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Notes are taken from i)Marketing Communication, Blythe J (chapter 4), (1999), Prentice Hall & ii)Advertising, Wright R (chapter 7), (2000), Prentice Hall

Active Media

1.
Introduction to active media.

Active media are active because they actually do something.  Whilst not truly interactive like the telephone or the web, they capture and hold attention.

Radio and television are a fact of our lives in the West.  Television watching has replaced conversation in its scale.  (When was the last time you spoke to someone for more than three hours?)  Television has become the most dominant entertainment medium.  Radio is particularly popular in that people can carry on working while listening to radio.  But unlike the press television and radio are volatile media.  While on air everything is clear and explained, but once off air its message is soon forgotten.  Radio does have the advantage of portability.  People may listen to the radio through an ear piece as they walk about doing something else.  In that sense it is portable like a newspaper,  magazine or book.

Cinema, like television, shows products in its advertisements that engage sight and sound  to a captive audience.  One can never be sure that a television audience is captive.  Even during a top football match there is no guarantee that those watching the football will remain to watch the advertisements.  They may well go and stretch their legs or make a cup of tea.

2.
Television advertising.

2.1
Advantages of television advertising.

Television is a powerful mass medium for communication. The ownership of television sets is widespread. Apart from Italy and Portugal, the percentage of homes owning at least one television set is 97% or more. Television programming guides are amongst the biggest sellers in most countries.  Advantages of television advertising  are:

Advantages
Explanation

Realism
It is possible to show the product in use in a realistic setting. This helps position the product so the audience can see the kinds of people using the product (by social class, accent, home) in a way that is difficult with print ads.

Receptive audience
TV adverts are often seen as entertainment, are produced to a high standard and are interesting in their own right. For example the Hamlet Cigar advertisements were often sought out and watched for the gentle humorous pleasure they gave.

Repetition
Adverts can be repeated until sufficient of the target audience have seen it.  Ad agencies monitor this, via BARB ratings, to see what proportion of the target audience have seen the adverts.

Appeal to retailers.
Retailers have a strong belief in the power of a TV campaign. They are more disposed to give products shelf-room if a TV campaign is in the offing.

Zoning and networking.
In most countries it is possible to localise advertising to an appropriate region or to go national in all regions.  Clearly zoning is cheaper and is appropriate if the product is localised e.g. adverts about the new Scottish Parliament would be of interest in Scotland and, relatively speaking,  nowhere else.

Links with other media
Further information (or coupon returns) can be printed in TV guides or posted on a supporting website or even posted on CEEFAX. This combines the strength of the press and the web with the power of television advertising. Note apart from the transmission of page numbers, CEEFAX is not a two-way interactive medium with true bi-directional data transfer like the Web.

(from Jefkins, 1994)

Television has disadvantages too.

Disadvantages
Explanation

Lack of selectivity
Mass market only. It cannot reach an audience selectively as well as e.g. demographically via press advertisements, or geographically via billboards.

Impermanent medium
It is difficult to record interest as it is aroused.  A snappy telephone number, P.O. Box number or web-address would help with this.

Zapping
Remote controls allow audiences to 'zap' , i.e. ignore, TV commercials.  Zapping has been called 'the greatest threat to capitalism since Karl Mark' (Kneale, 1988).

Clutter
In some countries TV advertising frequency is so high that audiences become bored with the sheer volume.

Audience fade out
Audiences might leave the room during the commercial breaks. Consequently, the host programme may be seen by many people but its advertisements shown are not  necessarily seen. 

Cost
TV adverts are expensive. The entry threshold for a 30-second ad at peak time is, on average,  £10,000 per region.

Long lead times
Booking airtime is a lengthy process (2 months in UK, 12 months in Germany). This means it is difficult to place adverts at short notice. Production times for advertisements are lengthy too.

Restrictions on content
TV advertising is conservative in comparison to the press. Sexual innuendo, nudity, and swearing are all taboo (despite their occurrence in programming). Some categories of  product cannot be advertised in the UK at all e.g. (i) tobacco and (ii) condoms. In France retail stores may not be advertised on TV, in Germany toys may not be advertised during children’s' television.

