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Publisher’s Note

We love content. 

Developing great content in 

every form, for every medium, 

across our own and our clients' 

platforms is what we live to do. 

We bring passion, skill, 

experience and hard work to 

telling stories and to informing an 

audience.

But don’t take my word for it, 

I’m biased. Read what our newest 

client says about working with 

Niche on page 21.

Our mantra is to build great 

relationships every day. We do this 

by connecting with an audience, a 

client, a colleague, a sponsor and 

our partners across our supply 

channels. Every day.

Connect with us and we will 

tell your story as well as it can be 

told.

Cheers,

Paul Lidgerwood

Niche Managing Director
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THE CONTENT ISSUE

Peter Roper
Editor,Marketing.

Editor's 
         note

 W
elcome to The Content 

Issue. A theme we’re 

exploring now because 

we’re discontent with how it’s been 

explored previously. With this issue 

of Marketing I really wanted to 

address something that bugs me 

about some of the biggest and most 

important trends in marketing: the 

tendency for the conversation to 

gravitate towards the high-level 

conceptual stuff or to the very 

opposite end, the nitty gritty detail.  

Content marketing has been 

one of the issues to suffer from this, 

stemming from the use of a phrase 

like ‘content marketing’ in the fi rst 

place. Sadly, I don’t have a better 

word for it so, in this situation, the 

next best thing than one word is lots 

of words. In various formats and 

levels of depth.

This is a little content marketing 

lesson in itself, for business-to-

business marketers in particular. 

There is a very useful spectrum of 

formats to explore when developing 

content plans. Yes, blog posts 

achieve your brand’s thought 

leadership goals. And white papers 

get into the extremely important, 

minute details. But what of the 

ground in between those two? There 

are only so many new ideas. What 

makes people groan is another 500 
words of high-level waffl e designed 
to keep your name out there. 
Because one of those not-new ideas 
is that quality trumps quantity. 
Every. Time. 

And, again, format is important. 
Being able to tackle an issue and 
its related topics from a variety 
of angles in a variety of formats 
and lengths is one of my favourite 
things about being a magazine 
editor. Curation is one of the most 
powerful ways to approach content. 

(Repurposing and distribution are 
two other things that the best know, 
love and invest in.)

What I’m happy to bet my 
reputation on is that the combined 
power of every piece of content in 
this magazine will teach more people 
more new things than a white paper 
twice as long. 

As a teaser, don’t miss our next 
issue, The Identity Issue. Yes, we’re 
talking branding, but on top of that 
we dig into an issue that defi nes 
the very identity of a discipline: 
governance. My hypothesis is that 
the heretofore neglect of marketing 
governance at a profession 
level – independent of individual 
organisations – is what’s behind 
marketing’s identity crisis and the 
key barrier to credibility. 

Peter Roper

Editor



“Attention,culture

vultures: stopthe

contentscavenging

andgetonsome

discovering.”

– Sérgio Brodsky argues

for discovery. Page 94.

“Theworst thing

youcando iscreate

content forcontent’s

sake.”

– What goes on behind
the scenes of the biggest
content play in Australia?
We chat with two of the
brains at Coles. Page 24.

“We’veestablishedan
internationalreputationand
that’sanexceptional thing for
acountryofoursize.”
– Natalie Apostolou in our special feature celebrating 60 years
of commercial television in Australia. Page 36.

“The ideaof contentneverbeing

quite complete isquite interesting

whenyouengagepeople that are

interested in your story. They start

makingacontributionand it grows.”

– Karma Cola’s Simon Coley on a brand that celebrates
transparency and disruptive design. Page 48.

Content /k n t nt/
Adjective

In a state of peaceful happiness:
‘He seemed more content, less bitter.’

/ k nt nt/
Noun

The things that are held or included in something:
‘She unscrewed the top of the flask and drank the contents.’

• The amount of a particular constituent occurring in a
substance.

• A list of the chapters or sections given at the front of a
book or periodical.

• The material dealt with in a speech, literary work, etc.
as distinct from its form or style.

• Information made available by a website or other

electronic medium.

Source: Oxford Dictionaries

“Formarketers to

accelerate their

journey toward

a successful

customer-led

contentplan,

they should

prioritise content

thatdrives

incremental

brandvalue.”

