’s useful to understand this evolution as one of the fundamentals of the business.

				With hindsight we can see that the full-service agency, which both bought the space and created the content, was absolutely fit for purpose when the turnaround time was dictated by the short copy dates of newspapers. Separating the media planning and buying from the creation and production of advertisements would simply have been impractical. However, the television medium was not only one that was booked much further in advance; the production processes in producing a commercial were considerably more expensive and time-consuming than a typical press advertisement. This fundamental extension of the timescale made it possible for different agencies to be responsible for media and creative. Now, in the digital third wave, we find ourselves to a degree back where we started. The close integration between content and channel, and the potential for real-time amendments to copy, have led to digital full-service agencies which have reintegrated media planning and buying and content creation. However, the situation is complicated by the fact that ‘traditional’ media, with longer gestation periods in media and production terms, have continued dominance financially. This means that the separation of media planning and buying and creative agencies is still very much a reality for the lion’s share of the business.

				It’s worth going into more detail about these three waves of agency evolution and thus this chapter is divided into three parts: ‘From Fleet Street to the separation’, ‘From the separation to today’ and ‘Into the digital age’.

				From Fleet Street to the separation

				Unlike the ‘chicken or egg’ conundrum, the answer to ‘What came first, the media or the advertising?’ is clear cut: the first advertising agencies grew out of the newspaper owners’ need for organizations that could sell their space to clients. It was only later that agencies started to create the advertisements to fill it. The first agencies were created by the media, and thus were the first and main driving force in the development of modern-day advertising. Advertising agents originated in London in the Fleet Street area to the east of the law courts, which was the home of the newspaper publishing industry. According to the History of Advertising Trust, R F White is the oldest UK agency, founded around 1800 by James ‘Jem’ White.

				Figure 1.1Fleet Street, London

				[image: missing image file]

				Reproduced by permission of Diane Elson – www.dianeelson.com

				These publishers got their revenues from the cover price of their newspapers and from the sale of advertising space. They exploited the long-established trade-off in which readers got cheap or even free newspapers in exchange for exposure to advertising. As Winston Fletcher points out in Powers of Persuasion, this relationship is as old as the hills:

				Advertising is popularly believed to be a modern – or at least a twentieth-century – phenomenon. Not so. […] Athenians can probably lay claim to the invention of modern commercial advertising as we know it. In Athens there were town criers, chosen for their mellifluous voices and clear diction, who interrupted their proclamations with paid-for advertisements just as advertisements interrupt television newscasts today.

				Publishers could either sell their space direct to customers using their own salespeople, or they could appoint agents to do so, paying them a commission for their trouble. Over time, in a Darwinian manner, the level of commission that the newspaper proprietors paid to these independent sales agents settled down at 15 per cent. It’s interesting to note that, over two centuries later, Kingston Smith W1, the leading UK accountancy firm specializing in the agency sector, argues that at least 15 per cent is the profit margin required for a sustainable and successful business. Maybe it’s just a fact of the agency business?

				In another evolutionary process, these third-party space sales agents found themselves being asked by their buyers for advice as to how best to use the space to advertise their products and services. Thus, these advertising agents started to come up with sales strategies and creative ideas to execute them, and then to write the copy, provide the illustrations, and produce the artwork and plates for the advertisements that presented these ideas in newspapers and magazines. The strategic and creative ideas were provided free of charge and all the client had to do was to pay for the media space and the cost of production. Production charging reflected the convention that had already been established in terms of 15 per cent commission on media sales, so that the cost of production was marked up by 17.65 per cent to produce a gross sum equating to the net cost plus 15 per cent agency commission.

				Thus originated one of the fundamental dynamics of the advertising business with which the industry continues to grapple. From the early days of Fleet Street, advertising agents gave away their advertising strategies and ideas (intellectual property) for free in return for earning commission on media sales and the production of advertisements. The great benefit for the client was that strategic planning and creative services were provided to them free of charge in exchange for buying media space which they were going to do anyway, and it was the media owner, the newspaper proprietor in those days, who actually paid the advertising agents.

				Those advertising agents who were more successful at producing the intellectual property (IP) which increased the sales of the client’s product found themselves able to buy more advertising space for their clients, and also to make more money on production. The media owners also benefited from the increase in agency expertise because it demonstrated the effectiveness of their publications as advertising media. Those agents who created very successful and long-running campaigns earned commission with relatively low additional investment in developing IP – so, a win for them. Meanwhile, the client’s brand was built by a distinctive and consistent stream of individual but thematically linked, and thus incremental, executions, which embedded the core campaign theme in the public’s mind – a big win for the client.

				This business model enabled certain agencies to become really very large indeed, with the peak in London being achieved in the 1960s and 70s. The number-one agency at that time was J. Walter Thompson, which employed some 1,300 people in and around its offices at number 40 Berkeley Square, and its full-service facilities included two fully equipped kitchens employed solely for the purpose of developing new recipes for their food clients!

				Figure 1.2JWT’s former home at 40 Berkeley Square, London
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				Reproduced by permission of JWT and HAT

				The engine room of the agency was still the media planning and buying department, but the agency leadership in those days came from account management, and the newly emerging discipline of account planning, working with the jewels in the crown, the creative department. As mass-appeal advertising became ever more prevalent, particularly during the growth of commercial television in the 1960s and 70s, the focus was increasingly on the clever, funny and beautifully crafted ‘ads’ that generated incremental business – the message rather than the medium. This golden creative era produced iconic UK campaigns such as the Smash Martians, Hamlet and Bach’s Air on a G string, and Cadbury’s Fruit and Nut to name but a few. However, the really smart agencies recognized that having a strong media department was as important (or very nearly as important) as having top-class creative teams. This was all about getting the best possible media exposure for the creative executions, as top agency Collett Dickenson Pearce showed with its use of posters to showcase outstanding campaigns for brands such as Heineken, Benson & Hedges, Wall’s and Fiat.

				Nevertheless, the media function was not generally held in particularly high regard and media folk were seen as rather ‘second-class citizens’, though of course the industry was too polite to say it quite as overtly as that! Many ‘suits’ in account management saw it as something of a commodity activity typified by the media section always coming last in new business presentations to clients, and often given only five minutes of an available hour, or dropped altogether. ‘Media on last – it’s time to go’ became an increasingly irritating joke for media people. There were also class divisions within the full-service agency. Typically, account management, planners and many of the creatives would have middle- or even upper-class backgrounds with public school and Oxbridge educations predominating, whereas the employees of the media department would be more typified by people educated in the state sector and quite often without university degrees. Jerry Hill, then chief executive of Initiative Media and now chief executive officer of RAJAR, encapsulated this with the wry observation that the basic division between creative and media agencies was between ‘Oxbridge and Uxbridge’ – the former being the dreaming spires of academia and the latter an undistinguished London suburb.

