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INTRODUCTION



In December, Mediatel hosted the tenth annual Future 
of TV Advertising, a global conference offering strategy 
and thought-leadership for the broadcast market.

A huge amount was covered throughout the week, in 
this conference report can share some of the highlights.

First up is exclusive new consumer data on SVOD pric-
ing strategies, developed by Mediatel Connected.

With Netflix and Amazon Prime starting to feel the heat 
from Apple TV+, BritBox and Disney+, just how many 
SVOD services can the market take in terms of price 
sensitivity? And how elastic are people’s wallets?

Well, it’s fair to say the market is looking very crowded, 
and it could be facing a tipping point.

A reappraisal of digital adspend
Elsewhere, Vodafone’s head of media and sponsorship 
said advertisers operating in mature markets should 
“unlearn” their dependence on online media.

Lisa Walker said the UK was one of the most complex 
and mature markets in terms of digital adoption, but 
added: “We have to... unlearn digital reliance where 
there has arguably been over-investment.”

Twice the price, twice as good?
Meanwhile, despite its reputation for brand building, the 
inflating cost of TV advertising means agencies and 
their clients need to start looking at how they can build 
fame through new media, said Starcom’s executive 
head of strategy.

“There’s still nothing better than [a 30 second ad],” Dan 
Plant told us. “Unfortunately it costs twice as much now 
- and it hasn’t got twice as good at what it was doing. 
You pay twice as much to achieve the same thing.”

Although some brands disagreed - including Confused.
com’s CMO Sam Day - it does pose a new headache for 
TV as the likes of YouTube jump on the chance to steal 
some ad revenue and steer the narrative in their favour.

the Future of tv advertising GLOBAL

A new measurement challenge
Finally - although we will have further coverage to share 
before the Christmas break - we also heard how market-
ers want the TV sector to unify measurement across its 
increasingly splintered offerings.

As Direct Line’s Sam Taylor said: “What do you do when 
audiences are shrinking and there’s continued inflation 
in the market? How do you continue to grow TV’s per-
formance when you can’t measure the value of VOD on 
top of linear?”

There are big moves happening in this area, however - 
from BARB’s (rather slow-to-progress) Project Dovetail, 
to the roll-out of the CFlight metric by Sky next year.

Dates for your diary...
The Future of TV Advertising Global will return on 9 - 10 
December 2020.

Join us in March as we host the Connected TV World 
Summit, delving into future value chain scenarios cover-
ing the delivery, infrastructure and monetisation of sub-
scription and ad-funded TV services.

New for this year, we will also be hosting our Videonet 
Connected TV awards ceremony on the first evening of 
the two-day event.

The conference will take place over March 18-19 at the 
Royal College of Physicians, London - further details are 
available here.

David Pidgeon
Editor, Mediatel News
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When it comes to SVOD in the UK, 
Netflix and Amazon Prime have had 
it pretty much all their own way, but 
with Apple TV+ and BritBox now 
launched and Disney+ and other 
services imminent, the battle for 
enticing content widens and with it 
the battle for our wallets. Just how 
many SVOD services can the mar-
ket take in terms of price sensitivity. 
How elastic are people’s wallets?

At the Future Of TV Advertising 
Global, held in London this week, 
we unveiled exclusive early data on 
consumer attitudes to SVOD and the 
importance of subscription pricing. 
The data comes from Mediatel’s 
long-running Connected Screens 
tracker, based on 1003 adults in UK 
broadband homes.

Full data will be released via the Me-
diatel Connected data platform in 
January, but what does our sneak 
peak reveal? Is there room for every-
one, or is SVOD at the ‘tipping point’?

Currently 38% of UK broadband 
households have access to Netflix, 
following a steady increase in its 
footprint, more than double when 
we started measuring in 2014. By 
comparison, Amazon Prime Video 

is currently in 25% of households, 
despite having the advantage of be-
ing linked to the free delivery option 
that is so vital to Amazon’s strategy. 

Perhaps worryingly for satellite and 
cable providers, whilst SVOD has up 
to now largely complemented rather 
than replaced pay TV, 63% of those 
with any pay TV or SVOD service do 
see the latter as a potential money 
saving alternative, particularly the 
case for those who only use Netflix: 
SVOD is enough for them.

Respondents agree that they are 

currently saving money by subscrib-
ing to these VOD services, rather 
than buying or renting DVDs. And 
yet their perception is that if you add 
all their media expenditure together, 
including all those DVDs they were 
buying ten years ago, they are pay-
ing more in total on media now.

So what about ways of saving mon-
ey on SVOD? Well around a third 
of our respondents said that they 
sometimes get an SVOD subscrip-
tion tactically - for a short period of 
time - and then cancel it once they 
have seen what they want. However, 
most subscribers have a fair degree 
of inertia and are too satisfied - or 
lazy - to change.

A further way of saving money is 
password sharing, since Netflix and 
Prime Video allow use of several 
devices, and Netflix is notoriously 
tOlerant of password sharing as a 
means of increasing reach and po-
tential new subscribers. 27% of our 
SVOD users let friends and family 
outside the home use their pass-
word and with a pleasingly logical 
symmetry, 27% use a password 
shared from outside the home. In-
terestingly the figures are pretty 

ROOM FOR EVERYONE? SVOD AT THE TIPPING POINT
Mediatel’s Anne Tucker and Research The Media’s Richard Marks share exclusive new 
consumer data on SVOD pricing strategies, unveiled at Future of TV Advertising Global

https://mediatel.co.uk/newsline/2019/12/11/room-for-everyone-svod-at-the-tipping-point/
https://mediatel.co.uk/newsline/2019/12/11/room-for-everyone-svod-at-the-tipping-point/
https://mediatel.co.uk/newsline/2019/12/11/room-for-everyone-svod-at-the-tipping-point/


Richard Marks
Director, Research the Media

Anne Tucker
Head of Research, Mediatel

similar between Netflix and Prime.

The central issue for the future of 
SVOD is price sensitivity around 
the monthly subscription fee itself. 
There’s only so much money in peo-
ple’s pockets for these services, so 
just how much price elasticity is 
there in the UK market? Some key 
stats for you:
     - 43% of respondents agree that 
they regularly review how much they 
are spending on these TV and video 
services.
      - 39% of those with subscriptions 
to pay TV or SVOD services are ac-
tively cutting back on services al-
ready

So arguably there is a degree of 
price awareness and some desire 
to limit expenditure and in our final 
set of questions we got even more 
specific...

When Netflix or Prime subscribers 
are asked how much they are cur-
rently paying in total, the most com-
mon answer is between £10 and £19 
- i.e. the current actual combined 
total. Note that this is before the 
launch of services like Apple TV+ 
and Disney+. We are adding these to 
the survey and will watch what im-
pact they have on these figures.

So what is the most people are will-
ing to pay for a single SVOD service? 
Much has been written about £10 

per month being a key threshold and 
our consumers confirm that. Clearly 
some will pay more than that, but it 
is a minority - 63% are only willing 
to pay £10 or less for a single SVOD 
service.

