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Themajority of peopleare veryfamiliar with the creativeaspectof the Advertisingindustry,yet not
many are familiar with the AdvertisingMediaindustry andits role in the advertisingprocess Consider
the value of a brilliant creative executionwithout it being seen/reador heard by the right peoplein the
right environmentat the right time. It is primarily these functionsthat an AdvertisingMedia Agencyis

responsibldor.

The Media Federationof Australia(MFA),is the industry body representingthe interests of its
members,AdvertisingMedia Agencieslt is our charterto helpincreaseawarenessand understandingof
the industry aswell as providing better educationalopportunitiesfor teachersand students,hencethis
practical guideline has been developedwith the intention of offering a basic understandingof the

industry,its functionandprocesses

Understandinghow the media processworks is not only critical to those wishingto work in the
industrybut it is alsovital that peoplein the field of advertisingand marketingare familiar with how the
industryworksasit hasa clearinfluenceon all thesefunctions Whenyou considerthat over $12 billion
was spenton mediaplacementover a 12 month periodin Australiaaccordingto the mostrecentreport
published by CommercialEconomicAdvisory Service Australia (CEASAand with around 80% of a

marketersbhudgetbeingallocatedto media,knowledgeon how the industryoperatesis essential

It is our desire that after reading this guideline the reader will be better informed about the
AdvertisingMedia industry and will see that the industry has many challengingand diverse career

opportunitiesto offer.

As you progressthrough this guidelineit will becomeevident that there are specificterms used
throughout Mediadoesuse uniqueterminologythat maynot be familiar to the reader,hencewe have
includedin the Appendixa glossaryof the most commonlyusedterms used A more comprehensive

listingcanbe found on the MFAwebsiteat www.mediafederationorg.au.
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The MFA s a non-for-profit organisationformed in 1997 with an objective of supportingthose

Agenciesthat specializein providing services such as media research, strategic planning, media
negotiationandplacement

Todaythe MFA membership collectivelyrepresentapproximately72% of all mediabillingsplaced
by MediaAgenciesn Australia Thesemembersnclude

& Carat \

HV

HYLAND MEDI A

INitiative

RIS  VEVIACOM  mediaedge:icia

People First w Better Results

OMD madia
MINDSHARE‘ INSIGHTS » IDEAS = RESULTS paykel o Uil W

GROUP

4
e
' TMS
pioneering Starcom MediaVest”

. NEXT
Universal McCANN THING
NOW

ZenithOptimedia

G AP the \\-:fQI)MLlCI)StC]‘
Fesearch e




.wledgements

The MFAwould like to acknowledgethe support of its variousCommitteememberswho helpedto

contributeto this guideline especiallthe Educatiorand TrainingCommittee

In addition there hasbeen valuableinput and clarificationprovided by the following organisations

andwe thankthem for their contribution.
CommerciaEconomicAdvisoryServiceof Australia
CommerciaRadioAustralia
FreeTV
MagazinePublishersf Australia
NielsenMediaResearch
Nielsen//NetRatings
OutdoorMarketing Association
Oztam

ValMorgan




ChapterOne

ChapterTwo

ChapterThree

ChapterFour

ChapterFive

ChapterSix

Appendix

ents

ADVERTISINGEDIA - ANOVERVIEW

THEPROCESS

ROLEBNDRESPONSIBILITIES

MEDIARESEARCH

THEMEDIA

MARKETPLACE/ERVIEW

TERMINOLOGY
MFATRAINEPROGRAM

INDUSTRREFERENCES




Advertising Media
An Overview




AN OVERVIEW

HOWTHBENDUSTRBEGAN

Someyearsago, an AdvertisingAgencywas essentiallya one stop shopthat providedall the services
for developingcampaignscreativeconceptsand executiongncludingthe developmentof a mediaplanthat
would map out where the campaignwould run and how muchit would cost It wasnot uncommonduring
these times for the creative teamsto recommendan idea that required the use of a specificmedia to

showcasehe creativeconcept

With the marketdemandinggreater sophisticationin the processto ensurethat the messagevasseen
by the right peoplein the right environmentit quicklybecameevidentthat the industryneededa uniqueset
of skillsand resourcesto deliver these needs The demandfor higher quality intelligenceto effectively
identify andtarget the right audiencewasrapidly takingthe lead asa critical starting point for any campaign

development

With the risingcostsof advertisingon all mediaplatformsandthe increasingnvestmentby marketers,
a smarterway to maximizeinvestmentand minimisecostshecamea critical businesseedfor marketersto
address Greaternegotiationstrengthand greaterefficiencyin buyingalsobecamean extremelyimportant

consideration$or marketers

Consequentlythe media departmentsdepartedfrom the hundredsof different creative agenciesto
form large independentAdvertisingMedia Agencies The era of AdvertisingMedia Agencyspecialiststhat
could offer these core businessrequirements to marketers emerged Today, the media agencyis a
communicationsspecialistand offers a very sophisticatedrange of diversified servicesg digital, content,

econometriomodeling sponsorshigetc., aswell asthe corecompetencyof mediaplanningandbuying

The consumeris very much at the heart of what a successfumediaagencydelivers Thechallengeis

engaginghis consumeiin traditionaland non traditionalmediaor communicatiorchannels




AN OVERVIEW

WHYMEDIAAGENCIESREAPPOINTED

An advertisergenerallyrequiresthe supportof specialistdo developan advertisingcampaignaimedto
delivertheir objectives In mostinstancesthis will meanthat they appointan AdvertisingAgencyto assist
with the developmentof creativeconceptsand executionsand a Media Agencyto identify who they should
target, what channel/mediato best reach them, and importantly to maximisetheir investmentthrough

negotiationsandeffectivemediabuying

In many instances,a large organisationmay recruit several creative agenciesto work on various
brands/productsor serviceswithin their total portfolio, whereasthey more commonly appoint only one
media agencyto work with all their brands There are some Media Agenciesthat specialisepurely in a
specificarea and therefore a client may appoint several Media Agencies,one to provide strategic or
communicationglanningservicesand anotherto managethe buyingprocess A Marketer coulduseseveral
different creativeagenciesyet only one Master Media Agency the benefit of one buyingagencyis that it

offersthe Marketergreatervolumeclout and portfolio managementor all hisbrand

In nearly all cases,regardlessof the number of Media Agenciesappointedto provide the planning
services,a marketer will tend to consolidateall of their buyinginto the one agencygivingthem a larger

volumeof moneyto helpleveragehe negotiationclout of the marketerstotal spend

Giventhe significantinvestmenton media placement,marketersare now realisingthat in order to
maximisetheir return on investment,they must possesa solidunderstandingof the industry. Interestingly,
many now appoint their own Media Controllerwho is responsiblefor working alongsidethe Media Agency
overseeingthe operation and monitoring the performanceof the agencyand their total brand portfolio.
Media Agencieshave emerged as important businesspartners and now may lead the communication

channelplanningprocess




AN OVERVIEW

HOWMEDIAAGENCIEAREAPPOINTED

The most common method for recruiting a Media Agencyis through a review processwhich the
advertiser/marketerconducts Sometimeghe client may employa new businessonsultantto help them
managethe complexprocesssuchas Trinity P3 or KinesisAlsodue to globalconsolidationand the quest
for ROland cost savingspitchesmay occur on a regionalor globallevel managedby the procumbentor
finance people They may elect to review the credentialsof severalagencies which usually includes
information suchasthe agencyphilosophy their client listing, mediabillings,agencyand staff experience
within the samecategoryasthe briefed client and any unique researchtools and systemsthat will benefit

the client

Theadvertisermay developa shortlist of agenciesand providethem with a specificbrief basedon a
real campaign Theagencywill respondto this and mayalsoincludeat this stagemore specificdetailssuch
ashow they would proposeto managethe account,what resourcesand structure they would put in place
and what their revenuefee proposalwould be. The successfubgencywill generallybe appointedfor a

term of 3 years

Not all mediacontractsare put out in the marketfor pitch assomemarketersare satisfiedwith the
relationshipand performanceof their existingMedia Agencyand may well moveto renew their contract
without putting it up for competitive pitch. Theremay also be a situation where the incumbentagency
and marketerimplementa due diligenceprocessto ensurethat all the key performanceexpectationsof
their contractare beingmet and that the marketersexpectationsin the comingyearswill continueto be
met by the Agency Providingthe outcomeis satisfactoryto the marketer,then the incumbentwill retain

the contractwithout it beingput up for competitivepitch.
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AN OVERVIEW

HOWANAGENCYSREMUNERATED

Thereis no standardagreementfor remunerationaseachagencyandclient situationis different. The
level of remunerationthat a Media Agencyreceiveswill largelydependon the serviceneedsof the client
asthey maychooseto only usea portion of the agencieservicedi.e. planningonly). Theagreementsnay
also determine that the remunerationis linked to very specifickey performanceexpectations Someof

remunerationoptionsmayinclude

A PercentageFee An agreedpercentagefee is applied againstthe total media billings therefore any
work undertakenby the agencythat doesnot get to bookingstageor for any givenreasonis cancelled,

meanghat the Agencyis not remuneratedfor the work done,

A FlatFee Aflat fee arrangements generallya singleagreedfigure that is paid to the Media Agencyin

monthlyinstalments Thefee canbe basedon an estimatedievelof resourcesandassociatedtosts

A HeadHours A HeadHour arrangementis commonlybasedon an agreedcost per hour for eachcore
function. The cost structure could include a different hourly rate for functions such as strategic

developmentmediaresearchjmplementationplanning mediabuying,administration clientservicingetc.

A Performancelncentives A performanceincentive is often appliedin addition to one of the above
arrangements This ensuresthe agencymeets a predetermined set of objectives such as negotiation
results,buying performance campaigneffectivenessyy OYperformanceimprovements productivity, client

satisfactiorreviewsetc.

11



CASE STUDIES V-RAW

Agency: OMD Fuse
Client: V-Energy DrinkFrucorDanone
Challenge

Tasked with the challenge of helping V Energy Drink boost its sales, we airr
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V-Raw tapped into a deep understanding of the target, realising young peog

everywhere needed some help chasing their dream job.

Idea

The core concept was the dream jobs program, call&hw, and at its simplest aimed to uncover raw
talent and help young Australians get a foot in the door.

Media Strategy S
. . i . - MRAN

The opportunity was for V to step in and help them find those elusive opportunitie === SN

by creating a jobs program, website and community that inspires them to follow £, . i~

their dreams and achieve their ultimate goals. The program allowed V to partner

with credible, desirabl&enYbrands such as Billabong, Rolling Stone and Univers:

Media Execution
A highly targeted media buy ensured the jobs were advertised everywhere our te

was, using online, print, TV, screens/noticeboards at universiiemtcards at mco
cafes/private colleges, street press, mainstream press, radio and V sponsored e\

Results

in 3 years. A result maduoir significant considering the heavily supported launch ﬂ “ é'ﬁ o
of Mother by CocaColaAmatil The program also generated significant PR and wo

of mouth both online and offline. 3 a‘?” B

Judges Comments

oaUnique insight that took the brand into an area not cluttered by competitors or other brands, and it was
not musicé
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THE PROCESS AN OVERVIEW

ARCHITECRSIDBUILDERS

Youwould not proceedwith buildingan office tower until you consultedan architectto developa plan

andcontractedabuilderto construct the building AdvertisingMediaisnot dissimilar

Considerthe task of building this office tower. Firstly the architect would need to ensurethey had
sufficientknowledgeabout the environment,the needsof the building and its main purposeand benefits
for tenants,andto identity any potential barriers Thenin consideringthis information they would proceed
with drafting a plan that would be considerateof the ideal shapeand structure, materialsrequired and

estimatedcosts

Theseplanswould then be submitted for approvalto ensurethey meet all the requirements Once
approved,the builderwould then be briefed on the job with all the requireddetailsof what they neededto
build. Alongthe way, the builderwould be trying to meetthe deadlinesfor construction,ensurethe project
met the expectationsof the plan and managecosts without compromisingthe quality. Unlike builders
where costscantend to continually escalateduring the construction,a media buyer must maintain tight

controlof the budgetandnot exceedthis figure.

Aplanfor managinghe processs helpfulto ensurethat allinformationis consideredandthoughtsare
investigatedwith focusalwaysremainingon what needsto be achieved It is not uncommonfor an Agency
to developtheir own uniqueapproachto the processor evaluatinga brief and developinga communication

solution,but asa genericformulathe followingprocessncludeshe mostcommonstepstakenby agencies

Client Briefing: The advertiser/client provides a brief that contains
vital information, knowledge and

expectations for their brand/product/service.

Strategic Planning: The process for evaluating the business
problem/opportunity, key target, most appropriate mix of
communication channels and potential cost

implications for the campaign.

Implementation Planning: Identifies and plans the most effective way of using

each channel and to leverage or create the opportunities

14



THE PROCESS BRIEFING

Media Buying and Negotiating: To book activity with the media and negotiate the most

competitive rate.

Post Monitoring: Evaluating the performance of the campaign against

objectives that each channel can offer.

Invoicing: Generating financial invoices for all booked media

activity.

Thequality of the output isverymuchinfluencedby the quality of input.

An Advertising Media Agency will require a significant amount of information to assist in
understandingmore about the product/brand/serviceand its reasonsfor advertising To ensurethat the
Media Agencycan meet the expectationsof the advertiser,they must have a clear understandingof why

theywantto advertiseandwhatthey expectto achieveasaresult

In an ideal scenario, the advertiser will invesfficienttime in preparing a file of information that the
agency will use to conduct their role effectively. The process of briefing can, however, be compromised if
an advertiser is faced with a challenge that needs to be addressed immediately. In such a situation the

timing limits the strategic planning as there is a direct need to be seen/heard/read as soon as possible.

The process of effective briefing would usually involve the client physically presenting their brief to the
Media Agency and to the Creative Agency, along with any other key business partners such as online
RSOSt 2L SNBAT alfSa FyR LINRY2iGA2ya SioOo ¢CKS ONRST

Strategic Planner.

TheAdvertisemeedsto considerthe amountof effort requiredto adequatelyrespondto this brief and
allow the Media Agencysulfficienttime to review the brief, askfurther questionsand ultimately respond

with acommunicatiorsolutionthat bestmeetstheir needs

There are some instances where the advertiser requires the support of the Media Agency to complete
the brief given the research available to the media agency. Such information supplied by the Media Agency

may includean analysiof competitivemedia activity anddentification of key target groups.
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THE PROCESS BRIEFING

The following pages identify critical information required to develop a comprehensive media brief.

MARKETING OBJECTIVES

Information on measurablebjectivessuch as @lumesales share of market profitability etc

ADVERTISING OBJECTIVES

What the client is trying to accomplishthrough advertising Someof these objectivesmay include

A Stimulate/ increaseawareness trial.

A Maintain/ sustaincurrentpositiort Remind reinforce
A Introduce/ launchanewbrand

A Repositioracurrentbrand

A Relauncladecliningbrand

A Preventerosionby amajorcompetitor.

A Establistor improveimage/ reputation.

A Changattitude.

A Merchandisdo the trade.

A Supportsalesforce: impressfranchiseesemployees

A Elicitadirectresponsecoupon,saleannouncementyrite-in offer, etc.

SOURCEFBUSINESS/TARGETING

Identifyingwherethe core businesgeturnswill comefrom in terms of the availableconsumerprofiles
Thisinformation includesthe identification of the targetsand their profiles Thesemay include holding
current brand users getting current usersto increasefrequency of use changingthe user profile and
appealingto a different target group, attracting customersfrom competitive brands expandingthe
category, demographic (age/ sex/ income/ education/ employment/ ethnicity) psychographics
(lifestyle/outlook/interest/motivations) purchaseinfluence/decision purchaservs end user evaluation

lifestylemarketsegmentg(i.e. universitystudents retired, workingetc.).

16



THE PROCESS BRIEFING

KEY CONSUMER RESPONSE

The desired outcome in terms of thoughts, feelings or actions as a result of seeing/hearing the

advertising, i.e.:

a heverthoughtabouttryingthat brandbefore,but now | mightconsiderit.€

a dlo trust my brand,but maybeit istime for achange¢

PRODUCBRAND CATEGORNFORMATION

Informationthat providesaricherunderstandingpf the productandcategoryi.e.

A Categoryefinition: Competitivebrandsand competitionfrom relatedproductclasses
A Shared saled volume Category/ brand/ competitortrends

A Interestlevel- high/ low, i.e. fashionor carsvs detergents

A Responsiveness advertising

A Purchaseycle- users/ heavyusers

A Lifecyclestagefor brand- i.e. new, mature,extension

A Awarenes$ attitude information- loyaltynegativty etc.

A Marketexpansioropportunities- categorypenetration,frequencyof use,new volumeopportunities

COMPETITIMEDVERTISINEATTERNS

Understandingvhat the competitiondoesin the market,from amediaperspectiveaswell asa creative
perspective Information suchaswhere,when,how andwhat the competitorsare advertisingwho they are

targetingwith their communicatiorandwhat they aretryingto achieve

Thedetail of expenditureby medium,seasonalityprogramandtitle selectionandthe amountof effort

theyare placingin mediawith their brand/productassistsn identifyingthesepatternsof behaviour

17



THE PROCESS BRIEFING

GEOGRAPHIISTRIBUTIONSALEPROFILE

Understandinghe needsto addresdifferentgeographidocationsgiventhe variables i.e.

A Productdistribution,sales advertising
A Nationalvs localsupportpriority andrequirements

A Datal/trendsfor category/brand/competitionin terms of salesvolume/salesfactors and

marketpotential.

A Marketcostsof advertisingvspotential.

SEASONALITY/TIMING

(onsiderationgo be made about when to advertis&an include:

Product/brandavailability
SaledPatterns- quarterly/monthly.

Influencing~actors; holidaysweather,promotions

> > > >

SpendingConsiderations
y  Leadingnto peakseason
y  Meetingnewcompetitiveintroductions
y  Specificale/promotionperiod.

A Clientmandatedquarterlyspendingconstraints

>

Costof media

A Sampling/PRctivity/Salepromotiontiming.