				Tim Wootton tells an amusing story which illustrates perfectly the class divide that existed between media and creative departments in full-service agencies. Early in the 1970s, Tim was just 21 and working at Anglia TV as an executive selling television advertising airtime, when a family friend who worked at leading agency Masius Wynne-Williams suggested he apply for the post of account executive, and through this contact an interview was duly arranged. The personnel director interviewed Tim in his office with its antique furniture, wood-panelling, thick pile carpet, and windows overlooking St James’s Square, which was also home to the East India Club and Chatham House. These grand offices had given rise to Masius’ nickname as the ‘Grocers of St James’s’ owing to the large number of big packaged-goods clients which their charismatic founder, Jack Wynne-Williams, had attracted to the agency, including the famous Babycham account. His interviewer, an ex-Army officer, soon established which public (fee-paying in the UK) school Tim had attended, and which house he’d been in. It wasn’t long before the personnel director concluded the interview, saying that Tim was the right sort of chap for the agency and suggesting that he start by working on Allied Breweries, one of their largest clients. Then, just as Tim was leaving, and as an afterthought, the personnel director said he’d forgotten to ask whether it had been Oxford or Cambridge he’d attended. When Tim replied that he hadn’t been to university and left school to go straight to work, his interviewer exclaimed, ‘I think there’s been some kind of mistake – we can’t have you here, but you could apply for a job in our media department.’ He then directed Tim to a separate department of the agency located in Margram House, a much less attractive modern building on the other side of St James’ Square, and much better suited to non-Oxbridge types! An ironic postscript to this story is that the agency’s media director, Bert de Voss, was later promoted to the chairmanship of the agency and also elected President of the IPA. Meanwhile this start didn’t do Tim any harm and he is currently chairman of Bristol agency 3Sixty following a distinguished career in commercial broadcasting, including being a founder and chief executive of TSMS Ltd, a director of United Broadcasting, chairman of design agency Lambie-Nairn and non-executive chairman of Zenith Media Europe and Zenith Media UK.

				While relationships between the media department and the others were cordial enough, and there was a degree of mixing both in the corridors of the agency and in the pub, there was nevertheless an underlying resentment from most leaders of media departments who were fed up with being treated as second-class citizens à la Tim Wootton. They appreciated the commercial reality of life, which was that the financial power in the full-service agency lay in its media function and its continuing ability to earn 15 per cent commission from media owners. In their view this reality should have resulted in far greater respect for their expertise, higher status within the agency, and of course better personal remuneration.

				At this time agencies benefited from a closed shop, in that it was crucial for an agency to have ‘recognition’ from the media owner trade associations in order to be able to buy space or time, and thus earn 15 per cent commission. In order to be ‘recognized’, an agency needed to be a member of the IPA (Institute of Practitioners in Advertising), and in order to do that it needed to pass stringent financial criteria and also to sign up to the rules. These included the requirement that a full agency service must be provided where creative and media were under one roof. Agencies were not allowed to rebate the commissions that they had earned from the media owners to their clients and, further, the IPA forbade its member agencies from soliciting each other’s clients. However, in the late 1970s the Office of Fair Trading (OFT) investigated the agency recognition system and found that it represented an anti-competitive way of doing business. The results of the OFT investigation were very far-reaching in that they set in train the unbundling of the full-service agency, with many of the departments breaking away to create stand-alone niche businesses. These included artwork studios, TV production companies, market research companies, direct marketing agencies, creative hot shops, new product development specialists, PR companies and design consultancies.

				Apart from the changes in the recognition rulings, there was another factor that was fundamental to the creation of the separate media agency sector. Just as newspaper advertising had been the stimulus for advertising agencies, television proved the stimulus for separate media specialist companies. Commercial television launched in 1955, when ITV first went on air. Like the BBC, it was designed to provide public service broadcasting (PSB), including news, information and entertainment programmes. However, unlike the BBC, it was structured on a regional basis, comprising regional franchises across the UK, with the largest being London and the smallest the Channel Islands. Also, unlike the BBC, the entire network was funded by paid-for advertising that appeared in commercial breaks between and during programmes. The launch of commercial television revolutionized the advertising industry. To quote Winston Fletcher again from The Powers of Persuasion:

				Within the advertising industry, commercial television changed the relationship with the public, and of the public with advertisers. Its use of sound and motion (and later colour) transformed the nature of advertising creativity and of agency creative departments. This fundamentally altered the power structure in advertising agencies.

				By the early 1970s the best creative people wanted to work mainly on TV, where campaigns would not only make their clients famous (eg ‘Beanz Meanz Heinz’, ‘For Mash get Smash’, Leonard Rossiter and Joan Collins in Cinzano) but as importantly would also make the creatives famous, with the doorway to Hollywood opening for several of the most talented.

				Figure 1.3Heinz® Baked Beans
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				Reproduced by permission of H. J. Heinz Company Limited

				At the same time, in agency media departments, TV experts were not only charged with handling campaigns that amounted to millions of pounds per year, but also could demonstrate that their expertise and negotiating prowess could deliver much better schedules and more cost-effective campaigns – sometimes up to 30 per cent or more cheaper. New media ‘superstars’ were being established: TV buyers who understood the complexities of the audience research system and were able to identify the best programmes for different types of advertiser, and then get those slots at the cheapest rates. And crucially, the TV buy was concluded much further in advance of the copy date than was the case with print media, thus facilitating the separation of the agency responsibility for media from content.

				Significantly, after staff, the cost of raw materials and capital expenditure, the media budget was fast becoming many client companies’ next biggest item of expenditure. Because media rates, and TV rates especially, were highly negotiable, the combination of clever planning, tough negotiation and astute buying could generate very significant discounts and savings for the client. This in turn increased the volume of the advertising and the potential success of the campaign. In contrast, weak media planning and buying meant that the prices would go the other way, ie up! The difference could be as much as 20 per cent or more either way (20 per cent better than the average or 20 per cent worse) which, as any media person will tell you, is a 50 per cent differential in the cost of the campaign – a huge spread for a client spending millions of pounds on media budgets.

				During the 1970s clients also began to recognize the benefits of better-performing TV buying agencies, and both General Foods and Reckitt and Colman placed all their TV negotiations and buying with single agencies Benton and Bowles and Collett Dickenson Pearce respectively, thereby ‘centralizing’ their TV buying and, more significantly, separating it from the creative agency. Meanwhile, as a result of the OFT ruling, the media owner trade associations accepted that they were no longer allowed to refuse to sell media space and grant media commissions to companies who were not members of the IPA and had no right to disallow the rebating of some or indeed all of the commission to agency clients, irrespective of the amount of fees charged. Nor could they insist on full-service agencies being the only ‘recognized’ ones since the new criteria needed to be linked to credit worthiness rather than service capability across creative and media. The fledgling media independent sector used these rulings to expand their businesses, arguing that greater resource needed to be given to the media function than the full-service agency management would allow.

