Reviewing their consumer marketing strategies, Town Centres, Leisure Attractions,
Universities, Colleges and other Public Sector bodies often ask...

"Are we big enough for TV?"
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Time was, you needed a spend running into hundreds of thousands
to even think of advertising on television, plus a Hollywood budget
for the commercial. But falling relative costs and the digital TV
revolution mean that you can now run a realistic test campaign for
less than, say, £50k.

Our agency has implemented successful first-time TV campaigns for
local authorities, town centre management, further and higher
education colleges, tourist agencies, leisure attractions and publicly-
owned theatres, as well as many consumer brands, so | have gained a
good insight into marketing people’s queries and concerns, many of
which centre on cost. Playing devil’s advocate, let me run through
some of the main issues raised.

“TV still sounds expensive”

Let’s face it, most marketing, especially consumer advertising, carries
a significant price tag, but TV is proven to drive footfall, recruitment
and response. Advertise or die was the old saying and research
suggest that still holds true. Besides, if you add up an alternative.
spend on directories, local press, print or online, you'll find T :
very competitive, especially on a cost-per-thousand basis. Even
relatively minor channels or regional TV, you'd be reaching thou
more people than through other advertising media, so the retur
can be equally substantial, and you can target viewers quite preci
thanks to audience profiling.




“What would we need to spend?”

That depends upon where you're based, your catchment
area and the audience you're targeting. But to answer ‘the
question’ directly, in most cases an airtime (advertising spots)
budget of around £50k would be enough for a regional
campaign, sometimes even less. In high cost areas like
London and the South, the entry price is higher, but the
numbers are bigger, and even there a £100k budget ceiling is
viable. Much the same £50k-£100k budget parameters apply
to national advertising on digital TV channels.

“Does anybody still watch TV?”

You're kidding. The chattering classes might dine out or visit
the theatre, but most of us spend the majority of our leisure
time watching TV. About 26 hours a week on average or 12
years in a lifetime. It's our most important source of
relaxation, far more than reading, sleeping, drinking and
spending time with the family. We also talk about TV more
than any other single subject and discuss last night’s
programmes at work. It’s known as the ‘water cooler effect’
and this has a spin-off effect on the advertising. Which may
explain why people say they respond better to TV
commercials than any other form of advertising.

“Aren’t there too many channels?”

The development of digital TV, through Sky, Freeview and
cable, means there are hundreds of channels to choose
from, as an advertiser and a viewer. It's referred to as the
fragmentation of TV, although that is by no means ‘a bad
thing’. Smaller channels with smaller audiences means lower
ratings and lower prices. Also, some of the bigger digital
channels, especially those benefiting from cross-platform
promotions like E4 and ITV2, are delivering growing
numbers of viewers. That means, through careful channel
and programme targeting, you can afford to advertise
nationally on TV.

“We don’t need to advertise nationally™
That’s often the case and it's where ITV1 regions
like Granada, Anglia, Meridian and Westcountry
are invaluable. Your commercial can appear in
top-rating national programmes, but in your
target region only, at greatly reduced cost
compared to network advertising. There are also
micro regions, such as Central East, West and
South, that narrow down the catchment area and
the price still further. Channel 4 and five also
offer macro regions, like the North, South,
Scotland, for a broader regional reach.

“Isn’t ITV losing viewers though?”

ITV1, like the other terrestrial channels, is losing share to the
digital network, but it still delivers the largest proportion of
viewers, both regionally and nationally. ITV1 produces the
most-watched programmes and is viewed by 82% of us each
week and 93% in any one month. It delivers, as TV buyers say,
‘the big impacts’ and it’s the fastest way to drive footfall,
recruitment, enquiries and traffic to your website. But, of
course, if you use it nationally or in the high demand regions
like London, Central or Meridian, the investment is

much higher.

“Don’t people avoid ads anyway?”

This is the ‘ad avoidance’ issue, which relates to PVRs (personal
video recorders) like Sky+, with the doom mongers suggesting
this spells the end for TV commercials. But the penetration of
PVRs is still relatively low, at around 4%, and owners tend to
watch more TV than average, which means advertising recall in
PVR homes is the same as in terrestrial TV homes. More
significantly, what is referred to as appointment-to-view
programming, the big soaps and dramas, is still watched live,
complete with commercial breaks. In fact, time-shift viewing of
these shows using PVRs is less than one per cent.

“I make tea during ad breaks”

You must drink an awful lot of tea. Anyway, that’s the beauty
of the accountability of TV advertising, which is underpinned
by the independent BARB audience research panel. It
measures who’s watching what every minute of the day,
including the ad breaks, even taking into account playback on
VCRs and PVRs. These figures are termed ratings or TVRs.
Such fully audited audience measurement means you only pay
for the viewers that actually watched your commercial,
known individually as a ‘spot’, and much of our work
concerns monitoring ratings delivery, to ensure our
campaigns achieve target.

It's moving on...
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