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FACEBOOK NEWS FEED: QUALITY OR QUANTITY?

άwLtFacebookNewsCŜŜŘέςor so said LarryKim, CTOof
WordStream, after Mark ½ǳŎƪŜǊōŜǊƎΩǎbig announcement
this month.

After a 2017rife with controversyfor the socialmediagiant
ς from Russian election meddling to anti-Semitic ad
categoriesand the rise of FakeNewsςon Thursday4th
JanuaryZuckerbergannouncedthat his mission for 2018
wastoάŦƻŎǳǎon fixingthe importantƛǎǎǳŜǎέ.

The co-founder and CEOhas a history of taking up yearly
challenges,which has seen him learn Mandarin, run 365
miles, and build an AI to run his own home. 2018Ψǎ
challengewill see him adjust the News Feedto focus on
family, friends and communities rather than the
ΨŎŜƴǘǊŀƭƛǎŀǘƛƻƴΩof BrandsandPublisherpages.

Previously the News Feed algorithm served the most
ΨǊŜƭŜǾŀƴǘΩcontentbaseduponengagementhistoryandhow
the post hasfared with similarusers.½ǳŎƪŜǊōŜǊƎΩǎchanges
will switch that to now focus on posts that άǎǇŀǊƪ
conversations and meaningful interactions between
ǇŜƻǇƭŜέwith άƭƻƴƎand thoughtfulǊŜǇƭƛŜǎέandάōŀŎƪ-and-
forthŘƛǎŎǳǎǎƛƻƴǎέbeingthe new order of business.

So, what does this all mean for users? According to
CŀŎŜōƻƻƪΩǎresearchwith leadingUSuniversities,ΨǇŀǎǎƛǾŜΩ
reading or watching is not good for our well-being and
people are more likely to comment on or discussa post
sharedby a family member than one sharedby a business
or brand. As a result, while Zuckerbergexpectsthe time
peoplespendon Facebookto decrease,the sametime will
alsobemoreΨǾŀƭǳŀōƭŜΩΣwhichwill benefit brands.

Conversationon LinkedIn and other opinion forums has
exploded,with plenty of leaderstaking the opportunity to
clear up the fog around the announcement. In general,
however, there is agreementthat organicreach for brand
pageswill reducefurther andΨǇŀȅ-to-ǇƭŀȅΩwill becomean
evenmore important feature.

Severalpieceshavefocusedon how thesechangesŀǊŜƴΩǘas
big aspreviouslythought. JohnBattelleof NewCoshrewdly
elucidatedthat to fix those issuesFacebookwould haveto
gut its advertising-drivenmodel,therebyriskinga reduction
in revenue and profit ςsomething the company cannot
countenance.

All this then begs the question of how this will affect
advertisers. At a macrolevel, it ǿƻƴΩǘ: Facebookwill still be
the samechannelit wasfrom a paidperspective. At a micro
level, however, paid campaignswill most likely see an
increasein costmetricsasmore brandsare forced into the
paid space, driving competition for impressionshigher.
Combinethis with the belief that users will reduce time
spenton Facebookandincreasedcostsbecomemore likely.

Thepreciseimplicationsof this move is unclearςand how
much changewe actuallyseecould vary substantiallyover
the next few monthsςbut anypaidsocialactivityshouldbe
plannedaroundtakingthis into account.
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Thelatest in a stringof relaunches,repositionsandrevamps
in the publishingindustry,TheGuardianhasdecidedto join
the rest of us this Januaryin a bid to cut costs,downsizing
with its long-anticipatedmoveto tabloid.

The GuardianΩǎmove to the Berliner format 12 yearsago
was embraced by audiences and critics alike (even
winning awardsfor its redesign),and while this may only
seem a relatively short period of time in the history
of the longstandingpaper, readerswill be nervousabout
this change.

Thereare quite a few positivesfor readers: the new pink-
washedΨWƻǳǊƴŀƭΩsectionis full of opinions,letters andgreat
thinking, and will no doubt be much-loved among The
Guardian loyalists. The Ψ{ǇƻǊǘǎΩsection has bulked up,
brimming with 20-pagesof content. The integrated look
and feel acrosstheir platformshaslandedwell acrossprint,
web and mobile,althoughsomemaymourn the lossof the
blue masthead (seeminglybecausethe colour blue may
carrya premiumat TrinityaƛǊǊƻǊΩǎprint works).

With total paginationup to 96 pages,and stuffed with five
supplementson a Saturday, readers will hardly be left
short-changed by lack of content. With a presumed
increasein ad sitesavailable,TheGuardianwill be able to
balancethe loss to advertisingsalesof premium weekday
outsidebackpageandditchedfront-pagestrip formats.