				The first UK media independent was Paul Green’s Media Buying Services (now Initiative), named for its hard-nosed business proposition and focus on negotiating and buying. Other pioneers included David Reich and TMD (now Carat), Chris Ingram and CIA (now Mediaedge:cia), and Alan Rich and The Media Business (now MediaCom). These new agencies competed very aggressively on price and the percentage of the media owner commissions rebated to clients grew progressively larger, with the TV accounts being handled for around 3.5 to 5 per cent in the early 1980s or, in the case of very large accounts, a commission as low as 2.5 per cent. The new wave of independent media agencies were unable to get IPA accreditation since the trade association’s rules still restricted membership to full-service agencies, and so they created their own governing body, the Association of Media Independents (AMI) under the chairmanship of John Ayling, to champion the new agency sector.

				Bowing to both legislative changes and market developments, and after much soul-searching, the IPA changed its membership criteria in 1987. Instead of an agency having to ‘create and buy advertising’, the rules were changed to ‘create and/or buy’. This enabled the new ‘creative only’ agencies to join the IPA, and indeed Winston Fletcher, who had been forced to resign from the IPA Council when he started his agency Fletcher Shelton Delaney because it didn’t buy media, subsequently rejoined and became President in 1989. However, the process of re-assimilating the media independents into the IPA was a much slower one, and it wasn’t until 2000 that the last of the AMI founder agencies, John Ayling & Associates, joined the IPA following an active recruitment campaign, which included an olive branch (and IPA terms on BARB data) offered over lunch at Le Gavroche!

				Figure 1.4Photograph of the Association of Media Independents (AMI), April 1983

				Front row (L to R): Mike Yershon, John Billett, David Reich, John Ayling, Martin Lester, Tony Rowse

				Back row (L to R): Michael Manton (chairman), Paul Green, Don Beckett, Ian Payne (representing Chris Ingram)
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				Reproduced by permission of Marketing Week

				
				Though agencies were winning their fair share of media-only business versus the new breed of media agencies, towards the end of the 1980s it became clear that both clients and media agency staff were recognizing the increasing appeal of the independents. And of course the entrepreneurial media practitioners seized the chance to set up their own specialist media agencies. Their entire focus was on media, while it was widely perceived that ‘traditional’ agencies would always give precedence to creative (in terms of output) and account management (in terms of career development). It also began to be recognized that media could be a profitable business in its own right for advertising agencies, particularly for the bigger agency groups who were already handling sizeable media billings across their various agencies. Official sanction was bestowed on this trend when, in the early 1980s, all government TV advertising through the Central Office of Information (COI) was centralized into a single agency, Young & Rubicam.

				In the following years many other significant advertisers followed this example and soon the separation of creative and media started to be applied not just to their TV activity but to their other media as well. This was crystallized by a single event that resulted in a fundamental change to the entire structure of the agency sector in the UK and subsequently in the United States and the rest of the world. In 1988, partly to leverage its overall billings and partly to counter the growing threat of the new buying shops, Saatchi & Saatchi PLC bought Ray Morgan & Partners, a media independent. They then merged it with the existing media departments within their group agencies, Saatchi & Saatchi, BSB Dorland and KHBB, to form Zenith Buying under the leadership of John Perriss. This had a dramatic impact on the UK advertising market and triggered a wholesale restructuring whereby all the big full-service agencies spawned either ‘media dependents’ – separate media planning and buying agencies, but dedicated to serving the ‘creative’ agency’s clients – or ‘media independents’, which were open to clients beyond the original agency parent’s. When Zenith first launched it was a buying-only operation and the media planning remained in the creative agencies; however, DMB&B’s media dependent, The Media Centre, launched in 1992, providing a full media planning and buying service and bucking this trend. Other ‘dependents’ quickly followed this example and the entire market moved to providing a full set of media services, from strategic planning through to negotiations and buying. The UK model was exported to the United States in February 1995 when Zenith USA began operating under general manager Steve King. Since then, the split between media and creative agencies has become near-universal, only challenged by the advent of a few full-service digital agencies.

				As a result of these seismic and often very painful changes there have been some good and not so good results. On the one hand, there is no doubt that the client cost of buying media has fallen significantly as a result of the establishment of separate media planning and buying agencies. By the same token it is also certain that the split resulted in vastly improved thinking about media and much more effective deployment of the considerable sums invested in building brands. On the other hand, the dismembering of the rump of the full-service agency into multiple creative content-providing niches has made the task of developing and delivering integrated advertising and marketing communications much more difficult and expensive. It’s also questionable whether the total overall agency remuneration cost has been reduced, given the large number of agencies now employed by the average brand manager…

				From the separation to today

				In the period since the separation the industry has faced an increasingly complex and ever-expanding media environment, delivering an almost endless number of opportunities to place advertising messages, but also making the media planning process far more important. To deal with it we now had a separate sector comprising media agencies which met the need for specialist companies to help advise and navigate clients through the complexities of a media flow that is both fragmenting and converging at the same time, and to negotiate the best rates with the media owners. Indeed, the emergence and growth of separate media agencies enabled the craft skills of media people to be better developed, appreciated and rewarded. As we have seen, some of the media agencies were launched as entirely separate businesses, providing media planning and buying services (media independents), but many were previously the media departments of full-service advertising agencies which were separated out and established as specialist businesses in their own right (media dependents). This evolution is pictured schematically as follows:

				Figure 1.5Main creative and media agency evolutions
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				As these media dependents and independents grew in size and stature, smaller agencies saw the benefit of outsourcing their media planning and buying to them, rather than incurring the cost of media people, media research, systems and resources in-house. And increasingly, creative hot shops breaking away from full-service agencies did not offer media, but partnered with these media agencies, thus consolidating their position.

				What we had now was a fully matured media agency sector, comprising an array of media agencies of varying sizes and specialist expertise. But it wasn’t just the entrepreneurs who capitalized on the under-valuation of the media function in full-service agencies, or only the smart agency managements who recognized the potential for splitting off their best media expertise into separate companies. A number of clients also saw the value of having greater expertise in this vital area and recruited their own media teams. These in-house experts could advise their brand marketing teams on how to approach investing their advertising budgets with the various media, and could work with the media agencies to secure the best deals from the media owners. This increased focus on media led to the UK client trade association, the Incorporated Society of British Advertisers (ISBA), forming a TV Action Group (TVAG). With Bob Wootton as the current director of media and advertising, the TVAG represents around £2.5 billion of TV advertising spend per annum, equating to almost two-thirds of the UK total, and ISBA now has action groups covering all the other main media. Undoubtedly, the most successful and consistent of all clients was Procter & Gamble, which continues to operate a highly regarded specialist media team today. Apart from its all-round knowledge and planning expertise on behalf of its various brands, the P&G Media Team was and is still well known for securing exceptional deals with all media owners, especially on TV, where it has focused its activity for the past 50 or so years. Over that period of time it must have saved the company literally hundreds of millions of pounds in media value.