– Ryan Skinner writes that
content marketing’s role
is so crucial to customer
experience that it must be
approached strategically.
Page 54.
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“Guiltgenerates
transactionsbutnot
trueconnections.”
– We can overcome the authenticity issues that exist in today’s

NFP sector through positive communications that tell stories

of transformation, writes Rebecca Darley. Page 62.

“If you’re going to invest in content,
you have to deliver your content
goals. If you’re going to dilute that
with third-party advertising, we
would recommend you not do it.”
– Medium Rare’s Sally Wright on using advertising to subsidise
brand publishing. Page 34.

“Abroader
awarenessof
thediscipline
ofmarketing
wouldhelp
contentmarketers
understandthe
natureofclutter
andthefallacythat
itcanbesomehow
avoided.”
– Mark Ritson writes that
awareness of marketing
fundamentals would
serve content marketing
practitioners well. Page 96.

“Makinga
great app
only gets
youhalfway
there.Once
your app is
out, the truly
hardpart is
gettingpeople
tofind it and
download it.”
– Karla Courtney writes
that a content app is not
for everyone – but if it is,
this is how you do it.
Page 46.

“I believe
publishing
is thenew
marketing.
Thinking
like amedia
company
first (not a
bank), our
tacticshave
had tochange
somewhat.”
– Jac Phillips on creating
compelling stories people
want to engage with.
Page 90.

“Premium
content
creation is
very attractive
to large
Australian
brands
wishing to
future-proof
their customer
content
channels.”
– Nicole Sheffield breaks
down three key types of
content marketing.
Page 28.
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The
empathy 
machine
Everyone in the digital space is 

excited – and with good reason. 

Virtual reality (VR) is as big as 

that time the internet came to 

town and smartphones became 

grafted to our palms – and 

the training wheels haven’t 

even come off yet. Julie Berry 

explores why this disruptive 

technology will impact our lives 

in a way even the most tech-

savvy among us will struggle to 

conceive.

 14  FEATURE

ntil you put a headset on for the fi rst time, it is 
hard to comprehend the VR concept and how 
it will fi t in to everyday life. The better quality 
headset you can get your hands on, the 
better idea you will have. So, how are some 

of Australia’s largest companies such as Google, Samsung and 
Getty Images staying ahead in this fast-paced, democratised 
environment, and what tips do they have for brands consid-
ering a sortie into this new channel for the masses?

The technology

Companies like Samsung have been looking at VR for more 
than a decade in dif erent guises. Think 3D TV. Samsung 

Electronics Australia's corporate vice president and CMO, 
Philip Newton, says 3D TV was the fi rst foray into trying to 
create some sort of VR type solution. 

“But that obviously didn’t provide the kind of necessary 
immersion that the headset does, so sometime later when 
the computing power that you can get in a handset grew – a 
couple of years now – we realised that we could do everything 
we wanted to originally do, in the one area, in the one device. 
Currently, you’re talking about two separate devices – the 
handset and the headset – and longer-term, who knows? It 
could just be incorporated into one device. It’s yet to be seen.”

Newton suggests, from an R&D perspective, every 
scenario is being looked at, including potential for a Google 
Glass type development. For now though, Gear VR, released 
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last November, has been well-received with some calling it 
the best on the market in terms of usability and price point. 
This makes up for trailing Rift and HTC Vive in graphics, 
with those technologies coming with a larger price tag and 
restrictive tethering requirements.

Things change quickly and, although Newton acknowl-
edges that Samsung wasn’t and still isn’t across this 
disruptive tech, Gear VR was originally built with the 
mass market consumer in mind – a consumer device that 
everyone can use. “Was there discussion around verticals? 
Absolutely. What we didn’t understand was, I guess, the 
depth and breadth of possibility, and that’s really shown 
itself in the last 18 months.

“VR was an unmet need that was just waiting to happen, 
and when we launched our developer products 18 months or 

so ago, that was the realisation. Since then we’ve just gone 
on to provide more and more quality and technology and 
processing power that consumers are telling us they needed, 
and that will continue for as long as consumers are using the 
product and wanting the product.”

Major progress over this 18-month period is a common 
theme. Although Getty Images has been collecting 360-
degree images for the past fi ve years, it was essentially 
directed by technology. 

