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Why this handbook
can help you

Developing hard hitting evidence

to help people understand how TV
advertising works — and how to make
it work better — is central to Thinkbox’s
mission. But not everyone will be as
familiar with the evidence as we are.

In producing this handbook and the
accompanying online content, we've
distilled our key research pieces

into short responses to the ten most
frequently asked questions regarding
TV’s effectiveness, often by non-
marketers on company boards. We've
provided concrete proof that TV can
work for you and proof that it pays
back, whatever the time scale.

In fact, we've experienced this at first
hand. You may have caught our new
TV ad, featuring the charming mutt
Harvey. He ingeniously dramatises
the powerful impact the medium can
have when he plays a TV ad to his
prospective owners, showcasing his
amazing skills.

As a result we've seen a four-fold rise
in web traffic to our site and a huge
increase in enquiries into Thinkbox.
He’s also notched up over a million

views on YouTube and
'ﬂ Tuh‘ become a social media
phenomenon with his
own Facebook page with
10,000 fans. But these
are merely outcomes; the cause is the
TV campaign that ignited interest.

faceksok

In order for you to exploit the power of
TV advertising, we’ve condensed all
the good things from this handbook for
you to review and simply download.
Please go to www.thinkbox.tv/
marketingsociety and have a

nose around.




n How can you prove
TV works?

Campaigns which
include TV are
35% more effective

A £1m increase
in TV investment
yields a £4.5m
increase in sales

Most of us intuitively know that the
biggest, most famous and most
successful brands are TV advertisers.
But, there is also plenty of hard
evidence showing that this is not

just a coincidence.

There are several impartial research
studies which prove that TV advertising
is at the heart of the most effective
advertising campaigns. The IPA, which
is the body representing all types

of ad agency in the UK, proved that
campaigns which include TV are 35%
more effective than those without TV at
delivering large business effects, and
that TV is more effective now than it
was 20 years ago.

Furthermore, Pricewaterhouse-
Coopers undertook a 10 year
econometric analysis of over 700
brands in 7 markets and found that,
on average, a £1m increase in TV
investment yields a £4.5m increase

in sales, the highest ROI of any
medium. It also showed that TV is the
most significant driver of revenues
across a wide range of products

and that TV delivers its value over

a much longer time frame than

other media. They found that TV
campaigns were still working at about
80% of the initial level in the year
following their broadcast. This effect
is often overlooked, and is one of the
reasons why TV’s payback is often
underestimated.

And the UK’s Direct Marketing
Association (DMA) found that when TV
is added to other response-gathering
media it improves their performance
dramatically; print response rises by
92%, Direct Mail by 96% and, most
impressive of all, online responses
increased by 164%. Google supports
this finding and says that TV
advertising’s effect on search is
instant and very visible.




n Doesn’t TV take
too long to pay

back? | need

something that

will work
immediately.

All TV ads

are now response
ads even without
a call to action

57% of people
agreed they have
conducted an
online search as a
result of seeing a
TV ad

TV does work immediately — but it also
works over the long-term, delivering

a double benefit. A recent Thinkbox
study with MediaCom, looking at

the influence of TV on short-term
response, found that 43% of all
campaign-driven responses across

a broad group of their clients were
generated by TV, way ahead of the
investment share on TV. Furthermore,
they found that the web is now the
response channel for TV ads, having
overtaken phone a couple of years
ago; this fact is also responsible for

a great deal of misattribution of TV’s
effect on other media.

TV works and it works fast. This
immediacy has always been the
case but, thanks to the spread of the
internet, acting on TV ads is easier
than ever and we can now see TV’s
immediate effect in real time as it
unfolds online.

All TV ads are now response ads

— even those that don’t set out to be.
Thinkbox’s joint research with the
Internet Advertising Bureau (IAB)
found that, as a result of seeing a TV
ad, 57% of people agreed they have
conducted an online search; 36%
agreed that they have visited a brand’s
website to find out more because of a
TV ad; 28% had searched the net to
find out where to buy the brand; and
21% had purchased online.