Perhaps a note of caution is warrant-
ed here as past research shows that 
interviewees tend to be aware of 
how these surveys can sometimes 
work, so can be loath to admit any 
openness to a price rise, but signif-
icantly the answer is near identical 
for Netflix or Prime subscribers. So 
£10 seems key.

That expectation around what an 
SVOD service costs is reflected in 
the conservative pricing of the new-
er entrants – Apple TV+ at £4.99 in 
the UK, Britbox at £5.99 and £6.99 
strongly rumoured for Disney+. Pre-
sumably all of them realise that, at 
least initially, they will be a supple-
mentary SVOD service for many.

The question has to be whether ad-
vertising-free SVOD services are 
economically sustainable at a price 
point of less than 10 pounds or dol-
lars. Will a hybrid model be needed, 
or is the lack of advertising a key el-
ement of the offer in the first place?

Meanwhile just a final thought. As 
consumers get used to the idea of 
a subscription economy for media, 
will the competitive set widen, at 

least when it comes to competition 
for your hard-earned money?
With all their subscriptions handily 
listed on the same bank statement, 
will people review not just their 
SVOD subscriptions, but all their 
media subscriptions: their music 
streaming, their publications, even 
their arts or tech subscriptions?

If we are moving from physical to 
digital, from ownership to access 
and so to a world of subscriptions, 
is the price pressure about to get a 
whole lot heavier?
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Vodafone’s head of media and spon-
sorship has said advertisers oper-
ating in mature markets should “un-
learn” their dependence on online 
media.

Speaking at the Future of TV Adver-
tising Global, Lisa Walker said the UK 
was one of the most complex and 
mature markets in terms of digital 
adoption, but said: “We have to... un-
learn digital reliance where there has 
arguably been over-investment.”

Vodafone, which recently united its 
consumer marketing and digital divi-
sion in a bid to boost innovation, and 
launched a brand refresh and new ad 
campaign to modernise the business, 
now operates a “matured digital strat-
egy” according to Walker.

The latest campaign appears in cin-
emas, outdoor, TV and across Spot-
ify and aims to reach 98% of adults 
in the UK more than 15 times with 
its message.

“Many advertisers, including Voda-
fone, have come to realise that a lot 
of the social platforms are high fre-
quency but very, very low attention,” 
she said.

“When you are launching a new brand 
or proposition you can’t communi-
cate it in one and half seconds.”

Walker, who was previously a man-
aging partner at WPP’s Wavemaker 

and head of digital communications 
at HSBC, added there has been “a ma-
turity” around how much Vodafone 
invests in social, and a strategic reap-
praisal of the different values of video 
media, from YouTube to broadcast TV.

Referring to VOXI, Vodafone’s youth 
brand, Walker said it launched with 
online-only advertising due to its 
start-up budget, “but the brand only 
accelerated when we went on Love 
Island - and that’s because it’s not just 
a mass reach TV brand, it’s social too. 
It’s part of a wider conversation.”

Walker’s comments were made in 
the same week that Zenith forecast 
the UK ad market to grow by 4.9% in 
2020, up from 3.2% in 2019.

Driving that growth will be a 6.9% 

jump in digital spending, and by 
2022, the agency expects that 71% 
of UK adspend will be allocated to 
digital media.

Globally, online video and social will 
grow the fastest of any channels 
between 2019 and 2022, rising by 
an average of 16.6% and 13.8% a 
year, respectively.

Meanwhile, growth in TV adspend is 
expected to remain flat in the short-
term, despite Walker stating, “there 
is a generic understanding that TV 
builds brands better than any other 
medium.”

As part of Vodafone’s shift in digital 
strategy, last year it took digital bidda-
ble media buying in-house, with Dent-
su Aegis Network’s Carat now han-
dling offline media, strategy and digital 
in-sourcing after taking over from in-
cumbent Wavemaker in September.

VODAFONE’S ‘MATURED’ DIGITAL STRATEGY REAPPRAISES ADSPEND

David Pidgeon
Editor, Mediatel News
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Michaela Jefferson
Reporter, Mediatel News

Despite its reputation for brand 
building, the inflating cost of TV ad-
vertising means agencies and their 
clients need to start looking at how 
they can build fame through new 
media, Starcom’s executive head of 
strategy said has said.

“There’s still nothing better than [a 30 
second ad],” Dan Plant said on a pan-
el at Future of TV Advertising Global.

“Unfortunately it costs twice as 
much now - and it hasn’t got twice 
as good at what it was doing. You 
pay twice as much to achieve the 
same thing.”

Questioned on whether he thought 
television was twice as good as other 
brand building media, Plant admitted 
he thought it was - however, “we’re 
now paying beyond that rate of return 
because we have to just to stay still.”

Zenith’s latest adspend forecasts 
have predicted a 7% inflation in TV 
globally for 2020, after a 5.4% aver-
age annual inflation this decade.

Meanwhile, linear TV audiences are 
in long term decline. According to 
Ofcom’s Media Nations report this 
year, average daily viewing for all in-
dividuals in the UK has declined by 
50 minutes since 2010 - rising to 78 
minutes among 16-34 year olds.

Last year, Zenith’s head of forecast-
ing, Jonathan Barnard, commented 
that brands had been faced with 
a choice: “continue to rely on TV, 
spending more to get less, or invest 
in data and technology that allows 
them to aggregate digital audiences 
cost effectively.”

The traditional out of home and 
print sectors pose a similar problem 
for advertisers, Plant said, with de-
clining reach and rising costs.

“Out of home has half as many pan-
els in the market as there used to be 
- you can’t buy a national 48 sheet 
campaign anymore, which used to 
be the backbone of a fame-driving, 
simple message across the coun-
try,” he said.

“And in print, buying a page in a news-
paper would get you half the country 
in a day. You can’t do that anymore.

“Those tools aren’t as good as they 
used to be, that’s the big problem.”

For cost-effective fame building, 
Plant said advertisers may need to 
look at different models around TV, 
claiming that TV sponsorship “is 
probably the best fame-driving me-
dium right now.”

“The cost per impact is still compara-
ble to what it was a few years ago and 
actually makes you famous for some-
thing by attaching you to something.”

However, as TV sponsorship comes 
with long term commitments and 
contracts - which is “scary” for cli-
ents - developing a way to better 
link the brand work and later activa-
tion by retargeting consumers who 
have been exposed to the sponsor-
ship will be essential.

Nevertheless, as linear TV audienc-
es decline, Plant said advertisers 
need to begin looking at new media 
- such as YouTube - and find ways to 
build brands there.

“[TV] is still going to be better than an-
ything else for quite a long time, but it’s 
never going to be as good as it was.

“’As seen on TV’ used to mean 
something. ‘As seen on YouTube’ 
before I skipped the ad to the cat 
video doesn’t say quite as much 
about the brand.

“We’ve got to find, before it’s too 
late, ways in those new media of 
finding fame and building those sig-
nals... I don’t know what that is right 
now. But we are trying.”

Later, in an interview with Media-
tel Events’ director Justin Lebbon, 
Confused.com’s CMO Sam Day dis-
agreed with Plant’s assessment of 
the cost-value exchange TV adver-
tising offers.

“There is no better way for build-
ing cover than TV... Please tell me 
another media that can build cover 
that cost-effectively,” he said.