Stuart Hannagan, Getty Images Australia’s VP of edito-
rial imagery, explains the challenges faced. “It wasn’t an 
easy thing to do fi ve years ago, as a photographer, to go out, 
cover an event, do what they needed to do from an editorial 
perspective, capture great pictures, get the moment and then 
think about a 360-camera, which was a big clunky thing 
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Education and 
journalism 
“If you are at the centrepiece of a very 

moving story – I’m hoping that people 

will get a better understanding of that 

experience and develop that empathy 

for the situation. With Cardboard 

and Google Expeditions, Google has 

had more than a million students 

experience faraway places that just 

don’t come alive through a textbook.” 

– Bart Jenniches, Google Australia.

Important distinctions
360-PHOTO: similar to a panoramic image that has 

an extended left and right, these photos extend in all 

directions creating a 360-degree (or near-360-degree) 

sphere in which the viewer sits and can direct their 

view. 

360-VIDEO: as above, but with a video. The viewer 

can direct the gaze, but has no control over the position 

or movement of the camera. By defi nition, assuming no 

pausing, the viewer will never see 100% of the action.

‘TRUE’ VIRTUAL REALITY: a computer-generated 

environment – a video game – in which the player is free 

to direct the gaze, move the camera and even interact 

with the environment. Before long, expect gloves and 

other clothing that can produce tactile feedback for the 

user.

AUGMENTED REALITY (AR): computer-

generated graphics over, commonly, what a device’s 

camera is currently seeing. Think Pokemon Go or the 

lenses in Snapchat that manipulate a user’s face.

they had to pull out of a bag and put up a tripod. It was really 
hard work.” Hannagan admits that back then they weren’t 
even sure how they would be using the imagery.

The potential of 360 became clearer when in 2014 the 
hardware began to evolve. “360 cameras became incred-
ibly easy to handle, to use, and all of a sudden, especially 
in the last 18 months, the cameras came out that didn’t need 
stitching,” Hannagan says.

The process evolved from taking a 360 picture on a very 
expensive camera and sending it of  to be stitched, taking 
two or three days “if you were lucky”, to today where Getty 
Images is able to upload images immediately. 

Getty Images’ head of global integrated marketing, 
Monica Bloom, says the company has visual anthropologists 
on staf  to identify trends now and over the next fi ve years. 
“We’re looking at virtual reality as a much bigger area for 
us, so in the creation of the Virtual Reality Group it’s really 
about how we create immersive images for our customers.” 

It is achieving this through technology such as 360 and 
Gigapixel, the latter so incredibly detailed you can zoom in 
to see a spectator’s lapel pin at the Australian Open. 

“It makes you feel like you’re there, and I think that’s the 
most important thing about this idea of virtual reality or 
immersive content,” Bloom adds. “All of our photographers 
are now doing this, so that is news, sports, entertainment. 
If you want to make sure your audience has kind of the 
front row at the Oscars in LA, we can actually give that to 
you, which is pretty astounding. We actually can transport 
people there that would never, ever have that opportunity. 
We give them that access.”

Access is also enabled by partnerships, with which the VR 
industry is teeming. It appears this is the best way to keep up 
with the frontrunners in this tech. Bloom refl ects, “What was 
interesting was Oculus Rift was our fi rst partnership and we 
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It’s fair to assume Facebook’s $2 billion acquisition of
Oculus in 2014 gave fair insight to the future potential of the
market. Subsequent releases of Oculus’ Rift and Samsung
Gear VR has paved the way in low to mid-range headsets,
where earlier this year, over one million people worldwide
used Gear VR in just one month.

It’s a win-win for Oculus with Samsung using their
software platform as well, “simply because they have the
strongest platform available out there,” says Newton. “They
see eye to eye in terms of our direction, and they have the
inside running in terms of where the social platforms are
taking it – the likes of Facebook. And there is a signifi-
cant amount of desire from the Facebook team to drive VR
into their social platforms as well, which is great and we
think quite powerful, but Oculus will be the central hub of
content, and we’ll post all of our content onto there.”

It seems that this won’t be an exclusive arrangement,
however, with Google’s platform, Daydream, only announced

felt really honoured and grateful to work with them, because 
they were the technology leader. And that is not exclusive; we 
are working with a number of dif erent partners. 