Effectively, the take-up of home
broadband and increasing laptop
ownership has brought the High
Street into the living room and made
TV a point of sale medium.

Comparethemarket.com
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TV isn't
accountable is it?

BARB is the
most rigorous
media research
in the world

Online search
metrics show us
the instant spike
in search that TV
ads produce

TV viewing is measured by the most
rigorous media research contract

in the world. BARB (Broadcasters’
Audience Research Board) measures
viewing on a minute by minute basis,
for every individual separately (both
geographically and demographically
represented by 5,100 households
and 11,400 individuals). If anything,
BARB under-records how much TV is
watched because it only measures
in-home viewing to TV sets; they
estimate that total TV viewing is
about 6% higher than their published
numbers show.

Time-shifted viewing is only included up
to seven days following transmission;
about 25% of time-shifted viewing
occurs after that but is not counted and
is therefore free. Fast-forwarded ads
are also not included in BARB numbers
and hence are also free, though they
do have value.

However, the accountability that really
matters is TV’s effect on a brand’s
business. Because TV doesn’t have

Cravendale

a return path (yet), it's important

that advertisers employ rigorous
econometric analysis to understand
the contribution that all their marketing
makes rather than just using superficial
response analysis, like the number of
Google searches.

TV advertising makes things happen
— and instantly. Online search metrics
show us the instant spike in search
that TV ads produce. But very often
TV doesn’t get the credit for the effect
it generates. TV ads work best with
other media, partly because they
capture the response generated by
TV advertising. The response might
come via a print ad with a unique
phone number, a direct mail shot with
a coupon or, increasingly, a whole
range of online marketing techniques:
search, emails and clickable online
display. The problem with this is that
responses are often attributed to the
wrong medium, the capturing medium
rather than the generating medium.
People are confusing cause and effect,
and accountability with ‘countability’.

Bird’s Eye




n TV’s expensive
isn’tit?

TV is in fact
the best value
marketing
investment
you can make

Creatively
awarded
campaigns are
11 times more
efficient at
growing market
share

There are several elements to this
statement. The cost of reaching
someone, or the cost per thousand
(CPT), of linear TV advertising is no
more expensive than most major
media, and less than some. Because
TV reaches more people more quickly
than other media it is easy to justify
spending more on it, because it
delivers back viewers to your ads.

The cost of making a TV commercial
can also seem high, though there

are many examples of excellent and
effective creative executions that cost
tens of thousands of pounds rather
than hundreds of thousands. However
we now have proof that creatively
awarded campaigns are 11 times
more efficient at growing market share
so the cost may well be more than
justified by the return.

But both of the above factors should
be considered in the context of the
payback from TV advertising. It would
be a mistake to confuse both cost and
value. Because of TV’s excellent long-
term ROI, TV is in fact the best value
marketing investment you can make,
delivering increased sales, market
share, profitability and brand equity.
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Why don’t | stop
spending money
on TV advertising
and save some
cash?

This is a high risk strategy. It may
help the bottom line in the short-term
but it will most probably severely
damage it in the long-term. Our work
with Data2Decisions showed that
cutting your TV spend in half will then
take you two years to recover the lost
market share. Cutting TV advertising
out altogether for a year will take four

Cutting TV years to recover.
advertising out
altogether for a
year will take four
years to recover

Companies that want to recover their
market share within a year after a
recession will need to spend 60% more
on their advertising than the amount
they actually saved by cutting it out in
the first place.

Companies that
want to recover
their share within

a year after a
recession will need
to spend 60% more
on their advertising

Brands that continue to spend while
competitors respond to recession with
budget cuts are in the happy position
of building market share at lower cost
and their money goes further




n My kids don’t
watch TV anymore.

Do anyone’s?

15-24s spend the
biggest chunk of
their media time,
at 42%, watching
live TV

TV ads are the
most influential
and enjoyable
form of advertising
for young people

We shouldn’t confuse life-stage
behaviour with long-term trends and
it is unwise to use a sample of one.
Young people’s linear TV viewing has
actually increased slightly over the
last five years. But kids have always
watched around an hour less TV a
day than their parents; but this drop is
reversed when they become adults.