CREATIVEONSIDERATIONS

Highlightexistingcreativework or ongoingcreativedevelopment,which shouldbe consideredn media

planning(examplesof visuals scripts creativebrief etc. if available)

BUDGET

How much money is budgeted for advertisingand media Often the media agencywill be askedto

respondwith a budgetrecommendatiorsufficientto deliverthe Business/Communicatiarbjections

18



THE PROCESS STRATEGIC PLANNING

It isthe primaryfunction of the strategicplanningprocesgo considerall the potential pointsof influence
in the livesof the consumerandto identify innovativeand effective waysto communicatewith them. Armed
with somevaluableinformation that hasbeenprovidedin the briefing processthe strategistundertakesthe

role of anarchitect,buildinga strategicframeworkof direction,ideasand plans

Asyouread on, it will becomeobviouswhy the communicationgplanner playsa critical role in shaping

the advertisingcampaigrand how this processnfluenceghe creativedevelopment

The Strategistnot only relies upon the valuableinformation sourcedfrom the brief, but will need to
immersethemselvesn researchin order to identify areasof opportunity. Thestarting point isthe consumerg
who are they, what inspiresor influencestheir thinking and behaviourand importantly, what their media

habitsare. Theprocesf understandinghe consumeiis far morethan a simpledemographi@analysis

Followingsalist of the keyfunctionsof Strategid?lanning

A Targetaudienceprofile.

A Recommended medium(s) based on relevance and impact to target audience and the

communication requirements.

A Strategic idea that leverages knowledge of the target against the task at hand.

A Articulation of the role of each channel in the overall campaign.

A The effort required in each medium (i.e. TV to reach 60% of the target at least 2 times).
A Geographic variables that may require unique effort, different timing or prioritisation.

A Timings for each medium.

A Estimated investment required.

19



THE PROCESS STRATEGIC PLANNING

TARGET AUDIENCE

It is vital to havea rich understandingof the consumer,why they makethe choicesthey do and how
these choicescan be influenced The planner will immerse themselvesin researchto help uncoverthe

potentialsand opportunities

A Whatmakesthem differentor unique?

A Whatistheir lifestyleanddailyroutine?

A Whataretheir purchasehabitsandintentions?
A Whatistheirincomeband?

A Whatistheir educationabackground?

A Whataretheir attitudesandopinions?

A Whatandwho inspiresor influenceshem?

A Howdoesthe consumerrespondto the competitorsactivity?
A Howdoesthe consumerespondto mybrand?
A Howdotheyinteractwith media?

A Howdo they consumemedia?

A Whatistheir attitude to differentmedia?

A Wheredo they goto lookfor brandinformation?

ThePlannemwill usea combinationof industryand proprietaryresearchand mayneedto instigatenew
studiesin order to answerspecificquestionsrelating to the brand or service Additionally, many of the
mediaand their respectiveindustry bodies(suchas MagazinePublishersof Australia,FreeTV,Commercial
RadioAustraliaetc.) conductadhoc studiesthat can enhanceknowledge about media consumptionand

involvementwhichare alsousefultools.
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THE PROCESS STRATEGIC PLANNING

Creativeideasare built on insightsinto people, so this information is vital in assistingthe creative

processandenablingthemto generateideasthat stimulatethe appropriateaction

Once the planner has identified the essenceof the consumerand their media habits, further
investigationis requiredto strengthenthe knowledgeof the O 2 y & davité&racEo@with the manymedia

options

MEDIACHANNESELECTION

The opportunitiesto promote a brand, product or serviceare rapidly increasing particularly with
suchrapid technologicabdvancements Technologys havinga majorinfluenceon (i 2 R Icahst@ersand
their media habits The processof selectingthe most appropriate communicationvehicle(s)therefore

needsto considerfurther questionssuchas

A Whichmediadoesmytargetaudiencebestrelateto?
A Howdoesmytargetinteractwith the media?

A What are the advantagesand disadvantagesof each of the media that | need to

consider?

A Whatcombinationof mediawill work bestto achievemy goals?

A Howeffectiveisthe mediain deliveringmy objectives?

A Whatpercentageof my targetaudiencecanthe mediareachandhow fast?
A Howefficientisthe mediain termsof costs?

A Whatcreativeimplicationsdo | needto consider?

A Howaffordablearethe mediaoptionsconsideringny budget?

A Howdoesmy competitorusemediaand how shouldthis influencemy mediachoice?

Thelist of mediachannelds not just limited to the mainstreammediaof television,radio, magazines,
newspaperscinemaand outdoor. The opportunities extend to a huge variety of out of home/ambient
environments,direct mail, email, mobile phones,internet, video games,CDRomsmerchandisemusic,in
program content, WOM, sponsorshipsetc. Thislist continuesto grow as rapidly as new technologyis

developed
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THE PROCESS STRATEGIC PLANNING

Many advertisers today require a multi media approach using different vehicles and different creative

messages to effectively reach their target consumer.

MEDIA SELECTIQINDENTIFYING STRENGTHS AND WEAKNESSES

Eachmediahasdifferent strengthsand weaknesseshat needto be consideredby the planner. These

considerationsieedto be madebearingin mind all the elementsof the brief andinsightsinto the consumer

Someconsiderationsncludethe following:

Media Strength Weakness
Builds high reach quickly High production cost
Able to target all demographic groups High capital media cost (media)
c Geographically selective Difficult to obtain specific programmes short term
j% Impact through sight, sound and movement Channel surfing
% Intrusive (in the home) In the case of Free to Air TV, not a paid for medium
. Call to action with direct response High level of ad clutter
Highly researched I'LyQiG YSIFadNBS 2dzi 2F K2YS
Programmes can be recorded
Builds frequency quickly Not paid for
Easier to book a campaign at short notice Channel surfing
More accountable - radio surveys Expensive for national coverage
Target specific demographics/psychographics More expensive for a broad target group
-.g Geographically selective Limited creative flexibility (reliant on sound only)
EE Personal medium Lower reach
More negotiation flexibility with added value Reception can be low quality
Lower production costs
Credible environment (talkback)
Creatively flexible
National coverage with one insertion Longer lead time particularly for monthly magazines
Provides details More difficult to book by regions
Target specific groups e.g. 4wd enthusiasts High level of clutter
* High use by women Slow to build reach
8 Most are paid for Passive
'g Higher level of involvement Lacks urgency
g Editorial compatibility
= Creative opportunities e.g. gatefolds, pop-ups etc
Highly researched
Longevity of advertising
High quality production
Quiality image association
Builds high reach quickly Short lifespan
More detail No readership figures for specific sections
C2NJ YIF22N) YSGNR QA I yR NX3IA 2Bkdeffit @rbEsindsh skeed papdts, rédhires alzY
» Tailored environments high number to provide national coverage
E_ More accountable / highly researched More difficult to reach younger audiences
g Geographically selective Ads can get lost in editorial
g Production costs are generally low Colour reproduction quality
2 Book at short notice
Offers colour to create impact
Credible environment
Negotiable on editorial
Can accommodate coupons/direct response

22



THE PROCESS

STRATEGIC PLANNING

MEDIA SELECTIQNDENTIFYING STRENGTHS AND WEAKNESSES

Media Strength Weakness
_ |Strong impact More difficult to target specific demographics
8 Mass coverage Higher production costs
g Target specific regions Creative execution needs to be simple
O |Target light users of other medium I A3K a6SHN 2dzié AT YS&aalk3asS A
% Cost effective coverage over a long period Long booking lead time
s Best sites are booked out for long periods
Difficult to target in regional markets
© |Mass coverage More difficult to target specific demographics
:-S Target specific regions Higher production costs
8 Able to target a number of areas with 1 execution Creative execution needs to be simple
@ |Target light users of other medium I A3K aoSHN 2dzié AT YSaalkas A
% Cost effective coverage over a long period Long booking lead time
=
Strong impact with sight, sound and High production cost
Paid for medium - cinema goers purchase tickets Slow to build reach
g Captive audience Difficult to provide true national coverage
g Geographically selective down to specific suburbs Lessaccountabley 2 FA I dzNB& 2y 6K2Q&
O [Targeting light TV viewers, younger audience Audience can avoid advertising
Growing audience Unknown titles when booking long-term
Affordable to run longer length ads ie 60 sec
Simultaneous multiple objectives can be achieved; reach,lJa S 8 dzNBYSy i ¢ AyO2yaAraaSyd Y
engagement and transaction (browsers vs. people) ] .
Medium can build continuity and frequency for campaign |/ 2 YLX SEAU& ¢ U0AYS O2yadzyAy3
message relative to other media_ _ —
Quick turnaround to putting campaign live 5l 0F 5SyaAaudeée ¢ NBIldZANBYSyd
_ ] — i, volumes of data than other media - I
5AOSNBRAUE ¢ YARS NI y3I@Gnie¥ || R2F OSyOé ¢ RAFFAOdzZE GASa | &3
display, mobile, search, social media, affiliates, EDM) andunsuitable content
T creative fgrrﬁ%ts {b_anners \_/,_id“eo text. content) — _ — — — .
=2 [ RRNSaaloAftAue ¢ KAIKdoentaant St 20A0e ¢ Flrad LI OS 2F Ayy4H
g individual-specific level of qranulgritv _ _ i : :
LY dSNJ OuA @A U-way dialobd® A dom@letelevStandard display creative not as impactful as a TVC
of transactionality B _
azoAfAle ¢ Y20AfS OKI yySt |Onlinead units can be wallpaper to users
communication and services _ _ _ _ __ _
' TF2NRIFIOAT AUGEe ¢ NBEI 0AGSE gHidgh2réativBINR IRMIOZI de@ g/ OB aYigaal IS A
Ct SEAOAfAGE ¢ NI yISCPMEPEBERa2NB 2LIA2ya (G2 LXLFYy OF YLI A3
sponsorships, site specific, network or blind). Able to plarlinvolvement by agency and advertiser
F'yR o6dz2 OF YLI A3y oFasSrR 2y

Everyelement of the media selectionneedsto have a clearrole in the overall campaign Decisions

needto be madeon the amountof effort requiredfor eachmedia,alongwith arecommendatioron where

and when to use the media Thisinformation is evaluatedand recommendationsare submitted to the

client,often supportedin the format of amediaschedule
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THE PROCESS STRATEGIC PLANNING

MEDIASCHEDULINGREACIANDFREQUENCY

Dependingon the objectivesof the campaignthe plannerevaluatesthe needsand recommendshow
mucheffort isrequiredin order to getthe appropriateconsumermresponseover a givenperiodof time. This
effort is often reported asareachfigure (either in total thousandsof peoplewithin the target marketgroup

or asa%of the total peoplewithin the definedtarget marketgroup)

For example,a highly anticipatedevent suchasthe promotion of ticketsto a U2 concertmayrequire
verylow levelsof reachasthe majority of the potential marketwill alreadybe awareof the upcomingevent
Alternatively,you may havea Myer 3-day saleandyou probablywantto reachasmanypeopleaspossiblein

ashortspaceof time in orderto achievethe desiredresult

In addition, a frequencylevel needsto be establishedj.e. how often doesthe target marketneedto
seethe messagen order to respondaccordingly Thereare many areasof considerationhere that can
influence this decision- share of market vs competitors share of noise vs competitors current level of
awarenesf the advertiseditem; level of interestin the category whetherthe messages newinformation
to the consumer what other level of marketingsupportwill the product have the strength of the creative
messageand its ability to break through the clutter; the strength of the mediain allowing the advertised
item to stand out; the length of time that the campaignneedsto run for. Theseare only a few of the

considerationshat needto be takeninto account

Forexample the well establishedApplel-Podmayrequire veryfew remindersasthe brandis solidand
the messagés easilyunderstoodand recognised A car insurancecommercialfor a new competitor in the
marketwill require more frequencyto breakthroughthe clutter, to allow sufficienttime to explainwhy they
are better than their competitorsandfinally to allow consumersnoughtime to digestthe information and

respondaccordingly

Thesedecisionsalsoneedto evaluatethe point of diminishingreturns ¢ where further exposureand
investmentis not generatingthe level of responseto justify the activity. Thereis alsoa considerationthat
too muchexposurecanin fact createa negativeresponseto the brand, particularlyin this dayof advertising

savvyconsumers

After allthis investigatiorthe plannerwill then recommenda levelof Reachand Frequencyi.e.

60% 3+ (Thisessentiallymeansthat the objectiveof the campaignisto reach60%of the target market

atleast3times)or

70%2+ (objectivebeingto reach70%of the target marketat least2 times)
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THE PROCESS STRATEGIC PLANNING

MEDIASCHEDULINGFLIGHTING

Decision®n schedulingneedto considerwhen eachmedia shouldbe active and for how long. Many
commonstrategieswill seethe first W 6 dad&ctivily over a number of weekswith generallyhigherweights
(Reachand Frequency)Xhan the following weeks Often the mix of mediais selectedto run at different

intervalsto allowmorelongevityof the campaign

Someof the considerationsor determiningthe flow of activity will take into accountbrand/product
seasonality,consumer purchase decisions,competitive activity and estimates on when they might be
advertising,the budgetthat is afforded for eachmedia,the objectivesof the campaignto generatethe

desiredresponsewithin a giventime period.

Example Media Schedule
Client: Brand X
Product Deodorant
Date Dec-05
Target Audience Men 16-24
January Februar March
Creative Format Estimated Cost 1| 8| 15| 22| 29| 5| 12| 19] 26| 5| 12| 19| 26
60% 3+ 50% 2+ 50% 2+
Television 30 seconds $ 2,500,000
Magazines Full Page Colour | $ 120,000
Radio 30 seconds $ 250,000
Total Cost $ 2,870,000

MEDIASCHEDULINGGeography

Themediamarketsare generallycategorizedoy state and then by metropolitan and regionalmarkets
Theselectionof amediaR 2 S Zgs@niea full national exposureunlessyou specificallybuy eachmarket
individually The primary exceptionsto this are magazinesand the internet which are most often bought
nationally due to their national distribution/coverage More information is providedin Chapter5 on the

variousmediamarkets

Many advertiseranay havedifferent needsin eachmarketinfluencedby brand performance CDI/BDI,
productdistribution, levelsof awarenessinfluenceof competition, varyingseasonalitytrends and of course
the audience potential. The level of activity and the selection of media therefore may vary by
market/region In someinstancesan advertisermay be lookingat a test campaignto launcha productand
to gaugethe consumergreaction before rolling out nationally. Theremay alsobe trade issuesin a certain
regionthat require extra effort. Thesemany variableswill influencethe final distribution and selectionof

activityin eachmarket
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THE PROCESS STRATEGIC PLANNING

APPROVAL

TheMedia Agencypreparesa consolidatedoresentationof all the keyinsightsand opportunitiesalong
with aproposedmediaschedule Clientapprovalis givenbefore proceedingto the ImplementationPlanning

stage

Theapprovalprocesseedsto ensurethat the clientis satisfiedthat all the recommendationgonsider
and addressthe expectationsof the campaign The benefits of obtainingthis interim approvalallows each
party to considerthe direction that is beingtaken at a certain point before progressingwith specificsthat
may not be appropriate For example,if the client does not agree firstly with the target audience
recommendationthen the rest of the plan is redundantuntil a review of these recommendationstakes
place Likewisef the advertiseris not in agreementwith a certainmediachoice,lets saynewspapersasan
example,then the processfor drilling into the performanceof individualtitiles and the environmentsthey

offerisalsoredundant

Specifiapprovalawill coverthe followingelements

A Targetaudience

A Mediachannelselection

A ReachandFrequencygoals

A Flighting

A Geographiselectionsand priorities.

A Costs

Followingan agreementto proceed,the agencythen needsto undertakethe task of implementation

planningto helpdeterminehow bestto useeachmediaandleverageopportunitieswithin each
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THE PROCESS IMPLEMENTATION PLANNING

If strategicplanningis aboutidentifyinginnovative,efficientand effectivewaysto communicatewith the
consumer then the implementationprocesss about ensuringthe messages placedin the right environment
andthe right time at the bestcost Theprocessof implementationplanningis to bring the strategicplanto
life with specificsand recommendationsn how to implementthe activity andto developa final estimate of

costs

Examplesf the recommendationsndfunctionsof this processncludethe following:;

Environment
A genreof TVprograms
A magaziner newspapetitles andspecificsections
A radiostations
A busandroadroutes
A cinemacomplexes
A onlinesites
A mobileadvertisingvehicles

A ambientopportunitieseg. Postcards coffeecups,gymsbarsandclubs,shoppingcentres

Periodc besttime to reachthem

A Dayof week

A Timeof Day(in mediatermswe refer to Dayparts)

Shape

A Preferredsizeandshapeof creativematerial

Cost

A Proposedtostby media/marketto deliverthe final plan

A Maximisinghegotiationso getthe bestvalue

27



CASE STUDIES EAT WELL, BEACT¢VEI ! ¢ O hiw on &

Agency: StarcomMediaVestBrisbane
Client: Queensland Government
Challenge

In Queensland, 650,0000 adults and 25,000 children are considered obese. The task was to get
Queenslanders to change their behaviour and to include at least 30 mins of physical activity and healthy
eating a day.

Insight

AOESNOAAS yR SIHGAay3a KSIfdKe gAftt 2yfeé aaldradlé AT
AadzyQa &aSi GKS NRdziAyS F¥2NJ 6KS K2dzaSK2f R®

APeople find it difficult to understand where exactly they could find the 30 mins in their already very hectic
lives.