				Figure 1.6John Wanamaker
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				Negotiation, value and savings have always represented a substantial opportunity in the media process and that is as true today as it ever was – just ask any client chief procurement officer. The early 20th-century retailer, John Wanamaker, said (and Lord Leverhulme repeated): ‘Half the money I spend on advertising is wasted, the trouble is I don’t know which half.’

				Nowadays, the modern media planner, through smart analysis of research and data, can identify where the waste is and, through clever use of targeted channels, editorial environments and new media opportunities, start reducing that waste significantly. The learning from over 30 years of the IPA Effectiveness Awards has also increased the accuracy and accountability of media investment in brands, so that if Wanamaker were to be resurrected and to re-state his position today, he would be regarded as an amateur rather than an authority.

				Meanwhile, the many creative or content agencies which were left after the splitting off of the media function lost much of their involvement with media research and withdrew from the interface with media owners. The latter had to gear up significantly to ensure that they could make the case for their medium across the spectrum, often involving the additional challenge of incorporating a cross-media sell. The increased calibre of media owner salespeople, competing hard against each other for budgets, created a virtuous circle in which the professionalism on both the buy and sell sides improved markedly. As a result, media agencies moved into a much more authoritative position vis-à-vis the client, as they were able to demonstrate deeper insights into people’s media preferences: it was the media agencies who underwrote the development and launch of IPA TouchPoints, not their creative counterparts.

				Another factor in the promotion of the media function to the top table has been the inexorable process of consolidation, which has led to a stark dichotomy. On the one hand, a marketer in charge of a big brand will usually employ one media planning and buying agency, but on the other will roster many specialist content agencies. Thus, there’s one media agency voice speaking for 80 per cent or more of the client’s advertising and marketing communications budget, and a gaggle of creative ones clamouring for the other 20 per cent. In addition, there is a human factor, which is that many clients are more comfortable discussing concrete numbers as opposed to intangible ideas. So a single relationship with a media agency which is based more on objective and rational issues can be easier to manage than those multiple ones with a plethora of creative agencies whose competing ideas often require subjective and emotional judgements. And of course, if one agency is responsible for the lion’s share of the budget, then it’s hardly surprising if the client marketer pays it a good deal of attention.

				One of the laws of physics is that for every action there is a reaction, and the world of media agencies is not exempt! The dominance of television as a medium and the focus on price led to the emergence of a new agency segment in 1995 offering media planning but not buying. The charge was led by agency Michaelides & Bednash, working closely with Howell Henry Chaldecott Lury, then the hottest of creative shops. They launched on a platform of communications planning alone, with a controversial disdain for quantitative data and a penchant for qualitative research as the basis for strategy development and media channel selection. They were followed in 2000 by Naked, another non-implementation, planning-only media agency, which launched with a mantra of ‘media neutrality’ and a strong contention that too many media strategies were dictated by agencies with a vested interest in certain media channels, due either to the bulk deals they had negotiated, or the relative operational cost-efficiency of planning and buying one media over another. There were others who joined the ‘media neutral’ crusade, but these two agencies in particular put the bigger media companies on their mettle and were a key part of the rebalancing of the equation when arguably too much emphasis had been placed for too long on low price as opposed to added value in terms of strategy and planning.

				Into the digital age

				Over the latter part of the 20th century and into the new one, most of the original entrepreneurs who built the successful media independents sold their businesses to the emerging communications groups, which in turn consolidated their media operations, so that now over half of all media expenditure is controlled by just five companies. The same sort of process has occurred with creative or content-producing agencies such that six groups now own about 70 per cent by revenues of the creative and media agencies in the UK.

				Figure 1.7Major groups’ media agency brands
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				This consolidation has inevitably resulted in legacies to be dealt with. In the early days of the full-service advertising agency, by definition virtually all the media planning and buying was concerned with newspapers and magazines, with some activity on posters. When commercial television arrived in the UK in the 1950s, the general tendency was to set up a specialist department to deal with this new medium. The same thing happened when commercial radio and other new media came along. The net result of this was that, by the time the media independents had matured as businesses, it was not uncommon for them to be organized into a number of internal silos dedicated to the management of the main media channels on behalf of their clients. The benefits of this approach were of course those of specialization, with individuals becoming extremely knowledgeable about a single medium and establishing close relationships with all the key people in that particular medium’s ‘village’.

				However, clients became concerned about integrating the communications for their brand effectively, not only across their multiple agencies but within their media agency itself. Thus, over the past few years, many of the leading media agencies in the UK have moved towards client-focused multi-media planning and buying teams, wherein each person is expected to take a holistic view of the advertising and communications task in hand. This process has been a significant challenge to the personnel involved because not only have they had to maintain their knowledge of the medium in which they previously specialized, but they have also had to assimilate a similar mass of information about many other media.

				Meanwhile, the number of content-producing agencies with niche specialisms has proliferated and it’s not uncommon for a dozen or more to be employed on a big brand. And geography hasn’t helped as the agency ‘village’ has fragmented as it has evolved from its original home in Fleet Street. The second wave, typified by the supremacy of television as a medium, led to Soho in central London being the concentration point for the production houses and agencies involved. And now, in the third wave, the digital media are increasingly holding sway and the new agencies have thrived on the lower rents and big open-plan spaces in old industrial buildings in east London, with Clerkenwell and Shoreditch being the new hot spots. This without mentioning the many good agencies elsewhere in England, Northern Ireland, Wales and Scotland which have places on client rosters.

				To add to the complexity facing clients, several media agencies are taking the lead in providing advertising content, either through freelancers or by setting up their own in-house creative resource. In a parallel development some creative agencies have reintroduced media to their offer, either through an implant such as ‘Naked Inside’ or by joint-venturing, as agency CHI has done with WPP’s Group M in forming MCHI, but most are still leaving the buying to the scale operators and their market clout. Meanwhile, some of the big holding companies offer to tailor-make a client-specific agency by cherry-picking a team from within its operating companies to cover all aspects of media planning and buying, plus content creation and production and with quantitative and qualitative research services too. Not quite a return to the one-stop-shop full-service agency, but nevertheless a comprehensive ‘group agency’ advertising and marketing communications service to manage the brand.

