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Celebs and media planners alike gathered at
/ŀƳŘŜƴΩǎRoundhouse earlier this month for
Channel4Ωǎ2018Upfronts.

On the 4th July, Channel 4 brought famous faces to 
the stage to announce several future programming 
launches ςincluding a Brexit referendum drama 
starring Benedict Cumberbatch, a Victorian comedy 
featuring Matt Berry named Year of the Rabbit, and 
a new dating show titled Flirty Dancing. 

On top of this, Channel 4 announced plans to inject 
an extra £10m funding into E4, and also gave the 
industry a sneak peek of an exciting new 
ŀŘǾŜǊǘƛǎƛƴƎ ǇǊƻŘǳŎǘ ŎŀƭƭŜŘ ά/ƻƴǘŜȄǘǳŀƭ aƻƳŜƴǘǎέ ς
soon to be available for brands to trial.

ContextualMoments is an ad propositionallowing
brands to appear on TV within contextually
relevantenvironments. Forexamplea characterin
a show might be seenenjoyinga plate of chipsat
home, and consequently a ōǊŀƴŘΩǎoven chips
advertwouldbeplacedin the followingbreak.

The pioneering technology will be powered by
artificial intelligence ς using algorithms to
recognisevisualandaudiocuesto identify the right
contextual moment for an ad of a particular
productor categoryto be served.

However, until the algorithms have been properly 
developed, the system will be manually overseen 
by humans, who will remain vital for approving 
each contextual moment before going live at this 
stage.

Channel 4Ωǎown research into the technology
sounds promising ς in their study, placing
contextual ads next to regular spots meant
spontaneousawarenesswent up by 34%, while
positive brand perception increased 12%, and
purchaseintent by 13%.

After developmentof the AI-driventech,Channel4
will be looking to sell contextual moments in
bundles to brands across different product
categories.

The chief commercial officer of Channel 4,
Jonathan Allan, said: άhǳǊpioneering ad tech
providesan excitingopportunity for advertisersto
test a globalfirst in linearTVad targetingwhichwe
knowdeliversstrongǊŜǎǳƭǘǎέ.

Channel4 arecurrentlyon the lookout for partners
to test the new technology,with an aim for more
researchanda full marketlaunchin 2019.

While an interesting tech-led development in the 
otherwise relatively traditional space of linear TV, 
advertisers are likely to have reservations -
particularly when it comes to negative contexts and 
brand safety. 

The challenge for Channel 4 will be in ensuring its 
algorithms correctly identify brand safe scenes or 
contexts. However, despite potential uncertainties, 
Channel 4 are taking a bold step in the right 
direction to enable smarter and more effective TV 
planning.   



ALL EARS: PODCASTS GO MAINSTREAM

This month podcastingservice Acast announcedthat
ǘƘŜȅΩǾŜpassed100m monthly listensςdoubling the
amountthey achievedthis time lastyear.

For regular podcast listeners, its surging popularity may 
seem unsurprising, but !ŎŀǎǘΩǎthriving fan base actually 
represents a major milestone in the significant growth of 
podcast listenership in the UK, and raises the question: 
are we taking the medium as seriously as we should be?

tƻŘŎŀǎǘǎ ŀǊŜ ǇŜǊƘŀǇǎ ǳƴƧǳǎǘƭȅ ŎƻƴǎƛŘŜǊŜŘ ΨƴƛŎƘŜΩΦ CƻǊ 
example, although coming from humble beginnings, fan-
ŦŀǾƻǳǊƛǘŜ Ψaȅ 5ŀŘ ²ǊƻǘŜ ŀ tƻǊƴƻΩ ǊŜŎŜƴǘƭȅ ǎƻƭŘ ƻǳǘ ǘƘŜ 
Royal Albert Hall with its live show ςnot bad for a series 
that launched just three years ago, having been 
ǊŜŎƻǊŘŜŘ ƛƴ ƻƴŜ ƻŦ ǘƘŜ ǇǊŜǎŜƴǘŜǊǎΩ ƭƛǾƛƴƎ ǊƻƻƳǎΦ

!ŎŀǎǘΩǎown Audio Intelligence report also shows that 
23% of the UK population have listened to a podcast in 
the last month ςwhile 27% of 16-34s listen at least once 
a week. On average, Brits spend more than 3.6 hours 
per week with the channel.Moreover, AudioBoom-
another main podcast platform - reported YoY revenue 
growth of 329% in Q3 2017, showing that brands are 
becoming more and more interested in the medium to 
showcase their brand.