Idea

To use the media consumption point to deliver a message that demonstrated where the 30 mins could fit
Ayil2 LIS2L) SQ&d NRAziAySo

Media Strategy

The media channels were selected based on the criteria that they had to be able to be turned into an
SESNDAES aY2YSyilé yR GKA& KIR G2 6S FtofS G2 oS8 LI

Media Execution

Exercise Opportunity Media Channel Message
Walk to the next bus stop  |Bus stop - Adshel "Walk to the next bus stop instead"
Breakfast and afternoon radio, |"Walk them to school today"
Driving kids to/from school [morning TV, radio interviews |Celebrity's own activities
Radio, Experiential, TV, Sunday|Hang out all the washing, do step-up

\Weekend mornings Papers whilst vacuuming, get involved
Going shopping Radio, Bus Shelters Park further from the store & walk

Walk to get your lunch, play a game
Whilst working Bus Shelter, Radio touch footy after work

Results
A52% awareness was secured after only 6 weeks of activity
AvdzSSyatt yRSNRA AydSyldAiazy (2

Judges Comments
KS ARSYUATFAOFIGAZ2Y 2F adzyQas i S
of understanding about how to fit 30 min exercise into her and q

a tight channel plan
that connected with her at precisely the right moment we can see a campaign where every channel has a
reason for being.

her family's day neatly identified the business and campaign objectives. By mapping



http://www.your30.qld.gov.au/LinkClick.aspx?link=155&tabid=137
http://www.your30.qld.gov.au/LinkClick.aspx?link=157&tabid=137

THE PROCESS IMPLEBMENTATION PLANNING

Afinal mediaplanincludingarecommendatioron the aboveisthen submittedto the clientfor approval

Asidefrom creative sizingand costs,magazinesand newspaperplanswill usuallyincludea list of titles
and issuedates,radio will include station combinationsand dayparts cinemamayincludetitles and number
of cinemas,Outdoor will generallyincludethe number of sitesand formats by region Televisionis generally
lessspecificwith this plan outlining TARPs;eachand frequency,daypartsand programgenreswith perhapsa
list of preferred programs It will not includea full listing of all the programsasthis is not possibleto advise

until the buyingprocesshasbeencompletedandall programshavebeencheckedor their availability
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THE PROCESS PREPARATION

Onceall the approvalshave been submitted the Buyingteam is briefed on the recommendationsand

finalplan. Therearethree mainstepsin this process

1) Preparation

Thisis where the buying team familiarisesthemselveswith the needsof the plan and considersall
potential opportunitiesthat couldleveragethe activity (either throughbetter placementor better rates) It is
quite often duringthis stagethat a group of peoplefrom the agencywill participatein a brainstormingsession

to helpmaximisadeasfor implementingthe plan.

There is a large amount of media researchthat will help the buying process,information on the
performanceof individualprogramsagainsta target group,the number of readersfor a print title for a target

group,the performanceof radiostationsat differenttimesof the dayetc.etc.

Aswith all research the information is historicaland whilst this is helpful in identifying trends, it does
not guaranteewhat may take place in the future. Thereforethe buyer must be very aware of all the

upcomingopportunitiesthat mayinfluencetheir decision

Forexampleif the plannerwasaimingto buy a 30 secondspot on televisionin program¥ !¢ §et at the
sametime another channelis televisingthe OlympicsOpeningCeremony(where most of their target will be
watching)youO | y¥xpéctprogramW !to®leliverthe sameresultsasit hasin the past Thisscenaridis played
out acrossall marketsin everyweekagainsta variety of different programformats. Equallyother mediaalso
runs specialfeatures/eventssothe buyermust be armedwith all the information abouteachmediaandtheir

upcomingplansto assisthem makingtheir purchasedecisions

Thetype of informationto be gatheredwhen preparingfor a buyisasfollows:

Televisiorprogramformats.

Televisiomprogramavailabilitylists(to showwhichprogramsareavailableto purchase)
Ratings/Audiencenformationfor the targetmarketgroup.

Ratecardinformation.

Reachandfrequencyrequirements

Listof speciaffeaturesin print titles and speciakventsin other mediaegsurveypromotions
Onradio.

Listof majoreventsandholidayperiods(this mayinfluenceviewingpatterns)

Detailsof sportsscheduledor televisionradio, print andthe internet.

IS S A B P PP
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THE PROCESS BUYING

2) Buying

The buyingteam are then responsiblefor securingall the bookingswith the mediarepresentativesand
ensuringthat all the recommendationsand placementrequirementsare met. It is alsothe responsibilityof
the buyingteamto look at waysto leveragenegotiationsin order to savemoneyfor the advertiser,but not at

the expenseof compromisinghe strategy

Thestepsthat are takento buy a campaignwill varyfrom mediato mediawith televisiontakinga larger

amountof time aseachindividualcommerciabpotneedsto be selectedfor everymarket

Television

Theobjectiveof acampaigmrmaybe to purchasel00 TARP$aterm usedto describethe performanceof
a specificprogram againsta specifictarget audienceg¢ descriptionsprovidedin the Appendix) Thebuyer
then needsto buy a selectionof programsto build the scheduleascloseas possibleto this 100 TARPSThe
following chart providesan exampleof how a televisionscheduleis built and the selectionmust take into
accountthingssuchasthe programenvironment,compatibility to the product and strategy,the cost of the
program, performance of the program and the LINE 3 NabilWyQa@d deliver againstthe communication

objectivesset

Example Television schedule

Network | Program Name | Timeslot Cost Tarp

3 News 1800-1830 | $ 2,400 12

3 Border Security | 1930-2000 | $ 6,500 15

5 Mentalist 2030-2130 | $ 4,800 13

5 Movie 2030-2230 | $ 5,210 15

6 News 1800-1830 | $ 2,705 12

6 Law and Order | 2130-2230 | $ 2,680 18

5 Csl 2030-2230 | $ 3,100 7

8 Cricket 1800-2230 | $ 6,500 10
TOTAL $ 33,895 102
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THE PROCESS BUYING

The buyer then summarisesall the bookingsfor each Network and then processegshe bookingsfor
confirmation Astelevisionadvertisinghasa restriction on advertisingminutes per hour, they havea limited
inventory of spots to sell An agency may processa booking where the Network cannot confirm all
placements In this situation the buyer then needsto revisit the plan and identify alternative placement(s)

options

Print

Newspaperand magazinditles are usuallyselectedat the implementationplanningstageso the buyer

usuallyassessealltitles in orderto determinethe bestselectionin orderto meetthe strategicrequirements

The criteria for selectionusually includesassessmentgainstvarious elementsincluding genre, cost
efficiency, reach, appropriate content, frequency of publication etc. Once selected the buyer will seek
approvalfrom the client and then follow the instructionsgivenwithin the strategyand processthe bookings
with the media representativeof each publication The buyer may also be required to identify the best
positioning within the title and negotiate for the placementof the ad to appear within their preferred

environment Theywill alsoat this stagetry to leverageanyvalue-addedopportunitiessuchaseditorial.

Example Magazine Booking

Title Cover Date Issue Date Size Position Cost
Outdoor Adventures March Feb-20 Full Page Colour | Camping feature $2,500
At Home March Feb-24 Half Page Colour | Gardening section | $4,800
Radio

The strategicplanningprocesswill identify the required genre, environmentand reachand frequency
objectiveof the radio scheduleagainsta specifieddemographiandit isthen the job of the buyerto selectthe
preferredlist of stationsand number of spotsto be boughtand usuallythis information will include detailson
the number of spotsper session/day Againwith client approvalthe buyer will then processthe bookingsto

theseinstructions

Example Radio Booking

Station Week Commencing Length Spots Session Costs
2AAB Feb-16 30 sec 10 Breakfast $3,000
2AAB Feb-16 30 sec 2 Morning $ 500
2AAB Feb-16 30 sec 5 Drive $ 2,600
2AAB Feb-16 30 sec 15 Evenning $3,100
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THE PROCESS MONITORING

Other media generally requires the specific details of where and when to be advised along with

placementconsiderationg@ndnegotiatedratesthat are applicable

3.  ManagingQutcomes

Asthis function is where the moneyis spent,the buyeris responsiblealsofor ensuringthat throughout
the processthe budgetlevelsare not exceeded Alsothe plansclearly spell out a certain level of reachand
frequency, through the processof buying a campaign,the buyer must remain true to delivering these

limitationsandexpectations

Onceall the activity hasbeenbooked,specificstepsare takento trackall the activity that wasbookedto

ensureit appearsasrequestedandthat it hasdeliveredagainstthe performanceexpectations

Monitoring needsto take place as soon as possibleafter activity hasappearedin order to rectify any
potential issues A televisioncampaignfor examplemay not be deliveringthe goalsexpectedas a certain
program has rapidly declined in performance during your campaignperiod The sooner a problem is

identified,the soonera solutioncanbe found.

Likewiseif a commercialR A Rgo@adiair as booked, then compensationcan be negotiated and a
replacementspot canbe scheduledassoonaspossible Therecanbe manyvariablesthat influencethe final

resultsandthe buyerneedsto be awareof the changingconditionsin orderto improvethe situation

Examplesituation: If 100 Tarpswere boughtand expectedto be deliveredfor a TVschedulein a given
weekandthree spotswere placedin Newsduringthe week,eachexpectingto deliver10 Tarpseach(i.e. Total
30 Tarps) yet in the monitoring processt wasnoted that the three spotscollectivelyonly delivered15 Tarps,
this would resultin the week of activity underperformingby 15% In suchaninstancest would be the job of
the buyer to negotiate compensationfor the underdelivery and then investigate options to possibly
rescheduleany further activity out of this program and into another program,if they felt that the trend

identifiedwaslikelyto continue

Bought1l00TARPS
Actual70 TARPS 15 TARPS 85 TARPS
Underperformancel5%

Whenthe buyermakestheir booking,eachplacementis recordedon a computersystemand from here

the financedepartmenthasthe relevantinformationto generateclientinvoices
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THE PROCESS INVOICING

GenerallyTVandRadiowill be invoicedon aweekcommencingdate, wherebyall activity that appeared
in a specificweekwill be billed during one month (i.e if aweekcommencingdate is sayMarch 31 yet all the

activityappearedrrom Tuesdaynwards the activitywill still be invoicedto the clientasa Marchcost)

Print isinvoicedbasedon the actualdate of insertion(orissuedate), it is not uncommonthat amagazine
for examplewith a coverdate of Februarywill be availableon the shelvesin mid Januarytherefore the issue
dateis Januaryandthisiswhenthe activityis billed. Thereare somevariationson thesethemesbut generally

thisisthe practice
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CASE STUDIES STAND UP AUSTRALIA

Age ncy: OMD . 5|‘lill|‘4vy He:MnIhSI:H; 14 J‘m:lmly. 2007
Client: Hasbro e =
Challenge O

azyz2LRte sla tldyOKAy3a I ySg | dtisithe ga
of the name

To reverse sales decline and increase household penetration.

're voting on & e Awssie Monopely but .. | 2

Insight
Australian Monopoly Here &Now need to be much more than just a game
for the kids. It was set to become as news topic that everyone could
become part of.

Idea
I NBlFGAz2Y 2F I Wyl GA2yYB6ARS olFddGfSQ
cities, places and landmarks within each state.

Media Strategy

Selecting News Limited as a partner we mimicked the rivalry through their statectitléh advertising

LI I OSYSyid FyR LISNa2YlFfAaSR LINBaa NBfSFrasSa S3aiy3
creating a war of the words.

Media Execution
1. Campaign launch: awareness & voting

-we developed a schedule across the News Limited titles driving Australians online to vote for their
favourite location.

-we fed customised weekly updates to each masthead editor to stimulate state rivalry and have a fluid
line of communication.

2. Driving product sales

- replicated print and online advertising announcing results and reaffirming a home grown Monopoly
game.

Results
Sales goal + by 30%; voting target exceeded ten fold; campaign framework set as base for 2009 campaign.

Judges Comments

High standard overall in category. The Monopoly campaign had great results for a small budget, it re
energised a traditional brand, very focussed execution.
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ROLES AND RESPONSIBILITIES FUNCTIONS OF A MEDIA AGENCY

In essencethe mainfunction of a Media Agencyis to ensurethe advertisersmessageas beingseen,
read, or heardby the appropriatepeople,in the mostrelevantenvironment,with an appropriatelevel of
exposureat a competitivecost Giventhe significanceof this role, the Media Agencycanplaya vital role in
shapingthe creativebrief throughinfluencingwho to target, how to communicatewith thesepeopleand

whereto communicatevith themin orderto standoutin whatisaveryclutteredenvironment

In order to deliver on these expectationsa Media Agencymust demonstrateinnovationin their
ideas
A Tooffertheir clientsa competitiveadvantagen the marketplace
A Efficiencyin ensuringthat they undertakeextensiveinvestigationsinto the researchof a consumer
andtheir mediahabits
A Developwaysthey canengagewith the consumerandimportantlyto offer accountabilityby ensuring

that their clientsinvestmentis maximisedhroughsolidnegotiations

In the majority of cases,a Media Agencyis appointedto provide all media services,however as
previouslymentionedthere areinstancesvhere a Media Agencyis only recruitedto providesomeof their
services Anexamplemight be wherean Advertisermayemployone MediaAgencyto undertakeall their
strategicplanningneedswhilst appointinganother Media Agencyto conductall their medianegotiations

andmediabuying Thebasicrangeof servicegprovidedgenerallyincludethe following,but are not limited

to:
ClientServicing Ensurin@lithe O f A Sgdiat@édsare met
Research Identifyingbrand,consumerndmediainsights
StrategidPlanning Identifying a strategy for the communication plan

includingwhat mediachannelgo use/whoto target

ImplementationPlanning Identifying how best to use the selected media
channels

Ratenegotiations Establishingcompetitiverates

MediaBuying Bookinghe mediaactivity

Monitoring Ensurin@ctivityistrackedandevaluated

Financial Invoicingof allmediaactivity
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ROLES AND RESPONSIBILITIES FUNCTIONS OF A MEDIA AGENCY

Asidefrom the use of creativeand mediaagenciesan advertiser/clientmay appoint manyindividual
organisationsto provide them with the full range of marketing servicesthey require such as Event
organisersPRcompaniesDigital Specialistompaniesetc. Theseindividualappointmentsare largelybased

onthe advertisersevaluationof who canoffer themthe expertisethey are seeking

It is important that all agencieswork collaborativelyto ensurethe clients needsare met. Thereare
however, many agenciesthat are offering a total packageof communicationplanning serviceswhich in

manycasesanencompassome,or all of theseservices

Belowis a demonstrationof a conventionalplan of organisationghat are recruited by the marketerto

providethe requiredlevelof serviceto meettheir needs

Creative
Agency

Advertiser
Sales

Promotion

Digital
Specialist
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ROLES AND RESPONSIBILITIES RESOURCES

Whilst job titles and group structures can vary from agency to agencyollogving chart is a generic
formatthat many of the larger Media Agencies adopt. Depending on the size of the agency there may be
several different groups which are headed up by a Group Manager and these different units are

responsible for managing a client or a group of clients.

Therecanalsobe further breakdownsof theserolesto offer specialisecknowledge,suchas Digital
plannersandbuyersthat are dedicatedto this area With the buyingfunction, there maybe severalbuyers
within a group, some may be responsiblefor one specificmedia only (i.e. television) or some may be
responsiblefor only a certainnumber of productswithin the client portfolio. StrategicDirectorsmay also

be alignedwith certaindemographigroupsto enhancetheir knowledgeof certainmarketssectors

Another new trend emergingover recent yearsis a TradingDirector who is assignedo manageall
majornegotiationsacrossallofthe I 3 S yobeit® a

§ r—

Managing
Director/ CEO

Group Manager

|
: R =
Strateei Research/ Investment or
rategic Analysis Trading
Planner

- | Manager

Y § pr—

Implementation
Planner

F—————

Media Assistant

Buyer
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ROLES AND RESPONSIBILITIES JOB RESPONSIBILITIES

A SUMMARY OF THE KEY FUNCTIONS

Managing Director/CEO

Manageand direct the organisationto achieveoptimum profitability and effective use of businessassets
and humanresourcesOrganiseand control major functionsrelating to the operationand administrationof

the organisatiorthroughsubordinateexecutivesDriveopportunitiesto growthe clientbase

Group Manager

Responsibldor a group of clientswithin the mediaagencyand for the representativefunction. Leadsthe
strategicandinvestmentprocessacrosskey client businessand major projects,by managingclient business
on a daily basis,being accountablefor 3 NP dautlfuf being responsiblefor total managementof the

I NP dacifuidtisand managingstaff and (qualitycontrol)time within the group.

Strateqgic Planner
Developsstrategicmediaconcepts suchaswho to target, how to reachthem, what mediaselectionto use

etc., and then developsplansto most effectively meet the marketing objectivesand needsof the client
brief.

Implementation Planner

Determinesthe best way to use the chosenmedia channels Also,to communicatewith the client and

manageshe activationswith variousmedia

Research Analyst
Assistswith provisionof dataand knowledgecollateralfor the promotion of insightdriven researchthrough

both Qualitativeand Quantitativemeasures

Investment Manager

Toensureoptimumresultsin termsof rate negotiationsand buyingresultsof all the mediainvestments

40



ROLES AND RESPONSIBILITIES JOB RESPONSIBILITIES

Buyer
Managesall client investmentsthrough the negotiation processand implementationof all media buying

Buyersare alsoresponsibldor billingsto the clientmatchthosethat will comefrom the media

Media Assistant

Provides general administratigeipportto all or some of the above functions.

Headof Digital

Responsibldor the digital mediadepartment Leadghe strategicandinvestmentprocessacrosskey client
businessandmajor projects ManagesO f A Sigftal Busiheson a daily basis pbeingaccountablefor 3 NB dzLJQ &
output, beingresponsiblefor total managemenof the 3 NP drtcliiatsand managingstaff andtime within

the group.

Search
Manage and optimizespaid searchfor clients Takingday-to-day responsibilityfor their operation and

managinghemto meetO f A Peyfdrmafceargets

Traffic

Toensurethat all onlinecampaigngreimplementedas per the bookedplan.

Thefollowingpagesprofile staff membersof MFAMediaAgencies
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ROLEBNDRESPONSIBILITIES JOBRESPONSIBILITIES

Profile: DanielJohns

Whatisyour job title?
ManagindDirector

Yourkeyrole?
Dayto daymanagemenbf the agency'utput.

Howdid you getinto that role?

I'd workedfor three yearsas ClientServiceDirector on the CommonwealthBankaccountat Ikon and was
part of the managementteam during that period. | enjoyed the responsibilitiesthat came with being
involvedin the runningandleadershipof an agencyand| think helpedsteerthe agencythrougha period of
rapidgrowth.

Whatare your main responsibilities?