				Orchestrating the interaction of all these content-creating agencies with the one responsible for media planning and buying is extremely complex. Whether the client marketer is the ‘ring master’ or delegates the role to a ‘lead’ agency within a roster, it’s difficult and expensive to achieve a genuinely integrated communications campaign for a brand. There’s also the big question of which comes first, the channel strategy or the creative idea for the brand. If the former, then the agencies charged with the production of content are likely to complain that the mandated media mix doesn’t suit their creative concept. But if the ‘big creative idea’ takes precedence, the media agency may despair at the cost of the time lengths or space sizes required. As we have seen, there’s a continuous process of agency innovation and experimentation to try to crack the problem. But with the lion’s share of the market dominated by five giant communications groups, each of which is fully committed to its separate media agencies, it seems unlikely that it will be solved by a large-scale reintegration of media and creative agencies.

				The agency sector continues to evolve and this latest wave of change has been largely stimulated by a ‘new entrant’ to the media world – namely the internet. As early as 2000, the industry became highly excited by the possibilities of the world wide web, and for a period it enjoyed the dotcom boom, which unfortunately was quickly followed by the dotcom bust, as many fledgling internet companies overstretched themselves financially and disappeared. After this initial hiccup, the internet has grown rapidly as a communication, information and social networking service as well as an ever-expanding advertising network. The IPA Bellwether Report has tracked the growth in expenditure on the internet, and as of 2011 it accounts for about 11 per cent of the total £42bn spend on all advertising and marketing communications, with search engine optimization (SEO) being the most dynamic sector. Apart from a plethora of companies providing specialist expertise, from website building through to SEO, the internet has created its own advertising agency sector, including specialist internet planning and buying agencies of which some provide both creative and media services, such as Profero, some creative-only, such as Glue, and some just digital media services, such as the late lamented i-level. Increasingly, the existing media agencies are developing their own specialist departments or units, providing digital expertise in planning and buying, and even content creation for the internet.

				While the power of the traditional media should not be underestimated – commercial television is still watched by just about the entire UK, prime-time programmes will still reach audiences in excess of 10 million adults, and over 70 per cent of all UK adults still read a paid-for newspaper at some point during the week – the internet has changed the way that these media now operate because of course it is a new platform for them as well as a medium in its own right. Newspapers, magazines, television, radio, direct mail (via e-mail) and cinema (via DVDs and now downloads) sponsorship (the broadcast as opposed to the event version) and public relations are all benefiting from extraordinary new leases of life in the online media flow. The challenge for media agencies is to provide their clients with genuinely integrated solutions that reflect the way the modern consumer dips in and out of the various media of their choice, while also having specialists who can execute these strategies across the various media channels and platforms.

				Of course, the irony of all this is that as the task of planning and buying media has become more complex and more and more demanding of the agency people involved, there has been a powerful countervailing trend towards marketing and procurement people perceiving media as a quasi-commodity to be bought largely on price. There is a relentless process whereby consolidated media accounts worth many millions of pounds in expenditure are put out to competitive tender, sometimes using a depersonalized online auction system, which almost invariably results in another slice being taken off the remuneration of the successful agency. For example, in early 2009 the Vodafone account was won by Carat from OMD. Then, mid-year, WPP had a tilt at the business, but although unsuccessful put it back in play for OMD to be reappointed in late autumn. No doubt the procurement people are happy with the apparent saving they think they’ve achieved, but what about the costs involved? The Vodafone brand’s media communications planning and buying were disrupted for over a year, which must have had an adverse impact on its competitive position.

				Will the media owners who all had to do a mass of unnecessary work still put themselves out for Vodafone or will they do their utmost to retrieve their costs? How will the ‘winning’ agency achieve the 15 per cent-plus profit margin that its holding company and its shareholders require? And what about the demoralized employees in all the agencies concerned – do they really feel like going the extra mile?

				This sort of procurement-driven review has exerted severe downward pressure on personal remuneration, particularly amongst the younger employees of media agencies, whose average starting salary in London in 2010 was about £18,000. At the same time, and exacerbated by the sub-prime financial crisis, agencies have had to make significant numbers of job roles redundant, with the axe falling on many senior people, who are of course the more highly paid. This is perpetuating the cycle which has led to 45.5 per cent of the employees of IPA media agencies being under the age of 30, with only 5.3 per cent of them being over the age of 50. This relentless haemorrhaging of experience creates a downward spiral in itself, with clients not getting the benefit of the advice of senior practitioners who might help them navigate their brands through the increasing complexities of the media flow.

				Meanwhile, because of the extreme pressure on agency margins, the groups have consolidated to achieve economies of scale and have become increasingly dependent on their treasury functions in order to make a profit. They have also used their scale and buying clout to negotiate the very best of terms with media owners. While this has benefited many clients, it has also given rise to a steady trickle of allegations of undisclosed volume discounts and over-riders which have accrued to the agencies as opposed to advertisers. These suspicions have encouraged procurement to continue to pursue ever-keener terms of business which may actually exacerbate the propensity to deal in these ‘grey areas’.

				All this has led these big media agency groups to compete at a strategic level in the early stages of an agency review or pitch, but often to revert ultimately to a price-based dogfight in the final decision-making negotiations. There seems to be no new factor in the market which is likely to reverse this process, so we might expect further consolidation of the media agency market at the group level over the next two years. In the meantime, the challenge to the managements of individual agencies will intensify as they try to balance the need to provide high-value holistic media planning and buying for brands in a fragmented and highly complex media environment, while remaining sufficiently competitive on price to win and retain clients.

				One ray of sunshine in an otherwise rather gloomy sky is the latest research by Nielsen Media Analytics on the relationship between share of voice and share of market. This is explored in detail in Chapter 7, but suffice it to say here that we now have concrete evidence of the additional brand performance that can be generated by clients paying for the best-in-class campaigns which outcompete competition through outstanding strategic thinking, channel planning and creative delivery.

				So media planning in the third wave of agency evolution has a primacy in the development of a brand’s advertising and marketing communications strategy that it hasn’t had since the earliest origins of agencies in London’s Fleet Street. Whatever the eventual solution in terms of how the brand’s media flow is deployed, an understanding of the role and benefits of every platform/channel and its cost-effectiveness in execution is fundamental to successful communications. This is now the territory and skill set of today’s media agencies. It is for this reason that managing the media investment has never been more important. As a senior advertising executive, albeit some years ago, said: ‘Media is far too important to leave to media people.’ Not surprisingly, this statement was not particularly well received by the media fraternity at the time. But the point being made (admittedly with a lack of sensitivity) was not intended to infuriate media practitioners. Rather it was reaffirming that media planning and placement is fundamental to the overall advertising and communication process. Therefore, everyone involved in advertising should have an understanding of media and how it can most effectively be used in navigating a brand into the target customer’s life flow.
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				People’s relationship with media

				What is a medium? Is it a cereal packet with copy and a competition on the back? Is it a telephone line carrying a telephone sales call? Is it the internet and the websites that are served up by it? What about matchboxes, bus tickets, pavements or even an aeroplane writing a brand name in the sky?

