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5.4 TechnologA-need-no/-be-/he-enemA

Phe medi_ l_ndsw_pe h_s wh_nged r_diw_lly over the p_st few ye_rs. ("nd s inwe 

wommenting on it here things will h_ve moved on s ome more.) 7ndeed~ it’s wh_nging 

so f_st th_t PW _s we know it m_y me history – repl_wed my Z_ hoo! or 5oogle’ s 

distrimution of Xem PW in the next few short ye_rs. "midst suwh r_pid wh_nge the 

R= _dvertising musiness is struggling to w_ke u p _nd figure out how to respond. 

Xhile t he PW industry h_s proven itself to me good _t underst_nding _udienwes’

wh_nging w_nts _nd needs _dvertising h_s wle_rly proved less so. "s _dvertising

_genwies h_ve wonsolid_ted into _nything-mut-nimmle~ l_rger groups~ the struwture 

of the miggest pl_yers h_s m_de it h_rd for them to _d_pt~ t o develop new w_ys of

working _nd t o wre_te new forms of _dvertising. +onsequently~ t here is _ lot of

w_twhing up to do. 

TechnologA’&-oppo#/8ni/ie&
The development of personal video recording (PVR) technology, with the
launch of products such as Sky Plus illustrates the pressure the advertising
industry is under. Sky Plus has certainly changed the rules of the game by
allowing viewers to time shift and choose what they want to watch when, 
and – if they choose to – to bypass advertising altogether. Some have said
this will be the death of advertising on TV – I doubt it. True, ads will be
bypassed to a certain extent because the technology enables it. But rather
than fear this, the advertising industry must focus on how to engage people
with advertising in a more innovative manner. Understanding why people
might choose to bypass advertising will force the advertising industry and
marketers to raise their game. 
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something out. Live chat-rooming at the same time as game-playing is pretty
demanding because part of the game is playing against the clock, but that’s
what they did. MTV has similar evidence of multi-tasking. It showed up in 
a peculiar ratings spike during an MTV pilot show where a sharp increase 
in audience towards the programme’s end demonstrated how viewers
simultaneously chat-rooming encouraged each other to check it out.

RN-_">+#/J&+#&-G_>+-m++Z-U^#+-m#^_w/J>+-JZ-"#J>JZ?-
8^#?_#"-_">+#/J&JZ?-8^#U_/&r PG+A-G_>+-Q+&&-^8-_-
w8Q/8#_Q-&mQJ/-&^-Q_Z?8_?+-J&Z�/-/G+-m_##J+#-/G_/-J/-J&-JZ-
.8#^m+~ ?G+#+-_">+#/J&+#&-8JZ"-J/-U^#+-^8-_-Q^?J&/Jw_Q-
wG_QQ+Z?+-/^-#8Z-?J"+&m#+_"-^#-~m#^_"w_&/�-"J#+w/-
#+&m^Z&+I&/AQ+-w_Um_J?Z&r

This new reality must be confronted by advertisers and advertising
agencies, and what will emerge will be a two-tiered TV advertising market. On
the one hand there will be big blockbuster ads in and around big captive TV
events such as the Super Bowl in the US (the largest advertising opportunity
on American TV). On the other there will be more niche channels with discrete
audiences – sounds spookily like the internet already, doesn’t it? 

For example, a new automotive channel will be launching shortly and
there will be obvious potential here for interactive ads that will engage the
right audience with the right messages. Alternatively, for those audiences with
light interest in five or six topics, there will be potential for advertisers to find
new and more cost-effective ways to engage the viewers – through interactive
advertising, longer form ads or even advertiser-funded programme content.

The-ad>e#/i&ing-ind8&/#A- m8&/- adap/
When new technology breaks, the fundamental challenge for advertisers and
advertising agencies is to understand how best to use it. Novelty value will
engage a certain number of people in the first instance and an advertiser can
benefit from being talked about, but the most effective ways of using new
technologies will always evolve over time.

A+/? ^#P&-w_Z-G_>+-U_&&J>+-_">_Z/_?+&-^>+#-
G^/&G^m&-JZ-/+#U&-̂8-&w_Q+-_Z"-w#+_/J>+-w_m_wJ/A-3-
/G+-^ZQA-/GJZ?-G^Q"JZ?-/G+U-m_wP-J&-/G+U&+Q>+&~
/G+J#-&/#8w/8#+-_Z"-w8Q/8#+r

Nike was one of the first advertisers to explore interactive TV
advertising. They created a campaign that involved an interactive commercial
with three different possible endings which interactive viewers could choose
from. There was no clear purpose in doing this, other than the fact that it was
innovative – a novelty which encouraged some greater level of engagement.
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Technology need not be the enemy. Broadband streaming and the
next generation of file compression software will allow people to download 
a feature film in a few minutes rather than many hours. This presents an
advertising opportunity: just how to engage with people while they are waiting
for that feature film or TV show to download. Then there’s the really big
question of just which device people will be downloading content to – 
will it be the TV or the computer or a mobile phone? At present it’s all three,
suggesting it’s anything but a foregone conclusion that technology threatens
advertising without offering new opportunities.

