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No ad market recovery until 2011
Advertising spend in 2009 is set 
to be 6.8% down on last year, 
with the market not expected 
to recover until 2011, accord to 
a new forecast by ZenithOpti-
media.

The Publicis-owned media 
agency predicted that $11.29bn 
will be spent on media in Aus-
tralia in 2009, down from the 
$12.13bn in 2008. The fi rst half 
of the year will be 15% down on 
the same period in 2008.

The report forecast that 
spending will dip further in 
2010, to $11.22bn, before pick-
ing up to $11.56bn in 2011.

According to the study, maga-
zines, TV and newspapers will 
all be hit by signifi cantly lower 
ad spending this year, before a 
shallower decline in 2010.

The magazine market is ex-
pected to slide to $841m from 
$1.03bn in 2008, TV will drop 
from $3.72bn to $3.34bn and 
newspapers will dip to $3.81bn, 

compared with last year’s 
$4.11bn mark.

This decline is being matched 
by softening media rates, ac-
cording to the report. Overall 
media prices in 2009 are down 
6.9%, with magazines dropping 
18.5% on last year, TV down 
10.4% and outdoor plummet-
ing 14.4%. In contrast, online 
ad rates are expected to rise 
10.6% on last year.

ZenithOptimedia predicted 
just a 0.6% decline in prices for 
all media in 2010.

Despite the fall in media 
spend, the report pointed to the 
fact that Australia was one of 
the few developed countries in 
the world to avoid a technical 
recession in the past six months.

Globally, media spend is set 
to fall by 8.5%, according to the 
same report – a signifi cantly 
higher fi gure than in Australia. 
However, ZenithOptimedia 
warned that unemployment was 

still the “major cloud” over the 
Australian economy.

The study stated:  “There is 
some optimism that we have hit 
the bottom of the market and 
for some healthier signs from 
June onwards.”

ZenithOptimedia chief ex-
ecutive Belinda Rowe told B&T 
Today : “The categories that 
spend a lot of marketing, such as 
retail, government, automotive 
and fi nance, have been affected 
by the downturn and have driven 
the decrease. But there are 
some categories, such as FMCG, 
that are doing very well.

She added: “Consumer confi -
dence seems to have stabilised 
and speaking to businesses, 
the feeling seems to be ‘yes, it’s 
tough, but we’ve seen the worst 
of it.’ 

“I think it will stabilise over the 
next 12 months.”

To comment click here.
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Foxtel reviews direct marketing account
Foxtel is reviewing its direct 
marketing account, currently 
held by Rapp.

A spokesperson for Foxtel 
said: “All businesses regularly 
review the effectiveness of their 
channels, to make sure they are 
effective as possible. And part 
of that is this review.”

Foxtel declined to give detail 
of which agencies and how many 

were tendering for the account.
Rapp Sydney managing direc-

tor Jeff Sanders also declined to 
comment on the review.

The latest marketing push 
from Foxtel was its ‘Happy 
EOFYS’ campaign, which 
promoted its  end of fi nancial 
year sale with an ad created 
by the Three Drunk Monkeys. 
It was part of a subscription 
drive including 12 months free 
subscription.

To comment click here.
JAMES LIVESLEY
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Droga5’s new VB TVC unveiled
The eagerly anticipated new VB 
TVC, created by Droga5, goes to 
air tonight.

The ad, called ‘The Regulars’ 
will go to air during the fi rst 
drinks break of the Ashes on 
SBS.

The ad features groups of 
people who share pastimes, 
professions or other profes-
sions, but are united by drinking 
VB, dubbed “The Drinking Beer”. 
These groups are shown in a pa-
rade under banners like “Blokes 
punching above their weight”, 
“Meat tray winners”, “The man-
scapers” and “Guys who claims 
to have punched a shark”.

Aussie cricketers like Michael 
Clarke feature under the banner 
“The miniature bat signers” but 
there are other cameos from 
Wally Lewis, Paul De Gelder, 
Scott Cam, Molly Meldrum, Pe-
ter Russell Clarke, Dean Jones, 
Michael Klim, Billy Brownless 
and Greg Evans.

“At their heart, our new VB ads 
are about a beer at the pub with 
your mates but they’re brought 
to life in a way that is uniquely 
Australian. There are the classic 
VB trademarks but it’s defi -
nitely a new take – both from a 
creative and launch to market 
standpoint. This new campaign 
is another step forward for VB 
and will play an integral role 
in driving the brand’s future 
growth,” said Peter Sinclair, Carl-
ton United Breweries marketing 
director.