				Figure 2.1Skywriting ‘Sage’ above Sydney Harbour, Australia

				[image: missing image file]

				Photograph by Hamish Pringle

				It would seem that a medium is any carrier of a message. Peter Souter, former executive creative director of agency AMV BBDO, says he thinks ‘about the “surface” his idea will appear on’. So we can define a medium as any communication-carrier and, as Marshall McLuhan pointed out, there is a relationship between the medium and the message, in that the carrier has an effect on the content. A prestigious publication confers some of its high status on its content, and similarly the editorial stance of a newspaper will imbue the news with a particular slant.

				
				Figure 2.2‘Clean it up’ pavement poster in Marylebone, London

				[image: missing image file]

				Photograph by Hamish Pringle

				
				In fact, in the context of advertising, the relationships are more complex than McLuhan suggested. There are additional factors: as well as the medium and what it brings to the message, there is the way in which the medium is used by the advertiser, and the relationship that the consumer has with the company, product or service being advertised. Clearly there is an overlap between these three aspects of how a medium works, but they are worth considering separately in order to appreciate fully the potential they offer brands to immerse themselves in the life and media flow.

				1. The medium

				Where advertising is placed will have an impact on how consumers perceive the message and the brand. This is because each medium has brand values in its own right, with its own personality, attributes, imagery and status. And each medium is populated by individual media brands which make specific edits of the available information and content consistent with its own brand positioning, and then present them to their defined audiences on whichever is their preferred ‘platform’ or point of access. Therefore, the choice of medium and the particular title, channel or format within it sets the context for the brand advertising it carries and can send additional signals to the target audience. For example, a luxury goods brand might choose to be amongst its peers in the pages of Vogue, or wish to widen its franchise by being seen in The Sunday Times’ Style magazine.

				Figure 2.3A natural home for luxury brands

				[image: missing image file]

				Reproduced by permission of Condé Nast

				A media planner considering advertising a brand in a newspaper such as The Telegraph may like its editorial context, but worry about the more ‘traditional’ connotations of appearing in its hard copy version. On the other hand, its online version has more contemporary values, and may be better suited to the target audience. Thus the same advertising, placed in different media and in different titles, channels or formats within each medium, can have different meanings for readers, listeners and viewers. It will also have different response rates, as Drayton Bird sets out so clearly in his seminal book, Commonsense Direct and Digital Marketing. He gives the example of an American shoe seller and shows how differently the efficiency rankings turn out for the same advertisement run in five different magazines:

				Figure 2.4Efficiency ranking for identical advertisements in different magazines

				[image: missing image file]

				SOURCE: Drayton Bird, Commonsense Direct and Digital Marketing, Kogan Page (2007)

				Reproduced by permission of Drayton Bird Publications

				This precise numerical analysis proves that what the medium brings to the message is a concrete reality, not just a proposition made famous by McLuhan.

				2. How the media are used

				The second aspect of how a medium works is the behaviour of the advertiser in using it. This can and should affect the impact and ‘cut through’ the advertising as well as affecting the perception of the brand. This works on a number of levels because the choice of medium for its advertising, and its position within it, are part of a brand’s ‘body language’, and consumers are adept at reading these signals as they encounter them in the media flow. Indeed, these brand signals are as crucial in their design as the hand-made flies used to lure a fish.

				Figure 2.5Think of a medium as a fisherman’s fly

				[image: missing image file]

				Reproduced by permission of Byron Haugh

				Editorial relevance

				Perhaps the most powerful way in which media selection can consistently benefit the advertising message is through editorial relevance. This symbiotic relationship between editorial and advertising works especially well in niche areas because, in combination, they create a richer ‘marketplace’. This is one of the reasons why consumers buy these specialist publications: cameras advertise in camera magazines, recipe ads appear on cookery pages, automotive advertisers buy into car programmes, new CDs launch in music programmes and on music channels, and so on. As new technologies enable an increasing number of targeted and specialist media products, the opportunities to match the brand’s advertising message with relevant content are becoming far more numerous.

				Size and value

				Another important parameter to consider is the nature of the space or time available within a given medium and media brand. Take, for example, the use of large sizes in better-quality spaces and positions: colour spreads in the early pages of magazines, longer time-length commercials in prime-time slots on television, and supersize posters on high-traffic outdoor sites such as beside the Cromwell Road in West London. Not only does this approach greatly enhance the visibility of the message but, because people have a tacit understanding that this is more expensive advertising, it gives additional status to the brand, suggesting it is bigger, richer and more successful than its competitors who are using smaller, less prestigious sizes and sites. The Stella Artois ‘Reassuringly Expensive’ campaign always appeared in reassuringly expensive media spaces! In the same way, ‘As seen on TV’ is a shorthand for saying, ‘this brand is successful enough to be able to afford the most expensive advertising medium, and thus can be relied upon not to go out of business nor let the customer down on product or service quality’.

				There’s a hierarchy in media and, as a rule of thumb, colour connotes more value than black and white, ‘front of book’ (for magazines and newspapers) is better than back, prime-time on TV is superior to the afternoon and later evening, morning drive-time on radio is better than the rest of the day, and so on across the various media. Yellow Pages research showed conclusively that advertisers who took bigger spaces in their directory were perceived to be more reliable, trustworthy and professional than those who took smaller spaces. As a result of this ‘corporate body language’ in their use of media, these attributes will be ascribed to the brand, quite apart from the actual content of the advertisement itself.

				Learning the rules – to break them

				It’s important that media planners and their clients, in marketing and procurement, understand all these conventions and appreciate that their interrelationships can be harnessed to good effect for a brand. But opportunities also arise simply because these ‘rules’ exist, and, as we know, rules are made to be broken! Once the conventional thinking has been done it’s a useful exercise to adopt agency BBH’s mantra, ‘When the world zigs, zag’, and re-examine the options from a contrarian point of view. For example, the launch of the Nissan Micra in the early 1990s by agency TBWA brilliantly turned normal car industry practice on its head when it used multiple tiny spaces sprinkled throughout the newspapers, speaking volumes about the nimble agile qualities of this small car. One of the reasons this kind of counter-cultural media strategy worked is that it not only operated as a visual pun of ‘small space equals small car’, but it also differentiated the Micra in the media-savvy consumer’s mind which was used to all other cars taking big spaces. In this way, perhaps Nissan’s agency was nodding to agency DDB’s great ‘Lemon’ press advertisement which launched the small car VW so self-deprecatingly and yet successfully in the United States.