Tele>i&ion-i&- leading-/he-? aA
Over the last few decades TV programming has outstripped TV advertising 
in terms of audience enjoyment because of its ability to engage with its
audience more deeply. The emergence of reality and interactive programme
formats demonstrates this. Viewers can vote on which reality show participants
stay and which one gets pushed out and they get a kick out of participating.
Remember, this participation began as phone-in, soon became text and now
has moved to red button. Outside prime time, meanwhile, the audience can
go behind the scenes in the *J?-*#^/G+#house or 6+QQ�&-=J/wG+Zthanks to 
E4 or ITV2. 

PG+#+�&-/G+-#+_QQA-mJ?-w8+&/J^Z-^8-O8&/-?GJwG-"+>Jw+-
m+^mQ+-?JQQ-m+-"^?ZQ^_"JZ?-w^Z/+Z/-/^-3-? JQQ-J/-m+-
/G+-PW-^#-/G+-w^Um8/+#-^#-_-U^mJQ+-mG^Z+x-
"/- m#+&+Z/-J/�&-_QQ-/G#++~ &8??+&/JZ?-J/�&-_ZA/GJZ?-m8/-
_-8^#+?̂Z+-w^ZwQ8&J^Z-/G_/-/+wGZ^Q^?A-/G#+_/+Z&-
_">+#/J&JZ?-?J/G^8/-̂ 88+#JZ?-Z+?-^mm^#/8ZJ/J+&r

Behind all the statistics about TV audiences now available, the single
most interesting fact is that TV viewing levels haven’t dropped since the
1980s. In fact, with multichannel TV homes they haven’t increased beyond the
previous average of three and a half hours a day. How TV is viewed during
that time, however, has changed fundamentally. Increasingly, TV is no longer
the primary activity during viewing time. It’s on but not the sole focus of
entertainment in the house. Apparently people can do more than one thing
these days. Nevertheless, if TV and computers merge, interactive TV is history.
It’ll be Web TV in no time and that’ll be a whole different thing. After all, the TV
is a terribly clunky mechanism for interacting when compared to computers.

Con&8me#&- a#e-changing
Today’s kids are a generation used to multi-tasking. Last winter in America 
a new computer game was released and it quickly became evident that kids
were playing it and discussing it simultaneously in live internet chat rooms –
telling each other how to get to the next stage, or sharing when they’d figured
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But as today’s form of interactive TV advertising evolves, richer and more
purposeful ways of using it are developed. It’s a learning curve both for the
advertising creatives in terms of how to use it and for consumers in terms 
of how to navigate it. Today, advertising is struggling to find ways of using
interactive that come close to how programmes use it.

Ame#ica-& e/&- /he-pace
The advertising business in the UK lags behind the US in pushing advertising
forward and developing new forms for emerging communication channels.
Industry award schemes reinforce this by focusing on best TV ad and best
press or poster. The Award show at Cannes is an exception as it divides
advertising into different media and product categories, acknowledging that
different ads are designed to reach different groups of consumers. Even so,
many within the industry remain blinkered. And as a result, there have been
few creative breakthroughs from the UK over the past five years, which is how
long it’s been since the US produced the much-hyped on-line BMW Films.

PG+-8J#&/-/GJZ?-_">+#/J&JZ?-_?+ZwJ+&-_Z"-U+"J_-
w^Um_ZJ+&-U8&/-"^-J&-#+I+Z?_?+)-/G+A�>+-m++Z-
"J&w^ZZ+w/+"-8#^U-+_wG-^/G+#-8^#-8_#-/^^-Q^Z?r

It’s probably fair to say that US advertisers have been more proactive
in driving forward advertising formats too. They have less of a cultural split 
so language isn’t the barrier that it is in Europe, where advertisers find it 
more of a logistical challenge to run widespread or ‘broadcast’ direct
response-style campaigns. 

T#adi/ional-& /#8c/8#e&:-a-handicap
British advertising agencies don’t appear to be positioned to respond to 
the changing world they inhabit. Traditional agency structures are based on
baton-passing processes. A brief comes into the agency and is then agreed
by specific departments. Account management, account and media planning,
the creative department and production often act separately from each other.