David Nobay, Droga 5 creative 
chairman said: “What was clear 
to us from the start is that VB is 
the great leveller - that’s what 
makes it such a quintessential 
Aussie brand. It doesn’t mat-
ter who you are, what you do or 
wear, when you pick up VB you 
become a part of something au-
thentic. Our creative challenge 
was to amplify that in a way that 
is equally authentic, Australian 
and real. The result is the ‘The 
Regulars’ and as a team it’s work 
we’re really proud of.”

The new VB ad was shot in 
Ballarat and is one of the largest 
ever produced in Australia, with 

a 1500 plus cast and a crew of 
150.

The TVC is part of a wider 
campaign including VB’s fi rst 
brand website, www.vb.com.au 
, as well as print, outdoor, point 
of sale, and new packaging. 
The print work includes wraps 
around News Ltd newspapers 
today.

The TVCs include 120 second, 
60 second, 30 second and 15 
second executions.

To view 120 second 
TVC click here 

To view 15 second TVC “Man-
scapers” click here

To view 15 second TVC 
“Punching” click here 

Credits: creative agency 
Droga 5, creative chairman 

David Nobay, creative credits 
Cameron Blackley and Matty 
Burton, agency producer Paul 
Johnston, director Gary Freed-
man The Glue Society, director 
of photography Danny Ruhl-
mann, production company @
radicalmedia, producer Cath 

Anderson, production manager 
Clare Shervington, CUB mar-
keting director Peter Sinclair, 
group marketing manager VB 
Paul Donaldson, senior brand 
manager Scott McGregor.

To comment click here.
JAMES LIVESLEY
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Burger: Advertisers fi xated on research
Australian advertisers and their 
agencies are too fi xated on 
research and play too safe when 
it comes to marketing, accord-
ing to the boss of The Campaign 
Palace.

Jacques Burger, the South Af-
rican managing director of The 
Campaign Palace  in Sydney and 
national CEO also argues that 
local advertising also fi ts into a 
“middle band of average”.

Speaking to B&T, Burger, who 
has been in the job for just over 
ten months after arriving from 
Ogilvy Cape Town where he was 
managing director said: “If you 
had to take the average work out 
of South Africa and the average 
work out of Australia it would be 
on par, I would say that Austral-
ia’s average may even be a little 
bit better than South Africa. 

“However what I fi nd from a 
South African perspective is 

highs and lows. Many more highs 
and lows than what you get in 
this market. You have a couple 
of average ads, you would have 
some real shockers but you 
would have some really amaz-
ing ads. In Australia everything 
seems to be thinned out to this 
middle band of average. Not real 
shockers, but not really amazing 
work either. I think there is still 
very much of a cowboy attitude 
in South Africa where research 
is limited.

“People go with their gut 
because they like it. Australia 
is too safe, its way too safe. 
Clients are too safe. I think it has 
become fi xated on research in a 
bad way.”

On research Burger, who is 
tipped as a rising star in the 
WPP group, said it had its place 
but it is not as advanced as 
that being undertaken in other 

markets.
“I think research is fantastic 

when it helps you to understand 
where the consumers’ head 
space is at, how they think and 

behave, but when it’s being used 
to work out what ideas should be 
and whether consumers will like 
something or not, then I think it 
becomes exceptionally prob-
lematic and I think if you look at 
research and the way its being 
used in the UK at the moment its 
heavily evolved. 

“I sometimes get the sense 
that in Australia we are stuck 
somewhere in the middle, where 
we are not as maverick as South 
Africa, and we are not as evolved 
in terms of understanding how 
and when research can play a 
role. In that middle space we are 
using that research but not in 
the most effective way. I think 
clients aren’t brave enough.”

Read a profi le of Jacques 
Burger in B&T magazine out July 
10.

To comment click here.
TIM ADDINGTON

HUNGRY JACQUES:  APPETITE FOR  ADS 
WITH GUT  FEELING

Gen Y turns back on Australian made products
Generation Y places signifi cantly 
less value on Australian-made 
goods than older generations, 
according to a new study from 
researcher TNS.

TNS’ recent Retail and Shopper 
Insight study showed 48% of Gen 
Y Australians state they ‘always 
try to buy Australian-made prod-
ucts’, which is signifi cantly lower 
than the older generations.

This is comparable with 55% 
of Gen X and above.

The older generation, aged 60 
to 78 years, are the most ardent 
supporters of home-grown goods 
according to the study, with 69% 
stating they always try to buy 
Australian made.

While the value of buying Aus-
tralian-made goods is less impor-
tant to the younger generation, it 

seems there is the inverse effect 
in terms of buying supermarket-
own brands, said Chris Kirby, TNS 
director of consumer research.