The channel is growing rapidly in terms of reach, and 
thus has real advertising potential. Podcasts offer a 
unique way for brands to connect with their audience 
on a more personal and integrated level.  Brands are 
waking up to this and becoming smarter in the ways 
ǘƘŜȅΩǊŜ ǳǎƛƴƎ ǘƘŜƳΦ ¢ƘŜ ŎƘŀƴƴŜƭ ƭŜƴŘǎ ƛǘǎŜƭŦ ǿŜƭƭ ǘƻ 
branded content, on top of being a pure audio delivery 
ƳŜŎƘŀƴƛǎƳΤ ǿŜΩǊŜ ǎŜŜƛƴƎ ƳƻǊŜ ōǊŀƴŘǎ ŀŎǘǳŀƭƭȅ ǿƻǊƪƛƴƎ 

with content producers to create their own 
episode/series in addition to bespoke sponsor reads 
from the podcasters themselves.  

The IAB has also identified podcasts as a channel that 
needs to be given full attention in the digital audio 
space. In August 2017, they released a Podcast Playbook 
to guide marketers in how they approach advertising on 
podcasts. 

tŜǊƘŀǇǎ ǘƘŜ ƪŜȅ ǇŀǊǘ ƻŦ ǇƻŘŎŀǎǘƛƴƎΩǎ ƛƳƳŜŘƛŀǘŜ ŦǳǘǳǊŜ ƛǎ 
in how advertisers can go about buying it in conjunction 
with other audio activity, both to ensure consistent 
brand messaging but also manage frequency. 

Acasthave recently started their venture into 
programmatic buying, ǿƛǘƘ 5.aΩǎ ŦŀƛǊƭȅ ǊŜŎŜƴǘ Ǌƻƭƭƻǳǘ of 
audio buying ςƛǘΩǎ ƻƴƭȅ ōŜ ŀ ƳŀǘǘŜǊ ƻŦ ǘƛƳŜ ōŜŦƻǊŜ ǘƘŜ 
likes of Acast& AudioBoomwork out a better way to 
work with tradedesks.

Ultimately, this recent news has confirmed what we all 
know anecdotally - that podcasting is a unique and 
valuable channel as yet untapped by brands who may be 
unsure about how to use them in the most effective 
way. Re-purposing audio ads is one way into the 
channel, but partnering with talent can be an even 
better one. One thing is for certain ςthe future is bright 
for the medium and for brands who are able to unlock 
its full potential. 

https://mobilemarketingmagazine.com/acast-podcast-100m-listens
https://radiotoday.co.uk/2018/03/podcast-research-shows-new-listener-numbers/
http://iab.com/Podcast-Playbook
https://www.thedrum.com/news/2018/05/30/google-rolls-out-audio-ads-doubleclick-bid-manager


INFLUENCERS: THE REALITY OF FAKE AUDIENCES

In 2018, a huge 39% of marketers plan to increase 
their investment into influencer marketing.

But with so many reports of fake audiences ς
including recent claims that 12% of Instagrammers 
buy fake followers ςbrands would be forgiven for 
thinking they have stumbled into digital 
ƳŀǊƪŜǘƛƴƎΩǎ ƴŜǿ ²ƛƭŘ ²ŜǎǘΦ

Facebook has even admitted that around 3% of 
Facebook accounts are still fake despite its 
algorithms nipping many in the bud at their source 
(the social media giant deleted 583m fake accounts 
in Q1 alone this year).

A major contribution to these issues is the severe 
over-emphasis on reach, across the industry ς
often at the expense of relevance, content quality 
and engagement. This, along with the eruption of 
influencer discovery tools and social networks, has 
meant that by simply having the right kind of 
numbers, even the least credible influencers have 
managed to gain a place on some media plans.