STARCOM: TV IN NOW TWICE THE PRICE... BUT NOT TWICE AS GOOD
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To help simplify the buying and trad-
ing process, marketers have this 
week boosted calls for the TV sector 
to unify measurement across its in-
creasingly splintered offerings.

Sam Taylor, head of group commer-
cial marketing at Direct Line Group, 
said that splitting TV audiences via 
streaming, broadcaster VOD and lin-
ear platforms is making it harder to 
justify spend in the medium at board 
level - in part because the C-suite is 
reading scare stories about declin-
ing television audiences, while not 
viewing the evidence that they are 
being spread over other broadcast-
er-owned channels.

“We recognise the value of TV 
through all of the econometric [stud-
ies] we do, but what we now struggle 
with for the core part of our spend 
is the challenge of how you build on 
top of that,” Taylor said at the Future 
of TV Advertising Global 

“What do you do when audiences 
are shrinking and there’s continued 
inflation in the market? How do you 
continue to grow TV’s performance 
when you can’t measure the value of 

VOD on top of linear? It’s very diffi-
cult to pull it out.”

Taylor, whose business spends 
around 40% of its media budget in 
TV, added that most advertisers 
no longer care if an impression is 
streamed, delivered live or through a 
broadcaster VOD platform.

“Does it matter? No. What we care 
about is delivering against audienc-
es. So what we need to try and do is 
overcome the different ways of trad-
ing and buying and planning.

“At the moment you can’t measure in 
a way that is unified. You can’t trade 
in a way that is unified. Instead, we’re 
being forced to look at TV as linear 
or VOD, when we just want to look at 
‘TV’.”

In the UK, BARB is now able to 
measure an increasing number of 
non-linear broadcast channels from 
premium broadcasters. However, its 
Project Dovetail - which is designed 
to offer a more comprehensive view 
- has been in development for years 
and is currently unable to move as 
fast as the market.

TV’S CHALLENGE: UNIFY VOD AND LINEAR MEASUREMENT
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David Pidgeon
Editor, Mediatel News

However, from early 2020 it is ex-
pected it will measure unduplicated 
reach and time spent viewing across 
three screens: TV sets, tablets and 
PCs.

Later this year, BARB said it will also 
launch a couple of new initiatives 
to help agencies and advertisers 
to plan television advertising cam-
paigns, one of which is an interim 
BVOD campaign planning tool.

This will enable agencies and ad-
vertisers to analyse the incremental 
reach and frequency delivered by 
BARB-reported BVOD services to a 
linear advertising campaign across 
multiple screens.

Meanwhile, EGTA, the association of 
television and radio sales houses, is-
sued a charter in October 2019 that 
in part would commit to improving 
measurement across 42 territories.

In support of the charter, and in re-
sponse to the needs of advertisers, 
Sky Media said on Tuesday it has 
pledged to deliver de-duplicated 
reach and frequency for VOD and 
linear as it ramps up its advertising 
proposition.

“At the moment, we measure cam-
paigns across linear and broadcast-
er VOD in isolation, and that’s not fit 
for purpose for the future,” said Sky 
Media’s outgoing deputy managing 
director, Jamie West.

“The challenge for the industry is 
building on the EGTA charter so we 
have consistency of currency, meas-
urement and transparency. We need 
to build an ecosystem that allows 
data to pass so you can measure 
and unify audiences. That’s the sim-
ple challenge.”

To facilitate this, Sky is rolling out 
CFlight from the US to all European 
territories next year. The advertis-
ing metric is able to capture all live, 
on-demand and time-shifted com-
mercial impressions on every view-
ing platform.

Meanwhile, Australia witnessed the 
launch of its first total television 
viewing earlier this year. VOZ deliv-
ers the first de-duplicated audience 
estimates of the broadcast content 

Australians are watching, who is 
watching, the amount of time they 
spend watching, and the devices 
they’re using to watch.
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We have listened for years as televi-
sion slowly transformed itself into a 
modern, data-driven advertising me-
dium and repeated its largely defen-
sive mantra: TV still has the reach, if 
only it is measured properly; TV can 
do activation, but it is hard to prove; 
TV is still the most effective adver-
tising medium, especially if you fo-
cus on media profit; TV is the best 
brand-builder and without brand in-
vestment, brands will eventually die.

The message until 2017 was that 
marketers should not shift budget 
to digital, and they should keep it in 
television. In 2018 we saw the first 
signs of television’s growing confi-
dence, based on being able to give 
the modern marketer more of what 
they want, while marketers them-
selves started to worry that adver-
tising strategy may have become 
too short-term and over-reliant on 
non-broadcaster digital. 2018 was 
the year when sentiment started to 
swing back towards television.

Earlier this month, at the 2019 edi-
tion of Future TV Advertising Glob-
al, it felt like the television ‘recovery’ 
moved to the next level, with several 
speakers stating categorically: we 
want our money back from digital 
and we intend to get it!

Media owners with advanced ad-
vertising solutions now believe that 
they can ‘repatriate’ budget that has 
moved to digital, including to Goog-
le and Facebook. This is different to 
saying, ‘stop shifting budget’. The 
television industry has moved from 
defence to attack.

Media owners are becoming bolder 
because they have a much-improved 
armoury, which is built upon better 
first-party data, better use of adver-
tiser data, better audience segmen-
tation, better attribution, and yes, 
better (if still completely imperfect) 
measurement.

We need to recognise this moment. 
Television has been on the back-foot 
for more than five years. Some peo-
ple think the ad-supported version of 
this medium is dying. But it looks like 
we have already passed peak disrup-
tion in advanced television advertis-
ing markets. This was the first Future 
TV Advertising event when the de-
termination to win back budget that 
shifted to digital was expressed so 
forcefully and so often.

When talking about the launch of 
VOZ, Australia’s shared, multi-broad-
caster cross-platform measurement, 
planning and optimisation platform 
that goes live in February, Mark Frain, 
CEO at Foxtel Media, stated: “We 
want some of the money back from 
digital, and creating a single source 
for measurement is one way to do 
that.” His thoughts were echoed by 
Kim Portrate, CEO at Think TV Aus-
tralia, who pointed to an AUS$700m 
opportunity - money she thinks it 
is realistic to take from digital and 
bring to TV.

“This is an opportunity to get back 
money that has shifted to YouTube,” 
she declared. “We are really clear 
about where we want to get our 
growth and that is from the duopoly 
[Google and Facebook]. That’s what 

we want, so let’s get on with it.”
It is not just our Australian friends 
being naturally bullish – nobody 
made such bold statements at either 
of the Future TV Advertising Sydney 
events in 2018 or even in February 
2019. The reason they are going on 
the offensive is VOZ, which some 
senior agency executives in Austral-
ia have described as the Holy Grail of 
measurement.

You can read more about VOZ here 
but this is what it does:

• Identify linked device usage to 
enable de-duplication of viewing 
across screens.

• Demonstrate incremental reach 
from connected device viewing.

• Demonstrate co-viewing of con-
nected living room TV sets, with 
demographic details, for stream-
ing services from broadcasters.

• Enable unified multiplatform 
campaigns with consistent per-
formance metrics.

