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Competition in the Streaming World Heats up

There have been several recent developments inthe AV space,arguably the biggest of whichis the recent
launch of Sky Glass. Sky’s new range of certified carbon neutral TVs with built-in Wifi now offers customers
the ability to stream content without a satellitedish.

Currently, Sky Glass isonly available to customers who have been with Sky for 8+ years, but a waiting listis
availableto everyone else, with wider release expected soon.The TVs themselves can be bought outright
or with interest-free monthly payments; a clincher to entice those not willingto foot the bill upfront. Of
course,once you throw in Sky Sports, Film, Puckand HD packages, this monthly fee canramp up to

over £80 for the full Sky experience.

At a time when subscription fatigueis seeing many cut down on their monthly subscriptions, this may be
a littletoo much for some to stomach. On the other hand, Sky Glass will completely revamp how

viewers watch andrecord their favourite shows across multiple content suppliers. Streaming directly from
Sky via the Cloud means that customers will nolonger have recordings saved directly toa hard drive.
Instead, Sky Glass will align Playlists thatcan span several differentsuppliersto offer a more holistic
viewing experience, thus housingcontent from multiplesources —like Channel 4, Sky and ITV —in one,
easyto access, personalised Playlist. It will also house apps for Netflix, Amazon Prime and other digital
offerings.

The inclusivity tactic should keep Sky customers within the Sky interface, while delighting the networks. ITV
and Channel 4, for example, have recently struck deals with Sky wherein their previously limited BVOD
inventory has now expanded to includealltheir content.

An interesting move that will potentially pleaseadvertisers, butmay irk some Sky customers, is

that viewers will notbe ableto fast-forward through the ads during commercial content like they could
do historically with Sky+/Q recordings. There will instead be an additional £5 “Ad-Skipping Add-On” fee,
a feature akinto All4+and ITVHub+.

Another development to watch is taking placeatAmazon, with the launch of their new streaming

channel IMDbTV. The channel sits withinthe Amazon Primeapp on its own carousel andis entirelyfree
and ad-supported. It’s clear that Amazon have acknowledged the so-called ‘subscription fatigue’, favouring
advertising spends to fund the platformover subscription costs.

Advertisers canthink of itas an additional BVOD/CTV channel, traded on a CPM metric, mid-roll only,and
with the ability to run tags (something they can’t do with Amazon’s livesportcontent). The channel gives
advertisers the opportunity to access lighter-TVand SVOD viewers, as well as having consistent presence
on Amazon, as opposed to justtheir live Premier League and Rugby Prime Video offerings.

Whilstit's early days for both Sky Glass and IMDDbTV, it’s clear that these evolutions will influencethe
way we target viewers of Broadcastcontentin the future.



Into the Metaverse

Metaverse or Metaworse? Zuckerbergis facingmore criticismas herebrands Facebookto Meta — takingit
from a social media platformtoa ‘Metaverse’ business thatwill hireover 10,000 new employees across
Europe.

Zuckerberg announced the rebrand this week, but ‘Metaverse’ has been his buzzword for a while, having
describeditas the future of Facebook and a whole new economy for this generation. The Metaverse itself
is not a Facebook creation, however, andis a term many inthe gaming world already know. Games such as
Animal Crossing, Minecraftand Fortnite have already entered this dimension aided by VR and AR. The term
has been used insci-fifor decades, usually to describea dystopian universe.Infact, the term was first
coinedin 1992 by Neal Stephenson in his sci-finovel Snow Crash.The Matrixis a metaverse.

Of course, this announcement coming inthe middle of a PR storm over Facebook’s content regulation
flaws has led manyto vocalisethe potential threat to society the Metaverse will bring, given the sheer
amount of data there would be to regulate when more users own its AR and VR tools. Frances Haugen, the
ex-Facebook employee who is now helpingto form the onlinesafety bill to regulate social media, said
“Wow, do you know what we could have done with safety if we had 10,000 more engineers?” when she
heard the news of the impending rebrand and the hires to supportit.

Whether Zuckerberg is atthe helm or not, The Metaverse is coming,and it’s goingto change the way we
live, work, date, shop, and more. And justbecauseZuckerberg is the most vocal aboutitinthe media,
doesn’t mean other companies aren’t building their offerings around the Metaverse also. It’s likely to
create whole new industries and commerce opportunities. There’s been talk of the ability for governments
to get involved —canthey create publicspaces,suchasparks,inthe Metaverse justlikethey do inthe real
world? As tech writer Mike Elgen, said, “the concept of a shared virtual world has been around and inthe
works for decades, from thousands of companies and universities. By publicly obsessingaboutit,
Zuckerberg hopes to be associated with itas the leader”.