A similar case can be seen across other social 
platforms. But in this case, it may not be within 
ǇƭŀǘŦƻǊƳǎΩ ŦƛƴŀƴŎƛŀƭ ƛƴǘŜǊŜǎǘǎ ǘƻ ǎǘŀƎŜ ǘƻƻ ƳǳŎƘ ƻŦ ŀ 
crackdown ςafter all, it inflates their user numbers 
and can increase revenues. 

In order to challenge this issues, the biggest move 
that agencies and advertisers can do is create 

demand for genuine engagement, quality content 
and real advocacy. Emerging technologies can help 
ƘŜǊŜΣ ŀǎ ǘƘŜȅ ǇǊƻǾƛŘŜ ŀŎŎŜǎǎ ǘƻ ƳŜǘǊƛŎǎ ƭƛƪŜ άactive
όǊŜŀŘΥ ƘǳƳŀƴύ ŀǳŘƛŜƴŎŜέ ŀƴŘ ŜƴƎŀƎŜƳŜƴǘ ƛƴ ǇƭŀŎŜ 
ƻŦ ǘǊŀŘƛǘƛƻƴŀƭ άǊŜŀŎƘέΦ 

A demand for quality engagement will also provide 
influencers with a level playing field, in which 
ǘƘŜȅΩǊŜ ƴƻǘ ƘŀǾƛƴƎ ǘƻ ŎƻƳǇŜǘŜ ǿƛǘƘ ǘƘƻǎŜ ǿƘƻ ŀǊŜ 
cheating the system. This will in turn encourage 
influencers to focus on maintaining their real 
audiences (something that we know our top 
influencer partners here at the7stars already do).

But while the right tools make an impact, no 
amount of data can replace the human element 
involved in selecting influencer partners: content 
quality, opinions, preferences and stories play such 
an important role that a hands-on approach is 
needed to see through a successful influencer 
partnership.

While the industry needs to make some major 
ŎƘŀƴƎŜǎΣ ǿŜ ǿƻǳƭŘƴΩǘ ǊŜŎƻƳƳŜƴŘ ŀōŀƴŘƻƴƛƴƎ 
influencers altogether. The opportunity to work 
with passionate and influential partners in the 
social space remains powerful ςeven in the face of 
fake followers.

https://www.marketingdive.com/news/study-39-of-marketers-will-increase-influencer-marketing-budgets-in-2018/512178/
https://www.thedrum.com/news/2018/07/20/influencer-budgets-are-the-up-12-instagrammers-still-buy-fake-followers
https://www.digitaltrends.com/social-media/facebook-fake-accounts/


SOMEWHERE OVER THE RAINBOW: LGBT 
ADVERTISING POST-PRIDE

Pride Month and the Pride in London festival has 
come to a close for another year. 

5ǳǊƛƴƎ ŜŀŎƘ ȅŜŀǊΩǎ ŎŜƭŜōǊŀǘƛƻƴǎ ǿŜ ǎŜŜ ƳƻǊŜ ŀƴŘ 
more brands engage with Pride -ŀƴŘ ƛǘΩǎ Ŝŀǎȅ ǘƻ 
see why. If the global LGBTQ community were a 
country, its GDP would be ǘƘŜ ǿƻǊƭŘΩǎ ŦƻǳǊǘƘ 
largest. 

Pride in London saw approximately 1m attendees 
this year, and in turn London retailers saw huge 
spikes in on-the-day revenues. Although impossible 
to measure with pinpoint accuracy, some report 
ǘƘŜ άtƛƴƪ tƻǳƴŘέ ƛƴ ǘƘŜ ¦Y ǘƻ ōŜ ǿƻǊǘƘ ŀǊƻǳƴŘ 
£6bn annually.  

Unfortunately, Pride is often tainted by the 
perception that brands exploit the event for their 
own gains. Consumers remain unconvinced by 
flash-in-the-pan rainbow-colored marketing that 
appears once a year; LGBT+ consumers, and those 
in support of the LGBT+ community in particular 
can see right through these tactics. If a brand is 
deemed to be exploiting a market they risk losing 
consumers rather than gaining them. 