Erosion of audiences
As the number of channels has increased to five and the use of video-recorders has increased the audience is spread more thinly. High quality programming is spread across more channels so the average quality of television has fallen despite the increased use of 'repeats'. As a consequence there has been an increase in time spent on other activities.

TV is largely an unsought medium since viewers rarely watch television to see a favourite commercial.  It works best by enhancing the image of the brand in a serendipitous way.

2.2
Off-the-screen commercials.

These TV advertisements are the entire communication package.  Viewers are invited to call a hotline with their credit card details in order to buy products directly.  Products sold in this way are garden equipment and music collections.  Advantages are:

Advantages
Explanation

Shortens channels
The process of visiting a store, contacting retailers etc. is eliminated. The call is for a specific product and can be sold to the customer directly. 

Cash in advance
Like mail-order systems the advertiser gets the money before the goods are despatched.   This helps cash flow and promotes liquidity.

Instantaneous response
Viewers may call while the ad is on the screen now that the telephone mobile is here. There is no need to leave the room and go to 'the telephone place' (under the stairs, in the kitchen) within the home. It is easy to schedule demand. Call centres and computer systems can handle large numbers of calls very efficiently.

Better product perception
By using full multimedia capacity of television (albeit one-way) the viewer may get a better  perception of the product. How it folds away, how it may be used in diverse ways, the strength needed to move the product etc. None of this is so obvious when the product is in a box.

Disadvantages of off-screen-advertising are:

Disadvantages
Explanation

Information packed
The advertisement must be crammed with all the information needed.  This may involve the telephone call number and /or web address being displayed for the whole duration of the advert. 

Complex production
There will be many visual and aural elements which must co-exist on the screen in a clear yet informative way.  The add will show a range of users in a range of environments using the product effectively. 

Expensive
Because of this complexity in producing the ads and setting up the call centres and telephone systems, these advertisements are quite expensive.

A worrying development is the infomercial.  This is typically a half-hour programme about a specific product. 

Infomercials are illegal on terrestrial television in the UK. However they make up a quarter of the programming time for cable stations in the USA. The advantage of  the infomercial is that it gives enough time to inform and persuade potential customers of the product's benefits. For cable companies it fills up airtime which customers do not have to pay for.

2.3
Statutory television controls.

2.3.1 The BBC and Commercial television

Governments' have a variety of controls over the television medium. In the UK television started in 1936 and was part of public sector broadcasting. It was the worlds first public television service and continues to be funded from an annual licence fee colected by the state.  This is now a matter of contention (envy?) from SkyTV et al.

In 1955 commercial television was allowed - but only one station was allowed in each geographical area.  The purpose of this was to avoid the cut-throat competition and ratings wars that were taking place between TV stations in the USA.  There is little control over content in the USA and advertisers sponsor shows in which their products are plugged relentlessly.  In the UK the licensing authority for commercial television is the Independent Television Commission and television companies must periodically apply for their licence.  This prevents companies becoming complacent: so much so that they feel they have 'a licence to print money'.  

As a contrast look at Europe.  In much of Europe television has only become deregulated during the 1980s as a result of satellite broadcasting which, being extraterrestrial, was difficult to control.  Deregulation in Italy and France lead to the proliferation of small stations.   

These eventually became consolidated into  major networks controlled by the companies responsible for selling air space.  Berlusconi did this in Italy by simply providing the programme tapes for small television stations with the adverts already inserted.

In the UK the BBC has a market share of 32% and 11% for BBC1 and BBC2 respectively. It is also responsible for radio 1, 2, 3, 4 and 5.  No overt advertising is allowed. Also, it has developed a portal standard website at www.bbc.co.uk.

However, with the BBC charter coming up for renewal,  this may change - especially with the advent of digital television. Digital television could be viewed as simply another technological change, like that from black and white to colour television.  However others, who have a vested interest in the success of pay-per-view business models, are clamouring for the BBC to not have 'the unfair advantage of the state collecting the TV licence money for the BBC'.  The suggestion that there might be one minute (per hour) of advertising allowed on BBC1 and BBC2 seems to have silenced critics.  These pricing policies may be allowed on newer public digital channels which may also accept sponsorship.  

