GLOBAL POWER

Media Specialists Come of Age

Three leading media specialists offer their take on marketing, money, measurement

— and more
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ANNIE RODGERS MATTHEW FARRAR szzomedia
Discovery

“Media today is an exciting exchange of ideas among

journalists, consumers and advertisers. As media representatives in Asia,
we stand at the nexus of this extraordinary conversation between smart,
vibrant media owners and many of the world’s most dynamic clients and
ad agencies. We also have the good fortune of working on two important
launches — Condé Nast Portfolio and Monocle. There is no question that
each, in its own way, will alter our perceptions of a 21st century global
magazine.

‘ ‘ In 2006, Discovery Networks forged creative and
complex communications solutions for our advertisers, both
at international and local levels. Leveraging content across
multiple platforms was central to our partnership with
Philips, and the creation of bespoke short-form
programming broke new ground for Nokia and Toyota. On the
local level, new clients such as Microsoft Xbox, Davidoff and
Shell also resulted from exclusive content creation.”

CONTACT: annie_rodgers@discovery-europe.com CONTACT: mfarrar@mezzogroup.com
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I always thought

that the next stage would come
from media specialists
building creative units.

would come from media specialists
building creative units. I don't see that
happening a lot yet, but you can see some
action in that direction.

“There has to be a concerted industry-
wide effort to develop an objective,
impartial model of how advertising,
marketing, media, promotions — all of
that — add value to a client. Agencies
typically spend no money on their own
R&D. It would be unthinkable for another
manufacturer (and we manufacture ideas)
to not spend any money on its own R&D,
yet the industry continues to do so. In all
honesty, I can't believe that the industry
just doesn't get together, pitch in $2
million each and get an objective model
that proves how advertising works once
and for all.

“For a long time, when you worked in
media, you were expected to document
everything: audience delivery, reach, intra-
media reach, frequency, reach at the
effective frequency and much more. The
rising importance of ‘new’ media made
these metrics less relevant in some cases.
But we never developed a substitute
currency. [ have, over the years, used some
‘bonding’ models, assigned decision-
making percentages and much more to
my media strategies. However, there were
no hard numbers, no metrics, not even
agreement on many terms. The erosion of

Qraditional media metrics followed by not

having a substitute model has created
media plans that, IMHO, have a lot of
conjectures posing as facts and are often
arbitrary.

“As for having a global P&L, one has to
be a bit cynical about the entire idea.
Imagine managing a worldwide, honest-to-
goodness global P&L. The real McCoy.
Wow! Can you imagine the level of
complexity? The amazing analytical
prowess? The tiberpresence of a person
who can do this? I don't think that there
are enough people like that to go around.
To me, a true global P&L sounds like
painting an aircraft carrier — by the time
you finish, it's time to start again. I don't
think the idea is either practical or doable
on a sustainable basis.”
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Winning the Game of

Engagement

“Today, the name of the game is ‘Engage.’
Advertisers need to be able stand out from
the clutter and grab the attention of the
customer. As a result, true media
specialists (and I don't mean buyers with a
calculator) can now use their experience
and knowledge to create and deliver great
ideas that will offer advertisers
opportunities to realize engagement
objectives. The classic solutions of double-
page spreads, gatefolds, tip-ons and
holograms are on the way out. In their
place we have DVDs (audio and video),
bound-in booklets and special sections.
Offering the customer something useful
and something to jog the memory.

Engagement.

“One reason is that
the media have had to
become more flexible
and accommodating.
Media owners are now
expected to be able to
deliver ‘through-the-line’
solutions — a complete
package from advertising
message exposure to
face-to-face dialogue
opportunities and measurements of

Adrian Smith
Account Director
MediaCom

success. As a result, the thin but rigorous
line between church and state is getting
thinner and less rigorous.

“Let's face it — they are better working
as a team. The media agency has a
stronger understanding of the client’s
business and business objectives. The
advertiser has an opportunity to get closer
to appreciating how his communications
objectives can be delivered. The media
owner is able to deliver a solution to the
advertiser, while at the same time
delivering an enhanced product to his
readers or viewers. The challenge is to
continue to develop and improve on those
engagement solutions.”

CONTACT: adrian.smith@mediacom.uk.com
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RHONA MURPHY

Newsweek saw new pan-regional campaigns in

“For Huson, 2006 was a clear success story, with a
63% increase in revenues. Our growth resulted from new
\ and developing partnerships with CMP Technology, Reader’s
"'3‘\ Digest and Reed Business Information, as well as a healthy
economic climate that allowed for substantial print and
digital ad growth. This expansion is also reflected in our
sales staffing; in January 2005 we were 9 people in the
U.S., now we are 16 — a 77 percent increase.

2006 from the U.S., such as MetLife and Verizon, as well
as robust business from Germany, the Middle East and
Asia. There is no question that multinational corporations
are refocusing on the need to communicate more to a
global audience. Our multi-local offerings had continued
growth. We now have eight non-English Newsweek
editions, including a new launch in Turkey; these all
represent interesting alternatives for advertisers.”
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