Much like any area of diversity, brands need to 
strive for authenticity. In the US, 64% of LGBT+ 
consumers and allies said they were more likely to 
spend with a brand if they deemed them inclusive. 
However, inclusivity is not simply introducing a 
same sex couple into your campaign for one month 
of the year ςit should be a continuous 
communications effort and far-reaching business 
objective designed to ensure genuine diversity. 

Most importantly, the motivations for inclusivity 
should stretch beyond just profit. Much like other 
marginalised groups, the LGBT+ community face 
huge difficulties - 68% of LGBT people avoid 

coming out at work, while 2 in 5 have experienced 
harassment within the last 12 months. 

Advertising can help to action positive changes by 
contributing to our cultural landscape, and in turn 
helping to shift public opinion. A great example of 
this was the bƛƪŜ Ψ¸ŜǎΩ ŎŀƳǇŀƛƎƴin Australia, 
where they turned their classic swoosh logo into a 
symbol for social acceptance in the Marriage 
Equality postal vote. 

For those brands looking to branch into new 
markets, it can be a sensitive territory to navigate.

But there are more resources than ever available 
to help them tread carefully. PrideAM, the ad 
ƛƴŘǳǎǘǊȅΩǎ [D.¢ ƴŜǘǿƻǊƪΣ ǊŜŎŜƴǘƭȅ ǊŜƭŜŀǎŜŘ 
Outvertisingςa resource for brands needing advice 
on LGBT+ inclusive communications strategies. 
Similarly, specialist consultancies have launched ς
take Othervox, for example, an agency providing 
intelligent LGBT targeting in digital media. 

Along with semiotics and cultural insight agency 
SignSalad, the7stars has also this month released a 
whitepaper, Representing?, exploring the ways in 
which brands can champion diversity without 
offending and, importantly, making sure they avoid 
tokenism.

Brandshavestartedwavingthe rainbowflagςnow
they need to make sure ǘƘŜȅΩǊŜsupporting
diversityyear-round.

https://medium.com/lgbt-foundation/how-lgbt-customers-became-the-most-undervalued-economy-in-the-world-5ef1a4259161
https://www.huffingtonpost.co.uk/edward-johnson/the-power-of-the-pink-pou_b_13626720.html
http://fortune.com/2017/06/28/lgbt-inclusive-advertising-survey/
https://www.mix.com.au/news/national/nike-has-thrown-its-support-behind-the-marriage-equality-campaign?geoRedirect=true
http://www.the7stars.co.uk/wp-content/uploads/2018/07/T7S_Diversity_Paper-FINAL.pdf


NEWSBRANDS EVOLVE WITH THE TIMES

Lƴ нлму ǿŜΩǾŜ ǎŜŜƴ ŀ ǊŜŀƭ ǎƘƛŦǘ ǘƻǿŀǊŘǎ ōŜǘǘŜǊ Ŏƻ-
operation between publishers, with the launch of 
three game-changing initiatives ςThe Ozone 
Project, Impact and PamCo. 

Each of these initiatives has been created with the 
intention of bolstering the ways in which 
advertisers can access high-reaching inventory, 
safely, cost-effectively and at scale ς
simultaneously breathing life back into print 
industry revenues. 

Impact, the newest of these developments, comes 
in the form of a premium, market-wide takeover, 
offering advertisers a presence across almost every 
major ƴŜǿǎōǊŀƴŘΩǎhomepage, and the first print 
ad of almost every major UK newspaper, uniformly 
for a day. 

Its cost effectiveness for mass reach has been 
conceived to rival OOH, TV and Radio. 

With almost all of the national press on board, and 
twenty-four regional newsbrandsƛƴ wŜŀŎƘΩǎ .ƛƎ 
City package (which includes titles such as The 
Daily Record and Manchester Evening News) 
included, its potential reach is huge. It amounts to 
21 million adults in a single day and with frequency 
across the different newsbrandsmeasured at 2.43 
OTS a day, according to PamCodata, it makes for a 
formidable 51.4m impacts. 

.ǳǘ ǿƛǘƘ ŀ ǇǊƛŎŜ ǘŀƎ ƻŦ ϻотрΣлллΣ ƛǘΩǎ ŀ ōƛƎ 
investment, and may not appeal to all advertisers.