He’s not leadingthe way yet, though, with the socialgamingindustryalready offeringintegration
opportunities for brands to reach their hyper-engaged users. We've seen Gucci, Vans, Stella McCartney
and others take these on. Crypto Fashion week rana Meta Gala event in September, where avatars
modelled virtual outfits to be auctioned off, with luxury fashion houseKarl Lagerfield submittinganavatar
for sale.

But from an ads pointof view, the new Facebook has the potential to hold the monopoly with its wealth of
user data that has been used by most brands as a core part of their marketing strategies for years. Its ad
offering is affordableand easy to understand and activate for the smallestandlargestof businesses. It's
likely tosucceed in creatingthis inthe Metaverse also, and this time, we hope with more
interconnectedness across platforms than the Walled Garden of Facebook currently provides. Zuckerberg
himselfhas expressed enthusiasm for this —he’s claimed to have invested £50m into a non-profitto ensure
it's builtopen and free. We'll no doubt be hearingthis buzz word more, and while Metaverse won’t appear
overnight, now is the time for brands tostart consideringitas partoftheir future.




Will the NFT Bubble Burst?

BackinMay, What’s Hot reported on the ridiculous rise of non-fungible tokens, or NFTs, the digital, blockchain-based
technology which had continually hit the headlines fora seriesof eye-popping sales. From a token of the Nyan Cat

meme selling for ,to a copyofthe first ,theworld appearedto have completely
lostits marbles; suchthat, bythe time a .JPG file sold for the earth-shattering ,italmost felt like old
news.

Since then, NFT maniahas shown fewsigns of subsiding. In Q3, NFT salessoared to more than $10bn, an
onQ22021.Thus, itis little surprise that a plethora of brands have beeninvestinginthe technology, from
.So, how have brands utilised the space?

An NFT—justlike limited edition trainers or mint-condition comics —derives its value fromscarcity; the fact that the
buyercan own somethingfewothers possess. This provedtantalisingto legacy brands, including ,who
utilised the market to re-issue iconic me morabilia from its past.

And it’s not just memorabilia. As the Metaverse grows—the virtual environments asthefuture of the
internet, having succeeded NFTs as 2021’s latestun-understandable craze —the prospects for digital goods have risen,
with a host of fashion brands racing to produce to their clothing. Before long, gamers could be
sportinga virtual Versace in Fortnite.

NFTs have alsobeensuggested as solutions to a host ofotherissues. AfterKings of Leon made

of theirlatestalbumthroughaspecial NFT release, NFTs were mentioned as a counter to years of fallingartist
revenues due to streaming services. Industrieslike air travel have also beenfloated as services

from a switch to NFT-based ticketing.

Critics willpoint out that, as it stands, nosuch benefits exist, and that brands who have thus far entered the NFT space
have taken a rather clichéd, how-do-you-do-fellow-kids approach to engagingwith consumers. But while that
argument does have merit, the fact that brands haven’t quite yet figured out how best to work with NFTs doesn’t
mean theindustryis doomedto fail: one only hasto thinkback to to knowthat clunky comms
canrapidlyevolve.

Whatshould cause concernis the vast environmental impact of NFTs. The Ethereum platform it uses for trade
requires of energyfor every transaction, enough to power the average UKhome for five days. In
an erawhere Gen Zincreasingly seeks sustainable alternatives when purchasing goods, the carbon footprint of NFTs
seems incrediblyat odds with thatideal.

Eventuallyinnovators will find ways to reduce these environmental costs, just as creatives will get better at finding
original ways to use the fledgling technology. Untilthen, brands must tread carefully when first foraging into the NFT
market. Despite promises to offset carbon emissions, a number of NFTprojects have been scrapped

fromconcerned consumers.

Despite this, NFTs are not goingaway anytime soon, as the lines between real and virtual blur. The questionis no
longer whether brands will jointhe market, but what theyplanto dowith it. As for whether NFTs will stick around for
good, orjoin the graveyard of obsolete technologies, only time willtell. Put onyour Google Glassesand fire up that
HD DVD Player, it'llbe a bumpyride.