Veryvaried | still haveclient responsibilitiesput with an extremelytalented managementeam in placeit
doesallow me to think more about how we grow and developthe agencyand its people New Business
pitchestake up a fair amount of time alsa Our cultural missionis to 'surpriseand delight' and | think its
important for me to live and breath that vision, so | am alwaysthinking of wayswe can surpriseall our
stakeholdersUltimatelyit doescomedownto hitting financialKPlsetby the ManagingPartners

What hasbeenthe mostinspiringmomentin the industrysofar?
Seeing people come through the ranks and achieve great success.

Most challengingask?

We'vebeenin a very fortunate position, over the last 9 yearshave had significantgrowth everyyear. The
major challengefor me is really to work out how a high performing agencykeepsimproving, how we
constantlyremainunsatisfiedvith whatwe haveachievedwhile still havinghitting the nexttarget.

Whatdo you enjoymostaboutyourrole?

Its veryvaried,| get to influencemostdecisionamadeon behalfof the agencyon a strategicanddayto day
level. Constantlysurroundedby young, exciting and dynamic people ensure that | don't grow old too
quickly.




ROLEBNDRESPONSIBILITIES JOBRESPONSIBILITIES

ZenithOptimedia I

Profile;: Ciaran Challis

What is your job title?
Group Manager/ Business Director

Your key role?
Toleada pieceof client businesswithin the agency Managingthe I 3 S yrésduicaso ensuredeliveryof
clientbusinesobjectivesand maintainingstrongclientrelationships

Howdid you getinto that role?

Basicaly. Qwked my way up, through different rolesin agenciesfrom a Planner/Buyerright throughto
managinga piece of businessEverystep of the way | have built my experienceand exposureto different
clients,categoriesprandsandsituations

Whatare your main responsibilities?

Abit of everything!My focusis on ensuringthat the agencydeliversgreatstrategicthought and outstanding
implementationn which also means stepping in wherever there is pressure within a client/ agency
relationship Youhaveto makesurethat we havethe right people,resourcesand skill setsin placeto create
enduringclientrelationshipsput at the sametime recognisingve arein thisto makemoneytoo.

What hasbeenthe mostinspiringmomentin the industrysofar?

LQ@S 0SSy fdzO01eé Sy2daAK (2 ¢2NJ] 2y a2YS INBFG oNlI Yy
the most inspiring. The BMW brand has real conviction about the way it approaches everything and the

pursuit of excellence was relentless.

Most challengingask?
Persuadinglientsto embracedigital technology Fortunatelyit seemdike a distantmemory,asclientscan
now seethe valuein digital,but at the time it wasalonguphill struggle

Whatdo you enjoymostaboutyour role?

Two things, firstly the diversity,one minute L OfdCusedon strategy,the next on solvingproblemsin the
team or presentingbig ideasand dealsto clients No two daysare everthe same Secondlywould be the
people L Qr@a8e life long friends working in agenciesand L Qa¥vaysinspiredby the enthusiasmpeople
havein our industry.




ROLEBNDRESPONSIBILITIES JOBRESPONSIBILITIES

NEXT
Universal McCANN | THING
NOW

Profile: Nathan Brown

What is your job title?
National Strategy Director

Your key role?
Responsiblefor a Qa &G NJ 6§ S3IA O 2 dzi Lidzi @

How did you get into that role?
Theopportunity cameup, and| jumpedatit. RoledikethisR 2 yE@hiearoundthat often.

Whatare your main responsibilities?

My primary responsibilityis to foster quality thinking and ideasin the agency,as well as how they are
packaged

L m}§ohgavilyinvolvedin growingour business that isnewbusinessnternallyand externally

¢ K S Nenfy&f writing involvedin my role - presentationsto staff, casestudies,award submissionspew
businesgproposals the list goeson!

What has been the most inspiring moment in the industry sofar

Havinga one on one dinner with industry legend JeremyBullmore when | was working in the United
Kingdom

Hewas71 at the time, but still full of passiorand enthusiasnfor the industry. Veryinspiringindeed

Most challengingask?
I lovewinningc whoR 2 S & Yh@riiokt challengingaskfor me hasbeenlearningto dealwith failure.

L Orgafisedthat you canlearnjustasmuchfrom failureasyou canfrom winning- if not more!
I still muchpreferwinning,but L Ongw okaywith the odd failuretoo.

What do you enjoy most about your role?
The variety.No two weeks are the same.
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Profile: Adam Broad

What is your job title?
Digital Planner Buyer

Your key role?
| started off as a Digital Analyst and moved my way up.

Howdid you getinto that role?

My main responsibilitiesare taking briefs and working out strategieson how bestto advertisemy brands
online, whether it be as part of a Direct Responsecampaignwhich is focusesstrongly on salesresults,to
branding campaignswhere we aim to present our brandsin innovative, eye catchingways A strong
componentof this job is maintaining close relationshipswith the variousonline publishersand keeping
abreast of new online opportunities Also, optimization of live campaignsto deliver the best resultsis
paramount Alsosomeboringstuff like balancingoudgets

Whatare your main responsibilities?

Probablygetting two of the toughestcampaignd. QX had to do (Apple Touchand Apple Nang live. It
involvedsuchawide rangeof peoplefrom aroundthe world workingtowardsa commonoutcome It looked
fantasticonceeverythingwent live.

What hasbeenthe mostinspiringmomentin the industrysofar?
Beingin ateamwhichhaswon manyawards

Most challengingask?
Jugglingbetween the different needsof a wide range of clients You have to be able to switch from
strategizindgor afinanceclient,then anentertainmentclient,then an FMCGor a charity.

Whatdo you enjoymostaboutyourrole?

| getto work with a young,vibrant group of people Mediahasa lot to do with communicationsoA (gt
to be ableto work in an environmentwith peoplewho challengeyou to grow and havea goodtime while
workingtowardsa commongoal
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Profile: AneeketDayal

What is your job title?
Digital Account Manager (Buyer)

Your key role?
Managing Business and Consumer Digital Account.

Howdid you getinto that role?
Enteredthe industrythroughthe MFAGraduateProgramasa Digital AssistantProgressedrom Assistanto
Accountmanagerver2 yearswithin the sameagency

Whatare your main responsibilities?
Managinga team of plannersand assistantsacrossone of | dz& (i Nardgestdnli@gsaccounts Developing
andimplementingsoliddigital strategies

Whathasbeenthe mostinspiringmomentin the industrysofar?
Havingthe responsibilityto planandimplementoneof ! dza G Ndrgestohli@eitampaigngo date, Telstra
2008BeijingOlympicsAlso,havingarole in the winningpresentationfor B&Temployeeof the Year

Most challengingask?
Educatinghosereluctantto acceptchangein the marketplaceandin mediastrategy.

Whatdo you enjoymostaboutyourrole?
Notwo daysare everthe same Workingin the digital environmentskeepsyou on the toes all the time and
g 2 dzdgBdiscoveringsomethingnew.
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Profile: Esther Wake

What is your job title?
Director of Futures Australia (Research)

Your key role?
I manage the Research & Consumer Insights team at Initiative.

Howdid you getinto that role?

| beganmy mediacareerwhen | joined Initiative over 9 yearsaga | havehad invaluableexperienceacross
the mediabusinessspanningfrom buying, planning,strategyand research working acrossmany clients &

manyinterestingcategories Quite earlyon in my career,| recogniseda passionfor consumerresearchand

its ability to uncoverthe big insightsthat drive strategy Initiative have supported this interest and my

researctskillshavebeendevelopedalongthe way.

Whatare your main responsibilities?

Asthe Director of Futures,my role includesmanaginga team of in-houseresearchspecialistand delivering
researchprojectsto awide crosssectionof clients¢ both within the Initiative stableand direct. Quantitative
Brand& AdvertisingTrackingis a major componentof the work that Futuresdoes Thiscontribution from
my team enableslnitiative to havecontinualmeasuremenin placeto understandthe marketchallenges
optimise the communicationplanningacrossthe brands& businessesve work with. We also work very
closely with the media and strategy specialistswithin our agency to identify and fill gapsin our
understanding Qualitative research(somethingwe call Ww § IA{@ & artedsantialtool that has brought
insightinto our consumertrade, brand& productunderstandingor manyclients

What hasbeenthe mostinspiringmomentin the industrysofar?

have beenvery involvedin developinglnitiatives approachto segmentationand its applicationto media

planning Soit waswonderful to be part of the team that was awardedthe W. $J&eidf StrategicL y & A A K (i Q
awardat the 2008 MFAawardsfor a segmentatiorproject!

Most challengingask?

Beingresponsiblefor the continualdevelopmentof our researchcapabilities and then sellingclientson the
benefitsof theseproductshasbeenchallengingat times Howeverwe haveseenthe team grow significantly
overrecentyears& Futureshasbecomean excitingand uniqueofferingwithin our industry.

Whatdo you enjoymostaboutyourrole?
Honestlythe greatpeoplel work with ¢ we work hard but havealot of fun alongthe way.
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Profile: LizWigmore

Whatis yourjob title?
GroupAccountManager(Implementation)

Yourkeyrole?
Managingand servicingthe variousclientswithin my portfolio. | amthe central contactpoint for both my
clientsand my team, therefore animportant part of myrole isto ensuremy O f A Seédsdbdrequestsare
beingserviced

Managinghe workloadanddevelopmentof myteam memberds equallyimportant.

Howdid you getinto that role?

After severalyearson the mediasalesside,| jumpedthe fenceand movedto the mediaplanning& buying
side | havenow beenworkingin this areafor 3 yearsnow and neverlookedback Thescopeof thisrole
keepsit interesting,becauses S QWaRingon opportunitiesacrossallmedia,all the time.

Whatare your main responsibilities?
My primary responsibilityis to understandmy O f A $usifiesthallengesand identifying the best use of
their mediainvestmentto addresghosechallenges

Thiscaninvolve developingand activatinga big idea comingout of the planningprocesslike usinga well
known radio personalityin a promotion running acrossTV, Radioand Onlineto effective market trading
ensuringthe clientgetsa greatdeal

Whathasbeenthe mostinspiringmomentin the industrysofar?
| find it amazingto watch people developingwithin the agency Thereis nothing quite like finding &
nurturingaWY S Rétural

Most challengingask?
| find it amazingto watch people developingwithin the agency Thereis nothing quite like finding &
nurturingaWY S Ratural

Whatdo you enjoymostaboutyourrole?
Negotiatingwith the media!
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Profile: Maya Whyte

What is your job title?
Investment Manager

Yourkeyrole?
Apart from overseeingthe day to day running of the team, | have a diverse range of responsibilities
includingmedianegotiationsattendingclientmeetingsand givingpresentations

Howdid you getinto that role?
| beganmy careerin Network Salesafter three yearsl movedover to agencysideasa Planner/Buyerl was
promotedto ImplementationManagerthree yearslater.

Whatare your main responsibilities?
Managingall aspectsof the investmentprocessc from implementation planningthrough to negotiation,
providingmarketupdatesandanalysisand campaigrreporting.

What hasbeenthe mostinspiringmomentin the industrysofar?
Winning three MFA awards in a single year (including the Grand Prix), after putting in some long hours into
SyadsaNAy3a GKS OF YLI A3yQa &adz00Saaod

Most challengingask?
Startingat a newagencyafter maternityleave

Whatdo you enjoymostaboutyourrole? 3
Successfullynegotiating with the media to achieve outcomes that initially R 2 y €2ém possible

Thatno two daysarethe sameandthat new challengesre consistentlybeingthrown at you.
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Profile: Jenny Chong

What is your job title?
Business Executive (Buyer)

Your key role?
Buyingand planning advertisingcampaigngor clients through all media channels(TV,radio, magazines,
online,andoutdoor).

Howdid you getinto that role?

| alwayswanted to set my foot into the world of media,so | completeda Bachelorof Arts in Media &
Cultural Studies,and then a PostgraduateCertificatein Media Practiceat University When| graduated,|
appliedfor a GroupCoordinatorrole at Carat Asa GroupCoordinator,| neededto havegreatattention to
detail as my main roles involved checkingmedia bookings,invoices, and instructing which advertising
creative should run where and when After nine months within this role, | was promoted to Business
Executive

Whatare your main responsibilities?

Presentingnediarecommendationgo clientsbasedon the briefsthey provide Therecommendationwould

entail the best media solution that is relevant and effective to reach the target audience of the

product/campaign| would buy the mediaonceit hasbeenapprovedby the client,andwhenthe campaign
finishesl presenta post analysissummary Thissumsup how the campaignwent, the pros/cons,and any
t S NJoAthe HiQra.

What hasbeenthe mostinspiringmomentin the industrysofar?
Beingin ateamwhichhaswon manyawards

Most challengingask?
Tryingto convincethe client that the media recommendationyou are presentingis the best possible
solution. Thiswould be doneby presentingresearchand pastexamplego backup myrecommendation

Whatdo you enjoymostaboutyourrole?
Theend results,whenyour recommendationsare approved,and whenyou canseethat all your campaigns
achievedll plannedgoals
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Profile: Olivia Joy

What is your job title?
Media Assistant.

Your key role?
Admin and research support for the buyers.

Howdid you getinto that role?
How | got the job: A friend was working for mindshareat the time and | mentioned | was interestedin
workingin industry. Shepassedn myresumeand| hadaninterview.

Whatare your main responsibilities?

ABuyingRegional elevisiorfor anumberof products

ACheckingstation pre-times weekly and addressingany issueswith the buyer and networks by Tuesdayof
that week

ACheckingveeklytelevisionpost analysisasnd addressinginyissueswith the buyerandnetwork
AAdvisingkeynumbersto the Traffic/Productiordepartments
AUpdatingTelevisiorpostdiscrepancgheetsfor the Busines&xec/Manager
AProvidingMaterialinstructionsto creative/accounservicedepartments
ACheckindpookingconfirmations

ABCMataloading includingcreatingand updatingscheduledor allmediabuys
AUpdatingweeklytrackingsheetfor campaigns

ACollectingear sheetsand updatingprint postanalysisheets

ASourcinglatafor monthlycompetitiveanalysis

AMonthlyinvoicing

What hasbeenthe mostinspiringmomentin the industrysofar?

So far | would have to say my most inspiring moment would be being able to explore and gain insight into a
new initiative that a member of the company created for a client. The experiential initiative was something |
hadn't seen or heard of before and knowing that there were so many different ways to express an idea
inspired me to think more creatively and research further than | had been.

Most challengingask?

My most challengingaskwould be a combinationof the monthly invoicingand alsoimplementingmy own
RegionalTelevisiornbuy. Both tasksneed constantmonitoring and checking Regionaltelevisionbuyingcan
be very challengingas you are given a set budget and goalsthat must be achievedwithin the given
guidelines

Whatdo you enjoymostaboutyourrole?

| havealwaysenjoyedanalysinghe learningand creativethinking behinda marketingcampaignin myjob |
am able to research aspectsof consumer behaviour and witness how that information is used to
communicatethe benefit and relevanceto the public through the use of media | also enjoy havingthe
opportunityto witnessnew initiative andtechnologiesvithin the industry.




CASE STUDIES WONDER PERFORMANCE

Agency: Ikon Communications

Client: Goodman Fielder Baking Australia

Challenge G : ——]

Break new ground in a mature commodity market and get teenagers to &= ' 'Rmv
Mum for a particular brand of bread. = st | ERSER
Insight

Teens care about their sporting performance, but unless they are jocks t
do not take it (or anything in life) too seriously.

Idea
5NAPS AYGUNARIdzS YR aOF LIidzNE GKS AYFIAYLGA2yéE 2F 0
Performance is great to fuel the performance of teenagers, but just too much for ducks to handle.

Media Strategy

We set out to capture the imagination of teenagers with a number of unbranded videos of ducks displaying
unique powers; surfing, formation flying, going up escalators, foreign news reports. A website blog, and
1800 number were set up for teens to report on this duck phenomena.

After a number of weeks in a public service style announcement we then opened up the idea and asked the
yEGA2y G2 ad2L) FSSRAYy3 RdzO1 & 22yRSNIt SNF2NXI yOSX
just too much for little ducks to handle.

Media Execution

Phase X series of unbranded videos and blogs seeded on over
30 video sites and mobile.

Phase 2, community service announcements via television, print
and online .

Phase 3; bespoke signs to the campaign to duck ponds across
the country.

Results

The campaign delivered a 10% increase in sales and over 4 million video streams by more than 2 million
unique users.

Judges Comments

oClearly articulated response insight through to execution through to results in low interest mature
category. Clever use of media choices, creative and media strategy was seamless and done well through
phasing approaché
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MEDIA RESEARCH AN OVERVIEW

Researctplaysa vital role in the mediaprocessandit is commonlythe secondlargestcostto a Media
Agencyafter salaries Millions of dollars are invested every year on media researchthat is either (a)

proprietaryto anindividualagencyor (b) syndicatednediaresearchavailablen the market

Theadvertisercanprovidea wealth of information on their product/service/brand However, to develop
a solid strategicidea to answer their marketing and advertising needs, a much richer understandingof

consumerandtheir behaviours required, particularlywith regardsto their mediahabits

Mediaresearchcan either be qualitative, whichis more about the processof behaviouralpatternsor it
can be quantitative, which is primarily concernedwith the remuneration of various kinds of behaviour

Essentiallgualitativeis W2 Kaddouantitative is 'What' or 'How Many..

Thebetter the quality of researchthat a MediaAgencyhasaccesso, the better equippedthey arein:

A Enhancingthe quality of the brief to give a comprehensiveplatform of knowledgeabout the brand,
consumersgompetitors,marketplace
A Producingkey insights on consumers,their behaviour and media habits therefore enabling the

plannerto providestrategicrecommendationsupportedby researchindings

A Identifyingthe mostappropriatemediachanneldo considemwhentargetingthe consumer
A Identifyingthe mosteffectivemediasupplier i.e. station,publisher broadcaster,etc.
A Identifyingthe mosteffectiveway of usingthe media,i.e. what day,time, week,program title etc.