Commercial TV is aware that the BBC sets a standard that they must live up to.  It is noticeable that it is Channel 4 and Channel 5 that are taking the television audience into the weirder and wackier reaches of what is acceptable.

Technological development has affected all transmission channels in some way or another, but no more so than with television.  TV is in a revolutionary state of development due to unprecedented technological change.  It is not clear yet what the benefits can be and will be.

Suffice it to say there are three ways of getting a marketing communication out to a viewer.  They are (i)  conventional terrestrial broadcasting, (ii)  satellite and (iii)  cable.

2.4
Terrestrial television, satellite and cable.

2.4.1 Terrestrial television.

Terrestrial TV uses radio signals via land-based transmitters to send analogue signals from the recording studio from the recording studios to its audience.  Analogue will be replaced by digital in 2007. Channel 4 is publicly owned but is allowed to take advertising to fund its activity. Channel 5 is relatively new and is commercially owned funding its activities by the sale of advertising.  The largest commercial station is Independent Television (ITV) - its web location is www.itv.co.uk -representing a consortium of fifteen regional companies within the UK. 

[SOL Opportunity: Discover the ownership of these regional companies at www.vbs.bt.co.uk ]

Although television audiences have fallen in the last decade, ITV is by far the largest of the commercial channels with 32% of the audience share.  

On occasions it has drawn one-third of the UK population to such programmes as Coronation Street.  Consequently it can still claim to represent a mass medium.  It launched 30 more digital stations in 19888.  

Figures (from page 126 of Wright) for the top ten UK advertisers in 1996-97 are:

Company
£M

1
BT
98.7

2
Procter & Gamble
74.0

3
Kellog
58.2

4
Ford
56.4

5
Procter & Gamble H & B
42.0

6
Van Den Bergh Foods
41.0

7
Renault
38.7

8
Mars Confectionery
37.5

9
Nissan
37.1

10
Elida Fabergé
34.3

The Independent Television Association (ITA) represents all fifteen independent commercial television regions.

The ITA, together with the BBC, is responsible for BARB (British Audience Research Bureau), the independent organisation that produces audience research for the industry. 

2.4.2 Cable

Cable has reached over 67% of all homes in the USA, 60% in Germany but only 10% in the UK. The nine cable companies have a regional franchise. This is set to explode to 200 channels with the advent of digital TV.  Some of the programmes are free while others are on a monthly or programme-by-programme subscription.  The cable industry in the UK is represented by the Cable Communications Association (www.cable.co.uk). 

2.4.3 Satellite

Satellite TV in the UK, and the rest of the world,  is dominated by News International, owners of BSkyB (www.sky.co.uk).  Satellites offers similar services, and as many channels as, to cable. The essential difference being that satellite can be accessed by almost anybody. Cable however depends on cable passing the premises where it is to be viewed. For people unhappy about having a dish stuck on the side of their house it is possible to receive Sky via cable and a set top box. On Digital is a recent competitor to Sky but with fewer channels. 

2.4.4 Market share of these British television media

Market share trends for these media are given in the table below. The figures are percentages of the total UK television audience.


ITV
Channel 4
Channel 5
Cable & Satellite
BBC1
BBC2

1994
40
10
-
7
33
11

1998
32
10
4
13
31
11

There has been a twenty per cent reduction in ITV's market share over the four year period, whereas cable & satellite have almost doubled their market share. BBC has been relatively unaffected over the same four year period. 

But since 1998 there has been a fierce bidding war for the rights to televise live events such as Premiership Football Matches, World Cup, European Cup and the Olympics. BBC must take a more aggressive attitude towards winning the 'crown jewel events'. Some politicians have suggested these events must be shown on public sector broadcasting. But the fact remains BBC has lost many of the sporting events it thought it had made its own. Sky has been particularly focused in obtaining the rights to screen football event (and other sports events) which it then subsequently sells to viewers via pay per view.