What hasbecomemost apparentis that publishersneedto
reduce hard costs in lieu of cover price revenue,and the
cost of owning and running three printing pressesunder
capacity seemed a step too indulgent for a publication
ǘƘŀǘΩǎfar biggerthan its quirkypagesize.

Otherpublishersare takingdifferent approachesin order to
maintainrevenues.

Thei recently revampedits weekendoffering, fleshingout
its journalismwith a more weekendfriendlyΨ[ƛŦŜΩsection,
aboundingwith interviews, arts and culture reviews and
recipes, whilst keeping the delivery quality and concise.
The Mail on Sunday, meanwhile, has introduced its own
new lifestyle pull-out shuffling its homes and gardens,
health and motoring sectionsto the centre of the paper.
Both have made a concerted effort to bolster the
number of pundits and high-profile guest columnists
contributingto both their weekendandweekdayofferings.

TheDailyTelegraphis lookingto broadenits audiencebase
by augmentingits editorial team acrossits verticals,with
JamieCarragherjoiningsport and CharlesSaatchijoining to
write a weekly art column as notable examples. Theyare
alsokeento widen their agebracket,acquiringGojimo, the
¦YΩǎlargestrevisionapp for GCSEand A-level students,as
well aslaunchinga Snapchatcollaborationwith Vice.

News UK has decided diversity in media markets is
optimum,snappingup severalcompaniesin non-print areas
of the industry,gaininga presencein the radio marketwith
its acquisition of Wireless group (Talksport and Virgin
radio), content creation with Storyful, and content
distribution with Unruly,givingthem accessto a largerpool
of mediaspend.

Beit through reducedproductioncostsor diversificationof
mediaoffering, publishersare havingto find profit beyond
print. We can no longer view publishers simply as the
broadsheetsandtabloids they champion; insteadpublishers
ask us to look towards the esteem their brands draw
culturally, the access to audiences they garner at all
touchpoints and the role they play in ŎƻƴǎǳƳŜǊΩǎlives,
agnosticof format andmediachannel.



BUSINESS, BREXIT & BELLWETHER: 
OUTLOOK FOR 2018

For the UKeconomyto fire on all cylindersin 2018, there
appears to be one major stumbling block: Brexit. Still
lingering with uncertainty, Brexit was cited as one of the
main reasons2017 ad spend growth closed at 1.4% and
why there isestimatedgrowth of only0.3%in 2018(IPA).

But looking further under the skin of this issue,another
contributing factor arises: uneasiness around digital
advertising,which, following severalbig scandalsin 2017,
resultedin muchslowergrowth of internet ad spendin Q4.
Interesting, especially when digital is the only channel
currently pushinggrowth in total ad spendfiguresasmore
traditional advertisingchannelssuffer. Indeed,2017Ωǎfinal
quartersawthe slowestgrowth curvesinceQ3 2016.

IŜǊŜΩǎ²ƘŀǘΩǎIƻǘΩǎview of what to expect amidst the
economicalandmarketuncertaintyof 2018.

In 2017, living standardswere squeezedbut there is hope
that things will get easier for UK householdsthis year.
While consumersmay find some stability, businessesare
likely to remaincautiousuntil Brexitandour position in the
single market is resolved. Risingprices were, however, a
causefor worry, with fearsit will depresssalesanddemand.
Higherimport costswerealsoviewedasa businessthreat, a
particularlyacuteproblemin retail.

Bloombergis predictinginflation numberswill start edging
back over the courseof 2018 as the impact of the fall in
sterling fades and wage growth picks up slightly.
Speculationwill continue around whether the Bank of
Englandwill raiseinterest rates againin 2018ςsomething
expertsarehinting is likelyto happen.

Overall,Bloombergis reporting the economywill grow by
0.4%a quarter in 2018and1.4%overall,underperforminga
little comparedto 1.8%in 2017.

In terms of advertising,the latest IPA Bellwether report
released this month proved that internet advertising
remains the best performing sub-category; one in 10
advertisers allocate more than 50% of their marketing
budgetsto digital.

More traditional formats like TV, press,cinemaand radio
underperformed, described in the Bellwether report as
ΨŘƛǎŀǇǇƻƛƴǘƛƴƎΩ. Direct marketing, meanwhile,saw growth
of 16.7%, which some have attributed to GDPR
and the resulting opportunities to focus on personalised
communicationsfrom compliantandsecuredata.