13% of Aussies now buy 
supermarket brands out of 
preference, and only 2% are not 
prepared to buy them at all.

Currently, one third of Austral-
ian consumers are buying own 
brand products as frequently as 

branded products, and in future 
54% said they expect to buy 
more own brand products than 
branded goods.

Kirby said: “The attraction of 
own-brand goods is part of con-
sumer response to the recession 
to ‘trade down’ to lower priced 
goods.”

To comment click here.
JAMES LIVESLEY

Uncle targets Sydney ATMs for tax stunt
Brand communication agency 
Uncle was behind a stunt that 
saw 16 ATMs in Sydney ‘re-
branded’ on behalf of a client.

Uncle carried out the rebrand-
ing in the early hours of Monday 
morning to promote its client 
Tax Today, a group of tax ac-
countants based in the western 
suburbs of Sydney that special-
ises in same day tax refunds.

The concept of using the ATMs 
to symbolise the swift nature of 
Tax Today’s refunds was devised 
by Adam Hunt, former creative 

chief at The Foundry.
Westpac, NAB and ANZ ATMs 

were targeted in and around the 
CBD, including Oxford Street 
and Circular Quay.

Some of the ATMs fronts 
remained well into Monday, ac-
cording to Uncle.

Rupert Pay, director of Uncle, 
said: “The ATM is such a power-
ful symbol for ‘instant cash’. Uti-
lising it for Tax Today’s proposi-
tion of ‘same day tax refunds’ is 
the perfect visual metaphor.”

“This project exemplifi es 

the way we actively seek out 
the right partners for an Uncle 
project. We sought a ballsy 
creative to satisfy a ballsy cli-

ent – Adam Hunt was a natural 
creative choice”.

To comment click here.
OLIVER MILMAN
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TV RATINGS

 Top 15 programmes for Tuesday 7 July OzTAM data  
(Total people 5 city metro)     m’

1.   Packed To The Rafters    Seven 1.851

2.   Masterchef Australia    Ten 1.664

3.   Talkin’ ‘Bout Your Generation    Ten 1.659

4.   The Zoo    Seven 1.617

5.   Seven News    Seven 1.577

6.   Find My Family    Seven 1.506

7.   Today Tonight    Seven 1.457

8.   Nine News    Nine 1.301

9.   A Current Affair    Nine 1.262

10. NCIS Rpt    Ten 1.213

11. Home And Away    Seven 1.156

12. NCIS Ep 2 Rpt    Ten 1.045

13. Two And A Half Men -Rpt    Nine 1.043

14. ABC News-Ev    ABC 0.973

15. Ten News At Five    Ten 0.955

Popular hit Packed to the Rafters and a baby elephant on The Zoo 
helped Seven to 32.3% share last night, defeating Ten with 26.7% 
and Nine with 21.3% of primetime. The ABC notched 13.3% while 
SBS got 6.4%.

In the next issue of B&T 
magazine:
Cover Story: It’s who 
dares wins as B&T looks at 
category-busting work that 
defied the critics and covered 
brands and agencies in glory.

Digital Media: B&T’s Great 
Big Website Review 2009 
puts the news portals and the 
websites of some of Austral-
ia’s top digital agencies under 
the microscope.

Profile: The Campaign Palace CEO Jacques Burger admits 
to feeling the pressure as he attempts to rekindle the WPP 
agency’s creative zeitgeist.
News Analysis: Australia Post’s magazine rate hike under fire; 
plus find out why this year’s Australasian Cannes Lions effort 
is being seen as a sea change by some in the industry.

Feature: New 3G mobile phone platform technologies are 
finally opening up the hand-held medium’s potential. But are 
Australian brands and content providers making the most of 
the opportunity that is, at last, presenting itself?

B&T magazine out July 10.
To subscribe, click here

Youngblood’s Fire & Ice 
The NSW chapter of the AFA’s 
Youngbloods are holding their 
“Fire & Ice” annual winter party 
on July 16 at Kit & Kaboodle at 
Sugar Mill in Kings Cross. Head-
lining the night will be DJ/produc-
ers Yogi & Huski as Random Soul. 
Tickets are $40 for Youngblood 
members and non-members pay 
$45. Membership is free and 
can be obtained by emailing your 
name, agency, preferred email 
and phone contact to ptobin@
oddfellows.com.au . Tickets can 
be purchased at www.afa.org.au. 
The event is sponsored by Stop-
gap Group, B&T and 2thread.

AdPartners rebrands
AdPartners has overhauled its 
agency brand with a new logo by 
design director Shane Fearnley. 
In March this year Love Commu-
nications was dissolved with its 
staff folded into the AdPartners 
business.