2.5
Producing television advertisements.

This is a creative process.  Although a large number of creative people are involved there are clear cut stages in advertisement production. However there are no hard and fast rules and production will vary from one client to another, and one audience to another.

The creative process starts with the creatives in the advertising agency. These people are the creative director, writers, an art director, and possibly a business manager.

The stages in producing a TV advertisement are:

Stage


Explanation



Scriptwriting
The writer is asked to produce a script in which the pictures and soundtracks are specified in detail. A thirty second voice over contained 50 - 60 words.



Storyboard
The artist illustrates a key frame from each scene in the script. The frames are assembled in order, with the spoken text under each frame. This is called a presentation storyboard. [Note the similarities with Powerpoint.]



Client presentation
The finished script and storyboard are shown to the client for approval. Sometimes copies are handed out to interested parties. Video and animation may be used.

Audience testing
'Concept testing' the idea before shooting is advised.



Pre-production
The producer is the agency's business manager. He acts as the interface between the creatives and the legal and financial restrictions. Legal clearance from regulatory bodies is sought. 



Pre-bid sessions
Following approval of the story board and video by all parties bids are invited from production companies.



Selection of production company
Since the cost of airtime will be more than the cost of production. Nevertheless, a production company is chosen on the basis of cost, quality and reliability.



Shooting
Some adverts are shot using big name directors with famous actors and actresses (e.g. Campari - Leonard Rossiter and Joan Collins). Others are shot with low budget using unknowns.



Scripts must follow five simple rules: i) make it clear, ii) make it complete, iii) make it important, iv) make it personal, v) make it demanding. From the clients viewpoint he is more likely to achieve success if he gives a clear and detailed brief. Communication is key: everyone involved in producing the TV ad must understand fully what the advert is trying to achieve.

2.6
Buying air time.

The UK terrestrial TV stations operate a standardised rate card.  This lays down spot rates for air time. All air time is pre-emptible which means it goes to the highest bidder It is possible to bid for and get a peak time spot for £1,000, however it is extremely likely the spot will be over-bid by another advertiser.  Airtime is limited to six minutes per hour, consequently popular slots will be overbooked. [By comparison the USA allows 16 minutes of advertising per hour - ie. 28% adverts in the USA as opposed to 10% in UK.]

In Germany advertising slots are bought by allocation - normally a year in advance. This means delays and some advertisements seem dated by the time they appear. Also, since current advertisers are favoured it is difficult for new advertisers to break into the market.

2.7
The cultural dimension to television advertising.

Television advertisements reflect the culture it is set in and, at the same time, they mould the culture on which it impinges. Television is a powerful medium engaging the attention as no other medium can (except perhaps a master story teller or a good conversation). It is unsurprising that TV advertising jingles and phrases pass into every day language.  There are some who feel television advertising distorts society's values

3.
Radio advertising.

3.1
Introduction to advantages and disadvantages of radio advertising.

In the UK commercial radio is a relative newcomer. Radio is a poor relation to television. During the 1930s, 1940s and 1950s the only access to commercial radio was via Radio Luxembourg.  The signal was relatively weak by the time it reached Britain. Events moved nearer home in the 1960s with the advent of pirate radio and the various 'Radio Carolines'. These were broadcast from anchored ships in the North Sea over three miles from the shore. These pirate radio stations, broadcasting from ships, were outlawed in 1967 by legislation. But by the 1970s these were allowed to broadcast from the mainland. There are now 300 different local commercial radio stations in the UK.  Few of these have national coverage, broadcasting to small local groups in FM. This is high quality sound but with short range: ideal for local commercial radio.

RAJAR (Radio Joint Adverting Research) provides independently audited figures on audience size. Unlike most countries commercial radio did not precede commercial television. Some interesting statistics for one UK radio station are: (a) 72% of adults listen to the radio in the kitchen, (b) 53% of  15 - 24 year olds listen to the radio in their garden, (c) 44&% of radio listeners wake up to a radio alarm, (d) 44% of drivers listen to the radio and (e) 44% of employees listen to the radio in their workplace

The advantages of radio advertising are given in the table below.

