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National Press struggles with its digital position, whilst the
regional titles strengthen theirs.
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Celebrity Love Island vs. Big Brother

Having struggled to attract viewers to its channel recently, ITV1 were pinning their hopes
on this year’s Celebrity Love Island repeating last year’s surprising success. Once again
positioning the show against Big Brother, ITV1 have been looking to steal audience from
the ever popular Channel 4 offering. Given the shocking lack of celebrities on Love
Island, very few people have been surprised that they have failed to do this. Love Island
has been averaging 2 million viewers whilst Big Brother has been pulling in 4 million. No
surprise then there have been rumours in the press this week that ITV are looking to
steal Big Brother from its rival. It appears that the UK TV viewing public prefers wannabe
celebrities to so-called celebrities.

Charlotte Church to get her own show

With several cameo appearances on various shows, including The Friday Night
Project, Charlotte Church has had her own show commissioned. The imaginatively
titled ‘The All New Charlotte Church Show’ is due to be shown on Friday nights on
C4. The eight shows, due to start on the 15t September, will consist of a mix of
celebrity guests, music, hidden camera stunts and a host of other ‘silly stuff’.
Although the format has been used on numerous occasions, Channel 4 are hoping
Charlotte can pull in audiences, post-Big Brother. The show will be the latest in a
long line aiming to fill the Friday night slot left by Friends.
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An exciting new Sony campaign and a possible rival to i-pod

If you liked last years BRAVIA 'Balls’' TVC then you might be excited to hear that this
week the shoot for the new BRAVIA TVC kicked off. We are not allowed to reveal
what it's going to be... but we can tell you that it will be even more spectacular than
‘Balls'. Given the huge buzz around the 'Balls’ shoot in San Francisco last year, that
started in the digital community, OMD International/Digital (together with Tonic,
Sony's Digital creative agency) have convinced Sony to control the buzz and
capitalize on the anticipation as much as possible, by involving and engaging ‘Digital
Influencers’ from the beginning.

As an 'industry first' Sony will be have bloggers on set who will be writing an online
(video + picture) diary, you will be able to see 'sneak peeks' and snippets from
behind the scenes, download content for your PSP and much more, all on the
updated

Have a look and guess where the shoot might be happening. You can also subscribe
to an RSS feed to get the latest news, as it arrives.

This link gives you an idea of the number of global blogs linking to the advert and
talking it up

Microsoft has unveiled its plans to launch a rival to Apple’s iPod — codenamed ‘Zune’ the
device will be Wi-Fi enabled, and will allow users to download tracks direct to the player,
and share them among fellow users.

The player is due for launch in late 2006, and product updates and expansions will follow
in 2007. It seems likely that Zune will go head to head with Apple in the market, and that
the two players’ software will be incompatible, bringing to mind the Betamax/VHS rivalry
from the 80s.
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Magazines

Regulating men’s magazines and the latest celebrity wedding — an ABC

winner?

Calls to relegate lads mags such as Zoo and Loaded to the top shelf have prompted
concern from many camps, namely publishers, who are concerned that their ABC
figures may be damaged. Whilst the content of such publications is controversial,
Media Monkey asks whether a geographical move north up the newsstand is a way to
protect the children of today (especially those of the tall variety). To some, it might not
seem appropriate to juxtapose FHM and the Beano in our corner shops, to others this
is old news — Tesco, Somerfield, WHSmith and M&S have already banned them.

The Cheryl Tweedy & Ashley Cole wedding received 32 pages of coverage in OK!
Magazine, detailing intricate details of the outfits, food, guests and venue. Media
Monkey was not invited, but it has since become apparent that the ‘knees up’ in the
pictures was NOT REAL. Phew! The actual wedding occurred before the fake one,
resulting in some salacious branding of the spectacle as fictitious, a stage show and a
money making exercise for the couple and publisher alike. Media Monkey still enjoyed
reading about it though, along with plenty of others, which will further their bold claims of
yet another ABC winner, romping home past the competitors.