So young people would be accurately
called light TV viewers; however TV
is still the medium they spend most
time with. To put this in perspective,
according to the latest findings from
IPA Touchpoints 3 — the only single-
source research that compares

all media usage using the same
methodology — 15-24s spend the
biggest chunk of their media time, at
42%, watching live TV; when you add
in watching TV online, which is most
popular among young people, TV’s
share of their media day rises to 44%.

And it's not all about time. TV is by far
the most influential advertising medium
for young people. Recent research

by YouGov for Deloitte shows that TV
advertising is more impactful than any
other form of advertising, and even
more so for young people.

In addition to watching TV online,
young people are also the most
enthusiastic 2-screeners ie watching
TV with an internet enabled device to
hand. This allows them to comment
on TV programmes and ads as they
view them, to create social media
fangroups, to share their enthusiasm
for TV online — and to buy products
instantly too.

"|
40

i LR R R R ER R bl




Isn’t the
multi-channel

era fragmenting
TV audiences?

Commercial TV
reaches over 70%
of people

in one day

TV’s expansion is
providing

greater flexibility
and targeting

for advertisers

Commercial TV reaches over 70% of
people in one day, 92% within a week,
and 98% within a month. No other
medium has such immense reach
and it is TV’s ability to deliver this
scale, and so rapidly, that is central

to its impact.

The growth of multi-channel digital
broadcast platforms has delivered
massive choice to viewers. There

are now commercial channels and
programmes to suit any taste or
interest. Greater channel choice
inevitably means that audiences are
more spread out than before, but

this is a benefit to advertisers and is
better deemed segmentation than
fragmentation. Alongside TV’s ability to
reach the majority of the UK overnight,
it can now also reach very specific,
niche, highly targeted groups who have
chosen to watch specific channels

— as well as targeting regionally, as

it always has done. Multi-channel

viewing has meant that TV advertising
can be more accurate and cost
effective. TV’s expansion is providing
greater flexibility, choice and control
for advertisers.

It should also mean that people are
enjoying what they watch more. If

a programme that used to have 10
million viewers 10 years ago now

has 8 million, with the other 2 million
watching a variety of other TV shows,
you know 2 things: the 8 million are
watching the big TV show because
they really want to and not because
there is no other choice and the other 2
million have found something that suits
them better. That’s good for everyone.

Of course big TV events remain hugely
important culturally, whether that’s

an election debate, an entertainment
show or major sport. They give us all
something to share and talk about
together, on the sofa or online.




n Isn’t TV advertising
declining as money

moves online?

Online advertising
opportunities are
growing and

important but
they are not a
replacement
for TV

Combining TV and
online advertising
delivers up to a
50% increase in
positive brand
perception

TV is not declining in any meaningful
sense — not the viewing of TV, the
viewing of TV ads, the effectiveness

of TV ads, TV’s share of advertising,
nor absolute revenue, which is growing
now the recession is over. And online
TV revenue is the fastest growing
sector within online display.

The range of online advertising
opportunities is growing and important
but they are not a replacement for

TV as the two do very different and,
importantly, very complementary

jobs. They are growing together. This
is exemplified by how much online
brands invest in TV advertising (over
70% of their investment) and how
many new online brands are launched
using TV.

Research from a joint study with the
IAB has shown that combining TV and
online advertising delivers up to a 50%
increase in positive brand perception,
as well as a significant increase in
likelihood of purchase.




n OK, people watch
TV, but doesn’t
everyone fast-
forward the ads?

Only 7% of
ads are even
capable of
being skipped

DTRs encourage
people to watch
17% more TV at
normal speed and
more ads

Even though TV advertising is the
most enjoyed and acceptable form of
advertising, even we wouldn’t pretend
that people watch TV to see the ads.
Viewing dips at ad breaks (all picked
up accurately by BARB) and if the
40%+ of us who have digital recorders
are watching time-shifted programmes
we all skip ads some of the time.