• Provide combined reach/fre-
quency management across TV/
BVOD and all screens.

• Enable agencies and advertisers 
to create media plans for TV in-
ventory on all screens for metro-
politan free-to-air broadcasters 
and commercial Foxtel channels.

Television is back on the offensive 
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• Integrate broadcaster, advertiser 
and third-party data to enable au-
dience targeting against behav-
iour, interests and needs.

• Provide, in time, a new currency for 
trading TV in Australia that brings 
broadcast linear plus live and 
on-demand streaming - watched 
via any screen - into one buy.

The European sell-side is more con-
fident, too. Talking about how Virgin 
Media Television (Ireland’s largest 
commercial broadcaster, formerly 
called TV3) is getting ready for ad-
dressable TV thanks to the AdSmart 
partnership between Sky and Virgin 
Media (covering the UK and Ireland), 
Pat Kiely, MD at Virgin Media Televi-
sion Ireland referred to the opportu-
nity to attract new-to-TV clients. But 
what he really wants to talk about 
in relation to addressable is how 
TV can take budget from blue chip 
brands and “how we repatriate lost 
money from digital back to TV”.

He has given his team the challenge 
of cracking FMCG clients for address-
able. Referring to brands more gener-
ally, he said: “There was a mandatory 
percentage of budget that had to go 
into digital and the question is how 
we win that back and convince big 
traditional TV advertisers to imagine 
television in a very different way.”

Jeroen Coeymans, Director of Busi-
ness Intelligence at SBS Belgium, 
pointed to the immediate impact 
of addressable TV advertising. “Ad-
vanced TV advertising will bring in 
incremental revenue. Half our cam-
paigns were with new-to-television 
advertisers and the other half are 
shifting money back from digital to 
television,” he revealed.

The final word must go to Adidas, 
the global sports clothing/footwear 
brand that has pushed hard into di-
rect-to-consumer ecommerce and 
which at one point seemed deter-
mined to focus almost entirely on 
digital as its consumer engagement 
strategy. In March 2017, in the con-
text of its drive to quadruple online 
sales over three years, Adidas CEO 

Kasper Rorsted told CNBC, in an 
interview you can see here, that “it 
is clear that the younger consum-
er engages with us predominantly 
over the mobile device so the digital 
engagement is key for us. You don’t 
see any TV advertising anymore, and 
that is why we are converting the way 
we conduct business. All our efforts, 
all our engagements with the con-
sumer, are through digital media.”

But while that led to a focus on 
digital advertising and short-term 
strategies, the mood at Adidas has 
changed. At Future TV Advertising 
Global, Andy Pilkington, Media Direc-
tor, Europe at Adidas, explained how 
the company is now rebalancing its 
choice of media to ensure more fo-
cus on long-term brand outcomes, 
which benefits brand-building media.

Referring to an earlier session on 
effectiveness, in which Les Binet, 
Group Head of Effectiveness at ad-
am&eveDDB, again outlined why 
brands need to carefully balance 
brand-building and activation media, 
Pilkington said: “TV is in a natural-
ly strong position as the pendulum 
swings back to brand building.”

He confirmed that it is light users 
who make up the bulk of Adidas 
sales, despite the brand having a loy-

al fan base of heavy buyers, and that 
it is valuable for a brand to be seen 
by everyone, including those that will 
not buy the brand. “More targeting 
is positive, but it is important not to 
lose sight of the power that televi-
sion has as a broadcast medium for 
one message to everyone.”

Pilkington made it clear that Adidas 
buys into the Binet & Field work on 
long-term versus short-term, and you 
can read more about how the brand is 
rebalancing its media strategy in an-
other of our 2019 takeways: ‘It’s not 
a question of if you follow the 60:40 
rule, just how you implement it.’

https://www.v-net.tv/2019/12/20/television-is-back-on-the-offensive-future-tv-advertising-global-takeways-no1/


Harnessing the vast resources of the 
IPA Databank and the campaign ef-
fectiveness data within it, Les Binet 
and Peter Field famously decided 
that the most effective advertis-
ing campaigns spend 60% of their 
budget on brand advertising and 
40% on activation – whereas today 
many brands are skewed more to-
wards activation. These are all-sec-
tor averages. At this event, Les Bi-
net, Group Head of Effectiveness 
at adam&eveDDB, outlined how the 
correct balance varies by sector, and 
the principle that the easier it is to 
activate, the more you can spend on 
brand.

The real story is not what Binet said, 
but what was not said, by anyone 
else at this conference. Nobody chal-
lenged his work – not on the panels, 
not from the audience. And the or-
ganisers searched long and hard to 
find people who object to the Binet & 
Field thesis, and found just a couple 
who question the methodology of 
basing your success benchmark on 
studying only the winners.

This is what is happening: Binet & 
Field, and others who have supported 
their work, have won the argument. 
And there will be a rebalancing of 
budget which will lead back towards 
more brand spending. The only ques-
tion is how it will be done – that was 
the debate at this London confer-
ence. We forecast that media that 
is good at brand building can expect 
better years ahead (TV, anyone?)

Direct Line Group can give the mas-
terclass on how long-term brand 
building sets you apart in a sector 
(insurance) that lends itself so eas-
ily to activation-focused marketing 
but which can also be readily com-
moditised – a fate that has befallen 
some insurance companies who 
are now buried in price comparison 
sites. But it is Adidas that we should 
focus on, because of their size and 
the very public way they committed 

to a more digital-focused marketing 
strategy nearly three years ago.

At Future TV Advertising Global, 
Andy Pilkington, Media Director, 
Europe at Adidas, frankly acknowl-
edged that the company’s strategy to 
drive direct-to-consumer growth led 
to more short-term thinking, because 
the marketing team had more data 
and they could literally see the sales 
happening. “Previously, when people 
bought in a shop, we had little visibil-
ity [of those sales]. Once it became a 
direct transaction, because you can 
see sales in the moment, there is a 
temptation to over-focus on that and 
forget about the long-term.”

Since then, Adidas has used econo-
metrics to help demonstrate the 
long-term effectiveness of media, 
and Pilkington is a fan of the work by 
Binet & Field. In fact, the Europe mar-
keting team has sent Binet & Field’s 
books to other parts of the company 
in other markets.

But this session (Effectiveness un-
der the microscope) was partly con-
cerned with how you actually initiate 
the rebalancing of brand and activa-
tion spending. Pilkington revealed 
how Adidas did it – once they knew 
this was the right approach.

Previously, the European marketing 
department had one team for perfor-

mance media to drive ecommerce 
and another team for brand media, 
and they ended up competing for 
budget, with the performance team 
finding it easier to measure their re-
sults and so demonstrate ROI. So, 
Adidas merged those two teams 
to create a more holistic approach. 
Where the former performance and 
brand teams each had their own 
agency, the converged team now 
works with one agency, which has 
been employed as a long-term part-
ner without short-term reviews. “Put-
ting it into one agency helped us to 
be properly balanced,” Pilkington 
confirmed.

In short, Adidas has restructured its 
marketing to ensure balance.

