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Our brief for Media Minds is to identify and share relevant issues and news for the Media Planning,
Buying, Selling and Management communities around the world. The three main discussion themes which
resonated this quarter were: the World Cup; client/agency relationships; and the digital media shake-out

The most fascinating match-up of the 2010 World Cup has been the marketing battle between the official
event sponsorship brands and the challenger event ambush brands. It's been hard to call a winner: early
victories were scored by Nike with its viral Write the Future campaign, while Pepsi and Nestle got some
early shots in with irreverent TV campaigns. As the tournament wore on, the official sponsors came more
to the fore: Coke built content around its goal celebrations ads, while the buzz behind adidas mounted
with the help of Robert Green and the infamous jabulani ball.

The dramatic global rise of social media and mobile apps, and the phenomenal momentum they can drive
for engaging long-form content, raises fundamental questions over the future value of traditional event
sponsorship. Clearly, event organisers will need to provide sponsors with more exclusive content to
continue to justify their premium.

The real winner at the World Cup was Facebook, announcing its arrival as an important global media
platform with 15 million downloads of Nike’s 180-second Write the Future film in just two weeks. Facebook
also provided creativity from its own user data with a truly stunning daily visualisation graphic in
partnership with the New York Times (which you can see on Media Minds).

The World Cup was also a victory of sorts for online video: ITV Live had technical problems, but was still
able to claim over 1 million users in its first week, while the BBC’s live streaming of the England v Slovenia
game broke all records for their site, with 800,000 tuning in.

Away from South Africa, we have been taking the temperature of Client/Agency Relationships, which
have spilled over into the public domain on a number of occasions. The first salvo was fired by J&J’s Brian
Perkins: who urged a greater focus from agencies on integrated thinking, content-building for digital, and
campaign analytics. Molson Coors’ CEO Mark Hunter spoke compellingly at an IPA/ISBA event about the
real challenges facing the marketing industry as a whole, insisting that “transformational change” is
needed to preserve “ brilliant and effective work” in the face of an increasingly resource-challenged
marketing function, the increasing influence of purchasing in vendor management and the inadequacy of
old performance metrics.

www.mediasenseinternational.com



.

.

'!
&

nmec‘llia . quarterly

| from
o7 SENESIE

Quarter 2 2010

More recently, News International hosted the Big Debate, at which more than one commentator cited that
the obsession with price over value has led to an impasse between media owners, agencies and clients.
Steve Williams of OMD proposed that agency value could be re-defined by the assessment of
relationships and performance combined. Now there’s a thought....

However, there are still big obstacles to change. In India (incidentally, this story has received most hits
ever on Media Minds) it was reported that Reckitt Benckiser have actually asked agencies to pay them
for participating in a local media review. In the UK, it was also reported this week that a client required a
‘signing on fee’ from agencies competing for its business.

It is clear that the industry badly needs to demonstrate that media is not just a traded commodity — it can
create value, too. We observe increasing polarisation between clients targeted on lowest cost impressions,
and clients targeted on building increased consumer engagement. Right now, agencies are likely to find
more sustainable, profitable and rewarding relationships with the latter.

Our third theme is the Shake-Up in Digital Media. The quarter began with the sad news of the demise of
I-Level (which many commentators incorrectly put down to proof that clients want integration, not
specialisation). The media industry needs a strong challenger brand like I-Level, and there is a gap waiting
to be filled by one of the full-service digital agency brands.

Numerous big acquisitions were announced. Google acquired Invite Media, putting the US giant at the
forefront of exchange trading. IBM acquired Coremetrics, to put extra whizz and credibility into web
analytics. US Publisher Hearst bought the digital agency I-Crossing, in a move which divided our
members - some saw it as a smart diversification, others as a misguided re-invention.

Facebook cemented its position as the number one competitor to Google and as an innovator, by
forecasting annual revenues of $800m and unveiling their “conversion tracker” service. Facebook are
achieving success in expanding their client reach and in enhancing their open platform proposition. Apple
unveiled its I1-Ad platform for mobile to become a credible competitor to Google’s AdMob, and announced
they are starting to use ITunes data to enhance customer targeting.

In the digital space the key players are emerging, innovation continues at a breathtaking pace, and
competition is intense. Hearst Corporation’s digital strategy can be viewed as a real test of whether
traditional media companies can really cut it in this fast-moving eco-system.

Media Minds is a thriving online community, hosted by MediaSense on LinkedIn. Our Group is a forum for
expressing, exchanging and commenting on current and emerging issues that affect the global media
industry. We now have well over 700 members from around the world.

MediaSense is a new breed of media management consultancy. We help Brand Owners to generate the
most value out of their media budgets locally and internationally, and to navigate successfully through
media change.

See you next quarter !
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