“Right now we’re working with Google and their expe-
ditions program, which is actually about bringing this 
experience into classrooms, so this is a wonderful appli-
cation of this technology, and it’s really about: how do you 
teach kids about the world by actually immersing them in 
it? And so we’re really proud to be a partner with them on 
that and we are working with a number of dif erent compa-
nies and outlets on some other interesting things, about 
which we’ll have more announcements later on in the year, 
but we’re expanding that out into dif erent areas.” 

One of those areas is VR video, which Bloom defi nes 
as a “very dif erent animal… you have to think about how 
people are experiencing that and moving through that area, 
just from a physicality standpoint, but also how do you 
tell the story in an ef ective way, because the story changes 
depending on what you’re looking at.

“I think there’s going to be a lot of new announcements 
in the next coming year that will infl uence that, and the 
beauty of having a VR group is really 
about being a part of that conversa-
tion,” she adds.

The headsets 
and platforms

One company obviously deep in 
conversation is Google. With fi ve 
million Google Cardboard units now 
distributed, Bart Jenniches, Google 
Australia’s director of media and 
entertainment, CPG and automo-
tive says their philosophy is to make 
these products available to everyone. It 
hasn’t gone unnoticed. Bloom explains 
that part of the reason Getty Images is 
formalising the Virtual Reality Group 
is due to technology on the consumer 
end changing and being democratised. 

“The good thing about VR is because it’s a fully 

immersive environment, you’ve got 100% of that 

person’s attention. There aren’t the distractions of 

everything else going on around you, which could be an 

asset for a brand, but again, there has to be some value 

that’s delivered to that consumer.” 

– Bart Jenniches, Google Australia

“Virtual reality is part of the ecosystem, and the 

ecosystem is very much based around the smart in the 

phone. The S7 has more computing power than the 

average notebook. People don’t realise how powerful a 

device they’ve got in their hand. You’ve got the phone, 

which is the processing power, and the goggles, which 

connect the whole thing together. The ability to go and 

capture, shoot, store and view is now on the horizon.” 

– Philip Newton, Samsung Electronics Australia
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at Google I/O in May, by Clay Bavor, Google’s head of VR – 
incidentally a new position and team announced in January 
of this year. Newton says of Daydream, “I don’t think they’ll be 
a competitor. They’re still in developer mode… we’re talking 
to all of the platforms, and Google’s one of our strongest part-
ners. Obviously, we run an Android platform on the phone. 
However, from what we can see so far, the most robust plat-
form that exists today is the Oculus platform.” Adding to the 
complexity of the partnerships in this space, Google is also 
releasing a viewer and controller under the Daydream banner.

So is this a race to the moon? With announcements 
hitting the media faster than you can put on a headset, it 
seems companies who rest on their laurels will be quickly 
left behind. And it is not just about upgrades. There is still 
potential to be the fi rst and patented products by companies 
such as Apple, which has been tight-lipped to this point, lets 
us know that there are big things still to come.

Newton says, “The hardware can take on myriad
dif erent forms, so right now we’re using the power of the 
phone and the quality of the hardware that resides in it – 
and not just talking about processing power, but the quality 
of the screen. There’s nothing out there that comes close to 
it when you’re talking VR, but there’s nothing to say that we 
can’t develop the same technology that’s built into a headset 
itself. It just depends on what we want to try and do. Will it 
be a race? Yes, I think it’ll be driven by the consumer, which 
is generally the case in these things, but also certain verti-
cals, so there may be vertical markets that require an even 
higher defi nition or greater accuracy – things like the 
medical industry, particularly. You’ve got high-risk opera-
tions and that sort of thing. It is very much consumer-based. 
Will it continue to evolve? Absolutely.”

This evolution will no doubt encompass augmented 
reality into which companies like Microsoft with HoloLens 
among others has stepped, but as yet the price (circa $3000) 
is keeping this from the mass consumer. It’s worth keeping 
an eye on these advanced products though, as the ideas will 
be incorporated into the popularised versions before we 
know it.

This innovation will no doubt be driven by the mass 
market, but Newton also presumes a signifi cant number of 

niche markets are also driving dif erent types of VR tech-
nology, such as integration into other technology that “allows 
someone to manipulate an operation, for example, but the 
mass market is where the development will come,” he says.

“Consumers will make their own decisions about what 
they do and don’t like. The feedback that we’re getting at the 
moment on the Gear VR is that it’s astounding people and 
that’s obviously a good place to start. We’re working with 
a lot of those early adopters now to understand some of 
the pain points and some of the passion points around the 
product, so we can feed that back to R&D which obviously 
works on the next generation of product. I know that we’ve 
obviously got a couple of new additions coming later this 
year that have all been driven out of consumer feedback, so I 
guess, watch this space.”

