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Economic

THERE MAY BE TROUBLE AHEAD...

In his first speech since becoming chancellor, Mr. Osborne said he and his But low income families will get more Child Tax Credit - the amount per child will
Lib Dem colleague - Chief Secretary to the Treasury David Laws -agreed rise by £150 above the rate of inflation next year ~ -at an annual cost of £2bn. In the
that £6 billion spending cuts was achievable without hitting frontline Budget he revealed that government departments - excluding health and
services. He said “. . . If we fail to tackle the deficit we inherited from the international aid -face an average 25% real terms squeeze in their budgets over
previous government the consequences could be disastrous . . . If the debt the course of the Parliament. That includes the freeze in public sector pay, which
was not tackled, mortgage interest would rise, businesses would go bust is expected to save £3.3bn a year by 2014 -15. During his presentation of the
and debt interest would become one of the largest items of government Emergency Budget, Osborne promised to maintain spending on infrastructure.
spending.”

The hope is that by increasing the personal income tax allowance for people on the
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. ) — basic rate and maintaining infrastructure spending, the impact of the biggest

The market faced an emergency _BH_ dget on June 22 in the wake of initial plans to deficit cuts in a generation can be cushioned as low income families would

trim more than £6bn from the deficit. While the deficit for fiscal year 2009/10 may. minimally suffer. However, it is very unclear how much of a cushion this will

g« [Deeiligy, . - dOW” t.o g £156pn or 10.9% of GDP, fro‘ous £163bn, provide and how much low income families will suffer. Other forces such as

the overall scale of the job in hand remains hard to countenance: cutting education spending are going to work against average and low income
families.

During the emergency budget plan speech, the chancellor put the case for the

coalition's "tough but fair* Budget  -which will leave households on average £400 a Analysts are questioning whether the Chancellor’s "emergency” budget a month

yearworse off. He said _th_e maifg VAT would ri '5% P 20% from after taking office would plunge Britain back into recession given the scale of the
next January, a move raising eSS oidable” given the squeeze which lets virtually nobody off the hook. Others also state that it “has

dire state of the public finances. But he e ingome tax allowance been tried in other countries before and it hasn't worked. If you snuff out the
by £1,000, being worth £170 a year to basic rate taxpayers. It is expected that recovery too early, you don't get the employment you don't get the revenues

880,000 of the lowest  -paid will be taken out of income tax altogether. comingin, you bump along the bottom and you get high debt and high borrowing.”
The Capital Gains Tax will rise from 18% to 28% from midnight for higher rate

taxpayers. The "entrepreneur’s relief" rate of 10% on the first £2m of gains will be

extended to the first £5m. Public sector workers face a two -year pay freeze if they

earn over £21,000. Those earning less £21,000 will get a flat pay  -rise worth £250 in

both years. Tax credits have been reduced for families earning over £40,000 next

year.
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Top ten advertisers
May 2010

Procter & Gamble
Unilever

Nestle

Kelloggs

Reckitt Benckiser
L'Oreal Paris
Tesco Plc
GlaxoSmithKline
Asda Stores

Coca Cola

Coca Cola muscle their way into the top 10 ahead of
the World Series of Soccerball.

£11,165,422

£9,491,711
£6,744,524

£6,591,997

£5,433,933

£4,950,501

£4,593,164

£4,515,835

£4,117,234

£4,104,387

BROADCAST

REVENUE GROWS 28 %
YEAR ON YEAR IN

THE MONTH OF MAY

For the third consecutive month,
the TV market has experienced
revenue growth in excess of 20%,
as advertisers continue to see the
value that the medium provides to
their brands.

It will come as no surprise to see the
retail sector assert themselves well
within the TV environment, with a 35%
upturn in spend versus May 2009.
Furthermore, with the World Cup
Newspapers have been unavoidable
with brands like the Sun keen to
position themselves as the home of all
the latest news and gossip on the
England squad. Indeed, the publishing
sector increased their spend by 128%
year on year.

Food (25%), Drink (+44%) and Cars
(21%) also invested heavily in the
medium during this period, looking to
steal a march on the competition
ahead of the World Cup Finals in South
Africa.

Audiences were also on the rise in the
month of May, with total viewing up
3.2%.This increase was driven entirely
by multi channel (+12.79%).