A Trackingthe performanceof the campaign

On the following pageswe haveidentified someof the most widely used,syndicatedindustry research
that is used regularly by media plannersand buyers Theseare commonly referred to as the media

currencies
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MEDIA RESEARCH AN OVERVIEW

The following chart provides a shapshotof the various companiesthat provide media research

measurementor the industryandthe formatin whichthe datais collected

Eachof the researchcompanieshaveindependentwebsiteswhich provide comprehensivenformation

abouttheir processesndservices

Traffic counts;
footfall etc, with
visibility adjustment

TV Outdoor

_ Audits
Cinema Print

Face to Face
Interviews

Internet Radio

Online
Panel

55



MEDIA RESEARCH TELEVISION

AGBNIELSEMEDIARESEARCH

Providesthe system that captures television audience measurement(TAM) data in Australia for

metropolitanandregionalmarketsaswell asfor subscriptiortelevision

OZTAM

Ownsthe data collectedby AGBand is the official sourcefor televisionaudiencemeasurement(TAM)
data for metropolitan free to air networks and nationally for subscriptiontelevision The data is used by
television networks and media agenciesand providesinformation on over 100 demographicsminute by

minute,24 hoursaday,365 daysayear.

The processfirst involves an EstablishmentSurvey during which over 30,000 homes annually are
contacted via telephone to provide enumeration for data that the ABSR 2 S asypflyic suchas for the

penetrationof DVDplayers DVRsHDtelevisionetc.

Fromthe W LJ2o02hbrescontactedaspart of the EstablishmenBurvey 3,035householdsare recruited,
ensuringthat they reflect the televisionpopulation Thispanelof householdsgs then managedon anongoing

basisto maintainrepresentationwithin two percentagepointsof the televisionpopulation

Oncea householdhasbeenrecruited, a peoplemeter is connectedto all workingtelevisionsetsin the
house,aswell asall devicescontainingtuners, suchasVCRsPVDplayers,DVRge.g. TiVo),SetTopdecoder
boxes(e.g. Foxte). The meter recordsand storestime, date, television set on/off, channelto which each
televisionset is tuned, and who is viewing All residentsand guestsregister their televisionusageusinga
remote control. Thereare different peoplemetersfor analoguetelevisions digital televisionsand receivers

andDVRsapableof time-shiftedviewing

Everynight the data is retrieved automaticallyvia modem, and the production system performs the

collection validation,processingweightingandfinal productionof eachhousehold'data

Oncethe production processesave been completed,the television programinformation and ratings
are integratedwith the televisionviewing Resultsare releasedthe following morning and the datais made

availableo subscribersiawebsite

56



MEDIA RESEARCH TELEVISION

OzTAMalso provide the National SubscriptionTV ratings data by merging the metro and regional
subscriptionlVhouseholdgrom the OzTAMandRegTAManelsg currentlyaround1,100 homes

REGTAM

RegTAMollows the sameprinciplesfor the five regionalaggregatedmarketsand 19 sub markets, but
basedon a sampleof 2,015households

NIELSENMEDIARESEARCH

For smaller independent markets such as Regional WA Darwin Pt Pirie/BrokenHill, Riveand, Mt
Gambier Remote Central& East Milduraand Griffith, a diary systemis usedthat recordsweeklydataacrossa
4 weekperiodandthisisreportedagainstl8 demographics

Someof the analysigeportsthat Media Agenciesill useregularlyinclude AudienceShareand Program
Performance

AudienceShareis generallyeither by station (e.g. ATN7 Sydney, TCN9 Sydney,TENL.O Sydney)or asa

National total taking into accountall five metropolitan Networks (i.e. SevenNetwork, Nine Network, Ten
Network, SB&ndABQ.

The following exampleprovidesthe audienceshare information at a Stationand Network level This
datais basedon datafrom one weekfor All People for all viewingin the time period Sunday Saturdayfrom
6pm ¢ 11.59om. Manybuyerswill be more interestedto seethis level of informationat a demographidevel,

sothat they canidentify the stations/networkswhichhavea strongerskewto the peoplethey aretargeting

Network 5City Sydney Melbourne Brisbane Adelaide Perth
ABC 118 114 124 104 120 136
SEVEN 223 21.2 22.7 20.7 231 265
NINE 26.1 257 26.2 26.2 28.6 250
TEN 19.2 184 204 16.2 214 212
SBS 4.3 4.5 4.1 3.9 4.6 4.4

Fromtheseresults,it showsthat ChannelSeverheld the highestshareof All Peopleviewingin Perthyet
ChanneNinedominatedin all other marketsandon a5 Citybasis

Source: OzTAM
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MEDIA RESEARCH

Program performance data providesthe actual audiencefigures for a specificprogramin a specific
market This information can be drilled down to a micro level consideringminute by minute rating

performancemovement,or at a macrolevelwhichwill look at the programsaverageperformanceon the day

or overanumberof weeks

Thefollowing exampleprovidesa listing of the top rating showsfor All Peoplein one specificweek The

figuresrepresentthe averagenumberof people(representecas000s) that watchedthe program

Program 5City Sydney  Melbourne Brishane  Adelaide Perth
News 1,930 561 496 421 244 208
Australianidol 1,905 578 643 280 196 208
FrasierFinale 1,837 485 563 397 185 207
60 Minutes 1,754 513 541 319 166 215
HouseWed 1,619 408 542 325 169 175

Fromtheseresults,Australianldol recordedstrongeraudiencenumbersagainstAll Peoplein Melbourne

thanthe other programsyetin Brisbandt did not performaswell asthe other programs

Thisis a rich databaseof information that Media Agenciescan drill into to assistthem in evaluating

different situations The outcome of this analysiscan help steer the planning processand has a strong

influenceon the buyingprocess

Source: OzTAM

TELEVISION
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MEDIA RESEARCH RADIO

NIELSEMEDIARESEARCH

NielsenMedia Researclis the official contractor for radio audiencesurveysin all marketsthroughout
Australia,providinglisteningdatafor radio stationsin SydneyMelbourne,Brisbane Adelaideand Perth,eight
times per year. Regularsurveysare alsoconductedin Newcastle CanberraWollongongand the Gold Coast

Otherregionalmarketsare surveyedon anannualor bi-annualbasis

NielsenMedia Research'sliary systemis basedon personallyplaced and collected diaries,where the
respondentrecords their listeningfor eachquarter-hour of the day over a sevenday period by placingticks
againsta list of stations in each market Listeningto other non-prelisted stations is captured by the
respondentinthe Wh (i @ $@®W¥ h (i K & Skdtion,alsoby quarter hour. Placeof Listening(e.g. home, car,

work)isalsocaptured Radiodiariesare completedfor Peoplel0+.

Primarily,AdvertisingMedia Agencieaise the information provided by NielsenMedia Researcho help
determinethe sizeand shareof audienceeachstation attracts acrossa broad rangeof demographicandthe
particular performanceof each station at different times of the day. Thisinformation helpsa planner to
decidewhichstation(s) to choosein order to reachthe right peopleandit alsoassistsn decidingwhat time of

the dayoffersthe greatestopportunityin reachingmostnumbersof the target market

Trialsof electronicdata capturevia handheld deviceshavebeenheld in Australia,but concernsremain
about people carryingthe devicesall day every day, and especiallyin the all-important morning breakfast
session During2008trials havealsobeenconductedusingonline diariesinsteadof paper diaries Finally,
commencingin 2009, the diary placementwill move from WK 2 dza K 2 2 RkefeR¢@ryonein the

householdgetsa diary ¢ eventhough only one personagreed);to W & LISROS\ YF2A 0N jplalcgsnen@dviereby

strictage/gendettargetscanbe set

Source: Nielsen Media Research
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NIELSEMEDIARESEARCH

Thefollowing chart showsthe averagestation audienceshareover a week by variousage segments
For example,Nova 96.9 recordedthe highestaudiencesharefor People18-24 in this survey,while 2DAY

recordedthe highestaudiencesharefor People25-39:

Monday-Sunday Share by Age Group 5.30am - 12 midnight

Sydney Survey

10-17 18-24 25-39 40-54 55+
1170 - 2CH 0.2 1.3 0.3 34 13.8
2GB 0.9 1.6 5.3 8.8 26.4
2UE 15 5.5 3.8 7.7 16.2
2DAY 25.0 19.2 15.1 6.5 0.8
MIX106.5 16.3 7.7 11.4 11.2 2.0
2MMM 12.5 15.1 15.0 9.0 1.0
NOVA 96.9 18.1 20.7 13.6 3.8 0.6
WSFM 4.0 7.2 5.3 16.8 7.2
ABC702 1.5 0.7 4.5 10.9 12.4
2RN 0.1 3.2 15 2.5 3.0
NEWSR 0.7 0.1 1.6 1.6 1.9
233 17 5.2 8.4 2.3 0.6
ABCCL-FM 0.1 0.3 1.5 2.2 4.6

Thischart showsthe shareof total audience(aged10+) againstdifferent dayparts In this example,the
station that generatedthe highestaudienceshareover the week during the breakfasttimeslot of 5.30am ¢
9.00amis 2GBwith 16.5%

Monday - Friday (All People 10+) Share by Session
Sydney Survey from 2005

5.30am - 9.00am - 12noon - 4.00pm - 7.00pm -

9.00am 12 noon 4.00pm 7.00pm midnight
1170 - 2CH 4.6 6.3 5.8 4.6 5.0
2GB 16.5 13.7 9.3 8.4 12.0
2UE 8.2 10.1 9.2 9.2 10.2
2DAY 8.5 9.0 9.9 10.4 9.6
MIX 106.5 7.2 7.6 8.7 8.4 11.6
2MMM 7.9 9.0 11.3 114 7.4
NOVA 96.9 8.6 7.4 8.4 8.7 6.9
WSFM 8.8 10.1 10.9 7.5 6.9
ABC702 10.1 6.5 5.6 8.6 7.8
2RN 2.9 1.8 1.4 2.9 2.3
NEWSR 2.2 0.7 0.6 1.2 2.9
2JJJ 24 3.8 4.5 4.6 3.0
ABCCL-FM 1.4 25 2.3 3.1 2.7

Source: Nielsen Media Research
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ROYMORGANRESEARCH

RoyMorgan ResearctprovidesAustralianreadershipdata from a sampleof around 55,000 peoplein
Australiaover a 12 month period The surveyis conducted nationally, via faceto-face interviews at the
respondents'home with people aged 14+. Data is then weighted to ABS(Audit Bureau of Statistics)
populationdatato provide estimatednumbersin thousandsfor a rangeof demographicpsychographiand
productpurchasevariables Readershigiguresare releasedquarterly andare basedon a 12 month rolling

database

Throughthis survey,RoyMorgan Researchalsoprovidesinformation on consumersandtheir lifestyle,
attitudes, media consumption habits (including TV, radio, newspapers,magazinescinema, catalogues,
subscriptionTVand the Internet), brand and product usage,purchaseintentions, retail visitations,service
providerpreferencesfinancialinformation andrecreationand leisureactivities Thisadditionalinformation

isrecordedviaan extensiveselfcompletionquestionnaire

The Roy Morgan Researchsystem is Hrigle & 2 dzNdbeseQy all the information is gathered via

guestiondirectlyto the sameindividual

The information provided by RoyMorgan Researchallowsthe Media Agencyto perform a variety of

evaluationsncludingthe followingasa minimum:

A Understandingonsumetbehaviourand habits

A Identifyingmediahabitsand mediausage

A Analysingreferredmagazinendnewspapersitles.
A Identifyingproductusage

A Identifyingtrends
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MEDIA RESEARCH PRINT

ROYMORGANRESEARCH

Thefollowing chartlists the Top 20 magazinetitles for the 12 monthsfrom April 2005 ¢ March 2006
Thislisting is rankedagainstTotal Peopleand the readershipprofile canbe further analysedby looking at

the percentageof readersthat are either Male/Femaleor wherethey fall within the demographigrofile.

The variablesyou can analysethis information againstis very large and the user can profile all titles
againsta more specificdemographicgroup or againstspecificlifestyle or product purchasepoints. For
example,you canfind out how manyreadersof 2 2 Y | yY&are planningto buy a carin the next two

yearsandthen comparethis profileto other titles.

ROY MORGAN SINGLE SOURCE AUSTRALIA : APR 2005 - MAR 2006
TOTAL | Men |women| 1424 | 25:34 | 35.49 | 202N

Over
TOTAL Motoring Club Magazines 3515 55.1 44.9 5.6 10.6 28.9 54.8
Woman's Day 2746 20.7 79.3 19.9 16.2 26.6 37.4
Women's Weekly 2706 22.4 77.6 13.7 15.5 28.2 42.5
New Idea 2304 20.3 79.7 19.1 16.3 25.3 39.3
Sunday Magazine (NSW/Vic) 2203 41.4 58.6 13.2 15 31.7 40.1
Good Weekend (NSW/Vic) 1799 475 52.5 10.2 17.2 30.8 41.8
Sunday Life (NSW/Vic) 1399 43.7 56.3 10.7 15 29.6 44.8
Better Homes and Gardens 1396 28.5 71.5 6.8 14.5 31 47.7
Open Road (NSW) 1396 56.5 435 5.3 10.5 30 54.2
Sunday Telegraph TV Guide (NSW) 1390 48.8 51.2 19.6 15.8 26.1 38.4
Sunday Mail TV Guide (Qld) 1275 49.1 50.9 17.8 14.9 27 40.3
TV Week 1169 39.6 60.4 32.9 17.3 20.7 29.1
That's Life 1155 21.1 78.9 18.4 18.4 25.5 37.6
Sunday Herald Sun TV Guide (Vic) 1141 46.6 53.4 18.3 15 29.1 37.7
Foxtel Magazine 1073 51.2 48.8 19.1 17 31.4 32.4
Australian Reader's Digest 966 46.2 53.8 13 13.8 25 48.2

Source: Roy Morgan Research
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There are two audit bureaus in Australia that provide independent figures on the number of copies
circulated in the marketplace for each subscribing title: the Audit Bureau of Circulations (ABC); and the
Circulations Audit Bureau (CAB).

AUDITBUREAWFCIRCULATIONRBC)

ABCAuditsare for Q LIIF R ikspapersindmagazines

An ABCaudit verifiesthe paid circulationof a publicationover a defined audit period Theaudit verifies
andreports the averagenumber of copiessold per issue the number of issuespublishedin the audit period,
the cover price, any exclusionsrom the audit and the publishingfrequencyof eachpublication Theaudit
rulesallow WR A & O & dzy/JoD&izluded- suchasthose providedaspart of flight loungemembership,
hotel accommodationgducationalsubscriptionsand sporting subscriptions; aslong asthey are separately

reportedaswell.

There are four audit periodsi) January¢ March ii) April ¢ Juneiii) July - Septemberiv) October -
December The audit coversall newspapers,magazinesand newspaperinserted magazinesthat have a
circulationin excessof 25,000. All other titles are audited twice a year with a publisher statement also

providedtwice ayear.

CIRCULATIOM&DITBUREAUWCAB)

CABAudits were set up primarily to audit business,trade and technical publicationsand suburban

newspapers

Most CARtitles aredistributedin a subscriptioncontrolledcirculationor free basis

A CABaudit verifies the total averagedistribution (as opposedto the paid salesof the ABC)of a
publicationovera definedaudit period. Everycopywithin the definedsixor twelve month periodis verifiedto
producethe AverageNet Distribution of anissue Theaudit verifiesand reports the averagenet distribution
per issue highlightingthe printing and method of distribution, numberof issuesandthe publishingfrequency

of eachpublication

Therearetwo audit periods,Aprilto Septemberand Octoberto March
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MEDIA RESEARCH

PRINT

AUDITBUREAWFCIRCULATIONRBC)

Plannersand Buyersreview this datato seethe actualnumberof copiessoldin the mostrecentaudit

period,andlook at thingslike whetherthe title showsa steadyincreaseor declinein comparisorto previous

surveysandsimilartitles.

For example,from the following report, it would appearthat W! dza (i Galintryd [KyNB hagb@en
steadilyincreasingits circulation since 2003 whereasW! dz& (i Painiliy/A A Y326 bed slowly declining
overthe sameperiod Thefinal choicemaybe basedon the overallnumbersandhighestvolumeof sales,or

on environment,or converselygiventhe declinein W! dza i Fainify/A A N@BdreSr@y be concernsthat

readersarelosinginterestin that title andtherefore other optionsmaybe preferred

~ MAGAZINES ALPHABETICAL LISTING

FOR JANUARY TO JUNE 2005

A = Audit Report P = Publisher's Statement PR = Preliminary Audit
IA = Initial Audit + = In Excess of...

AV NET PAID SALES PER ISSUE
AUST = Australia NZ = New Zealand

OC = Other Countries

Source: Audit Bureau of Circulations

Publication Title Cover Price  Frequency Issues | 30.06.2005 31.12.2004 [ 30.06.2004 31.12.2003
AUSTRALIAN COUNTRY CRAFT & DECORATING AUST:‘\ P 21,000 A 21,051 l P 21,357 A 20,361
$7.99 Monthly 6 NzZ:| P 1,300 A 1,318 P 1,724 A 1,687
ocC:
TOTAL | P 22,300 A 22,369 P 23,081 A 22,048
AUSTRALIAN COUNTRY STYLE AUST: | A 64,779 A 64,404 | A 65,196 A 63,356
$6.95 Monthly 5 NZ:| A 568 A 497 A 569 A 519
oc:| A 96 A 88 A 107 | A 144
TOTAL | A 65,443 A 64989 | A 65872 | A 64,019
AUSTRALIAN COUNTRY THREADS AUST:| A 21,615 A 19,602 ’A 17,583 A 16,210
$7.99 Monthly 7 NZ: | A 733 A 710 | A 775 | A 814
OcC:
TOTAL | A 22,348 A 20,312 | A 18,358 A 17,024
i i
AUSTRALIAN FAMILY CIRCLE AUST:| A 87,301 A 95,301 A 100000 + | A 105000 +
$495  Monthly 6 NZ:| A 2,347 A 2,649 A 3,205 ‘ A 3,141
oc:| A 794 A 1,092 A 1,454 A 489
TOTAL | A 90,442 A 99,042 A 104659 + | A 108,630 +
AUSTRALIAN FARM JOURNAL AUST: | A 6,029 P 6,210 A 6,182 | P 6,592
$6.95 Monthly 6 NZ:| A 202 P 302 A 313 1P 280
oc:| A 32
TOTAL | A 6,263 P 6,512 A 6,495 | P 6,872
AUSTRALIAN FLYING AUST:| P 10,057 A 9,556 P 9540 | A 10002
$6.50  Bi-monthly 3 Nz: | P 242 A 212 P 371 | A 258
oc:| P 22 A 21 | P 21 A 19
TOTAL | P 10,321 | A 9,789 P 9,932 ’A 10,279
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MEDIA RESEARCH ONLINE

NIELSE®NLINE

NielsenOnlinehavea suite of onlinemeasurementoolsincludingthe following:

Market Intelligence

Isthe largestindependent¥ O S y6 & dzddasuremenbf auditedwebsitetraffic. Thesystemworks
by placingad b A Sif [a@éfl web pagesof your site. Whena pageis downloadedto a computerthe tagis
sentto NielsenOnlinefor tallying The systemcanrecord globaland domestictraffic with key metrics
includingunique browsers,pageimpressionsaveragefrequency,page duration, sessionduration. Datais
capturedin realtime but releasedmonthly.