It’s not a question of if you follow the 60:40 rule, 
just how you implement it

John Moulding
Editor-in-Chief, Videonet
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Nobody at The Future of TV Adver-
tising Global disagreed with the as-
sertion that we are preparing for an 
addressable TV ‘stampede’ as more 
platform owners and broadcasters 
adopt the technology, and address-
able household reach is expanded.

The benefits to advertisers (spon-
taneous brand awareness up 4% 
and spontaneous ad recall up 10% 
vs linear TV) and platform opera-
tors (new-to-TV money including 
from SMEs, repeat customers, ma-
jor profit growth on advanced TV, 
of which addressable is a key part), 
and even the benefits to viewers 
(48% less channel switching when 
addressable ads are in the first 
three positions of a break, vs stand-
ard linear ads) have all been proven 
by Sky UK, courtesy of its five year 
and 130 campaign study, which 
was referenced at this event.

More operators and broadcasters 
are adding to the evidence that ad-
dressable works, and works well. 
Jeroen Coeymans, Director of Busi-
ness Intelligence at the Belgian 
broadcaster SBS Belgium, stated, 
“Advanced TV advertising will bring 
in incremental revenue. Half our 
campaigns were with new-to-televi-
sion advertisers and the other half 
are shifting money back from digital 
to television.”

Christian Godske, Head of Com-
mercial Product Development at 
Danish broadcaster TV2, revealed 
the results of a study with Business 
Science (GroupM’s consultancy 
agency) showing that the ROI on its 
addressable TV is 4.4 Krone for every 
1 Krone spent. This compares to 3.0 
and 1.9 for YouTube and Facebook 
respectively (according to TV2’s fig-
ures). He said the key metric driving 
ROI is viewability - with TV2’s digital 
addressable product delivering 99% 
completion rates.

Despite the growing interest in ad-
dressable, nobody says anymore 
that it will replace mass-market ad-
vertising (as some commentators 
used to). Addressable is viewed 
as a complement to ‘national’ (i.e. 
reaches all) advertising and there 
are good reasons why. Sky already 
showed in its recent five-year study 
that linear with addressable is a 
more powerful weapon than ad-
dressable alone.

[Sky’s 130 campaign study showed 
that addressable advertising in-
creases spontaneous ad recall by 
10% compared to linear TV adver-
tising, but ad recall is boosted by 
an astonishing 49% if addressable 
ads make up at least half of the ads 
shown to someone, with the rest be-
ing classic linear TV ads. The study 
also shows that campaigns includ-
ing AdSmart alongside linear spot 
activity are 14% more likely to be 
discussed with friends and peers by 
the viewers exposed to them.]

At Future TV Advertising Forum 
Global, Nicolle Pangis, CEO at Am-
persand, the multi-Pay TV operator 
sales and technology company en-

abling data-driven advanced TV ad-
vertising across the U.S., provided 
some compelling figures to support 
this. She declared: “Addressable 
should only ever be a component 
[of a campaign]. You need to fill the 
funnel. It is a piece of the puzzle.”

For her, it is the combination of ad-
dressable and national linear TV 
that delivers the magic. Ampersand 
worked on a campaign with an auto-
motive client that first used national 
(reach everyone) buys and exhibited 
a growth reach curve like most such 
campaigns- strong but then topping 
out, leading to diminishing returns 
on every dollar spent. From the 
baseline audience achieved using 
this ‘national’ campaign, the com-
pany then A/B tested two budget 
additions: more money into national 
versus more money into addressa-
ble, where addressable used a cus-
tom segment based on viewers who 
were under-exposed to the national 
campaign. An extra million dollars 
on national spend delivered 2.3% 
incremental reach points, while 
the addressable strategy delivered 
6.4% incremental reach.

Addressable TV is coming fast, as a complement and 
not a replacement to ‘national’ ads
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A pattern is emerging for how ad-
dressable is being used and the 
most important use-case is to deliv-
er cost-effective incremental reach, 
including into light television view-
ers, once the cost of acquisition for 
every new and unique consumer 
has become prohibitive using ‘na-
tional’ (reach everyone) television.

Dan Ackerman, Chief Revenue Of-
ficer at Samba TV (which provides 
viewing and audience segmentation 
insights and targeting) said the orig-
inal intention for addressable TV 
was that it should enable micro-tar-
geting but this has now been over-
taken by the need to fill gaps where 
heavy streaming viewers have be-
come light television viewers.

The main obstacles preventing an 
addressable TV stampede were 
identified as: Cost (it is still viewed 
as expensive, despite all the ca-
veats about the need to focus on 
effective CPM rather than CPM); 
Complexity (simplifying access to 
addressable inventory was raised 
as a major obstacle several years 
ago, and is not entirely solved); In-
ertia (one of the biggest challenges 
now is to convince broadcasters 
that they should open up their inven-
tory for addressable advertising, in 
partnership with Pay TV operators 
who have the technology).

On the question of cost, Sam Taylor, 
Head of Group Commercial Mar-
keting at Direct Line Group, said of 
addressable TV: “My challenge is 
that the data used is not as good 
as it could be, and scale is not as 
big as it could be, so you are pay-
ing a premium to target an audience 
versus the benefit of waste in linear 
TV, which is still cheaper than oth-
er media. We will see a flip to more 
addressable when linear gets more 
expensive and addressable comes 
down in price.”

Pat Kiely, Managing Director at 
Virgin Media Television (formerly 
called TV3, and the largest commer-
cial broadcaster in Ireland), reckons 
you need all the major platform op-

erators to cooperate to instigate the 
addressable ‘stampede’. He has his 
wish in Ireland, thanks to the Sky 
and Virgin Media AdSmart deal.

Kiely also identified price as one of 
the barriers, referring to how you 
structure deals rather than prove 
the value. “The buying of addressa-
ble will come through AV or televi-
sion buyers and that has been one 
of the blocks to getting progress in 
this market, because of the tradi-
tional shared deal,” he observed.

Regarding the need to simplify ad-
dressable TV, there is a groundswell 
of opinion that we need to start 
standardising on audience seg-
ments (how they are defined, the 
way the data is handled, e.g.) across 
markets so that buyers everywhere 
know what they are getting when 
they buy an addressable TV audi-
ence. It was suggested that inter-
nationally standardised audience 
segments could become a feature 
for broadcaster-owned inventory (in-
cluding when sold on set-top boxes).

“I am keen that AdSmart standards 
get adopted in the UK but more broad-
ly across Europe because advertisers 
need consistency in how they trade, 
target and measure,” Jamie West, 

Deputy MD at Sky Media told the Lon-
don audience separately.

Thomas Bremond, General Manag-
er, International, at ad-tech leader 
FreeWheel, also emphasised the 
need for a consistent approach to 
addressable TV across Europe if the 
industry wants to compete more ef-
fectively with the digital giants, who 
can point to a single buy, and con-
sistency across territories, as one 
of their key strengths. This would 
include a framework about how ad-
dressable is traded.

West described 2019 as a break-
through year in terms of address-
able TV scale, efficacy and com-
mercial success. When it comes to 
scale, you need growth on two axes: 
homes covered and channels that 
make their inventory available.