				Figure 2.6Nissan Micra ‘small spaces’ advertisements

				[image: missing image file]

				Collage reproduced by permission of TBWA and EuroSpace

				
				Figure 2.7Zag when they zig

				[image: missing image file]

				Reproduced by permission of Volkswagen Group of America, Inc.

				
				There are numerous examples of other ways of using an ‘unconventional’ approach to gain impact and saliency. Before the loophole was closed, Club 18–30 provoked public outrage by running ads on mass media 48-sheet posters that would have barely raised an eyebrow in their natural niche of ‘lad’ magazines. Wonderbra projected a poster onto Battersea Power Station and Fosters ran ads upside down for its ‘Australia Day’ campaign. In each case the ‘rules’ were broken, and delivered the ‘relevant but unexpected’, as Barbara Nokes, formerly creative director of BBH, would say.

				Being first

				Similarly, ‘media firsts’ present brands with a rarer, and thus valuable, opportunity to exhibit body language presenting them as early adopters with a sense of innovation and energy, and thus make a bigger splash. Listed below are examples of ‘media firsts’ and famous uses of media in new and innovative ways, many of which are still remembered and referred to today as role models.

				
				[image: ]

				Media ‘firsts’

				1899 – First cinema ad: Dewars Whisky (UK)

				1955 – First TV commercial: SR Toothpaste (UK), by Young & Rubicam

				1973 – First advertisement on British radio: Birds Eye Frozen Food

				1979 – First two-minute TV commercial: Fiat ‘Hand built by robots’, by Collett Dickenson Pearce

				1983 – First car glued to a poster: for Araldite on the Cromwell Road, West London, by FCO Univas (UK)

				1984 – First TV commercial made to run only once during the third quarter of Super Bowl XVIII: ‘1984’ for Apple, by Chiat/Day (United States)

				1992 – First commercial Short Message Service (SMS) text message sent by Neil Papworth, a young engineer at Airwide Solutions, to Richard Jarvis, a Vodafone director, at a staff Christmas party

				1993 – First commercial website: Dale Dougherty’s Global Network Navigator

				1992 – First brand to differentiate itself strategically by placing advertisements on the back covers of magazines: BBH for Boddington’s Beer (UK)

				1994 – First website banner ad: AT&T’s 468 × 60 banner on the HotWired site (United States) by Tangent Design/Communications of Westport, CT

				1995 – First time a Rolling Stones song was used in a commercial: Start Me Up for the launch of Windows 95, by Wieden+Kennedy (United States)

				1995 – First time all the advertising space in The Times was taken by a single advertiser: for Microsoft Windows 95, by Wieden+Kennedy

				1996 – Pepsi painted Concorde blue: Freud Communications (UK)

				1996 – First ever 64-sheet poster: Pretty Polly by TBWA (UK)

				1999 – Gail Porter in an FHM ad projected onto the Houses of Parliament

				2001 – London Metro newspaper ran white spaces instead of ads to attract advertisers back in the depth of the recession after the tech-mark crash

				2001 – Ford Mondeo poster: the first, and world’s largest, to cover the entire 132-metre side of the Fort Dunlop building beside the M6 motorway

				2003 – First Gold Spot in cinemas just before the feature film: for Orange by Mother (UK)

				2007 – First commercial ‘widget’: ‘Coke Bubbles’, by Joost (UK)

				2008 – First ‘live’ TV ad for Honda by Wieden+Kennedy London, 4 Creative and Starcom

				[image: ]

				Media planners need to stay close to the marketplace to be alive to these opportunities. But they should take care to match up a ‘media first’ with the appropriate brand, and not be overly influenced by the discounted rates that media owners often offer to entice brands into their new and untried medium.

				3. Relationship with the brand

				Finally, there is the consumer’s relationship with the brand being advertised. This has to be seen in the context of the two main categories of advertising, namely ‘display’, defined as advertising that goes to people, and ‘classified’, which is the kind of advertising that people go to. Display advertising has a much harder task than classified because it is operating in a situation where the intended recipient is generally not in the market for the product or service being presented. Food mixers and their advertising are simply not that interesting if you’re happy with the one you’ve got, so display advertising for food mixers has to provide its reluctant recipient with some positive reward for paying it any attention at all, let alone achieving a degree of engagement.

				On the other hand, if your food mixer breaks down, suddenly you need to dive into the market for a replacement and you find yourself searching for information about possible replacements. This will often include looking at ads for Kenwood, Moulinex, Cuisinart and other brands that may have been screened out previously. Thus the key skill in classified advertising placement is being in the flow where active shoppers in the market are most likely to be looking – hence the meteoric growth in online search advertising which has powered Google to become the media behemoth it is. By contrast, the core competence in display advertising is to place it where potential customers can not only be reached most cost-effectively, but also in the most appropriate editorial or programme context.

				The central scenario forecast in the 2007 Future Foundation and IPA report, The Future of Advertising and Agencies, predicted that ‘classified’ advertising (which of course includes paid-for online search) was likely to gain market share at the expense of ‘display’ over the 10-year forecast period. The report also put forward a new segmentation of the commercial media market, dividing it into ‘one-way communication versus two-way’, ‘anonymous message versus personalized’ and ‘non-screen advertising versus screen’, with the latter category in each segmentation forecast to increase.

				Figure 2.8Ten year forecast from 
The Future of Advertising and Agencies: ‘two-way’ increases

				[image: missing image file]

				SOURCE: Future Foundation/IPA 2007

				Figure 2.9Ten year forecast from 
The Future of Advertising and Agencies: ‘display’ declines

				[image: missing image file]

				SOURCE: Future Foundation/IPA 2007

				Figure 2.10Ten year forecast from 
The Future of Advertising and Agencies: ‘named’ increases

				[image: missing image file]

				SOURCE: Future Foundation/IPA 2007

				Figure 2.11Ten year forecast from 
The Future of Advertising and Agencies: ‘screen’ increases

				[image: missing image file]

				SOURCE: Future Foundation/IPA 2007

				All of which suggests a progressive increase in the engagement between people and their media. Part of that ‘engagement process’ includes the advertising that the media carry. It can enhance the consumer’s experience because it is providing entertainment and useful information and, as such, improves the consumer’s perception and relationship with both the medium and the brand. How all these elements are synthesized by the reader, listener or viewer will relate to their own personality, attitudes, life stage and mindset. These factors, plus whether or not they are ‘in the market’ for a particular product or service, will result in a media advertising experience unique to that individual at that point in time. This experience will be influenced also by the ability of the customer to interact with either the media owner or the advertiser, or both (and potentially with a third party such as a self-regulatory or regulatory organization in the case of a complaint). As we’ve seen, timing is of the essence. The accurate juxtaposition of the advertisement in the right medium at the right moment in the buying process can transform the message from one that is screened out by our innate ability to ignore (certainly at a conscious level) irrelevant information, to one that is a useful and engaging communication.