Advantage
Explanation



Radios are cheap, reliable and portable.


Most people own a radio, and most own several. Most cars have a radio.



There is no need to be literate to enjoy radio.


The spoken word is understood by all people whereas literacy is not a characteristic of all people.



Radio is a live medium.


Radio is active and grabs the attention. In that sense it is similar to television.



Does not require the listener's sole attention.


Radio can be listened to while carrying out other tasks e.g. doing housework. TV does not have this quality.



Hard to zap ads.


Radio does not have a zapper device to silence radio advertisements.



Can be localised.


FM stations are short range and so promote geographic targeting.



Can be segmented.


Different parts of the workforce listen to different parts of the radio at different times. Workers listen for time and weather checks before they leave for work. Factory workers listen during the day. This is called narrow casting.



Cheap and flexible.


Radio has the immediacy of TV but at a fraction of the cost.



Intimacy of the medium.


People usually listen to the radio in a relaxed or private situation. This makes it a more friendly medium than say billboards.



On the other hand, the disadvantages of radio advertising are given in the table below.

Disadvantage
Explanation

Audio medium only
The product can be shown or viewed.



Relies heavily on audience imagination.
The spoken word is understood by all people whereas literacy is not a characteristic of all people.



Transient medium.
Adverts are impermanent so details are hard to remember.



Inattention of listeners.
The listener is not really listening; the radio is used as background noise to make the boring tolerable.



Low number of listeners
The proportion of people who do tune in compared to those that can listen to radio (i.e. are within range) is rather small.



Difficult to measure
Unlike press adverts where coupon returns can be used, it is hard to know who has heard an advert and how it has affected them.



3.2
Planning radio advertising.

Realistic objectives are concerned with raising awareness and image-building. Radio stations like the press, produce rate cards which give a breakdown of audience demography. These figures are independently audited by RAJAR.

Spot rates vary between stations. The evening drive-home slot from 5pm to 7pm is very popular. A problem arises if an advertiser wishes to 'go national'. The market is so fragmented that the administrative overhead of booking with all 300 stations is quite formidable. Some stations do arrange multiple bookings for air time - but only for certain stations.

3.3
Producing radio advertisements.

This is simpler than television since only sound comes into play. This means sound effects, the spoken word and music. Business people may participate in their own adverts on radio: something that rarely works on television. In this way  an intimacy between listener and promoter is engendered.

Scripting radio advertisements is much like scripting television ads, with the proviso that everything must be in the script.  Sound effects are used as important triggers: they signify to the listener. These triggers are culturally based. An English association of snow, sleigh bells and cold with Christmas would not translate very well to Australia where it would be the height of summer. Champagne corks popping would signify a celebration in the UK but not in an Islamic country where drinking alcohol is taboo at certain times of the year.

Music is important in advertisements on the radio.  Pop-music is an important linker between the ad and the real world. Combining different soundtracks is possible on a computer (e.g. by using Cubase) as is the ability to compose simple music digitally. In this way the advert is cheaper to produce sounds which are non-copyright with the consequence that they are fee-free.

Devising slogans in radio adverts is particularly important. Mixing slogans with catchy sounds, which stick in the mind, aid the recall of the whole advert. Features which make these jingles work are given in the table overleaf:

Device
Explanation

Rhythm
'A Mars a day helps you work, rest and play' is a slogan with a catchy rhythm known to most British People. The rhythm is complex but regular, and it echoes the older saying 'An apple a day keeps the doctor away.'



Foreground
Bringing the slogan to the forefront of the mind is achieved by parallelism (an unexpected regularity, as in the Mars example above) or by deviation (an unexpected regularity).



Alliteration
Using the same sound repeatedly creates a resonance (such as (Cadbury's Caramel)



Assonance
The repetition of vowel sounds, as in 'Gillette - the best a man can get'.  The assonance of 'Gillette' and 'get' make the slogan more memorable. This also applies to brand names e.g. Coca Cola. The Co is repeated, so is the ending -a.