On this last point, the addition of 
Channel 4 to the AdSmart portfo-
lio (in the UK) is significant. We 
keep waiting for one of the major 
‘terrestrial’ platform operators (like 
Freeview) to gather up their broad-
cast partners to create an address-
able advertising solution, but until 
they do (and their challenge is com-
plicated by the way their set-top 
boxes are sold via retail, and made 
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by multiple CE manufacturers), the 
Pay TV providers will continue to 
pioneer the non-digital part of this 
market. Right now, it is collabora-
tion between Pay TV operators and 
broadcasters that is going to deliver 
the true scale.

Dev Sangani, Director of Capabili-
ties at Sky, outlined the three things 
he wants to happen in addressable 
TV in 2020: more scale, more stand-
ardisation and more simplicity. For 
him, standardisation relates to data 
sharing, the commercial agree-
ments about how you operate, and 
agreement on what addressable 
even means.

“It has to be the same, so that when 
an advertiser takes it, they know 
what they are getting. Scale means 
minutes of addressable TV invento-
ry available, not just the number of 
homes covered. Simplicity means 
bringing linear and VOD together.” 
He argued that addressable TV has 
a place “in most campaigns”, in-
ferring that part of the job, when it 
comes to simplicity, is ensuring it 
can be easily integrated with other 
advertising channels.

Pangis at Ampersand also referred 
to the value of a ‘TV platform’ when 
highlighting the lack of one today. 
Digital makes it easy to transact 
lots of money on a single data set 
and digital companies can frequen-
cy cap, she said. Ease of use drove 
their growth, she argued. “We are 
getting there with TV, but we are 
still not connected enough.” Her 
message is that we need more than 
scale for addressable to fulfil its po-
tential – it has to be seamless scale, 
including across screens.

Coeymans at SBS Belgium, which 
is owned by Pay TV operator Tel-
enet and which reaches 2.8 million 
homes in northern Belgium on an 
addressable footprint, gave some 
advice to everyone trying to deploy 
addressable.

These are: Make it simple and easy 
to understand for buyers in the same 

way that Google and Facebook do; 
Try to prevent pricing from becom-
ing an issue by using the same CPM 
for every target segment rather than 
charging more as segments get 
more granular; Make sure brand ad-
vertising is part of the conversation; 
Make as much inventory available 
to addressable as possible (not just 
unsold inventory) as this is the key 
to reaching light TV users; Cooper-
ate with all parties in the ecosys-
tem, including with telcos.

He had some other advice, too: Col-
laborate with the local JIC to take 
account of the impact on standard 
linear campaigns where addressa-
ble segments are being carved off; 
If there is any cannibalisation of 
your linear sales, it means some-
thing is wrong with your pricing; It 
won’t be easy, so don’t believe any-
one who says it will.

“It [the implementation of addressa-
ble TV advertising] will be a long and 
bumpy road,” Coeymans warned the 
audience. “In the end you will succeed, 
and it is a great product,” he added.

Fabrice Mollier, VP Marketing, Strat-
egy and Operations at Canal Plus 
Brand Solutions (sales for Canal+) 
said his company is aiming for a 
Q4, 2020 launch of addressable TV 

once the French regulator removes 
its prohibition, and his advice to that 
market is that all the channels in 
the same sales house should work 
together on a minimum viable ad-
dressable product that they are all 
happy with.

Bremond said the conversation 
around addressable is moving to 
how we make it work for agencies, 
including how we trade with it, and 
how we make it work from a finan-
cial and business perspective for all 
the stakeholders. This is because 
the technology itself is well under-
stood now. He spoke about the need 
to understand the exchange of value 
that is required to open up inventory.
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This will surprise nobody, but the mes-
sage was often repeated at The Future 
of TV Advertising Global because it is 
just so important: the television indus-
try must demonstrate de-duplicated 
reach and frequency across broad-
cast TV and digital, and we have to 
make it easier to plan, buy and report 
audiences as a whole, spread across 
every ‘format’, which means digital (in-
cluding, importantly, connected TV), 
broadcast and addressable (address-
able is now frequently talked about in 
its own right, despite spanning both 
TV and digital).

The siloes have to be broken down 
and it is also clear that on the sell-
side, media owners are going to take 
what practical steps they can, indi-
vidually, to enable holistic audience 
planning and buying even while they 
support wider industry initiatives to-
wards cross-media standardisation.

Sky provides a good example, as il-
lustrated at this event. It is introduc-
ing C-Flight to help converge linear 
and VOD on their own platform and 
provide de-duplicated reach and fre-
quency across those two areas initial-
ly, with trusted third-party verification. 
The company is encouraging the use 
of C-Flight by other media owners, 
supports BARB’s Dovetail efforts, and 
also champions the work of EGTA to 
create consistent measurement.

Across the industry, small and medi-
um steps are being welcomed, given 
the difficulty with taking giant strides.

Convergence of broadcast and dig-
ital goes hand-in-hand with expand-
ing the reach of broadcaster digital, 
since the digital reach must be part 
of holistic media plans. Here is a killer 
statistic, shared by Kim Portrate, CEO 
at Think TV Australia, based on the 
figures now pouring out of VOZ, the 
multi-broadcaster next-generation 
measurement and planning system 
that goes live in February.

The number of 16-24 year-old Austral-
ians that television reaches between 

the hours of 6pm and 10pm is 11% 
higher than has been recorded on the 
old (broadcast-focused) measure-
ment system. Several media owners 
predicted that the uncounted digital 
reach bonus would be dramatic when 
finally revealed, and they were right. 
The Total TV measurement is much 
bigger than the TV measurement.

This should help change the conver-
sation with the advertising industry, 
and maybe put an end to headlines 
about the death of TV.

Jamie West, Deputy MD at Sky Media, 
talking about addressable TV, noted 
the need to understand the holistic 
view of advertising and not one cam-
paign in isolation. For Sam Taylor, 
Head of Group Commercial Market-
ing at Direct Line Group, measure-
ment is still a key challenge so that 
brands can calibrate the value that 
television offers within the wider me-
dia mix. “We are missing the opportu-
nity to show the impact of linear with 
sponsorship and with BVOD to drive 
reach,” he suggested.

Lisa Walker, Head of Media & Sponsor-
ship at Vodafone, highlighted the need 
to explain the relationship between 
multiple channels and outcomes and 
the interplay between them – all of 
which is hard. Without this, it is easy 
for senior management to defer to last 
click metrics, she alluded.

VOZ was outlined in detail at this 
event and you can read what it does 
here. Mark Frain, CEO at Foxtel Media, 

pointed out how a major sports event 
in Australia could be distributed via 
four media outlets, covering Pay TV, 
free-to-air, broadcast and digital. An 
agency will deal with each one but 
have no way to bring the separate au-
diences together in one place. With 
VOZ, life will be different, he reckons. 
“Now, they can select that content and 
then look at what that audience story 
looks like across all those platforms, 
and it is a de-duplicated audience. It 
means we start to move away from 
the negativity that has been around 
linear TV.”