But these are the important numbers to
remember. Of all the TV watched in the
UK, 93% is viewed live, so only 7% of

ads are even capable of being skipped.
In fact we are watching more TV ads —
at normal speed — than ever: some 2.5
billion a day, 41% higher than in 1999.

In homes with digital television
recorders (DTRs) like Sky+ or
Freeview+ about 13% of viewing is
time-shifted. But according to the

data from Sky homes, this technology
encourages people to watch 17% more

TV at normal speed and so any ads
lost are more than compensated for.
Remember fast-forwarded ads are not
counted by BARB so are free, but they
have been proved to have real value
with about 65% of the levels of recall
that you would expect from an ad at
normal speed, as long as the ad had
already been viewed. Given the fixed
attention needed when fast-forwarding
this is not surprising.

What DTRs do prove yet again is the
value of great creativity, with favourite
ads being rewound and watched
again. Panic about ad-skipping is
unnecessary but the greater emphasis
it has given to producing engaging
advertising is a happy outcome. And

it has also boosted the value of TV
sponsorship which acts as a welcome
form of ‘punctuation’ to viewers.

Magners




n Isn’t TV being
overtaken by newer

technologies?

Anything with a

screen is now a
way to watch TV

Average screen
width increases
by approximately
an inch every year

Live TV has been liberated by new
technologies. Sales of flatscreen HD
TVs are soaring and average screen
width increases by approximately

an inch every year as consumers
continue to invest in technology and
more sophisticated forms of home
entertainment. Both the quality and
quantity of TV viewing is bring driven
by technology.

Additional distribution technologies
have extended TV’s accessibility and
desirability; Broadband is TV'’s latest
way to deliver TV live or on-demand,
allowing easy catch-up with missed

TV. Then there’s the device we actually

watch TV on; anything with a screen
is now a way to watch TV whether you
carry a laptop, tablet or mobile. TV is
a multi-platform, technology-neutral
content-led industry.

New technologies also make it even
easier to respond to TV ads. Firstly,
the growing phenomenon of multi-
tasking is one to be excited about.
When people watch TV with a phone
or a laptop nearby they can respond
instantly to ads, researching products
and even buying them before the
end of the ad break. And then the
development of broadband-enabled
TV sets means that TV will have its
own return path at last. Viewers won't
need to go via a search doorway to a
brand’s website; they will just need to
clickona TV ad.

TV technologies are improving and
expanding rapidly and as a result they
are magnetising viewing to the living
room. The improved viewer experience
plus greater choice and control
alongside new technologies like HD
and 3D is enhancing the quality of the
broadcast experience.




. About Thinkbox
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Thinkbox is the marketing body for

commercial TV in the UK, in all its forms.

Its shareholders are Channel 4, ITV,
Sky Media, Turner Media Innovations
and UKTV who represent over 90%
of commercial TV advertising revenue
through their owned and partner TV
channels. Thinkbox works with the
marketing community with a single
ambition: to help advertisers get the
best out of today’s TV.
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And if you’d like to
discuss any of our
work or research
further, then please
do contact us.

Tess Alps

CEO

PA: Helen France

020 7630 2322
helen.france@thinkbox.tv

David Brennan

Research & Strategy
Director

020 7630 2335
david.brennan@thinkbox.tv

Lindsey Clay

Marketing Director

020 7630 2324
lindsey.clay@thinkbox.tv

Zoe Fuller

Head of Planning

020 7630 2337
zoe.fuller@thinkbox.tv

Jamie Maskall

Head of Marketing
Communications

020 7630 2329
Jamie.maskall@thinkbox.tv

About
The Marketing
Society
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The Marketing Society is a not-for-
profit organisation owned by its
members. Founded over 50 years ago
to provide a forum for senior marketers
to exchange ideas and share best
practice, today the Society is the UK’s
leading network for senior marketers.

The Society challenges its members
to be bolder marketing leaders

by supporting the development of
leading—edge thinking, and promoting
the evidence of effective marketing.
www.marketing-society.org.uk



All the information contained within this handbook is available now at www.thinkbox.tv/marketingsociety.
Please download and use it freely to help make a watertight case for investment in TV.
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