Industry winners

It’s unanimous that when it comes to VR, the biggest 
industry winners (besides gaming) are medical, education, 
tourism and real estate. It seems though that this disruptive 
tech is universally applicable to any industry, but does that 
necessarily mean that everyone should be doing it?

Newton says that although it depends on what your aims 
are, “I can assure you that we are overwhelmed to the point 
where we almost have too many industries coming to us with 
concepts and ideas for what they want to do with VR.”

Google’s Bart Jenniches suggests a ‘walk, run, trans-
form’ framework. “Testing the waters at this stage with the 
360 video is such a beautiful experience for any brand that 

Adding to the clutter?
“I don’t think it adds to the clutter, I think because it’s so 

new people are very curious about it, and I think what 

we’ll see is, again, like Facebook has integrated it into its 

platform. I think it’s going to be a much more seamless 

approach because it’s not necessarily a new channel, 

it’s just another tool within the channels that exist.” 

– Monica Bloom, Getty Images

“If you’re telling a great story, or you’re providing an 

incredible amount of utility, just like in your basic 

advertising – if you can provide value to that customer 

that’s unique, that’s where the brands are going to 

be that cut through. I mean, it’s just something that 

traditional media can’t offer.” 

– Bart Jenniches, Google Australia

 “When we think about disruptions, we think about 

things that take what was complicated and make 

it simple, or take what was expensive and make 

it affordable. The theory of virtual reality pulling 

experiences into very decentralised locations, has a lot 

of disruptive fl avour to it.” 

– Scott Anthony, Innosight
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wants to tell a story, but still reach a large audience. That’s 
where we’re seeing the bulk of our advertisers experi-
menting and, again, leveraging their assets that they already 
have. Optus and the cricket did a 360 execution with us – 
and that’s across every industry. 

“Budget Direct brought one of their characters to life 
through a 360 execution. I think that’s the starting point and 
then, because Cardboard is such a low-cost addition to that, 
brands that do want to add depth to that storytelling could 
work with Google on bringing that to life via Cardboard 
distribution, but then there are always going to be relevant 
brands that want to jump directly into the full VR experi-
ence. But with that comes a cost with developing apps, a cost 
with developing the experience, and then just realising that 
the addressable audience is much smaller than what we have 
today with the existing technology.”

Developing content means time and money. Of course, 
there are ways to enable self-development of apps and to 
gather understanding of how accessible the technology is 
for marketers. Kathryn Parsons is co-founder and CEO of 
successful UK start-up Decoded, a technology education 
company with oi  ces in London, New York, Amsterdam 
and Sydney. With a mission to demystify technology and 
empower the people, Parsons has led the charge to success-
fully include coding on UK’s national curriculum. She says, 
“VR is going to transform so many dif erent industries and 
we can’t quite imagine how or why, but I suppose what we 
really want to do is paint a picture for people.” 

Chris Monk, Decoded’s head of region, is working on a 
new course to enable non-specialists to build virtual reality 

Campaigns to check out
Inside Impact. Join President Clinton and Chelsea 

Clinton on their trip to see fi rst-hand how Commitments 

to Action made by Clinton Global Initiative (CGI) 

members are changing lives and empowering 

communities. The fi lm, taped in East Africa in 2015, 

lets viewers experience communities otherwise 

inaccessible to most – from modern downtown Nairobi 

to Kibera, the largest slum in Africa.

The Global Goals. A campaign about how to create 

mass awareness around the UN’s Sustainable 

Development Goals. The UN hired Getty Images into the 

UN General Assembly while it was in session, 

which Getty Images’ Monica Bloom says was a fi rst.

Climbing the Sails. A complete 360 climbing of the 

Sydney Opera House sails. Samsung Australia’s 

Philip Newton says, “Those sort of money-can’t-

buy activities, from a consumer perspective, are 

brilliant, but also a lot of the bigger organisations 

want to change the way they communicate particularly 

with the younger marketplace and the Millennial 

brigade, who are using the technology just for viewing 

the videos.”
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environments using the game development software, Unity.
He is hoping it will bring home the speed – just a few hours
– inwhich these experiences can be created.

