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Welcome to our occasional meltdown of the hot topics and trending issues on our Media Minds forum.

We can’t help noticing a growing number of pieces on Media Minds this year about addressable media and ad (re)
targeting, in new and traditional media channels. Sky finally appear ready to pilot the launch of Adsmart, a service
which enables the delivery of ad messages direct to homeowners’ set top boxes. Addressable ads could open up
TV to a new layer of revenue, both national and local; Adsmart promises to eliminate wastage and provide a richer,
more relevant advertising experience for Sky customers. Over the pond, DirectTV are also readying customer trials
in 10m homes, in a partnership with agency Starcom. We agree with SMV CEO Laura Desmond, who believes
addressable advertising will enable clients to become “performance marketers in the mass media space”.

Audience targeting has long been a key feature of online campaigns, but the picture is more mixed according to
our members. According to emarketer, the vast majority of US clients have already integrated audience segment
targeting into their online buying. US advertisers believe that audience selection is now more important than site
content for optimising campaign effectiveness. Small wonder then, to learn that Facebook is mining real time
conversations for ad targeting tests on 1% of its user base.

But, off-setting the opportunities of reduced CPAs and higher publisher yields, there are genuine concerns about
privacy, data collection and certification. In March, the Obama administration asked congress to pass an online
privacy law, and in Europe the EU privacy directive goes live at the end of May, enabling consumers to refuse
cookies. Recent stories on Apple locational tracking and Sony’s user base hacking mean that privacy is now the
leading concern for smartphone owners, according to research from TrustE. Yahoo and Specific Media are among
several companies taking public stances to reassure consumers and the industry on these matters.

What is certain is that we are at the start of a long-awaited shift in the media value drivers - from unit cost
efficiency towards target audience profiling. Media buying is about to become more complex, more strategic and
more data-reliant.

This quarter we also noticed the growing evidence that technology — far from allowing the consumer to escape
exposure to TV ads — appears to be enabling greater commercial media consumption around the world. According
to Eurodata, TV viewing levels have risen worldwide to 3 hours and 10 minutes a day on average. A big part of this
increase is down to multi-screen viewing, which is projected to grow significantly with the introduction of
connected TVs.

However, researchers are concerned about the ability of current audience measurement systems in capturing the
increase in time-shifted or non-linear viewing. After the BBC’s “Live +7” initiative comes the news from Australia,
that OzTam has committed to report multiplatform ratings by the end of the year. While predictions of the death of
BARB (the gold standard UK TV ratings) are overhyped, there is a real danger of audience measurement falling
between the twin stools of providing trading currency and reflecting consumer behaviour.
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New opportunities to view video online seem to grow by the day. BBC’s IPlayer announced it would include VOD
listings for counterpart sites, thereby strengthening its role as a consumer destination. Meanwhile Google
announced it was revamping YouTube around premium channels and original content, with commentators
predicting it will soon offer movies to rent shortly after their theatrical release. Google and Yahoo both appear to be
trying to establish themselves as content owners, rather than just platform owners. It’ll be interesting to watch.

Away from the world of TV, the news from the Print industry continues to reflect audience migration and
consolidation. It feels as if we are past the tipping point. In the US, new figures from the ANA showed total
advertising (on- and offline) in newspapers has fallen to a 25 year low, while in the TV up-fronts buyers are seeing
double-digit increases in demand. Meanwhile Thinkbox in the UK published data showing online revenues will
exceed Print revenues in 2011. According to ZenithOptimedia, online revenues are continuing to grow globally, but
there is little evidence of this impacting on TV spending, which is proving resilient.

The print market is consolidating fast. In the UK the FT reported that the Express and the Mail were discussing a
merger. Richard Desmond also put his consumer magazine stable up for sale, while the BBC is likely to sell off
several magazines to rival Bauer. Some titles drew their last breath — the Daily Sport and the National Enquirer
closed, while Sky closed its consumer magazine and USA Today announced it is going digital-only. Antony Young
offered his help to the US newspaper industry, suggesting the idea of giving away 100 million IPads — now there’s a
thought.

So 2011 is already shaping up to be a momentous year for the advertising, measurement and marketing performance
industries.

Before we go, here is a quick look at some of the deals done around the world this quarter, which again serve to
illustrate how rapidly the world of mobile, social retail and digital content are changing.

* Google acquired Pushlife to drive forward its Android mobile music offering

» Facebook acquired Snaptu, another provider of mobile technology

* News corp was cleared to acquire Sky

» AOL bought the Huffington Post

» Experian acquired Techlightenment, a social media tech co

+ Salesforce acquired social monitoring company Radian 6

* Amazon acquired Lovefilm

» Tesco bought Blinkbox

» Walmart bought online movie service Vudu, and a social media technology platform Kosmix.

Get the picture? Retailers have been berated for moving into social media too slowly — that now looks set to change.
See you next quarter!

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 over 1300
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.
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