The Telegraph is to launch a food magazine to compete with the Observer Food Monthly to
be published in November. The magazine will start with a bi-annual frequency, with more
appearances if successful.
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June ABCs show a disappointing result for many of the daily newspapers. The World
Cup failed to lift circulations with the tabloids selling 273k less copies per day
compared to June 2005. June is traditionally a weaker month due to warm weather
and holidays, although July figures are expected to take a deeper dive south
compared with 2005, as the horrific July bombings last year actually resulted in more
papers sold. However, Media Monkey notices that the change in format for the
Observer seems to have given some fresh legs to the quality paper, showing a 7%
increase YOY as it celebrates its 6 month anniversary of shrinking to Berliner size.
Change, apparently, is good.

National Press struggles with its digital position, whilst the regional titles
strengthen theirs.

Reports this month state that newspapers must lure advertisers online to offset a
continuing decline in circulation. One idea being discussed is that rates could be
based on the combined reach of all channels for a brand — print, online, podcast
and mobile phone. Simon Kelner, Editor-in-Chief at the Independent has been
offering contrasting views, vocalising his reluctance to place digital offerings at the
forefront of his to-do list. There is, he says, ‘no model for newspaper websites to
make money’. Media Monkey would like to suggest he has another little think about
how to move with the times. Digital is increasingly at the heart of what we do.

Regional Press

For some time now the big regional publishers have been investing heavily in their online
offerings, in order to protect their revenue which is declining in their paper products.
Some of them have taken to buying existing classified websites (usually property and
recruitment sites), but all of them have been developing their local newspaper websites.
The key advantage to an advertiser is that the papers have such strong brands that carry
across to their websites. Using the local website is seen as another key way of talking to
people at a local level, in addition to the traditional paper, radio and poster formats.
Media Monkey has been informed that in recognition of this, the four key London regional
press saleshouses now have dedicated online teams, selling the local paper websites to
London agencies.
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Clear Channel seek long term advertisers for their digital formats

Clear Channel will be installing 10 large format digital posters around London from
1st October. In an attempt to break out from the traditional two week poster cycle,
they are seeking five advertisers to commit to these sites for a twelve month period.
The main benefit to advertisers (apart from the overall improved quality) is the ability
to change copy quickly, although as these sheets are static creative capability will
not necessarily be enhanced.

At a cool £650,000 per site Media Monkey wonders how may advertisers will want to
make such a long term, costly commitment. However, as these sites are situated in
high traffic, prestigious locations around the capital they are bound to attract some
high calibre brands.

Radio

TalkSport keep a watchful eye on the Scottish media group

Former GCap chief executive, David Mansfield, will use his £1.3m redundancy pay-off to
go head-to-head with his former employees in a bid for the new FM license in Liverpool.
Mansfield will head up the consortium behind Jack FM, a rock station aimed at 40-59 year
olds, while GCap are looking to bring their award winning digital station Planet Rock, to
analogue radio.

The franchise, which is one of the few lucrative large urban conurbation licences left, will
give access to 1.5m listeners. Chrysalis, Emap and GMG are among the other bidders for
the license, which will be awarded later on this year.
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TalkSPORT owners UTV are keeping a close eye on the share price of the Scottish Media
Group Radio, whose portfolio includes Virgin Radio, with a view to a £300m bid for the
group. UTV, who also own a large number of UK local radio stations, had an undisclosed
bid for the company rejected in 2004.

Only two weeks after Virgin launched on Freeview, the station were hit with the news that
chief executive Andrew Flannagan has left the company by mutual consent. However, this
blow will be cushioned by the news that TV cult-icon David Hasselhoff will be a guest
presenter on the Ben Jones show this week. ‘The Hoff’, best known for his portrayal of
heroic lifeguard Mitch Buchanan in Baywatch, will be giving away dream holidays to
Australia and America, through daily quizzes about himself.