E4 will reflect upon a positive month,
with the station reporting impact
growth of 9.38%. Glee continues to be
a major success story here, regularly
attracting audiences in excess of 1.3m

FIVE will also be satisfied with the
performance of Five USA. Audiences for
the station are up 15% year on year,
with CSI NY increasing its viewership by
5% and CSI Miami performing strongly
with audiences up a whopping 50.6%
versus May 2009.

The terrestrial stations did however,
endure a more difficult month in terms
of viewing ( -5.9%), although ITV1 will
point to the lack of English interest in
the Champions League Final, and the
Britain’s Got Talent finale moving into
June this year as the fundamental
reasons for their falling audiences.

For more information please contact Paul Ruscoe Email: pruscoe@mgomd.com Tel: 020 7470 5522
Source: NMR
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BT VISION TO
INTRODUCE ADS IN
FIRST HALF OF 2011

BT Vision aims to introduce video
on demand advertising in the first
half of next year and is likely to
appoint an external sales house to
sell it, says BT Retail's TV and
online services chief.

The BT Vision platform offers 10,000
programmes and a library of 600 to
700 films, as well as music videos on
demand at a range of different price
points. However, it does not currently
sell advertising against the content.

According to BT's results, BT Vision had
467,000 subscribers on 31 March this
year, but from July BT is offering Sky
Sports 1 and Sky Sports 2, which it
expects will grow its customer base.

Marc Watson, chief executive of TV and
online services at BT Vision/BT Retalil,
said: "Absolutely we will look to offer
advertising [for some content].”

He added: "We will not show ads on our
children’s programming, and our

customers want to experience movies
without ads. However, we do want to
install an ad system and we are very
interested in targeting advertisers.”

The average number of subscription
views per month, per subscriber,
increased 37% in the year to the end of
March to 40% and a spokesman for BT
said its on -demand services are the
third -most watched service for its
customers, behind BBC One and ITV1.

For more information please contact Paul Ruscoe Email: pruscoe@mgomd.com Tel: 020 7470 5522

BARB TO LAUNCH
ONLINE TV
MEASUREMENT
SYSTEM

TV audience -measurement
organisation Barb has launched a
six-month trial to test the possible
integration of TV viewing through
PCs and laptops, into the main
Barb panel for TV viewing.

Kantar Media’s TNS is working on the
project for Barb, which is currently
recruiting for a trial panel of 75 homes.
Each computer in every home will be
fitted with a ‘virtual meter’, which will
track viewings and allow viewers to
register when they are watching
audiovisual content.

A spokesman for Barb said the UK was
the first country to actively field -test
this device.

The purpose of the panel is to test
the meter in real dife situations, as
well as to understand any technical
issues or factors which could
emerge from the use of the
technique and, ultimately, whether
it could be used as part of the main
Barb panel.

The ‘virtual meter’ replicates the actual
set-top meter that is used by Barb’s in-
home viewing panel of 5,100 homes.

Since 2005, there was significant
growth in the proportions of adults
viewing via PCs and by November
2009, 27% of adults claimed to have
watched TV via the internet at some
time, with 40% of those aged between
15 and 34, claiming to do so.

Manning Gottlieb O'V'D




Top ten advertisers
May 2010

Unilever

Autoglass
Blockbuster

Renault

COl

CC Automotive Group
Vauxhall

Gocompare
Independent Radio News

Mars Confectionery

COl drops from the number 1 spot due to it’s ban on

£840,868

£802,544

£745,902

£613,379

£511,719

£470,961

£463,975

£457,676

£451,122

£448,216

advertising throughout the election in May.

GLOBAL RADIO
MERGES STATIONS

Global radio has announced it’s
plans to merge all it’s Heart
stations to form 15 “Super
Stations”, thanks to the Digital
Economy Act.

The bill, passed in April, allows stations
to co -locate in order to cut costs and
help bolster advertising revenues at a
local level. Heart will simulcast content
from London across all the regional
Hearts - and can cut local content
down from 10 hoursto 7 hours a day -
providing breakfast and drive remain
regional. This is conditional on the
stations increasing local news bulletins
from 30secs to 1 min an hour.