https://www.businessinsider.com/ethereum-nft-meme-art-nyan-cat-sells-for-300-eth-2021-2?r=US&IR=T
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https://www.forbes.com/sites/abrambrown/2021/03/11/beeple-art-sells-for-693-million-becoming-most-expensive-nft-ever/
https://www.reuters.com/technology/nft-sales-surge-107-bln-q3-crypto-asset-frenzy-hits-new-highs-2021-10-04/
https://www.thedrum.com/news/2021/08/04/5-brands-are-experimenting-with-nfts
https://consumergoods.com/coca-cola-campbells-join-brands-experimenting-nfts-and-metaverse
https://www.vanityfair.com/news/2021/10/the-metaverse-is-about-to-change-everything
https://www.burberryplc.com/en/news/brand/2021/Blankos.html
https://www.nme.com/news/music/kings-of-leon-have-generated-2million-from-nft-sales-of-their-new-album-2899349
https://www.forbes.com/sites/forbestechcouncil/2021/06/29/nfts-are-fueling-authenticity-for-digital-assets-and-have-the-potential-to-create-new-use-cases/
https://eu.usatoday.com/story/money/business/2013/12/07/spaghettios-apologizes-for-pearl-harbor-tweet/3904843/
https://www.renewableenergyhub.co.uk/blog/how-much-energy-do-nfts-take-up/
https://kotaku.com/big-nft-project-cancelled-after-just-five-hours-1847906380

EFFWORKS+ IP

The Purpose of Brand Purpose

The releaseof new research from Peter Field has re-ignited the debate on this marmite marketing topic.
Structured Debate

The research (released as partof the IPA’s EffWorks conference) was a firstattempt ataddingrigourto an
often unstructured and emotionally charged debate. Indeed, it's likely thatthe most valuable contribution
of this researchis in providinga working definition to the debate.

Brand Purpose: “A commitment articulated by a commercial brand or its parent company to goals other
than improved profits or products, involving contribution towards one or more positive social impacts in the
fields of health, the environment, human development, sustainable business practices, or other similar
areas.” (Peter Field,2021)

Previous purposedebates have been stunted by competing interpretations. For some, purposeexists as a
subfield of brand management and must be part of a long-term growth strategy; for others, itis simply
purposefor purpose’s sake.

Sharp Critique

The broader effectiveness community has historically been critical of Brand Purposeinitiatives. Byron
Sharp and Mark Ritson have led the charge here — labelling Brand Purposeadvocates as ‘apologists for
marketing.” Indeed, Sharp and Richard Shotton have specifically criticised Field’s research —with Shotton
labelling the methodology as ‘flawed’. Whilethere is clear selection biasin Field’s study (this is recognised
up front) criticisms of the research miss a more important point.In anage of increased corporate
transparency and micro-activism, Brand Purposeis likely to have increased relevance. Well executed
campaigns representa route to more sustainable Brand Equityina more socially conscious era. Despite
this, there are almostno academic or commercial studies on Purpose;and as such Field’s studyis botha
valuablecontribution and a stimulus for further work.

The research clarified the opportunity for Purpose campaigns to burnish the Employer brand —improving
reputation among partners, employees andinvestors far more efficiently than non-purposecampaigns.
The analysisalso highlighted the high variability of B2C returns from Purpose campaigns. Surely the key
lesson of the researchis for marketers to tailor their messageand targeting more heavily towards relevant
B2B audiences and Internal Comms.

Nascent but Prescient

Field’s researchis animportantfirststep. The depth and breadth of the cases analysed areless thanideal,
andthe research has not unequivocally demonstrated either the imperativeor follyininvestingin purpose
campaigns. Nevertheless, itdoes offer valuableguidance on where to focus efforts and recognises gaps in
the research. In a more socially consciousageand, with the real and urgent threat of climatechange, itis
wisefor brands to plotroutes to profitwith fewer externalities. Brand Purpose campaigns canplayan
important roleinstimulatingandilluminating positive changes to corporate behaviour.




EFFWORKS 1P

Culture of Effectiveness

One of the flagshipreports released as partofthe EffWorks Conference was the IPA’s Culture Monitor—a
wide sweeping survey of marketing professionalsto assessthe state of the effectiveness nation.

Though the report found effectiveness cultureto be ingood health, there is likely to be significant
selection bias intheresults. Those with strong effectiveness cultures are more likely to respond to a survey
assessingthesame. Despite this, there may be some lessons to be learned from those brands and agencies
operatingat the top of the effectiveness game.

The Value of Roadmaps

One standout recommendation was for organisations to create effectiveness roadmaps to further improve
their cultures. Effectiveness rarely has a single pointof accountabilityin any organisation, so a centralised,
multi-year planis a major accelerant of effectiveness culture.

Start with an Audit

Introspective questioningis the logical starting pointwhen creating an effectiveness roadmap. The Report
recommends structuringthis around 4 pillars.