GDPRdrew a mix of concernandoptimism. Whilesomeare
worried the regulation will make it harder to contact
potential consumers, others view it as providing an
opportunity to win businessfrom competitorsand improve
their direct marketingto potentialcustomers.

In times of uncertainty, it makes for tricky investment
planning. Advertisersmay chooseto default to cost-value
areas such as direct response digital, down-weighting
bigger-ticket media.

Unstable times require dynamic, responsive decision-
makingand an examinationof the evidenceavailable. The
receivedwisdomof how to respondin a volatile market is
to maintain advertisingbudgets and avoid over-spending
in activation.

As 2018 progresses, ǿŜΩŘrecommend maintaining
SOV/SOMratios as a minimum, and reviewing the short-
term market for valueif the marketsoftens.



DITCH THE CHERRIES & GO FOR THE BIG IDEA

Whathappensin Vegasismeantto stayin Vegas. Butasthe
dust settles on four days of gadget-based excitement at
CES,ǘƘŜǊŜΩǎa sensethat the technologyshowcasedacross
2.5million square feet of exhibition spacein the Mojave
Desertwill eventuallyhaveanimpacton a globalscale.

CESgives us a glimpse into the future through a prism
of technologies that are slowly beginning to embed
themselvesinto ŎƻƴǎǳƳŜǊǎΩlives. But we need to take a
momentbefore jumpingin.

Becauseof its risingprofile, and the fact it remainsslightly
separated from the media industry, tech can be a
distractingproblem for agencies. In an effort to bridge the
gapbetweentheseworlds,the temptation is to rushto add
shiny, new technologies to an ever-expanding
mix of channels.

In this context, technologies can become regarded as
cherries, used to adorn the top of otherwise uninspired
plansand soldasnew channelsto market. Worse,they are
treated asideasin their own right, asif peoplewill flock to
them by dint of their noveltyalone.

Only these technologiesŀǊŜƴΩǘthe same as channelsor
ideasςǘƘŜȅΩǊŜinterfaces. Theyrepresentanothermeansof
interactingwith consumersacrosschannelsbut theyŘƻƴΩǘ
necessarilybring together content and context into a fully
coherentenvironment.

The likes of AR, voice, visual search, facial recognition,
gesture control, VR, bots, are simply not environment-
basedverticalswith their own unique behaviours. Neither
are they communicationideasin themselves. But they are
increasinglyreachinginto theΨǘǊŀŘƛǘƛƻƴŀƭΩchannelsto open
up new possibilities.

Assuch,we needto start embeddingthem deeperinto the
communicationsplan,or ignorethem altogether.

By freeing ourselvesfrom the fallacy that technologyby
itself equalsimpact, we can start to think seriouslyabout
creativity in the channelswhere the majority of investment
goes.

We shouldseethe ever-expandingsuite of new interfaces
as part of an armoury of creative tools
to bring to life the big communicationidea that reaches
acrossdisciplines. A single audaciousthought, writ large
with ambition,andbiggerthan the sumof its parts.

Theseare the ideasthat blur mediaboundariesentirely,get
real people talking, and are impossible to ascribe
to onebox.

That certainly sounds like an exciting future to me.
AndǘƘŜǊŜΩǎnot a cherryin sight.



AGAINST THE STREAM: 
IS IT REALLY ALL ABOUT NETFLIX? 

After reporting the biggestquarter in its history with 8.3
million new globalsubscribersςaswell asleapfroggingBBC
iPlayerto third in a list of the top UKbrandsςeverybody
seems to be getting their fix of Netflix. The streaming
serviceis riding high on¸ƻǳDƻǾΩǎBrandIndexwith a Buzz
scoreof 14, pushingiPlayerinto fourth and leaveit trailing
discountsupermarketsAldiandLidl.

However,ƛǘΩǎnot been all doom-and-gloom for iPlayer,
which enjoyeda record weekbetweenChristmasand New
Year as viewers turned off their traditional television
channelsin placeof its on-demandstreamingservice. The
69.2m requeststo watch programmeson iPlayerbetween
December25th and 31st 2017usheredin a pulsatingyear-
on-yearincreaseof 18%[Source: TheGuardian].

Televisionhasalwaysbeensynonymouswith Christmasbut
now, with the power of on-demandservicessuchasNetflix,
the BBChasbeenforcedto rethink its portfolio accordingly.
The broadcasternow offers up popular programmessuch
as Blue Planet, PeakyBlindersand Line of Duty within its
archives. Althoughit still trailsbŜǘŦƭƛȄΩǎ132exclusiveshows
in 2017, which included hits such as the secondseriesof
The Crown and Stranger Things and the launches of
new critical successeslike Darkand Mindhunter, the BBCis
fast playing catch-up. In contrast, Amazon is finding its
streamingservicehashit a plateau,with BARBreportingthe
servicehad stopped growing in the third quarter of last
year,just shyof 4m subscribers.