How will this effect the Heart brand?
On one hand it is a shame that these
stations have closed - especially as
radio prides itself on it’s ability to
interact on a local level with
communities. On the other, Ashley
Tabor, CEO of Global, is investing close
to £10 million into the Heart brand
putting it in a serious position to
compete against the BBC and offer
better programming and talent.

Also in for a mix -up at the end of the
year are Smooth and Gold. Both
stations will now offer national

coverage on DAB with Smooth
providing content from Manchester
and Gold from London. Listeners will
still be able to tune in to Smooth on FM
but content will be the same across the
country. Advertising can still be split
across transmitters for local
campaigns.

It remains to be seen if Bauer will
follow Global’s lead on co-location,
however their localness does now give
them a hugely unique selling point.

global

RADIO

For more information please contact Mike Lawrence Email: mlawrence@mgor.nd.com Tel: 020 7470 5280 » H M
Source: NMR Manning Gottlieb O




HARRY POTTER DAY
BREACHES BBC
GUIDELINES

The BBC were censured this month
for over -endorsing ‘Harry Potter
and the Half Blood Prince’ in July
last year.

The ‘Harry Potter Day’ on Radio 1
coincided with the release date and 33
trails were broadcast over 12 1/2 hours
on 4 of the station’s programmes.

The BBC trust found that whilst each
individual programme had complied
with editorial guidelines on commercial
products, the culmination of the day’s
coverage breached endorsement
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guidelines. Andrew Harrison of

the RadioCentre claimed the BBC
were selling listeners short - “The
decision is the latest example of

the BBC falling under the spell of
celebrity and being hijacked for

the promotion of an already
successfulcommercial product”.

FREESAT AWARD WIN
ENQ @ARNKTSD

Absolute 80’s picked up the
award for best specialist radio
station of the year.

Absolute.

(RS R
A

Credited with attaining an incredible
reach in a very short period. The
viewers choice award for channel of
the year was digital station Planet Rock

For more information please contact Mike Lawrence Email: mlawrence@mgomd.com Tel: 020 7470.5280

FIRST GAY FM
STATION CARRIES
ADVERTISING

Gaydio, the first FM radio station
aimed at the Gay / Lesbian / Bi/
Transgender community in
Manchester will start taking
advertising revenue from the end
of July.

Gaydio aim to follow in Gaydar’s
footsteps but will be broader in terms
of age range and music. They will push
for an older, more affluent audience
who will want to spend more on the
leisure/ travel and health sectors.

KIELTY STEPS IN FOR
ROSS

Patrick Kielty is set to take over
from Jonathon Ross on Radio 2
from the 24 t July.

Ross’ final broadcast will be on
Saturday 17 July.

Kielty will stay on air until early October
when Graham Norton permanently
takes the reigns.
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Tesco Plc

DFS

Asda

Argos

02 UK

Tesco shoots up to the number 1 position ahead of

Sky in May

£5,315,935

£4,585,071

£4,279,024

£3,295,491

£3,123,580

News Int have announced a new
trading model across all their
titles.

The new proposition is called
"Delivering Scarcity" and is basically
going to discard the cost -per-single -
column centimetre (SCC) method of
trading replacing this with one based
on audiences similar to how TV  and
radio trade. This is in an effort for News
Int to try and claw back an extra
£32million worth in revenue.

News Int have claimed that the reason
for proposing a new pricing model is
because they are trading at a discount
compared to other national
newspapers.

News International wants this new
model to be up and running by July
although News Int have commented
that a date has not been confirmed.
News International commercial heads,
understood to include Paul Hayes,
managing director of NI commercial,
and Dominic Carter, who heads its
sales division, are set to meet ISBA and
its director of media and advertising,
Bob Wooten, within days to discuss the

proposal. The publisher will then take
the proposition to media agencies and
advertisers. The contentious move is
likely to be greeted with cynicism from
agencies and advertisers alike,
particularly in the current difficult
economic climate. It is understood that
agencies will be given options of target
audiences that they can trade across in
each title. Target audiences will be
upmarket in its quality titles, The Times
and The Sunday Times, such as ABC1
males.

It is understood that agencies will be
given options of target audiences that
they can trade across in each title.
Target audiences will be upmarket in
its quality titles, The Times and The
Sunday Times, such as ABC1 males.

This is a new way for News Int to raise
revenue as they are unable to increase
their cover prices and they have
initiated their paywall online which
starts at the

beginning of July.