NetView

Isa panetbasedapproachto measuringgrossaudienceaswell asthe demographigrofile of websites
Howeverasit is panetbasedthere isinsufficientsampleto report the Wt #i yf . 3Givedthat it is panetbased
itisd O2 y &0A\Sd8idopdsedto beinga & S XIB & NilkéIM & ket Intelligenceand other proprietary
web analyticsanalysegpackages Butbeingd O 2 y &@A5iithtdin @gort Unique Audienceasopposed
to UniqueBrowserg(i.e. unduplicatedpeopledata),aswell asprovide perspectiveon the onlineO 2 y & dzY S N a
behaviour trendsanddetaileddemographics Typicallyconsumercentric panelstend to slightlyunderstate

the audiencewhereasservercentricweb analyticiend to overstatethe audience

WebR&F

Optionalsoftwarethat calculatesaudiencereachandfrequencyfor onlinecampaigns

Ad Relevance

Providesonline competitive monitoring including details of sitesbeing used,the creativeexecutions,
campaigrfrequencyand schedulingandnumberof impressiongeached It nolongerincludesexpenditure

estimateswhichisfrom 2009will be part of NielsenAdEXx

OnlineTools

Therea number of free tools that canbe usedto look at online brand trends and gatherinsightsinto

onlinebehaviout
A GoogleTrends http://www .googlecom/trends
A Googldnsights http://www .googlecom/insights/search/
A GoogleBlogsearchhttp://blogsearchgooglecom/

Source: Nielsen NetRatings
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MEDIA RESEARCH OUTOFHOME

VIEW

VIEWis the local consortiumthat are developingthe MOVE(Measurementof Outdoor Visibility and
Exposurepudiencemeasuremensystemfor the OMA(OutdoorMedia Association) MOVEwvasdeveloped

in conjunctionbetweenthe OMAmembersthe MFAandthe AANAG afirst for Australia

MOVEwill provide media buyers and outdoor media owners with direct accessto a web-based
planningsystemthat will deliver accuratemeasurementdata acrossa wide range of formats, geographic

locationsanddemographics

It draws on a range of comprehensivedatabasesjncluding population statisticsfrom the Australian
Bureauof Statistics travel patterns from at least 68,000 annual GovernmentHouseholdTravel Surveys,

trafficandpedestriancounts,andsiteinventorydatafor around50,000 outdoor faces

It will alsobe the first outdoor audiencemeasurementsystemworldwide to cover eachof the major
outdoor mediaformats  Thiswill enablemediabuyersand advertisersto havefully transparentaudience

datafor roadside transportandretail environmentsjncludingairports

MOVEwill alsointroducea new currencyto mediameasurement LikelihoodTo-SegqLTS)

The LTSis an adjustmentof the total audiencewithin viewing distanceof a particular outdoor face
basedon a number of signcharacteristicgheight,illumination, size,etc). Thesecharacteristicsnfluencea
person'slikelihoodto seea face from amongthe potential total audience The systemwill only WONB RA (i Q
thosewho are likelyto haveseenthe face,not everyonewho simplypassest. Thismakesit different from

mostother mediameasuremensystemswhichrelyon Opportunity-To-Seeastheir currency

Testingandtraining of the MOVEsystemsoftwarewill take placein the secondhalf of 2008 and once
this processs complete,the MOVEsystemwill be launchedto market and madeavailableto mediabuyers

andoutdoor mediaoperators
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MEDIA RESEARCH CINEMA

ROYMORGAN

The Roy Morgan surveyreferred to previously also providesa range of information that can also

answerquestionssuchas

Attitudes to new technology
How long has my target been online?
What are they using the internet for?

Where are they more likely to access the internet from?

> > > > >

What types of sites are they visiting?

VAL MORGAN / MPDAA

ValMorgan are able to provide Motion PictureDistributors Associationof Australia(MPDAA)Xinema
admissionglatafor cinemacampaigndookedthroughthem. Admissionglatais acensusf the numberof

ticketssoldby screenby session

Asadmissionglataisonan W ! tf & 2 |hlisiS s datais supplementedoy RoyMorganresearchfrom
its singlesourcedata baseon broad cinemaattendancepatternsto provideinsightinto age,educationand

incomelikelihoods

Further,cinemacampaignsanbe trackedfor brand awarenessrecognitionof cinemaadvertisingand
soon. Thisisdonefor ValMorganby Millward Brown usingan ongoingonline sampleof 200 people(over

four weeks)aged14+who haveattendedthe cinemain the pastfour weeksin the metropolitanareas
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MEDIA RESEARCH ADVERTISING EXPENDITURE

NIELSEMEDIARESEARCH

NielsenMedia Researchmonitors advertisingactivity in Australia, providing the industry currencyfor
advertisingexpenditureestimatesand volume measurementacrossall mainstreammediaincludingFree TV,
newspapersconsumermagazinesradio, cinemaand outdoor. Additionally,information is also availableon

businesgo businespublicationsanddirect mail,andfrom 2009 Onlinewill alsobe monitored.

A media agency can use this data to identify and track activity of competitive advertisers The
information can be viewed at a total categorylevel (e.g. Food), Companylevel (e.g. Nestle)or down to a

BrandandProductlevel Forexample userscan,asa minimum:

w  Determine competitor strategiesin terms of which media they used and how heavily, when they
advertisedwhichtime periods,whichstations/titlesused,how muchwasspent

w Demonstrategeographi@andseasonalariationin expenditures

w  Develop a complete picture of what market leaders are doing in a category and identify niche

opportunities

w  Understandhow competitors view their target audience,profile their brand and how they seekto

positionthemselvesn the market

w  Estimatethe advertisingcostrequiredto take a new productto market, throughiillustrating the budget
requiredto launchandsustainabrand

w  Tracknewproductlaunches
w  TrackShareof Voiceboth at atotal levelandby medium
w  Analysehe effectivenes®f a specificstrategy.

w  Establistthe bestschedulgimingto maximisehe efficiencyof the mediaspend

The following exampleshowsa summaryof competitive expenditurewithin a specifiedcategoryand

showshow muchthe categoryand productsspentin eachmedia

ALL MEDIA NATIONAL SUMMARY (EXAMPLE ONLY)

Total Metro TV | Regional TV Metro | Regional Mags Radio Cinema | Outdoor

Press Press

(000s) (000s) (000s) (000s) (000s) (000s) (000s) (000s) (000s)
Category
Product A 54 11 5 2 22 12 1 1
Product B 21 7 1 13
Total 75 18 6 2 0 35 12 1 1
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MEDIA RESEARCH ADVERTISING VERIFICATION

NIELSENMEDIARESEARCH

Advertisingverificationensuresthat & ¢ KwagbookedNJ- .y I providesvery detailedinformation
on the specificplacementof your client campaignsand the campaignf its competitors Thesereportsare

availablefor metropolitanandregionalTV,radioandprint.

Spotmonitoring reports are usedto verify that yourown O f A &qfivity®asgoneto air/appeared
correctly in terms of timing, placement and that the correct key number/material was scheduled
Additionally,evaluatingthe placementof activity canassistin understandingvho the competitorsmight be
trying to reach It is this spot monitoring data that is usedto determine the total aggregateestimated

expendituresdiscussegreviouslypy applyingand S & (i A spdt Ni-SF®rbeexamplespotreportsfollow:

Metropolitan Television Spot Report - Sydney (EXAMPLE ONLY)
Product |Station Duration Key Number |Day Date Time Program
Product A ATN 7 15 seconds PA0630 Thu 4/09/2005 9.14pm For Love or Money
PA0630 Sun 7/09/2005 |11.43am Rugby Zone
PA0630 Mon 8/09/2005 |6.15am Sunrise
TCN 9 15 seconds PA0630 Sun 31/08/2005 10.47am Sunday
PA0630 Tue 2/09/2005' 7.43pm DIY Rescue
PA0630 Wed 10/09/2005 |11.23pm Nightline
TEN 10 15 seconds |PA0630 Tue 2/09/2005 |5.40pm News
Sydney Television: Total 7 spots

Sydney Radio

Radio Spot Report - Sydney (EXAMPLE ONLY)

PAR032 Wed
PARO032 Thu
PAR032 Fri

Total 20 spots

Product | Station Duration Key Number Day Date Time
Product A 2MMM 30 second | PARO032 Mon 10/11/2005 5.21am, 6.59am, 7.25am, 10.55am
PAR032 Tue 11/11/2005 8.25am, 1.35pm, 6.28pm, 9.45pm

12/11/2005 5.45am, 9.02am, 4.38pm, 11.08pm
13/11/2005 8.05am, 9.15am, 11.48am, 3.49pm
14/11/2005 10.09am, 11.48am, 4.55pm, 7.08pm

Magazine Spot Report - Women's General (EXAMPLE ONLY)

Product Publication |Issue
Product A New Idea
Product B New Idea

Women's General

Page

Mon 27/1/05 99/100
Mon 17/11/05 27/116

Position Colour

Full Page 4 Colour

4 Colour

Total 2 spots: Expenditure $35,920

Section

Key Number
Run of Book PAMO043
Run of book PBMO043
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MEDIA RESEARCH MEDIA INSIGHTS

NIELSEMEDIARESEARCH

Panoramais another product offered by NielsenMedia Researchlt providesconsumerand media
insights by combiningmedia habits, lifestyles, attitudes and product consumptionand collected from a
nationalonline sampleof 22,000peoplel4+ Databasesarereleaseden timesper annum,coincidingwith

the 10 TVsurveys
WhilePanoramaalsocollectsvariousmediausagedata, it usesaprocesscalled¥ R I F{dta for2 y Q

OzTAMaudience¥ O dzNBafoOhdeo TV.
RegTAMaudience¥ O dzZNNBefoDRegonallV.

A
A
A NielsenMediaResearctaudienced O dzNI&afoORado

A By using a fusion process,the original ¥ O dzN.N@ yadié ahd TV is preservedfor all major
age/genderdemographics Whiledatafusionis a controversiaprocesgoften criticisedasa W 6 f-a 20/ 8 0

startingto be usedmore widelyaroundthe world.

ROYMORGANRESEARCH

Morgan alsoconducta W & A-¥ A AzISidv@\see previousdetail in the Print ¢ Readershipsection)
using a Wi Sa SHKSA gaésidnnaire in roughly half their faceto-face readership sample  This
questionnaire has a great deal of in-depth data about consumer attitudes and opinions, product
consumptionand purchaseintentions,aswell asmediaconsumptionhabits Thisdatais accessedby media
plannersand buyersvia the RoyMorgan Asteroidsoftware, which allows crosstabulationson virtually any

of the datathey collect
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RESEARCH PROPRIETARESEARCH

All major Media Agenciesnot only subscribeto a large offering of industry research(most of which
have been reported on the previouspages),but they alsoinvest heavilyin providing their own bespoke

research

With the rapid paceof changewith mediaoptionsand consumerusage there is a significantincrease
in the amount of multi-tasking and simultaneousmedia use like watching TV while flicking through a
magazine using the internet with the radio on; texting with the radio on etc. Such scenarioswill
increasinglyand rapidly fragmentconsumersattention astechnologyand mediaoptions becomeavailable
Industry W O dzZNN&ehaOHtefids to focuson a singlemedium, primarily becauseeach medium provides
the majority of the funding for that ¥ O dzNINBHgw@eeOnone of the W O dzZNNBd¢dDated/tal@ into
accountconsumerand mediafragmentationand the duplicationand crossover betweenmedia,hencethe

increasecdheedfor proprietarysystems

Proprietaryresearchallowsan agencyto createtheir own databaseof consumersprandsand media

interactionpointsandassistsn answeringjuestionsaboutthe relationshipbetweenall elements

A questionthat marketersconsistentlyseekanswersto is how do they W S y Atheft Brahd with the
consumer Aseachbrand hasits own unique attributes and qualities, the relationshipwith the consumer
can only be understood by conducting specific research studies, bespoke to that brand and its

communicatiorobjectives
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CASE STUDIES W, L/ Cwi L¢ 2hw[50{ .LDD9{¢

Agency: ON_ID <Joicy Froit»
Client: Wrigley Company T T
Challenge

To come up with an idea to reconnect teens with the brand and get them
chewing Juicy Fruit regularly again, but the budget was tiny.

Insight
CKS a20ALt ySig2N] LKSy2YSy2yT AYLERNIFYyOS 2F 02YY
YSRAIFIQ 3ISYSNY GA2YyT cdfheacBNBEIE WEA1SQ 2F ff (SSya
Idea

To tap into the virtual world and use a social networking
SYG@ANRYYSyYy(d (2 K2fR (GKS 2 2NX RQJ

Media Strategy

We opened our very own property withiabboHotel, the Juicy Fruit Beach Café and after a 3 month
LINEINI Y K2aGSR GKS 22NI RQa . A33Sad hytAyS . SIOK t

Media Execution

Phase X generated hype around the Party and the imminent opening of the Juicy Fruit Beach Cafe; further
partnerships with Girlfriend, Xbox aflaystatiormagazines added campaign reach.

Phase Z; celebrated the opening of the Juicy Fruit Beach Café
by holding a competition to design their own beach themed room.
Phase 3, the beach party itself inviting celebrity guests.

Results

During the campaign period, sales of Juicy Fruit increased by 85% and regular usage within our target
increased from 7% to 11%.

Judges Comments

@ dzyAljdzS 2yt AyS SELISNASYOS
teens to deliver an event borne from clear insights, resulting in
excellent sales, engagement and repeat purchase.
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THE MEDIA AN OVERVIEW

All mediais plannedand boughtin different waysas they eachhave a unique structure, format and

rate structure.

For example,descriptorsmay alsovary, TV and Radioare plannedconsideringthe zonesor dayparts

that are preferred,whereadfor Printthe placementareasare calledsections

Thegeographiacoverageareasare alsoquite different, for examplewith TVand Radio,you havea set
of stationsthat fall into the Metro regionor Regionategion,but a Metro regionR 2 S aagfu@liyassumeall
CapitalCitiesbut refersto the city regionsof SydneyMelbourne, Brisbane Adelaideand Perth  All other

marketsfall underthe Regionatategory

The formats in how you buy the mediainfluencesthe cost and sometimescan influence where the

messageés placed

Theratesand coststo advertisemay be fixed over a period of time or canfluctuate dependingon the
demandfor advertisingin the market For exampleprint rates are generallyfixed over a period of 12
monthsuntil they applytheir nextrate increase soregardlesf whichissueyouwant to be in, the rate will
the samethroughoutthis period. Howeverwith TV,whilst a rate structureis negotiatedat the beginningof
the year,the ratesthroughoutthe yeardo vary, soif you buy a spot in the Newsin sayApril then another
one in July,the costfor the Julyspot will usuallybe higher asthere is generallyhigherviewingduring the

winter months

The following pageswill provide a brief summaryof these key variationsand considerationsthat a

MediaAgencyneedsto be fully awareof whenundertakingtheir planningandbuying
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THE MEDIA TELEVISION

MARKETS

Metro marketsinclude Sydney,Melbourne, Brisbane,Adelaide and Perth with Seven,Nine and Ten

operatingin theseregionssoindividualspotsneedto be bookedfor eachmarket

NationaloperatorsincludeSBSnd PayTVsoone bookingwill be televisedacrossall markets

ABCis also Nationalbut is non commercial Regionaimarketsoperatein all other areaswhere in most
caseghe Networksinclude SevenNine and Tenand the majority of programmingand schedulingeplicates

whatistelevisedin the metro markets

Somesmallermarketshaveonly one or two stationsand these stationstelecasta mix of programsfrom

eachof the mainNetworks

ZONES/DAYPART

Peak SunSat18002230

Off PeakAreas Anytime outsideof Peakincludingthe following
2 2 Y S ga@téne Mon-Fri1000-1600

Fringe Mon-Fri1700-1800

LateNight SunSat22302400

Morning Mon-Fri0700-0900

Weekendafternoon Sun/Satl2001800

COMMERCIALENGTHS

15seconds30 seconds45 secondsp0 seconds90 second

OTHEROPTIONS

Yt tabdghDwihich are generallyseenon live sportwhere a messagés scrawledacrossthe bottom of

the screen.
W1 R @S Ndhe&rédahrbducis@rvicdstalkedaboutduringthe programme
YWILINE 3 Wheredproductis placedwithin the program
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THE MEDIA TELEVISION

RATES

Generallyanagency/clientate arrangemenis negotiatedat the beginningof the year.

Individualmarkets are bought with some opportunitiesto buy a spot on a network basis suchasa

speciakvent,eg Olympics

Ratesare set for 30 secondcommercialspots with a 15 secondspot generallycosting 60% of a 30
second45 secondat 150% of a 30 secondand 60 secondat 200%% of a 30 secondrate.

Everyprogramhas a specificcost (as negotiated by the agency)and the costsare higherin the peak
zonesand for the more popular shows Ratesalsoincreaseduring the winter months when audiencesare

higherandat the end of the yearin the leadup to Xmaswvhendemandis higher.