Sky,on the other hand,hasbegunfightingback,launchinga
low-costplug-in stickset for releasein February. Mimicking
!ƳŀȊƻƴΩǎFire TV Stick, it will provide accessto films,
televisionshowsand live sport on any TVset, providing a
cheaper and more flexible way of watching Sky. It
representsa continuationof theōǊƻŀŘŎŀǎǘŜǊΩǎdesireto go
beyond its traditional focus on long-term contracts for its

satellite TV packages. Moreover it is cheaper than the
competition. Priced at £14.99 for the smart stick and
remote, the user has the choiceto buy a Now TV day or
week pass,unlike Netflix and Amazonwhich cost lessthan
£10 everymonth. Valueandflexibility speakto viewers.

As well as increasingmarketing spend and promotion for
Now TV,Skyhasalsounveileda broadbandTVservicethat
will allow customerswho do want its full TVserviceto do so
without the needfor a satellitedish.

But there aresomewarningshotsfor advertisers,shouldits
rise continue. Co-founder and chief executive of Netflix,
ReedHastings,statedthat keepingits platform commercial-
free is its keydifferentiator from competitorsςa hammer-
blow to advertisershoping to capitaliseupon the strength
of the platform.

ά²Ŝare havinggreat successon the commercial-free path.
That is what our brand is all about. SoǿŜΩǊŜgoing to
continue to expand the relevance of a commercial-free
servicearound the world and make that so popular that
consumersare very used to and appreciatebŜǘŦƭƛȄΣέsaid
Hastings.

With a third of British householdsnow paying for a TV
streaming service [BARB] and Netflix leading the
way, competitors, as well as the UK television industry,
must once again raise the bar to compete with the
extensive funding available for programming with
international appeal. While the first set of the year may
havegoneto Netflix, the ball is still firmly in the court of TV
andits on-demandstreamingservices.

https://www.marketingweek.com/2018/01/22/netflix-leapfrogs-bbc-iplayer-top-uk-brands-list/


THE STORIES THAT LIT UP OUR MEDIA WORLD THIS MONTH

TheCompetitionand Marketsauthority hasthwarted 21st
CenturyFox in its attempt to buy 61% of SkyMedia. The
CMAblockedthe bid from Rupert-Murdoch-ownedFoxdue
to fears that the Murdoch Family would have too much
control over news providers acrossall media platforms.
With the recent Disneytakeover of Fox, this would be a
merger of Leviathanproportions, with potential to crush
any chance of diversity and competition in our already
narrowingpublicnewsagendas.

The latest Trust Barometerhasbeen releasedby American
public relationsand marketingconsultancyfirm Edelman. In
the UKsection, the barometer basedon a surveyof 3,000
Britons unearthed significant findings such as: an increase
in trust in ΨŜȄǇŜǊǘǎΩ; a decline in trust in social media
companies; and general consensusover a lack of trust in
governmentasa default position. Trust in media in general
was a flat 32%, and there was a generaltrend of declining
interest in newsasa whole. Reasonsgivenfor this included
the newsagendabeingtoo depressingor biased,aswell as
the newsbeinginfluencedby hiddenagendas.

The IPA Bellwether report on fourth quarter marketing
budgetsrecordedthe slowestgrowth rate in two years. The
report stated that cost pressuresled marketingexecutives
to cut their marketingbudgetsby 15.2%quarter-on-quarter.
It noted that this is likely to be a reflection of marketers
takinga cautiousapproachwhenplanningtheir budgetsdue
to a general uncertainty from the wider geo-political
situation. However,these numbers fail to reflect the little
impact this will have on the best agencies,who will have
even stronger motivation to prove value and effectiveness
than everbefore.

Kantar Millward Brown revealed that UK consumersare
dissatisfiedwith the current state of advertisingin the UK.
The recent study revealed that three quarters of Brits
say they see more ads today than three years ago.
When British consumers were asked their opinion on
advertising,a third found them irritating and another third
find them confusing. Theresearchalsonoted differencesin
the mindset or thought process behind a consumer
comparedwith that of a marketer: 58% of marketersthink
online targeting is very or somewhatreliable,whereasonly
27%of consumerssharedthe sameopinion.
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