Parsons sees huge potential for VR in the marketing
space and has raised some interesting possibilities. “If you
were running an airline or a travel company, could you start
selling, at the same cost of a holiday, experiences that trans-
port people to magical destinations and islands and places
that they could never have dreamed of visiting? Would
those experiences be real enough that it goes beyond being
a campaign for the real life experience? It is itself a valuable,
valid product.”

A recent visit to LA has given Parsons insight into the
opportunity available for content. “There’s quite an exciting
start-up community around virtual reality coming out of
Hollywood. Scriptwriters are having to learn a whole new
art form and what’s interesting is they’re soaking it up;
they’re getting involved. These are the new storytellers.
They’re a whole medium. This is as dramatic as the inven-
tion of cinema, frankly.”

Parsons sums it upwell when askedwhich industrywill
benefit the most. “It’s so new, no one knows. That’s why this
is going to be so much fun for creative people and creative
minds.”

Those creative minds include Brisbane advertising
agency BCM, which led the Queensland University of
Technology (QUT) in an early VR foray with ‘QUT Global
Goggles’ launched at the July 2015 Open Day. Kevin More-
land, BCM’s managing director, explains that this was not
just a first for QUT. “Virtual reality is something that was
on our radar, and we wanted to bring it to a client – to the
appropriate client.”

This was determined by several factors. BCM has had a
long relationship with QUT and that established trust was
needed to be able to say they had never done this before.
The defining factor was the target audience – a discerning
cohort of people under the age of 20 with a very high expec-
tation of what their communication will deliver, including
novelty and experience.

Moreland admits that, in today’s marketing environment,
engagement is just as important as reach, where 20,000
branded Cardboard headsets were given out during the
campaign. “What was really interesting about this partic-
ular exercise was our ad went on to tell us that people were
watching and then rewatching. Five minutes of brand
impact among a Gen Y and Gen Z audience is very diicult
to achieve.”

With low ROI on campaigns a real possibility this
early in the piece, there are diferent schools of thought on
whether brands should be jumping in or spectating from the
front row.

Moreland says, “Being early to anything is often when
it’s at its most expensive, so you have to make a determina-
tion about does that early move or advantage give you some
additional mileage beyond a pure ROI?”

He adds, “I don’t think that you’ll be interested in people
who do virtual reality in two years' time, so there’s added
value in terms of the weight the brand can leverage by being
first to the party. We live in a world, particularly among
Gen Y and Gen Z, where they have an expectation of new
things… if we’ve got Gen Y engaged for five minutes, what
is that worth compared to having them engaged for a tweet,
when they might follow anywhere from 20 to 2000 people?
Are you even really remembered? I think that’s worth some-
thing.”

Our extended trend briefing of what VRmeans for marketing
professionals in Australia is presented in ‘The Marketer’s
Guide to Virtual Reality’, available to members of Marketing
Pro. Visitmarketingmag.com.au/pro to join and get this trend
briefing andmanymore premium resources.

Improvements to come
reducing motion sickness,

smaller and lighter head-mounted displays (HMD),

all-in-one HMD – no phones, no cords, and

 augmented reality (AR) and mixed reality (MR/hybrid 

reality).

Industries to watch
WORKPLACE HEALTH AND SAFETY. Look out! 

There’s an articulated dump trump right behind you! 

Mining and construction is already using VR to provide 

more effective training in identifying potential hazards.

MEDICAL. 3D mapping is assisting surgeons to 

successfully plan delicate organ operations. Also, 

Samsung is exploring relaxation treatment during 

chemotherapy.

EDUCATION. Accessibility to products like Google 

Cardboard is key in supporting STEM (Science, 

Technology, Engineering and Mathematics) subjects 

through visual interactive learning.
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TO WHOM IT MAY CONCERN

Australian Properties International is an integrated group of businesses that provide a range 

of services to property investors and Australian developers. As part of our strategy we wished 

to publish an up-market, bilingual magazine that could be distributed in printed version and a 

digital version to a worldwide audience.

We contacted Niche Media to discuss this project, seeking a company that could provide us a 

total solution for our magazine requirements.

From our very fi rst meeting with Niche, we were impressed with their professionalism, 

knowledge and experience. They took the time to explain in detail the entire process from 

start to fi nish and importantly, to gain an understanding of exactly what we wanted to achieve. 