PROGRAMMING
Programformatsare generallyreleasedat the beginningand middle of the yearto agenciesasa guideto
what programsthey will be running during the year, however specificdaysand timeslotsare not released

until around2-3 weeksprior to on air date.

BUYINGCONSIDERATIONS
SpecificProgramsare bought consideringtheir rating performanceagainstthe target market of the
campaignthe costand efficiencyof reachingthis market and environmentalcompatibility to the advertising

message/brand/product

Activity is bought by specifyingthe commerciallength required, program name and timeslot, specific

week,specificdayandthe applicableate.

Evaluation comparison

Program Rate Audience (000s) Cost per Thousand (CPM)
6A0 $8,900 25 $356
6BO $10,150 32 $317
6Co $4,200 16 $262

*Program C is the cheapest and most cost efficient (see CPM) but Program B has the highest overall reach
The Agency will need to decide what is most important i efficiency or reach.
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THE MEDIA RADIO

MARKETS
Radiomarketsare categorisedas either metro or regional Similarto TV where the metro marketsare

madeup of SydneyMelbourne,BrisbaneAdelaideandPerth Allother areasare classifiechsRegional

ZONES
Breakfast = 5.30am- 9.00am
Morning = 9.00am-12.00nn
Afternoon =12.00nn-4.00pm
Drive = 4.00pm - 7.00pm
Night = 7.00pm-12.00mn
Runof Station (ROS) = allsessions

COMMERCIALENGTHS

15seconds30seconds45 secondsf0 seconds90 second

CREATIVBPTIONS
Media Agencieoften work with radio stationsto implementmany creativeopportunitiessuchasoutside

broadcastat specifidocations,competitionsandproductsampling

Livereadsmeanyou supplya script to the announcerand they will read the messagdive at nominated

times.

Sponsorshipsllow you to namingrights to a segmentwhich includesbillboards (e.g. this programme

broughtto you byX).

Samplingoromotionsiswhereproductgiveawaysre providedon location
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THE MEDIA RADIO

RATES

Youcangenerallybuy a numberof spotsin a certaintime zoneandthe costswill vary by thesezonesand

canfluctuatedependingon marketdemand

Packagesre alsooften boughtwhere a minimum number of spots(usually30) are scheduledacrossall
zonegRunOf Station,ROS)

Ratesarechargedby the numberof spotsx relevantcostfor the zone

Thehigherperformingzonesgenerallyattract a higherrate (i.e. Breakfastand Drive)

PROGRAMMING

Eachstation has a specificprofile that is usuallycomplimentedthrough all day parts with a consistent

selectionof musicandpersonalities

A station profile maybe one of the following formats talk back, easylistening, hit music, classichits,

contemporarynew music

BUYINGCONSIDERATIONS

Radiospotsare bought by selectingthe number of spotsto be placedon a specificstation, in a specific
zone Thisdecisionis influencedby the performanceof these stationsand zonesin reachingthe target market

andconsideringhe associatecostand environmentalkcompatibility.

Bookinginformation requiresdetail suchasstation, day part, numberof spots,commercialength, specific

weeks/daysandspotrates
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THE MEDIA MAGAZINES

MARKETS
In the majority of casesmagazinesre a nationalmedia Uponrequeststateand regionalinsertionsmay

be possible

CLASSIFICATIONS
Magazinescanbe classifiedgenerallyby their reader profile. Theycanbe consumermagazinesvhich
are usuallypaid for titles aroundlifestyle interests,like Marie Claireor businessftrade magazinesvhich are

specialistitles for keyindustries like AdNewdor the advertisingndustry.

Consumemagazinesanbe further classifiedacrossa broad spectrumof contentareas Themain ones

include

Home& Garden
Food& Entertainment
Fashion

2 2 Y § yifasiyle

a S yldestyle
Health& Family
Generalnterest
Sport& Motoring
Specialnterest

SECTIONS
Eachmagazinehasits own individual sections Fora ¢ 2 Y | yh&azine,this may include specific
sectionsdedicatedto health/beauty,food, fashion,gardening gadgetsetc. Magazinesnay alsopublisha list

of featuresthroughoutthe year(i.e. ChristmasSpecial)

FORMATS
Standardsizeswould include Full Page ,Double PageSpread,Half Page, Third Pageand Quarter page
formats Other optionsmaybe consideredon application Full Colour,spot colour or Blackand White options

areavailable Othercreativeoptionsare inserts,covermountstip ons gatefoldsto nameafew.

PLACEMENT
Placementcanbe non-specifici.e. run of book or specificplacement Somespecificplacementsnclude
appearingaround particularcontent or up the front of the book, insidefront or insidebackcovers,right page

or left page,centrespread outsidebackcoverandconsecutivepages
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THE MEDIA MAGAZINES

RATES

Publicationgpublisha rate card which many make availableon their website Rateswill dependon the
size dimensions,colour requirements and placement of the advertisement The volume of spendin a
publicationwill influencethe level of discountapplied Generallya requestto havea specificplacementwill

attractaloading

ISSUES

Magazinehaveseverahpplicabledates

The cover date - which is published on the magazine(for example a monthly magazinemay have

Septembemon the cover)

The on sale date - which is the date the magazineis availablefor purchase(for examplea monthly

magazinavith acoverdateof Septembemayinfactbe onthe shelvesn mid August)

Monthly magazineshave booking and creative delivery deadlinesa long way prior to on sale dates

Theseneedto be consideredvhenplanning

BUYINGCONSIDERATIONS
Therearethree keycriteriafor selectinga magazindor a campaign
Reach Targetaudiencedeliveryof the title.

Costefficiency Thecostof the title vsthe numberof peoplein the

targetmarketit reaches

Environment Therelevanceof the title to the advertising

communication

Oncethe magazinditle(s) havebeenselectedbasedon thesefactors,the activityis boughtby specifying
the on sale date and cover date of the issue, size of the advertisement,placementrequirements and

negotiatingthe rate.

Often online websites for magazinesare also an opportunity in conjunction with a magazinebuy.
Advertisingmay be negotiatedalongsidethe print buy or may require a specificbrief to an alternative sales

representativeor the onlinesite.
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THE MEDIA NEWSPAPERS

MARKETS

In the majority of cases,newspapersare publishedindividually by state, there are however several

titles (i.e. TheAustralianfFinanciaReview}hat havefull nationalcoverage

CLASSIFICATIONS

Newspapersare generally classifiedby their coveragearea The main classificationsinclude the

following:

A Nationalnewspapers paidfor andavailablenationally(e.g. FinanciaReview)

A Metropolitan newspapers- paid for and availablein each capital cities (some coveragein

regionalarease.g.. SydneyorningHerald

A Surburbannewspapers- free circulating and set up for each individual suburb/areae.g..

Wentworth Courierfor { & Ry EastQ &
A Regionahewspapers paidfor andavailablén countryarease.g.. NewcastleHerald
A Streetnewspapers usuallymusic/gaypublicationsavailablefree of charge

A Ethnicnewspapers written in their languagerelevantfor specificethnicgroups

SECTIONS

Eachnewspaperhasits own individualsectionsfor example businesssport, entertainment, holidays,

realestate,classifieds
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THE MEDIA NEWSPAPERS

DIMENSIONS

Standardsformats include Full Page, Double Page Spread, Half Page, Third Page, Quarter page
Howeverthe dimensionsare specificand basedon the amount of squarecolumncentrimetres i.e. height

(incentimetreg multipliedby width (in columns)

Thereforethe commonmeasurementfor a full pagemay be 38cm x 7 columnsor 56cm x 10 columns

(dependingon the specifictitle andwhetherit istabloid or broadsheetin format).

_ The Sydney Forning Herald

o

- o 1y Dt
ight Lines

% Your six:part fishing guide e
continues today mees iy

Acstruben gt mesats
fadke into the distance

P / WORLD cUp
5 EDITION

If we die for jihad, it must

mgg@ be maximum damage
number of homes in =

morigage squeeze

HOUSE
PRIGE

BUe
a ot of class
a tight spot

Tabloid 38cm x 7cols Broadsheet 56cm x 11cols

Thereare restrictionson the dimensionsunique to eachpublisher,therefore reviewingthe website

andrate cardswill providethe detail.

Placementcan be a generalrun of paper, a specific page placement, consecutivepages,specific
sectionplacement.
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THE MEDIA NEWSPAPERS

RATES
Ratecardsfor manypublisherscanbe found on their websites Rateswill dependon the sizedimensions,
colourrequirementsand placementof the advertisement Thevolumeof spendin a publicationwill influence

the levelof discountapplied

Toestablisharate from a rate card you calculatethe squarecentrimetres(i.e. 38cm x 7 col = 266 cm2)

multiply by the rate (ie. $45.00). Thetotal costof thisfull pageinsertionwouldthenbe $11,970.

Loadingsare applied for either specific placementsor for colour. As a generalrule, in major metro
newspapersfull colour attracts a 30% load or a minimum colour charge The 30% is under the specified

minimum. Onthe aboveinsertion,afull colouradvertisementwvith cost$15,561 with the 30%load.

Spotcolour where singlestandardcolour (e.g. red) is includedin the advertisementis alsoavailablein

somenewspaperandgenerallyattractsa 20%minimumload.

Ratesfor insertedmagazinesre set similarlyto magazinedasedon format (full page,half pageetc.),

placementandlevelof spend

BUYINGCONSIDERATIONS
Oncethe newspapettitle(s) are selected basedon of reachingthe target market, its costs,efficiencyand
environmental compatibility. Activity is then bought by specifyingthe date of publication, size of the

advertisementcolourrequirementsplacementrequirementsandapplicablerate.

Most newspaperslsooffer an online website Generally advertisingonline will needto be negotiated

andboughtseparatelyto the pressbuy.
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THE MEDIA OUTDOOR

MARKETS

Outdoor is available nationally, but is more predominant in metropolitan areas
(i.e. those areaswith a higher population density) Not all local councilsare acceptingof outdoor, however,

the coveragevariesfrom onelocalcouncilto another.

CLASSIFICATIONS

Static,StreetFurniture, Transit,Mobile.

FORMATS

Static

6 sheetposters - (3.0m x 1.5m ) located in suburbameighbourhoods

24 sheetposters- (6.1m x 3.1m) locatedin commercial/suburbamreas

Supersites largeformat signagdocatedon majorhighways/arterials
Spectacularsanyposterdisplayover 50 squaremetresis classifiedasa Spectacular
Airportsigns- locatedin the concourselounges paggagelaims

Corporateskysigns- neonsignson top of buildings

Railwaysignage- includesformats rangingfrom 24 sheetpostersto illuminated light
boxes

Eyelites- similar sizingto portrait street furniture, only located inside shopping
centres

DigitalEyelites- landscapedigitalformatslocatedinsideshoppingcentres

SportsStadiums rangeof formatslocatedinsidesportingstadiums

Roadsideseats- on seatson the sideof the road.

Transit

A 24footers- formatis onelongstrip of advertisingon the driverssideof the bus/tram.
A Twin8s- 2 x panelson the passengeentry sideof the bus/tram.
6 foot - one smallsinglepanelusuallyon the passengeside.

Interiors- insidepanelsof buses/tram

—_—

Megarearsand rears- appearon the backof the bus/trams (Megarearsare a larger,
squareshape whilstearsare 6 foot long).

A Superburam - format where the whole bus/tram is wrappedin a singleadvertising
creative
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THE MEDIA OUTDOOR

StreetFurniture

Citylights/ Metroliltes - standalonesigndocatedon the sideof the roador aspart of a
busshelteror publicconveniencdNewstandsfruit stands toilets)- often scrolling

Highlightsg sighagelocated on the side of phone booths, smallerin dimensionthan
Citylights

Advertisingon rubbishbins

Mobile
Taxibacks- a800mm x 400mm advertisingunit on the backof the taxi.

Mobile billboard- generally6.0m x 3.0m posters(24 Sheetsize)appliedto smalltrucks
andother carriersfor two-sideddisplays

Truckadvertising advertisingnvrapson the sideof trucks/semitrailers.

VespasScootersMinilites- advertisingpanelstowed by thesevehicles

RATES

Costsare basedon individual cost per site or number of sitesin campaignover a given period. Larger

volumegeneratesate incentiveswhilstpremiumratesare appliedon premiumpositions

BOOKIN®ERIODS
Bookingperiodsdiffer dependingon the format ¢ from aweekfor smallformat street furniture through
to amonth for largeformat supersitesMany sitesare bookedaccordingto the lunar calendar(andtherefore

do not necessarilgtart on the 1t of the month)

CONSIDERATIONS
dtes or routesare chosenthat bestreachtarget Many sitesare boughtasa packagepbasedon whether
the campaignrequires a low, medium or heavy weight campaign Dependingon the weight required, a

recommendatiorfor how manysites/panelds providedby the supplier.

EFFECTIVENESS

Thereis currently no consistentmeasureof Outdoordelivery. SomeOQutdoor operatorsrely upon traffic
statisticsto calculatethe effectivenessof a site in reachingan aggregateaudience The alternate ROAM
systemthat isusedby some other operators will be supersededby a new industry wide measurement
system called MOVE (Measurementof Outdoor Visibility & Exposure)that will measurea wide range of

formats,geographidocationsanddemographicsMOVEwill providea likelihoodto-see(LTSneasurement
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THE MEDIA ONLINE

MARKETS

Websitesare nationalbut all advertisingcanbe targetedby IPaddressand geographidocation Activity

onglobalwebsitescanbetargetto W! $& So6.1 £ £ 4 Q

TYPE®FSITES
Portals

& h ystbp & K 2sitdsdesignedo fulfil all the needsof the userthereby keepingthem within the site.

Portalsincludesitessuchasninemsncom.au,yahoacom.au,bigpondcom.auandnewscom.au

Search Engines
{A 1S3 RSRAOIGSR G2 Faaa é(]}\ya .Searodilzéitésl‘ih]cll]déc)?foégleéle- G
Yahoo!, MSN Search

Content Sites

Sites specialising in a certain category, e.g. news, travel, sport. Can be incredibly targeted or special
interest

Social Networks

A rapidly growing feature in the online world, the most popular social networks in Australia are

Facebook, Myspace and Bebo.

PLACEMENTS
A Homepages.
A Sponsorships > advertiser owns a particular site or section, branding throughouit.
A Targeted buys > advertiser buys a specific demographic (only available within sites that have a
registration process).
Run of Site/Sections > advertiser runs randomly across entire site.
Run of network > advertiser runs randomly across entire network, e.g. Fairfax Digital or Ninemsn.
Buyouts > advertiser buys all the inventory available on a site or homepage for a “specific period.

Email list rental.

> > > >

EDMs > Mass email distribution to targeted audiences.
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THE MEDIA ONLINE

COMMONONLY USED ACRONYMS
tLQa o6t 3IS LYLINB&aaA2Yyao
CPM (Cost per Thousand)
CPC (Cost per Click)
CPA (Cost per Acquisition)
CPL (Cost per Landing Page Visit)
ROS/RON (Run of Site/Run of Network)
CTR (Click Through Rate)
OTP (Over the Page)
EDM (Electronic Direct Mail)
UGC (User Generated Content)

ax
C-

1+Q4a 60! yAldS +tASs
1.Q4a 6! YAldS . NRsAaASNEO

CREATIVEPTION&NDLENGTHS

Standard ad units

Gif or flash format ad units in variety of sizes. Most common sizes available :
- Bannerg 468 x 60 pixels
- Leaderboard; 728 x 90
- Islandg 300 x 250
- Skyscrapeg 1600r120 x 600

http://iabaustralia.com.au/standards.html

FEistings  Adveriise &1 AT SONTIn | Wt B b YOUr FTeR)

Banner

Leaderboard

Australian travel guide

aoucnate P Gold Coast, Queensiand

E Spotlight / Advertorial

Medium
Rectangle

Lindeman Istand Family Festival

&,
/a4

30.ume - 15 July 2007 - Club Med Lindeman stand in
shur

Jadeiass

Viewer Congretition

baby star signs
daily sudoku puzsles

Food Safsty during

Ereanancy < et ook
o 8

5 lucky winners wil || S lucky viewers will | 6 viewers will sach

The b rfarea ok Goons i s Tecn FMEEIRSeG L e

Child Nutritian {20 nt program T aial Brishane Pregnanc

rd & $100 Shoppin Stecat prosna asic Essentials || Bables & Childrens

_ v s,..:" 9 valued at $99.00 Safety Gift Basket Expo Teawel Adice ‘Skiing & High

Online sizes
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THE MEDIA ONLINE

Rich media ad units

More complex and impactful executions. Examples are:
-h@SNJ GKS LI 3S Ra dhet Qao
- Ad unit that expand on roll over
- Ad units that aresynchronised
- Streaming video or games within creative

- Interactive banners (with upload and download facility)

http://www.eyeblaster.com/products/rich_media_formats/

Advertorial

Adsin editorialformat comprisinga smallimage(usuallyalogo)anda limited amountof text.

Textlinks

Asthe namesuggestusuallyup to 7 or 8 wordsin the form of a hyperlinkthroughto anl R @ S N&itd 4 S N &

IntegratedContent

AdvertisercontenthostedonaLJdzd f Asitek S NI &

SearchPaidListings

Sponsoredlinks in search listings whereby advertisersbuy specific keywords that they want their

advertisingo appearagainst Theadvertiseronly payswhena userclickson their sponsoredink.

PLANNIN@ONSIDERATIONS

A Need to considerwhat the target does online, consider total audience of site and demographic

breakdown appropriatecontentenvironmentdo fit product/messagandoverallmediastrategy.

A Thecreativemessagandformatiskeyto how andwhereanadisplaced- doesit have a suitablecall to

actionetc.