. Focus

What does marketing effectiveness mean to the organisation/agency and whatare the expectations from
an effectiveness approach?

. Process
Is there a clearly defined process and what does itlook like?
. Data, Tools, Measurement

Do you have the data to supportthe meaningful measurement of marketing activityand,if not, how are
you going to get it? How do you intend to showthe valuecreated from marketing investment andincrease
the impacton marketing decision-making with this evidence?

. People

Is there a focus on continuous learningand development — and do you learn both from success and
failure?

It’s a shared journey

As anagency we believe that in the volatile post-pandemic environment, where distribution networks and
advertisingconsumption havebeen disrupted significantly,itis crucial for advertisers and agencies to take
this journey together.


https://app.swapcard.com/event/effworks-global-2021/planning/UGxhbm5pbmdfNjgwMDY3
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Share of Search 2.0

James Hankins shared furtherresearchinto Share of Search at the Eff Works Conference. The
original study (that involved Les Binet) was extended and the link deepened between change in
Share of Search and change in Market Share.

Last year’s study was limited to the automotive, telco and energy categories —so thisyear’s
analysis provides avaluable addition. Further extensions veer dangerously close to the limitations
of Share of Search data, however.

A Complement nota Substitute

Share of Search (and an advertiser’s Brand Search volume inisolation) are intuitive, fully
democratised measures of effectiveness. They are a powerful part of the business case for
marketing—but notthe whole story.

The value of Share of Search as a metricis derived fromitsrole as a bridging metricbetween
Share of Voice and Share of Market, where the effectiveness literature is much deeper. These
metrics remain ferociously difficult to measure, however. In an age of much more tightly
targeted advertising, Share of Voice has becomealmostimpossible to measure on across-
channel basis. However, as the acquisition channels of the typical brand have fragmented, and
recurringrevenue business models have proliferated, Share of Market measurement remains an
equally challenging task.

The Business Case for Marketing Must be Made in £ Sterling

Assuch itis difficulttoreverse engineeraninvestment planora credible share of market
prediction from Share of Search analysis. As marketers we talk as far as possiblein the language
of pounds, shillings and Eence inorderto bujld credibility. And Share of Searchis simply nota
plausible metricupon which to structure aninvestment case.

Limitations

Though the research has been extended, there are still categories wherethe measure is
inappropriate. Google Search covers alarge share of commerce discovery but, increasingly,
searchis occurring outside of this net —with Amazon and Facebook platforms representing major
primary touchpointsinthe CPGand Fashionindustries respectively.

Google Trends datais also samEIed and rounded, undermining any attempts to attribute gains
and losses back to specificmarketing levers. With the sampling also undermining the sincerity of
week-to-week or month-to-month shifts.

SoS does offera powerful perspective on longitudinal marketing effectiveness and lowers the
cost of measuring mental availability for brands. Butit must be used as part of a holistic
measurement framework as it represents aweak commercial case for marketinginisolation.



https://app.swapcard.com/event/effworks-global-2021/planning/UGxhbm5pbmdfNjgwMDcy

Mini Stories

With the cinema industry having endured 18 months
of on-and-off closures, the premiere of the 25t
James Bond movie, ‘No Time to Die’ seemed to be
carrying the full weight of the industry on its
shoulders. After the release was delayed thrice, ‘No
Time to Die’ successfully brought people back into
cinemas, raking in £26 million over the opening
weekend (surpassing the opening weekends of the
two previous Bond films) and placing it in the top
five opening weekends for movies in Britain, ever.
With some mega-chain cinemas in London
scheduling dozens of screenings a day, the question
remains: can the success of one movie breathe life
backintoan entireindustry?

Throughout October, we have been celebrating the
important impact that Black people have had on
British culture with our #CulturePersonified series of
events and content. From vibrant art throughout our
office to daily email bulletins informing our staff of
iconic Black British pioneers and much more, we
entered this year’s Black History Month with a desire
to educate and inspire the7stars’ team like never
before.

Netflix’s critically acclaimed Korean drama Squid
Game is causing a boom on e-commerce platforms
across China, with arisein the sale of costumes from
the show even though it has not been released in
the country as Netflix is not available. With the
popularity of the show being driven primarily by
word of mouth, it received a rating of 7.7 out of 10
from over 229,800 users on Douban (China’s largest
movie and book review platform). This is paired with

' the top search results on Coupang, one of the

biggest e-commerce sites in South Korea, being
products from the show that are listed by companies
based in the Chinese cities of Guangzhou and
Shenzhen.