Impact was borne out of PamCoςa newly 
launched measurement currency that combines 

de-duplicated print, mobile and desktop readership 
figures. PamCowill reset the way the industry 
treats the two modes of communication as part of 
a singular medium. 

In another development this year, The Guardian, 
Telegraph and News UK unveiled The Ozone 
Project ςtheir own unified digital ad network.  It 
has been specifically designed to deliver simplicity, 
brand safety, and a cost-effective scale of reach 
comparable to social media in the UK (of which 
there are 39.4 million unique users).

The Ozone Project is a deeply competitive and 
deftly designed means of offering advertisers 
tailored access to its various, trusting audiences, 
whereas Impact is more a proclamation of the 
powerful reach of newsbrandsacross print and 
digital as a single whole. Both, along with PamCo
breathe new life back into the value of print as a 
broadcast medium. 

Perhaps the constant furoreŀǊƻǳƴŘ CŀŎŜōƻƻƪΩǎ 
place in publishing has been the catalyst for 
newsbrandsto finally ςafter years of speculation ς
evolve and band together. 

Between the massive appetite for news, and for 
ǘǊǳǎǘǿƻǊǘƘȅ ŎƻƴǘŜƴǘΣ ƛǘΩǎ ōŜŜƴ ŀ ǎŜƴǎƛōƭŜ ƳƻǾŜΦ {ƻ 
is print a dying medium? Not at all ςit might even 
be the one most well-equipped and ready to 
evolve.

https://www.campaignlive.co.uk/article/want-best-ad-every-uk-national-newspaper-one-go-thats-375000/1487213


THE STORIES THAT LIT UP OUR MEDIA WORLD THIS MONTH

ITVis preparingto removeits programmingfrom Netflix
as it plans to launch its own rival streaming service.
Announcedthis month,L¢±Ωǎchiefexecutiveis saidto be
planningto take its archiveof showsto which it hasUK
rights, including Broadchurch, Victoria and Prime
Suspect,from Netflix.L¢±Ωǎrevenueshavebeenboosted
this year thanksto World Cupcoverageand the success
of LoveIsland,with ad revenueup 22%in Juneand9th in
July; contributingto a total increaseof 2%acrossthe first
six months of 2018. Whether an ad-free streamingwill
bea success,however,remainsto beseen.

A new study from Trinity Mirror Solutionsand House51
hassuggestedthat those working in the ad industry are
fundamentally different to consumers. Specifically,the
researchfound that, while analyticalthinking dominates
our industry, the public tends to think more holistically.
Thismeansthat the advertiserstend to undervaluethe
contextof advertising,the importanceof creatingshared
rather than individual experiences,and the continued
effectivenessof existingcreativesand traditional media
channels.

Twitter hasbegunaneffort to addresssocialmediafraud
by deletingtensof millionsof suspiciousaccountson the
platform. Twitter has come under scrutiny recently, as
the market has come to invest further in social media
influencers. In a move that seeksto restore trust for
advertisers and attack those with artificially inflated
follower counts,a number of userswill haveseentheir
follower account drop. Twitter has estimated that the
typical userwill seethis decreaseby about 6%. Someof
¢ǿƛǘǘŜǊΩǎtop ten most followed accountshavealsoseen
a drop ςincludingOne Direction member Harry Styles,
ǿƘƻΩǎlost 877,000 followers,bringinghim to 32 million.
Themove shouldhelp to maximisead spendand stamp
out fraudacrossthe market.

Theheatwavehashad a detrimental impacton UKcinema
attendance,with box office salesdown 20% since June,
despitethe releaseof mega-hits JurassicParkandhŎŜŀƴΩǎ
8. BetweenJuneto mid July last year, the UK box office
had taken £128m, this year taking just £103m within the
sameperiod. Theindustry will hope that the long-awaited
Incredibles sequel, despite having opened over the
weekendof the World Cupfinal, will convinceBritsto head
to their local theatre. Major releasessuch as Fantastic
Beastsand family-favourite Mary PoppinsReturnsshould
alsoseeattendancebackup towardsthe endof 2018.
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