The Bigger Picture

2006 World Cup round up

The dust has finally settled on the FIFA World Cup, 2006 but who were the real
winners in terms of advertising?

FIFA had 15 official sponsors this year ranging from Yahoo!, to Adidas with each one
paying an estimated £28 million for official involvement in the tournament. But like the
Cup itself there are winners and losers — so, who managed to cut through this year?
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The age old battle between Nike and Adidas raged on as usual, but this year the clear
winners in terms of sales were Adidas. But was this down to luck? Nike focused its
campaign on the idea of ‘beautiful football’ but unfortunately its sponsored players —
Wayne Rooney and some of its teams i.e. Portugal were hardly great brand
advocates.

Adidas had some innovative strategies such as the installation of a 113 tonne replica of
German goalkeeper Oliver Kahn greeting football fans by straddling a four lane highway
at Munich Airport (see picture at the start of the article). They outperformed their
targets, doubling their sales in comparison to the 2002 event, while Nike saw a
decrease in sales in the same time frame.

Adidas also boosted its market share in Europe and is currently sitting above Nike with
a 37% share of all sporting-goods sales. They were also helped by the fact that Adidas
were campaigning, like the German football team, on their own turf and therefore really
made an effort to push the boat out to impress the ‘home crowd'.

As usual the competition was filled with an onslaught by other official and unofficial
sponsors all aiming to cut through the clutter. Mars took the bull by the horns by
actually re-branding themselves ‘Believe’ throughout the tournament. However, as
sales figures are currently unavailable it remains to be seen whether or not this was a
smart move.

Carlsberg managed to canvas popular support in the UK with their ‘Old Lions’ ads,
where star players turned out for a pub team. They claim to have broken all records in
the take-home market for a sporting occasion, selling 30 million pints in 4 weeks.
Overall 1 billion people tuned in world-wide to watch the final, and tens of millions were
spent by advertisers’ cashing in on the tournament. The event proved that done
correctly, with a lot of imagination and perhaps a little luck, the World Cup can still
provide a great backdrop for showcasing some excellent brand building campaigns.
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The beginning of the end, of the celebrity era?

The celebrity band-limo is one many brands have been quick to jump on. And why not?
Celebrities have been known to be great influencers. David Beckham adorned a pair of
Police Sunglasses and sales hit the roof before you could say ‘UV Filter’.

However, recent research by Account Ability, has showed that celebrities are losing their
Midas touch. The research findings suggest that the success of archetypal celebrity
influencers (such as the aforementioned David Beckham) is waning due to an increasingly
sceptical public. In fact, the most trustworthy attribute cited by consumers was packaging
followed by consumer watchdogs and family & friends. Celebrity endorsements sunk to the
bottom of the list, cited as being the most untrustworthy source bar one other — door-
dropped leaflets.

However, celebs can still be valuable in catapulting a brand to top position. Twiggy et al.
appear to have worked wonders for Marks and Spencer and contributed towards recent
profit increases. Crucially though, this campaign was part of a wider attempt to tackle
customer servicing and a decision to concentrate on marketing M&S’ ethical attributes.
There are rare celebrities out there considered trustworthy and close to the publics’ hearts
who can do the job. Sir Alan Sugar’s straight-forward yet weirdly warm manner, generated
positive results for NS&I, whilst Gary Lineker’s friendly character has helped Walkers to
engage with a youthful and family audience.

‘Trustworthy’ may not be the first word that comes to mind when one thinks of Kate
Moss, but there is something about this home-grown Croyden girl-about-town that just
works. Indeed, OMD ROAR data showed that Kate Moss contributed significantly
towards Rimmel’s successful re-positioning of a mass-meets-edgy cosmetic brand.
Ultimately, celebrity endorsements must be a carefully considered marriage of the right
celebrity and the right brand. Monkey would suggest that the best way to maximise
celebrity endorsements is to incorporate them into a long term, rounded marketing
campaign, simply pinning the celebrity badge on is, in itself, not enough.

OMD UK