				Users generating, editing, scheduling and interacting with media

				Individuals have always had the ability to publish their opinions, whether through letters to the editor, printing leaflets and pamphlets, securing exposure of an article or a book through a commercial publisher, or even by ‘vanity self-publishing’. In the online era, the cost of the latter has fallen to virtually zero in terms of materials and distribution, and advances in technology have made it very easy to send a mass e-mail, set up a website or create a public online diary or web log. The ‘blogosphere’ is already massive, although as Dennis Woodside, Vice President Americas for Google, has opined: ‘The average readership of a blog is one.’ According to Technorati, estimates at the beginning of 2009 indicated that there were 133,000,000 blogs begun since 2002, with the most popular achieving over 250,000 visits daily.

				This mass participation in social media is clearly very important to people. To paraphrase René Descartes, ‘I blog, therefore I am.’ We media mammals are manifesting and indeed defining ourselves in public in ever-growing numbers despite the steady trickle of warnings from the privacy lobby. What this means is that we’re moving into a new media landscape in which consumer-generated content is becoming a potential vehicle for commercial communications. Personal communication via a medium is not a new thing – The Times published a letter in its inaugural issue on 1 January 1785 – but the ability to interact with one certainly is.

				Obviously people have always been able to choose their newspaper, radio station, music and TV programmes. But hitherto they have not been able to select, segment and schedule in the way they can now using digital technologies:

				Figure 2.12Top 10 Most Popular Blogs of 2010

				[image: missing image file]

				SOURCE: eBizMBA

				
					•The more practised internet users are creating their own news and information feeds using Really Simple Syndication (RSS) to direct content to their own page where the links are displayed for their consumption.

					•Others have installed ‘ticker-tape’ tool bars on their computer screens so they can have a continuous display of breaking news from the likes of the BBC, CNN and The Times of India.

					•Many mobile phone or PDA (personal digital assistants) owners subscribe to SMS feeds which can provide them with a whole range of useful and timely information such as stock exchange prices, sports scores or weather reports, amongst many others.

					•The personal video recorder (PVR), used in conjunction with the electronic programme guide (EPG), enables TV viewers to customize their programme schedules.

					•The ‘SkyView’ research data produced by the combined Sky and TNS panels show that so far only 28% of viewing in homes with a PVR is of recorded material, but this is still substantial.

				
				The new digital radio sets provide the facility to record broadcasts in the same way as PVRs. People are also becoming accustomed to downloading music and video from internet sites for playing back at their convenience. Thus, people appear to be fine-tuning their viewing or listening schedules to their own timetables to take into account meal times, school runs, shopping trips, commuting etc, while still watching at more or less the same time as everyone else, and thus preserving the value of conversations the next day about a shared experience – the ‘water cooler’ effect. Meanwhile, people are watching more TV over the internet. Nielsen’s Three Screen Report for Q1 2010 shows that the average American watches approximately 158 hours of TV every month at home, a 1.3 per cent increase year-on-year. In addition, the 134.5 million Americans who watch video on the internet watch on average about 3 hours and 10 minutes of video online each month at home and work. The 20.3 million Americans who watch video on mobile phones watch on average about 3.5 hours of mobile video each month, and while it’s still small, there’s a growing number of people who watch TV while interacting with related content on their laptop. People’s life and media flows are truly blending.

				Push and pull

				Meanwhile, the many thriving e-commerce websites on the internet, allied to the ability to follow a customer’s online journey, plus the personal data captured at point of purchase and linked back to existing databases, enables increasingly detailed understanding of the role of media in the process. It’s our contention that users of media have been guilty of the sin of thinking it’s been just about ‘push’, when all along it’s also been about ‘pull’. North American smoke signals were ‘broadcast’ media long before the advent of NBC, but lookouts were posted on high places to see them. It may not have been as obvious as it is now, but people have always filtered out unwanted messages and actively sought out others. ‘Search engine optimization’ is not new – just try telling that to AA Quick Response Electrics Ltd (their number’s in Yellow Pages), who figured out a long time ago how to be found first by customers in a hurry. There’s also been the sin of thinking media is primarily about ‘one-way’ communication, when it’s always been ‘two-way’ – it’s just that getting a letter to the editor published in The Times was so difficult.

				Media owners have always tried to personalize their messages to a named individual – after all, the first visiting cards had to be delivered by hand to someone specific at a particular house and it’s postcodes and automation that have made mass anonymous mail possible. Now a medium can be personalized both by its owner and by its receiver. Databases can produce such fine detail on individuals that communication can be tailored very closely to them. ‘Behavioural targeting’ uses analyses of anonymized journeys on the internet to forecast likely future interests, needs and wants. Users of a medium have always been selective about the content they choose and refuse. Men often start reading their newspaper from back to front because sport is their primary interest. Women are more likely to want to see a romantic comedy than an action movie. But nowadays the facility to be selective has become almost infinite, with video on demand (VOD) and the power of internet search engines.

				All this makes the task of investing in media for brands one of the most exciting, demanding and responsible roles in a company, with major implications for shareholders if it’s done well, or badly. Great media solutions have always required a strong understanding of the client’s consumer and how that consumer is best reached through the various media channels available. However, historically this was seen as a quite simple ‘push’ approach. Now it increasingly involves the need to achieve effective engagement which, in turn, requires a more active ‘push/pull’ relationship. Indeed, a 2010 study conducted by the University of Maryland amongst 200 students revealed punitive withdrawal symptoms when they went ‘cold turkey’ without media for 24 hours. As one participant said: ‘I clearly am addicted and the dependency is sickening. I feel like most people these days are in a similar situation, for between having a Blackberry, a laptop, a television, and an iPod, people have become unable to shed their media skin.’

				This active thirst for media makes for a very different relationship between advertiser and customer, and emphasizes the importance of appreciating the new ‘pull’ dynamic as well as the old ‘push’ approach. Given the plethora of interactive media which people actually reach out for, there is an abundance of opportunities of which advertisers and their agencies can take advantage to get into the media flow. It used to be said that ‘you can take a horse to water but you can’t make it drink’, but nowadays not only does the brand owner not have to do much leading, it can rely on the customer to slake their thirst – it’s just a question of making sure the brand trough is full and in position.
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