IN BRIEF>

Top Model breaks record
Fox8 won its highest ever audi-
ence last night when Australia’s 
Next Top Model reached its 
fi nale, seeing Perth schoolgirl 
Tahnee Atkinson receiving the 
top honour. 680,000 subscribers 
tuned into the Sarah Murdoch 
hosted series, and attracted an 
average audience of 342,000 
viewers. According to OzTAM 
results, last night’s massive num-
bers mean the series continues 
its reign as the highest rating 
television series ever on sub-
scription television.

Austereo syndicates shows
Kyle and Jackie O and the Hot30 
have been added to the Auster-
eo syndication network, meaning 
broadcasting of these shows 
will begin in regional Victoria, 
NSW and Queensland. Austereo 
is syndicating its content to 
networks including ACE, Fairfax, 
Prime and Macquarie Southern 
Cross.

Social media used “badly”
Australian marketers may be 
adopting social media platforms 
to engage with their customers, 
but are, for the most part, using 
digital channels “badly”, according 
to a leader in direct marketing.

Speaking at the Australian 
Direct Marketing Association 
forum in Sydney today, Douglas 
Nicol, partner at independent 
agency The Works, said market-
ers need to reconsider the way 
they are using social media both 
on their own websites and exter-
nal platforms such as Twitter.

“Social media is fantastic, but 
many people are using it badly,” 
he said.

“It is being used as a fashion 
accessory by many marketers 
and used to broadcast informa-
tion rather than a listening tool 
and as a way to engage with 
consumers.”

At the heart of problem lies the 
need to change the culture within 
marketing teams, and within 
companies more broadly, with 
many still focussed on old modes 
of communication and “push 

messages” in direct marketing 
campaigns, Nicol said.

“When you squeeze it back into 
the old model, it simply doesn’t 
work.” However he added: “We’re 
getting there.”

Nicol said that a lack of testing 
digital campaigns and activity 
before they launch and a reluc-
tance to take risks in this space 
is holding brands back, particu-
larly fi nancial services industries.

However, he is optimistic about 
the future of direct marketing, 
and said the harsher economic 
climate that marketers are 
working in today, compared to 12 
months ago, is more conducive 
to successful direct marketing 
campaigns. He implored the room 
of marketers to take more risks 
in the digital space, listen to their 
customers, and have conversa-
tions with them.

“Budget cuts mean we have to 
measure things better and also 
forces brands to try new things 
and innovate,” he said.

To comment click here.
 CELIA JOHNSON

mailto:james.livesley@reedbusiness.com.au
http://www.bandt.com.au/subscribe.asp


 JULY 8 2009 B&TTODAY 05
CLASSIFIEDS

SERVICE & SUPPLIERS

AGENCIES & CONSULT

ADVERTISING MEDIA

SALES AND MARKETING

Lottery Permits
Promotion 

Management
mediabi net

The networking, search and information
site for the media and marketing industries

A2Z 

 Advertise in the 
classifieds listings: 

email – 
classifieds@bandt.com.au

 Advertise in the 
classifieds listings: 

4 months  

$595+gst

 Classifi eds
space 

available

 Classifi eds
space 

available

mailto:classifieds@bandt.com.au
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Ebullseye%2Ecom%2Eau&intOrigin=5&strID=8734
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Ebestadsontv%2Ecom&intOrigin=5&strID=9201
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Emediabiznet%2Ecom%2Eau&intOrigin=5&strID=8735
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Evisualresponse%2Ecom%2Eau&intOrigin=5&strID=8990
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Emediabiznet%2Ecom%2Eau&intOrigin=5&strID=8735
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Esamsales%2Ecom%2Eau&intOrigin=5&strID=9682
http://ad.doubleclick.net/clk;215032072;29242858;b?http://previewstreamtime.com/au/streamtime/
http://ad.doubleclick.net/clk;214849991;29242858;a?http://www.prospectshop.com.au/default.aspx
http://ad.doubleclick.net/clk;214093924;29242858;n?http://www.ccmedia.com.au
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Edigitisedocs%2Ecom&intOrigin=5&strID=9282
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fadserver%2Edload%2Ecom%2Eau%2Fabmc%2Easpx%3Fb%3D178%26z%3D0&intOrigin=5&strID=8737
http://www.bandt.com.au/common/clickthrough2.asp?intType=2&strTarget=http%3A%2F%2Fwww%2Elabelconcepts%2Ecom%2Eau&intOrigin=5&strID=8736
http://ad.doubleclick.net/clk;216248032;29242858;h?http://www.marketingeye.com.au

