


Why is TV advertising so effectivel

Over 90% of consumers turn to commercial TV every week, far
more than any other medium, and the average adult spends 26 hourg
each week watching TVust 0.5% of us never watch TV (compared

to 44% who never listen to commercial radio and 76% who never
read regional papers) and for the majorif the most talked about
daily topic. I8 a powerful medium, because (good and some bad)
commercials capture the attention of the audience and communicate
in a quick, impactful and often entertaining style. TV is creative, full
colour and fun, it intrudes directly into the living room and studies
suggest that receiving visual and aural input together is the best way
to recall messages. ITV and other channels restrict advertising to an
average seven minutes in any one heuasuring advertisers compete
with relatively few others for the attention of viewers, whide clasi)
policies mean not appearing in the same break as direct competitors.
Besides, TV has a certain cachet, it §yade arrived

\

Why shouldn't | deal direct?

Unlike other advertising reé®, who are usually regarded with
scepticism, TV sales people are often treated unquestionamglf
Wh . h | f f) they®e just finished presenting the local news and popped round to
chat about airtime. But TV contractors are selling organisations and
at S t e ro e O a‘n agency " can be as single-minded in pursuit of your business as any\titier
Because TV is such a flu_ld and com_plex medium, with programmingan agengyyou have someone in your camp, who negotiates on your
ratings and prices changing all the time, you need specialists to plangdRgalf has an informed, independent perspective on the airtime
campaign against a target audience, negotiate with contractors,  offering and can introduce efficiencies through audience targeting anc
monitor ratings delivery and help analyse the results.Jkia role of  yrogramming selection, all for no extra cost. In any event, contractors
an agengybut not just any agencg TV Eye recognised one. TV Eye isyj|| ysually prefer that you deal through an approved agevitly
the official agency accreditation body and recognition is a complex, typically only local packages handled direct. Even here there are
ongoing procedure involving financial checks, strict payment terms, potential pitfalls (some terms & conditions actually reserve the @mht
assurances of forward bookings and direcirsarantees. €cognised it part or all of the packageand TV sales departments ddnave
agencies, like ourselves, receive a standard commission from the The resources to look after script writing, B& clearances and other
contractors, which is not available to the advertiserour media important pre-and post-production functions. So why not use an

buying service is effectively free. | know other agencies do things  agencyif it adds value and safeguards your interests.
differently but we at David Gent Creative also include scriptwriting,

arranging BE&C clearances, selecting the production studio and eve d h h
attending the shoot and edit, as part of that service. It means rI_| OW O | reaC t e
channelling maximum value and expertise into the campaign, to  yg h d 1
ensure successful outcomes for the advertisgpeat TV rlg t audience

activity and extra commission-earning TV has the best methods for measuring audience demographics,
opportunities for us. tracking the age, sex, status and interests of viewers watching specific
programmes. This allows you, or rather your ageteyarget specific
audiences for your campaign, whethé® ifoung housewives,
upmarket adults or whoevelour agency will look at back data for TV
channels and programming, then develop a buying strategy for reachi
the target audience in the cheapest manner possible. This can be
achieved by selecting programming and dayparts that best fit the
profile, possibly buying on a small satellite channel which attracts that
particular profile or by targeting those with the chosen demographics
in mainstream programming (you only pay for the audience you want).
In addition to audience selection, there is also geographical targeting
suit your outlet or distribution area or chosen test market. That means
using ITV regions, even smaller micro areas, or Channel 4/5/ GMTV
macro regions, coveringhe NorthQ®idland€and so on. If you need

nationwide coverage and a Yiide terrestrial campaign is too rich for
your budget, then ther@ a whole mix of satellite channels.




| What's so
Important about ratings

Television ratings, TVRSs or just ratings are the common currency of
the TV industry They®e what advertisers buyTV companies sell and
how audiences are measured. TVRs represent the percentage of the
target audience who actually watched the programme. So if Corrie
scores 30 TVRs for Housewives, that means 30% of that
demographic watched the shown commercial breaks, each minute
also has a TVR value calculated, from which we can check ratings
delivered and the cost per thousand viewers. However 100 TVRs
doesidmean that everyone in that demographic sees your
commercial, just that some viewed it more than once. TV buying
professionals determine the success of a campaign, by calculating how
many see it at least once (coverage) and how many view it the
benchmark 4+ times (frequency), and we buy ratings to achieve
those magic figures. &\then monitor live figures to verify that actual
TVRs match predicted TVRgpically predicted ratings are slightly
inflated and if they do go down, then the advertiser would lose out on
airtime value and@ our job to ensure they ddhn

Are there any production guideline

Airtime costs are always based on a 30 second commercial and this

format is ideal for most messages. Shorter time length§ g0a) are

disproportionately more expensive in airtime terms, but can be useful

for sales and reminders, whilst@plus commercials suit more

complex propositions. Visuallyou can feature a lot in 8using split

screens, overlaid images, computer graphics and other effects, but

the script might appear rather sparse, as it needs to be a reasenably

paced read for the V/O artist (actually in 29 seconds). An experienced

scriptwriter will also omit the superlatives, comparisons and other

extravagant claims an advertiser might wish to include &hat

. because all scripts (and later VTRs) have to be approved by the

What does a Com merCIal Cost‘@ﬂcc which imposes strict conditions on what can be said and
portrayed, to ensure advertising@nsistently honest and truth@l

TV advertising budgets are divided between airtime (the price paid tShere are restrictions on portrayals of products and services,

the contractor) and production of the commercial. As a general rule testimonials, endorsements, even performers and on-screen graphics,

of thumb, production should account for 10-20% of the airtime although your agency will guide you through. Then it is just a matter

spend, more at the low end of the scale and perhaps less at the higlf getting your digibeta tape to the transmission suite, so the

end, although different copy forms to vary the message then come commercia® aired.

into play With our main base in the north, e fortunate in having H TV .

access to creative and cost-effective studios, who can produce h |p y k

sophisticated live action and computer generated commercials at OW Can e m mar etl ng

affordable cost (less tha10k is a realistic start point). Using Over the years, TV has been the most effectlvg tool for increasing

celebrity artists and voice overs adds substantially to the cost, our clients»ales, response levels and bottom lireofi?e notice TV

although there are plenty of talented professional artists available fotnd they respond to the commercials. Because the TV industry uses

modest fees. i and your staff could appear in the commercial (it Sophisticated audience research to measure minusrinyte

adds realism and saves on extras), but | wdténommend it for viewing, i@ a uniquely accountable medium, so you only pay for the

presenting or acting roles. A hit sound track adds impact but is certdd§ople who watched your commercial. Thanks to regional

to be expensive, so you are better off using license-paid music or  broadcasting and the wealth of digital TV chann&saihighly

speciallywritten compositions that project a similar sound. flexible medium, which allows you to reach specific demographic
audiences and niche markets. The diverse and competitive nature of

the TV marketplace also mean@®iaccessible to ever smaller
advertisers. TV advertising works becau&seen to be honest and
consumers believe it to be the most effective medium. Can |
guarantee it? Given other factors like the offering jtpeife

structure, the weathermarket swings and outside influences (9/11,
Irag), not in every instance. Do | recommend it? Unhesitatingly yes,
with the proviso that i® a surprisingly complex area and @kmeed
specialist help (like us).

David Gent Creative is based in Lancashire and Essex and is a
TV Eye recognised agen@avid Gent can be contacted on
01706 220388, by email at david@davidgent.com or by visiting
www.davidgentcreative.com