Frain said that young audiences were 
down on linear but up overall (the To-
tal TV figure). “We can take that story 
to the advertiser,” he pointed out. “We 
have a chance to showcase again how 
powerful television is.” Portrate add-
ed: “This is an opportunity to get back 
money that has shifted to YouTube. We 
are really clear about where we want to 
get our growth, and that is from the du-
opoly [Google and Facebook].

Unification of broadcast and digital is everything 
– priorities No.1 and No.2 for TV

John Moulding
Editor-in-Chief, Videonet
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This will surprise nobody, but the 
message was often repeated at The 
Future of TV Advertising Global be-
cause it is just so important: the tel-
evision industry must demonstrate 
de-duplicated reach and frequency 
across broadcast TV and digital, 
and we have to make it easier to 
plan, buy and report audiences as a 
whole, spread across every ‘format’, 
which means digital (including, im-
portantly, connected TV), broadcast 
and addressable (addressable is 
now frequently talked about in its 
own right, despite spanning both TV 
and digital).

The siloes have to be broken down 
and it is also clear that on the sell-
side, media owners are going to 
take what practical steps they can, 
individually, to enable holistic au-
dience planning and buying even 
while they support wider industry 
initiatives towards cross-media 
standardisation.
We are going to hear a lot about 
‘full-funnel’ media in the next 24 
months, and it is the TV industry 
that will be shouting loudest. There 
are a few reasons for this.

• There is going to be a rebalanc-
ing of budget spend towards 
more brand building by brands 
who have neglected this task.

• Television has successfully ar-
gued that it is the undisputed 
champion of long-term, brand-
built, value-add.

• Television already helps to drive 
activation, but the digital adver-
tising giants have been taking 
the credit for much of it.

• Television is getting better at 
the direct attribution of out-
comes to advertising exposure 
that allows it to prove its role in 
activation.

• The attribution data is becom-
ing available faster, in time to 
help optimise live campaigns.

• The technology that enables 
that improved attribution is go-
ing mainstream fast - and is one 

of the fastest growing sub-seg-
ments in the ad-tech market.

The tech vendors who are making 
short-term attribution easier have 
a realistic, TV-friendly approach to 
life, where they are a service/tech 
provider to the sell-side – they are 
not trying to install themselves as 
an intermediary, which means they 
can fit straight into the existing eco-
system.
The road to full-funnel television ad-
vertising includes closer integration 
between broadcast and digital. It is 
already possible to determine who 
has been exposed to a TV campaign 
and then double-down on those 
consumers/households with digital 
ads, which presents the opportunity 
for a more activation focused crea-
tive later. Addressable advertising is 
viewed as a mechanism for helping 
viewers along the purchase journey 
– if someone has seen the general 
brand campaign enough, maybe it 
is time to ad local dealer details to 
their targeted ads.

Various commentators have made 
the point that with a phone never far 
away, even brand ads are a doorway 
to instant activation, like searching 
for a product or visiting a website. 
All the more reason to provide some 
instant feedback on website activi-
tivity once TV ads have aired.

We will cover what people said in 
the ‘TV as an activation medium’ 
session during Future TV Advertis-
ing Global in January. Sky provides 
a good example, as illustrated at 
this event. It is introducing C-Flight 
to help converge linear and VOD 
on their own platform and provide 
de-duplicated reach and frequen-
cy across those two areas initially, 
with trusted third-party verification. 
The company is encouraging the 
use of C-Flight by other media own-
ers, supports BARB’s Dovetail ef-
forts, and also champions the work 
of EGTA to create consistent meas-
urement.

Across the industry, small and me-
dium steps are being welcomed, 
given the difficulty with taking giant 
strides.

Convergence of broadcast and dig-
ital goes hand-in-hand with expand-
ing the reach of broadcaster digital, 
since the digital reach must be part 
of holistic media plans. Here is a 
killer statistic, shared by Kim Por-
trate, CEO at Think TV Australia, 
based on the figures now pouring 
out of VOZ, the multi-broadcaster 
next-generation measurement and 
planning system that goes live in 
February.

TV is an activation medium, which makes it a uniquely 
full-funnel offering
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The number of 16-24 year-old 
Australians that television reach-
es between the hours of 6pm and 
10pm is 11% higher than has been 
recorded on the old (broadcast-fo-
cused) measurement system. Sev-
eral media owners predicted that 
the uncounted digital reach bonus 
would be dramatic when finally 
revealed, and they were right. The 
Total TV measurement is much 
bigger than the TV measurement.

This should help change the con-
versation with the advertising in-
dustry, and maybe put an end to 
headlines about the death of TV.

Jamie West, Deputy MD at Sky 
Media, talking about addressable 
TV, noted the need to understand 
the holistic view of advertising and 
not one campaign in isolation. For 
Sam Taylor, Head of Group Com-
mercial Marketing at Direct Line 
Group, measurement is still a key 
challenge so that brands can cal-
ibrate the value that television of-
fers within the wider media mix. 
“We are missing the opportunity 
to show the impact of linear with 
sponsorship and with BVOD to 
drive reach,” he suggested.

Lisa Walker, Head of Media & Spon-
sorship at Vodafone, highlighted 
the need to explain the relationship 
between multiple channels and 
outcomes and the interplay be-
tween them – all of which is hard. 
Without this, it is easy for senior 
management to defer to last click 
metrics, she alluded.

VOZ was outlined in detail at this 
event and you can read what it 
does here. Mark Frain, CEO at Fox-
tel Media, pointed out how a ma-
jor sports event in Australia could 
be distributed via four media out-
lets, covering Pay TV, free-to-air, 
broadcast and digital. An agency 
will deal with each one but have 
no way to bring the separate audi-
ences together in one place. With 
VOZ, life will be different, he reck-
ons. “Now, they can select that 
content and then look at what that 
audience story looks like across 
all those platforms, and it is a 
de-duplicated audience. It means 
we start to move away from the 
negativity that has been around 
linear TV.”

Frain said that young audiences 
were down on linear but up overall 

(the Total TV figure). “We can take 
that story to the advertiser,” he 
pointed out. “We have a chance to 
showcase again how powerful tel-
evision is.” Portrate added: “This is 
an opportunity to get back money 
that has shifted to YouTube. We 
are really clear about where we 
want to get our growth, and that 
is from the duopoly [Google and 
Facebook].

https://www.v-net.tv/2019/12/20/tv-is-an-activation-medium-which-makes-it-a-uniquely-full-funnel-offering/


Addressable TV is built upon da-
ta-driven, audience-based buying, 
meaning you can look beyond de-
mographics when segmenting view-
ers and buy a group of consumers 
based on their interests, need-state, 
lifestyle and even attitudes. A simple 
example is buying homes that have 
an intention to purchase a new car 
– those who are considered to be ‘in 
the market’.

The Future of TV Advertising Glob-
al provided another reminder that 
addressable TV is not the only use 
of audience-based buying. Another 
key use-case, which is better known 
in North America than in Europe, is 
optimised linear buying. In simple 
terms, you define the audience tar-
get against need-state and inter-
ests, etc, and you find which homes 
these people are living in – as with 
addressable TV. But rather than seek 
them out on a one-to-one basis us-
ing addressable TV (and so exclude 
homes that are outside your audi-
ence segment), you use set-top box 
data to figure out what channels 
and shows this audience segment 
is watching on linear TV, and what 
times of day they are watching, and 
then buy standard (national, i.e. 
reaching everyone) broadcast linear 
TV where you can find most of this 
audience at the best prices.