Rhyme
This works better in some languages than others. Good languages are Spanish and Italian.  They have a lot of words with the same ending. Also there is a greater use of stress on the end of the word e.g 'My name is Aldo Isso'. Using French we have the English fashion group 'Elite petite'. German and Greek are less rhythmic.



Intonation
Stressing different syllables from those expected in ordinary speech can add to the deviation effect e.g. 'you say toe-mah-toe, I say te-mate-o'



Puns
Homophones are words which sound similar but have different meanings. Used carefully, these can have a big impact. But remember that to make a pun is 'the lowest form of wit'.  [A recent advertisement, albeit on a poster, that I particularly like is for the Economist.  The strapline is in typical white roman font on a red background: “Great minds like a think”. It is a play on the English aphorism  ‘Great minds think alike’ . It suggests a deeper truth in a witty way.  The disadvantage is that this advertisement would not be understood in French or German.  The aphorism is culturally bound. Would you turn it into a radio advertisment?]



In practice writing copy (i.e. the words, slogans, scripts) is more of an at than a science. People come up with a catchy idea first, then it is rationalised afterwards to explain why it works.

In copy, the use of questions is powerful. Asking a question causes the audience to think in an attempt to find an answer. In short the audience engages actively with the purpose of the ad.

3.4
State regulation of radio.

In the UK the regulation of radio by the Independent Broadcasting Association was changed in 1991. Then the Radio Authority was created.  This body exercises control over what may and what may not be broadcast. The table below contains a summary of the main provisions of the Radio Authority Code of Practice.

Provision
Example

Prohibition of some products entirely
Cigarettes, pornography, escort agencies

Endorsement by presenters
Station presenters may not recommend advertisers' goods, so advertisers cannot employ them to do voice-overs.

Adverts must not offend against taste or decency
No racist, sexist or obscene language is allowed (even as a joke).

Adverts must not use knocking copy
Advertisers are not allowed to make derogatory references to competitors' products.

Adverts must not use sound effects which might endanger drivers
Sounds of police sirens, squealing tyres or gunshots might well distract or confuse a driver listening to the ad in his/her car.

Adverts must not mislead the audience.
Adverts must be reasonably truthful. This applies particularly to medicinal, financial and environmental claims.

Radio advertising is a quick and flexible way to communicate with listeners for emergency advertising (e.g. this might arise due to the year 2000 bug) or timely-related advertising (e.g. weather related products like umbrellas in the summer during extensive rain). Such campaigns can be adapted quickly to respond to the competition or changed circumstances.

4.
Cinema advertising.

4.1
Introduction to cinema advertising.

Cinema was the precursor to television. Its first offerings were in black and white only. Then came the 'talkies' in which sound was added to the visual images. Finally came 'Gone with the Wind' and the arrival of films in colour. With film the audience could not zap programmes the way they can with television. Furthermore, the audience is captive. Films are normally of 90 - 120 minutes duration. The advertising slot is a few minutes at the beginning of this time. 

4.3
Demographics for cinema advertising.

The audience figures show that 56% of an audience is between 15 - 24 years of age. Going to the cinema is widespread in some third world countries (e.g. India) because television set ownership is not as widespread as in the West.
4.4
The video market

Of interest is the video market. For the film industry this represents a second distribution channel. There are opportunities to advertise on video tapes of a film in an analogous way to simple advertising before a typical film. The subsequent release of a film onto video or even DVD disc, must be contrasted with the big telecommunications suppliers providing video-on-demand (VOD). In the case of VOD it is not clear what the advertising opportunities are.  Increasingly videos are being made for the arts and cultural industries.  These videos give limited opportunities for advertising too.

4.5
Growth of websites to promote films

What is quite extraordinary is the way Hollywood has latched on to the production of websites for promoting its films.  This gives an interactive trailer available 24 hours a day for seven days a week available anywhere in the world.

SOL Opportunity: Visit some film company websites, such as www.disney.com, and note the market researching opportunities they create for themselves.

It also enables film companies to assess interest for the film in the market and to carry out on-line research.
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