*#J/J&G-_">+#/J&JZ?-_?+ZwJ+&-"^Z� /-_mm+_#-/^-
m+-m^&J/J^Z+"-/^-#+&m^Z"-/̂-/G+-wG_Z?JZ?-?^#Q"-
/G+A-JZG_mJ/r

As for the large agencies that have a group offering of specialist 
sub- or sister companies, the struggle is always going to be, ‘who leads on
what?’. The answer can only be decided project by project. No one is in a
hurry to merge sister businesses into a single whole, because each is 
already run as a separate business with separate management, allowing for
competitive clients to be serviced within a single group. It is clear that there 
is a need for closer co-operation and collaboration between sister companies. 
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Another illustration of new ways of working is O&M’s recent work 
for Dove. Posters, interactivity, a photography exhibition and associated PR
rather than TV was at the heart of the Dove campaign. Content was created 
in the form of a film addressing the self-esteem of young teenage girls. 
This featured two ordinary teenagers whose image was manipulated using all
the tricks of the trade to show how the fashion industry enhances and distorts
its representation of women’s bodies. The culminating video is distributed 
as an educational tool in schools.

Wha/-m8&/- change?
The first thing advertising agencies and media companies must do is 
re-engage; they’ve been disconnected from each other for far too long.
Although a future where media companies move back into advertising
agencies to become their media departments is unlikely (media companies
have become too big for that and many complex issues such as client 
conflict exist), there will be more close partnering between the two. 

"">+#/J&JZ?-"^+&Z�/-G_>+-/̂-O8&/-m+-_m^8/-_-
PW-_"-^#-m^&/+#)-J/-w_Z-w#+_/+-J/&-^?Z-?+Z#+&r

Meanwhile, the whole advertising business model must be re-thought. 
This is a necessity because, increasingly, advertisers have to reach consumers
in different ways. If an advertiser uses a more focused channel, then it should
be cheaper and more effective to use it more frequently. This has a knock-on
effect for production costs, and it is already important to find new ways to
produce advertising more cost-effectively; for example, if it costs £500,000 
to produce a fantastic TV spot, you’re not going to multiply that by ten to 
do ten spots for ten different narrow audiences.

Ultimately, clients will have to lead this change. Pressure to do 
so will come from city analysts and investors demanding greater returns.
Everyone’s gone as far as they can with cost controls on today ad production
costs. When advertisers move into new areas such as content production,
however, there are different challenges. How does a cost controller engage 
if the advertiser is creating a TV show? 

Ownership of creative ideas, however, is a tricky area which remains
unresolved. Advertising agencies must find ways of being remunerated for
ideas that aren’t just 30-second TV scripts. New structures are required that
allow agencies to be paid for more adventurous advertising ideas and allow
agency partners – such as media companies – to be rewarded for their
creative input without the client–agency relationship being compromised.
Sorting out these creative tensions is the immediate future of advertising.
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Not to mention media: it’s surprising what happens when media and creative 
people talk, and let’s not forget that there are many now working within 
media companies who are of a generation that has never met agency
creatives before.

"">+#/J&JZ?-_?+ZwJ+&-U8&/-8JZ"-?_A&-̂8-m+JZ?-
#+U8Z+#_/+"-8^#-J"+_&-/G_/-_#+Z�/-O8&/-1GI&+w^Z"-
PW-&w#Jm/&r

With the growth in the variety of channels available to the viewer,
Ogilvy & Mather (O&M) places more emphasis on understanding the
audience. We are using the insight to understand in depth the interests of our
target audience, which is helping us create advertising that consumers are
more willing to engage with. Ethnographic research is also a real weapon for
us. Clients’ jaws visibly drop when they see how a particular target audience 
truly behaves around their product, brand or advertising. The industry needs
much more of this rather than relying on outdated forms of consumer insight,
such as socio-economic groups or methodologies developed and honed 
to feedback on 30-second spots. 

Re-mo8lding-/he-agencA-model
The largest international advertisers seem to be segregating strategic and
creative work, the latter into creative hotshops – small, independent agencies –
with big networks used simply to distribute the work. Alarmingly, a number 
of networks have begun to pitch hand-in-hand with a small hotshop.
From a network perspective this is not good: who wants to be just a distribution
mechanism? Networks can have massive advantages over hotshops in terms
of scale and creative capacity – the only thing holding them back is themselves,
their structure and culture.

PG+#+-G_>+-m++Z-8+?-w#+_/J>+-m#+_P/G#^8?G&-
8#^U-/G+-R=-^>+#-/G+-m_&/-8J>+-A+_#&r

There’s much agencies can learn from the old days of advertising
when Procter & Gamble created soap operas. Advertising doesn’t have to 
just be about a TV ad or poster; it can create its own genres. 

Nike’s Battlegrounds is a good example. This is an international street
basketball one-on-one competition that Nike set up with MTV. Initially it was a
one-off series, but now it is in its fifth season. It’s an event and it’s a TV series
and it has been really effective in both genres. Nike used ads to promote the
series with each episode featuring both the competition and the backstory of
key competitors, culminating in a live finale. Rap artists were also involved
making the live event itself bigger. Off the back of the idea, Nike produced
Battlegrounds-inspired basketball shoes. It’s a more interesting way of
engaging with an audience to get them to buy the product, to entertain 
and to engage through delivery of a richer brand experience. 
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