You optimise your standard (na-
tional) linear TV buying by enriching 
the planning process with new data 
(e.g. set-top box viewing records). 
Audience-based linear buying (or 
‘data-enabled linear’, or ‘optimised 
linear’) is not talked about much in 
Europe, but Fabrice Mollier, VP Mar-
keting, Strategy and Operations at 
Canal Plus Brand Solutions (sales 
for Canal+) outlined how it works for 
the French media owner, having run 
a campaign for Peugeot that boost-
ed target audience reach by 24%, 
with attribution.

Canal+ is a subscription and free-to-
air channel owner and platform op-
erator that has 8.4 million subscrib-

ers in France and 20 million in total 
across 40 countries, and the compa-
ny has first-party data including de-
mographics and set-top box viewing 
insights. It enables data-based plan-
ning for broadcast TV using its Can-
alXchange platform.

Peugeot provided 30 CRM (i.e. in-
sights from the advertiser’s customer 
relationship management system) 
segments that were matched against 
third-party data and the Canal+ audi-
ence via a trusted third-party so the 
advertiser could seek people who 
intended to buy a certain type of car, 
rather than use demos as a proxy 
to find them. “We worked out which 
channels they were watching and at 
which times and found the best plac-
es to reach these people, and opti-
mised the plan,” Mollier explained.

Canal Plus Brand Solutions then 
used its data analytics platform, 
Canalytics, to compare ad exposure 
(using set-top box return path data) 
against quotes provided by Peugeot 
dealers to potential buyers during 
an eight week period after the cam-
paign. Quotes were chosen as the 
metric because you see the results 
sooner than sales, which might take 
months to complete.

The results of the audience-based 
buying of classic linear TV (opti-
mised linear/data-enabled linear) 
were then compared to standard 

linear buying that was based on de-
mographics. On Canal+ free-to-air 
channels using a target demo of 24-
49 year-olds, the exposed audience 
was 12% more likely to get a quote at 
a Peugeot dealer than someone who 
had not seen the campaign at all.

The target audience defined by their 
intent to purchase (reached via nor-
mal linear TV, but with optimised plan-
ning), who were found via the Pay TV 
platform (where optimised linear be-
comes possible because of the avail-
ability of STB viewing data) were 19% 
more likely to get a quote than some-
one who did not see the campaign. 
Thus, the case for data-optimised lin-
ear buying is made (if you accept that 
the free-to-air versus Pay TV distribu-
tion makes no difference).

The real magic is data-driven, audience-based buying

John Moulding
Editor-in-Chief, Videonet

https://www.v-net.tv/2019/12/20/the-real-magic-is-data-driven-audience-based-buying/
https://www.v-net.tv/2019/12/20/the-real-magic-is-data-driven-audience-based-buying/


Every year on the eve of Future TV Advertising Global, 
an invitation-only Pathfinders gathering addresses some 
of the hottest topics in advertising. This year it focused 
on the future of agencies (and whether they have one). 
It will come as no surprise that leading media agencies 
believe they have a great future ahead of them, despite 
the attentions of brand procurement officers on the one 
hand and media services consulting firms like Accentu-
re on the other. But even if you accept that every senior 
executive is obliged to be confident about their own or-
ganisation, the arguments they made were persuasive.

To summarise a presentation by Rachel Forde, CEO at 
Universal McCann, the world needs agencies because:

• They are the guardians of effectiveness for client 
campaigns across the whole communications eco-
system. So, while every media owner or media cham-
pions their own cause, the agencies are in a position 
to be independent. Agencies can look at the holistic 
picture, working out how best to use the different 
media and media owners together.

• Agencies are the guardians of balancing the long-
term and short-term goals of their clients.

• They are the guardians of client spend, making sure 

that it goes where the audiences are.
This event resulted in a long list of what agencies must 
do to maintain their relevance, including: Act fast, like 
when optimising campaigns based on data feedback; Be 
an extension of the client team; Be a step ahead to help 
clients future-proof themselves.

We will cover this subject in more depth in January.

Yes, agencies do have a future

John Moulding
Editor-in-Chief, Videonet

https://www.v-net.tv/2019/12/20/the-future-of-agencies-yes-they-do-have-one/
https://www.v-net.tv/2019/12/20/the-future-of-agencies-yes-they-do-have-one/
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WHAT WAS SAID

Simon Thomas
Groupm

Aleksa Radonjic
Burgundy Consulting / United Media

Andy Waltenspiel
Waltenspiel Management Consulting

One of the must-attend events of the year, now grown 
into a real global conference. Happy 10th birthday - I have 
learnt something at every single one of them

It was a wonderful experience, not only for getting relevant info 
about the global TV Ad industry, but also for networking

Great learnings, great people, lots of good talks

Bret Brase
Progress Partners

Future of TV Advertising is the perfect balance of gaining new 
insights from excellent industry presentations, knowledgable 
panelists with plenty of time left for networking with peers

Jason Trout
Peach
Great event as always. Nice to come
away with some fresh ideas and positivity



WHAT WAS SAID

#fTVAGLOBAL



#FTVAGlobal Professor Marta Nenycz-Thiel, Ehrenberg Bass debunks the prevailing view about 
strategy of newer modern brands: invest in digital, no advertising & ecommerce only. They have 
NO CHOiCE cos no budget and no distribution. As soon as they grow, this changes.

Thank you #FTVAGlobal, Justin Lebbon @mediatelevents for having us. Great confer-
ence, all you need to know about the #futureoftvad.

What % of your marketing spend should go on brand-building? 60% says ‘effectiveness’ 
guru @BinetLes with other 40% going on ‘activation’ #FTVAGLOBAL @MediatelNews

A great year for the #Ftvaglobal. Thank you to @Justinlebbon and his  Mediatel Events Team 
for their exemplary organization, as well as to all the speakers.

Great discussion today at the Future of TV Advertising Global.  Thanks to Kate Waters, Elena Galli, 
Fahmeeda Cassim Surtee, Paula Bacariza Perez and our brilliant moderator Hitesh Bhatt for the 
debate #FTVAGlobal

And another fantastic #FTVAGlobal closes. Being one of the privileged few to have been to both 
this and Connected TV World Summit for nearly 10 years I highly recommend both. Congrat-
ulations to the ongoing expertise of @JustinLebbon, his fantastic team and @MediatelNews

BEN KEEN
@benkeenmedia

Maria Ingold
@MariaIngold

LINDSEY CLAY
@LindseyClay

Hervé QUIPOURT

Martin O’Boyle

Carine Jean-Jean



Les Binet

Jamie West

Karen Nelson- Field

      Video consumption 
is fragmenting, both in 
terms of channels and
audiences

      More engaged
audiences equates
to better customer
experience

      Most marketers have 
the wrong notion of how 
attention works.

01. Drive towards standardisation
02. Scales across more markets
03. Simplicity - de-duped measure-
ment across all devices

TOP TAKEAWAYS

Dev Sangani

Looking Forward to 2020
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