BUYINGCONSIDERATIONS

Generallypurchasedn either CPM(costper thousand) CPCcostper click)or CPA(cost per acquisition)

basis Performancenetworksnow offer costper-landingpage(CPL)
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THE MEDIA CINEMA

MARKETS

Val Morgan managesaround 97% of all advertisingfor all cinemacomplexesacrossAustraliain metro

andregionalmarketsandthe remaining3%is controlledby MoonlightCinema

CREATIVEBPTIONS

Slideor film: 15 seconds30 seconds45 secondsp0 seconds90 second, 120 secondspots

Longerength commercialsare preferred on cinemaand options outside of these standardsizesmay be

considered

Placementaninclude pre movie screeningin foyer screensvia Digilites Digilightsare 50 inch HDdigital
displays, vertically positioned in high traffic areas of cinema foyers and concourseareas Advertisingis
availablein 15 secondincrements,with the playlistrestricted to a maximumof 3 minutes The network is

currentlyin 100cinemalocationswith over300 Digilitesinstalledin keycinemasn metro centres

Further opportunitiesexistwith live in-cinemaadvertisingexperiencesnvolvinglive performanceshat

mayextenda creativeideafrom acommerciabr engagethe audience(i.e. productsampling)

RATES

Ratesare basedon the total number of screenscommerciallength and packagetype (i.e. by target, by

film, by location)
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THE MEDIA CINEMA

CONSIDERATIONS

Thereare 3 mainbuyingoptionsfor cinema

ByTarget
Where moviesare selectedbasedon the variety of criteria for a movieftitle (i.e. film rating, film genre

andanticipatedaudience by keydemographicsalong with screeningoreferences

ByFilm
Where an individualmovie can be selected The synergyexistsbetween the product advertisedand a

particularmovie.

Byl ocation
Wherecinemasscreensanbe targetedby specifidocation

As movies are released on Thursday, all activity is scheduled for minimum one

week- commencingrhursday

EFFECTIVENESS
Cinemaadvertisingis measureablewith campaignreachand frequencyagainstspecificdemographics

availablefor both plannedand postcampaigns

Reachand frequencyis derivedfrom the actual or projected campaignadmissionsoverlaidwith cinema

goingdemographicérom the RoyMorgansinglesourcesurvey

Whenrunninga cinemacampaignby target audience the campaignis bookedwith appropriatemovies
in eachcomplex Thetotal number of moviesavailableeachweek againsta particulardemographicsetsthe

optimumweight(i.e. the campaigrweightrequiredto reachall moviegoersin that demographic)

These optimum screen weights by demographicare used as the basis for reach and frequency

calculations

90



THE MEDIA

AMBIENT

Ambient Media can provide a whole range of existingand new ways of promoting products and

servicesby placingthe advertisingmessagewhereit is most relevantto the audience in their day to day

lives Someof exampleof ambientmediainclude

w

€ € € € g € & € € & ¢ € €& €& € € ¢

Blimpg Airplanebanners
Skywriting

Paper/ coffeecupadvertising
Trainticketsadvertising
Coasteradvertising

Binads

Buildingwraps

Backof receiptadvertising
Floorandwall stickers
Streetmediums stencils/ chalking
Streetposters
Washroom(incbackof door) advertising
Samplingtreetteams

Digitallight projections
Brandedbeachumbrellas
Petrolpumpadvertising
Drycleaninghangeradvertising

Pedapods
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CASE STUDIES KEEP DISCOVERING EMIRATES

Agency: Initiative
Client: Emirates
Challenge

t NE@A2dzat e 9YANIGSaQ dFrNBSG | dzf
GKFY WodzaAySaaQ 2N Wi SAadaNBQ
segments, with unique behaviour and attitudes toward travel and
airline affinity existed.

Insight
AW, 2dzy3 [/ dzf GdzNE { SSTSNEQ>X ONI @Ay3 I R@Syiludz2NBE | yR O
to offer significant opportunity.

[aN

AWI FFE dz2SYyd 9YLIie bSAGSNEQYX 2FiSYy RAaYAaaSR SYANT
Idea

To gain a greater understanding of the Australian International Traveller resulting in greater sales and
consideration for Emirates.

Media Strategy

Conduct a robust quantitative segmentation. Identify opportunities for Emirates, drive strategic and
implementation planning.

Media Execution

ARadio and digital news campaign targeting the Young Culture

Seekers.

ACreation of the 2007 European City Guide to Fine Wine targeted

at Affluent Empty Nesters during Emirate flights.

Results

AAcceptance + 9%

ARevenue; total Australia + 38% (target 25%)

AME: RSONBFaS Fy2y3a wiz2t SNI (2N 32 A

AEmirates top of mind awareness increased

Judges Comments

0Good use of research and audience segmentation which had a good grasp of objectives and clearly lead to
insights which drove channel selectién.
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MARKETPLACE OVERVIEW AN OVERVIEW

Thereis a vast array of resourcesavailablethat aids in understandingthe Australianand Media

landscapeThisinformationis widely usedby Media Agenciesand analysedo help uncoverknowledgeand

insightinto the followingareas(asa minimum).

A

Understandpotentialsfor aregionor mediamarket

Profilingaregionor mediamarket

Identifyingpatternsof changeoveraperiodof time

Forecastinghange

Understandingvhat the advertisingdemandisandwhereit iscomingfrom

Generamediaperformancecomparedio other mediasectors

Overlayingnediaperformancewith coststo justify rate increases

Thereare manyquestionsthat needto askedand answeredin the planningprocessand someof these

basicsfacts about our market and the media are alsovital. The following pagesprovide a snapshotof just

someof the datausedto helpanswerthesequestions
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MARKETPLACE OVERVIEW

AN OVERVIEW

Source: ABS 2007

Language
Population

Area

CapitalCity:.
PopulationDensity
Income

Religions

English

21015042

7,682300sq km

Canberra

2.6 persg km

$37,300

Anglicar22% Catholic27% Other Christian22%,
OtherReligions3.5% No Religionl 794 Not reported 9%

Unemploymentevel 4.4%

Inflation: 2.3%

GDRPPP) $773billion

Population by Age: (2007)
Age Group |Males Females Total

0-9 1372016| 1302810| 2674826
10-19 1458363 1382403| 2840766
20-29 1489441 1449156| 2938597
30-39 1510050| 1523142| 3033192
40-49 1508918 1533024| 3041942
50-59 1321647| 1334591| 2656238
60-69 933042 938932| 1871974
70-79 564983 633525| 1198508
80-84 172285 242579 414864
85 and over 113877 230258 344135
Total 10444622 10570420 21015042

Populatiorby State

NewSouthWalesc 33%

Victoriac 25%

Queensland, 18%
WesternAustraliag 10%
SouthAustraliag 8%
Tasmania& 3%
AustralianCapitalTerritory ¢ 2%
NorthernTerritoryq 1%
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MARKETPLACE OVERVIEW AN OVERVIEW

CEASA provides a rich database of advertising expenditure in Australia across all major media platforms

and the following charts are just a snapshot of some of the information available.

ADVERTSING EXPENDITURE IN MAIN MEDIA 2007
FOR THE TWELVE MONTHS ENDING 31 DECEMBER 2007 (Excluding Directories)

MEDIUM TOTAL |Expenditure
TOTAL NEWSPAPERS] 4,076,000] 25%
TOTAL MAGAZINES 780,313 4%

TOTAL PRINT MEDIA | 5,109,685 31%
TOTAL TELEVISION 3,750,231 23%

TOTAL RADIO 984,358 6%
TOTAL ONLINE 1,346,000} 8%
TOTAL OUTDOOR 436,486 2%
CINEMA 92,991 1%

ADVERTISING EXPENDITURE IN MAIN MEDIA
EXCLUDING DIRECTORIES & ONLINE 1998-2007

2000 -

Total Advertising %
Expenditure :
$ Million Change
12000 - 12
10
10000 A 3
BOO0 4 g
4
5000 + 2
1]
4000 4 )
-4
-6
+ -G

0

1988 1999 2000 2001 2002 2003 2004 2005 2006 2007
O TOTAL ADVERTISING EXPENDITURE =% Change

* TV including SBS from 1995-96 and focation TV from 1996, but location TV deled in 2003.

Source: CEASA 2007
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MARKETPLACE OVERVIEW AN OVERVIEW

Total Advertising by Media
Share Percentage of each year's total
2002 003 2004 2005 20061 2007

% % % % % %%
Newspapers 40.5 40.6 40.0 40.0 30.1 3034
Magazines 7.5 7.4 7.4 7.7 7.8 7.5y
Other Print 3.0 2.7 2.6 2.6 2.6 2.4y
Television 354 35.9 36.3 356 359 36.21
Radio 0.3 9.0 9.3 9.5 9.7 9.5y
Outdoor 3.5 3.6 3.6 3.7 4.0 4.24
Cinema 0.8 0.8 0.8 0.9 0.9 0.9 -
Total 100.0 100.0 100.0 100.0 100.0  100.0

Source: CEASA 2007




MARKETPLACE OVERVIEW

AN OVERVIEW

Topl10 CategorySectors; 2007 (main media)

Top10Advertisersg 2007 (main media)

CategonSector

EstimatedSpend$Million

1. Retailg excludingcatalogues $1,979
2. Motor Vehicles $1,014
3. Government $744
4. Entertainment& Leisure $733
5. Finance $548
6. ReaEstate $514
7. Travel/Accommodation $514
8. Recruitment $435
9. Food $370
10. Communications $328

=
]

All Media

Metro TV

Regional TV

[ I (o T o < T (N R & TR Y % Y % Y

-

Government Commonwealth
Coles Group Limited

Telstra Corp Limited

Harvey Holdings Ltd
Woolworths Limited

MNestle Australia/L'Oreal
Government NSW

Government Victoria

Village Time Wamer Group
General Motors Holden Auto Lid

Government Commonwealth
Coles Group Limited

MNestle Australia/L'Oreal

Reckitt Benckiser P/L

Telstra Corp Limited

Procter & Gamble Aust PIL
General Motors Holden Auto Ltd
Johnson & Johnson Pacific
Mitsubishi Motors Aust Lid
Yillage Time Warmer Group

Harvey Holdings Ltd
Government Commonwealth
Coles Group Limited
McDonalds Family Restaurants
Telstra Corp Limited
Government NSW

Reckitt Benckiser P/L

General Motors Holden Auto Lid
MNestle Australia/L'Oreal

Toyota Motor Corp. Australia Lid*|

g

National & Metro Press
(display only)

Regional Press
(display only)

Magazines

[ T T v < N s YT & T SR % T 5 B

=

Govemnment Commonwealth
Woolwarths Limited

Coles Group Limited
Harvey Holdings Ltd
Government YVictoria
Government NSW

Ray White Real Estate
Telstra Corp Limited
Government WA
Government Quesnsland

Woolworths Limited

Coles Group Limited

Harvey Holdings Lid
Government Commonwealth
Myer Ltd

Government Queensland
Wesfarmers Limited

General Motors Holden Auto Lid
Telstra Corp Limited

Metcash Trading Limited

Nestle Australia/L Oreal
Gowvernment Commonwealth
Procter & Gamble Aust P/L
Telstra Corp Limited

Coles Group Limited
SingTel Group

Yillage Time Warner Group
Harvey Holdings Ltd

Toyota Motor Corp. Australia Lid*|
Unilever Australia

g

Metro Radio

Metro Cinema

Metro Outdoor

[T T w < (N YR TR S 4% T (% QY

-

Govemment Commonwealth
Harvey Holdings Ltd

Telstra Corp Limited

T Network Australia Group
Government YVictoria

Coles Group Limited

Clive Peeters Electrical Strs
Government NSW

AMNZ Banking Group Lid
Advanced Medical Institute

Government Commaonwealth
Coca Cola Amatil (Aust) P/L
Kellogg (Aust) PiL

Unilever Australia
Government NSW
Government Victoria

Sony Australia Pty Lid
“odafone Communications
Honda Australia

Ford Motor Company Group

Telstra Corp Limited

Fosters Group Limited
Government Commonwealth
Village Time Warmner Group
Mestle Australia/L'Oreal
Diageo

Yirgin Blue Airlines PIL
“odafone Communications
Government NSW

Unilever Australia

Source: CEASA 2007
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MARKETPLACE OVERVIEW AN OVERVIEW

TELEVISION

Numberof TVhouseholds7,365000
TerrestrialTVpenetratiorn 99.7%of households
Freecto-viewDigitalTVpenetration 41.8%
PayTVpenetration 25.8%o0f households
Householdsvith 2 or more¢ + Q&8%
FreeTVwatchdaily¢ 13.4 millionpeople
Numberof stationsby type:

Commerciat 4

Governmen& Communityg 2

PayTVv¢ 120

Hourswatchedper weekby people 22 Hours
Minimumspotlength 5 Sec

Maximumspotlength 180sec

RADIO

261 RadioStations(commercial)

AM¢ 106licencesFMc¢ 151licenses

RegionalMetro

Mainnetworks Austereq ARNDMG ,SouthernCross
Radiosetsin Australia 37 million

9%%of carscontainradios
Peoplespendaweeklyaverageof 18 hourslisteningto radio

52%of listeningtakesplaceat home,24%in the car,21%at work, 2%other

MAGAZINE

223millionsalesof auditedmagazinesotalled for 2007

Retailvalueof consumemagazinesaless estimatedto be over1.06 billion
Estimatedotal numberof Australiancoverpricedmagazinditlesismorethan 1100

Magazineseadershipstableat 14.3 million peoplenationwide

Source: Val Morgan, NielseNetRatings InternetWorldStats.com, Outdoor Media Association
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MARKETPLACE OVERVIEW AN OVERVIEW

NEWSPAPERS
Newspapereadershiphasremainedstableoverthe lastten years
Totalno. of newspapersn Australiais 397

Suburbarg 243

Regionat 132

Metro Sundays;, 10

OUTDOOR

Fifthconsecutiveyearof growth (200207), industryreturn of $427.7 million,12.3%increaseon 2006
Formats

StreetFurniture

Posters

Sportstadiums

Transport

Ambientmedia

CINEMA
BoxOfficegrossedb735million
Admissiong 84 millionpeople
Averageicketprice- $9.92

Cinemavenues 1,907

ONLINE

Onlinepenetration 79.4%

16 millionusersasof mid 2008
Internetpopulationgrowth: 147.8% (2000-08)
Broadbandsubscribers4,700,200 (2007¢ Nationwide)

Averagepageduration: 52 seconds

Source: Val Morgan, NielseNetRatings InternetWorldStats.com, Outdoor Media Association
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Media Terminology
MFA Trainee Program
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APPENDIX TERMINOLOGY

In the AdvertisingMediaindustry,manyterms are usedthat are largelyuniqueto the industty. Which,
to a newcomer, will sound like a completely different languageWhether you are a marketer, media
representative,advertisingagencyor advertisingmedia agency,regular dialogue using such terms are

appliedascommonpractice

Acomprehensivgllossanof termscanbe found on the MFAwebsiteat ww.mediafederationorg.au.
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APPENDIX MEA TRAINEE PROGRAM

Everyyear,the MFAconductsa TraineeProgramfor a limited number of graduates Thisprogramoffersa
six month paid work experiencewith an AdvertisingMedia company The training programmeincludesin-
depth educationon the industry, visitsto media ownerssuch as Austereq and various other opportunities
offered only to the TraineesEachyearbetween 90-100%% of thesetraineesare placedin permanentpositions

within MediaFederationagenciesuchasCarat,Starcomand UniversaMcCann

Application®peneachyearin Augustwith placementseingmadein the followingJanuary

Forinformationaboutthe MFATraineeProgrampleasevisitour websiteat www.mediafederationorg.au.
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APPENDIX

INDUSTRY WEBSITES

INDUSTRXSSOCIATIONS

www.advertisingstandardsbureatcom.au

www.acmagov.au
www.afa.org.au
www.aimiacomau
www.aanacomau
www.astraorg.au
www.commercialradiccom.au
www.dba.org.au
www.freetvaustcomau
www.iab.net
www.magazinerg.au
www.mediafederationorg.au
www.thenewspaperworksEomau
www.ngenorg.au
www.regionaltvmarketincgcom.au

www.omaorg.au

RESEACEOMPANIES

www.absgov.au
www.agbnielsemet

www.auditbureauorg.au
www.ceasacomau
www.|&j.com.au
www.nielsenmediecom.au
www.hielsenrnetratingscom
WWW.roymorgancomau
www.oztamcom.au

TRADIPRESS

www.adnewscomau
www.bandtcomau

AdvertisingStandardBureau
AustralianCommunicationand MediaAuthority
Advertising-ederatiorof Australia
AustralianinteractiveMedialndustryAssociation
AustralianAssociatiorof NationalAdvertisers
AustralianSubscriptionTelevisiorand RadicAssociation
CommerciaRadicAustralia(CRA)
DigitalBroadcastind\ustralia
FreeTelevisiorAustralia
InteractiveAdvertisingBureau
MagazinéPublisher®f Australia
MediaFederatiorof Australia
TheNewspapeiWorks(Newspapebody)

NGEN

Regionall VMarketing
OutdoorMediaAssociation

AustraliarBureauof Statistics

AGBNielsen

AuditBureauof Circulations

Commerciahnd EconomiddvisoryServiceof Australia
LandsberyandJames

NielsenMediaResearch

Nielsen/NetRatings

RoyMorgan

OzTam

Adnews
B&T

The Australianand AustralianFinanciaReviewboth havesectionsdedicatedto the Mediaindustry whichare

printed on Thursdayeveryweek
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CASE STUDIES UPLIFTING THE WOMEN OF AUSTRALIA

Agency: The Campaign Palace
Client: Berlei, Pacific Brands
Challenge

To protect its leadership positidderleineeded to reposition as a
contemporary category beyond its functional image. Women neede
to feel good about buyinBerleiagain.

Insight

wSaSIk NOK NB@SItE SR KS HkoQa 2F 62YSy 6SNB ¢S NAy3
sizedBerleibra, with its superior shape and support, had the potential to dramatically change the way

women look in their clotheg boosting their self confidence.

Idea

Berleiwould embark on a unique mission to demonstrate to women that the fgrteibra can make you
look, and therefore feel, fabulous.

Media Strategy
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Results

Berleiachieved unprecedented uplift in sales, smashing goals and outstripping demand. Likeability,
consideration and unprompted awareness all rose higher than any other brand in the underwear category.
PR investment delivered a ROI of 450%.

Media Execution
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ALocalised radio and press tapped into the community spirit of each town.

APosters and bunting created buzz.
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ANational and local retailers supported the tour.

Judges Comments
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instorewith great results