They listened to, considered and analysed our brief then presented us with a tailored strategy.

Niche has impressed us in every single respect, with their guidance and positive attitude. 

They are highly professional, incredibly responsive, have great attention to detail and can 

deliver a range of services that are of the highest quality. No matter how large or small 

our request, nothing is ever too much trouble for them – despite the fact that we are quite a 

demanding client and also an inexperienced one.

I have been in business for nearly 40 years and I can honestly say that companies

of the caliber of Niche are rare. Working with them has been a joy, and the quality of everything 

they have done for us has far exceeded our expectations.

I have absolutely no hesitation in recommending Niche Media and would be only too

happy to expand on this written reference should you wish to contact me directly.

Yours sincerely,

JOHN MITCHELL

CEO
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HOW WE CONTENT
Some gurus say the secret to contentment lies in not comparing yourself to others. But good 

marketers are never satisfi ed, so fi nd out how you compare to what other marketers in Australia 
think about their content marketing effectiveness, which tactics they use and which metrics are 

most important, and see what a leading content marketer looks like.

CONTENT 

MARKETING 

EFFECTIVENESS 
Less than a third of 

Australian marketers say 

their content marketing is 

effective. This stat increases 

for those organisations 

with a content strategy, and 

increases again for those 

who view their content 

marketing as sophisticated 

or mature.

THE MOST USED TACTICS

The average number of tactics used by content marketers in Australia is 13. Social media posts is the most used tactic. 

Presentations and images are the big risers from last year’s survey.

92%  Social media content (other than blogs) 

87%  Articles on owned website

85%  Illustrations/photos

84%  Enewsletters

78%  Videos

75%  In-person events

74%  Blogs

70%  Case studies

65%  Infographics

57%  Online presentations

55%  Microsites/seperate website hubs

50%  Research reports

47%  Branded content tools

42%  Print magazines 

42%  White papers

37%  Webinars/webcasts

34%  Digital magazines

34%  Ebooks

33%  Mobile apps

32%  Books 

27%  Podcasts

25%  Print newsletters

18% Virtual conferences

8% Games/gamifi cation

Very Efective2%5

22%2

Not at All Efective5%1

26%4

42%3
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THE MOST 
IMPORTANT 

METRICS
Nearly all Australian 

marketers rated sales lead 

quality highly in terms of 

importance. Those with no 

content marketing strategy 

and those that rate their 

efforts as least effective 

rate website traffi c as the 

most important metric.

PROFILE OF A LEADING CONTENT MARKETER
Compare yourself to the best: a ‘best-in-class’ content marketer is one who

rates his or her organisation a four or five out of five in effectiveness.

Source: ‘Content Marketing in Australia 2016: Benchmarks, Budgets, and Trends’, Content Marketing Institute and ADMA.

91%Sales Lead Quality

Sales

Higher Conversion Rates

Sales Lead Quantity

Purchase Intent

Website Trafic

88%

87%

81%

74%

72%

70%

SEO Ranking

71%

 Most Average/ Least

 effective Overall Effective

 Organisation is clear on what an effective or successful content 

 marketing program looks like 88% 55% 19%

 Describes organisation as sophisticated/mature 64% 30% 3%

 Meets daily or weekly to discuss content marketing program 57% 48% 31%

 Finds meetings extremely or very valuable 57% 64% 59%

 Has documented content marketing strategy 73% 46% 31%

 Has a documented editorial mission statement 61% 36% 9%

 Average number of tactics used 14 13 10

 Average number of social media platforms used 6 6 4

 Average number of paid advertising methods used 4 4 4

 Average percentage of total marketing budget spent on content marketing 44% 30% 17%

 Plans to increase content marketing budget in next 12 months 48% 58% 59%
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 W
ith its Coles magazine, online and 

social media platforms, ‘At Home 

with Coles’ YouTube channels 

and partnership with online food 

giant Taste.com.au, Coles’ content 

marketing strategy stretches far and wide. 

Marketing speaks with Alex McDonald, Coles senior 

content manager, and Michelle Webb, head of digital 

marketing, about the sheer scale of creating content 

on various platforms for products and customers 

nationwide, and the importance of measurement and 

insight in planning and defi ning successful campaigns.

The story of Coles’ content marketing can be traced 

out from Coles magazine which, at 3.5 million, is the 
most read magazine in Australia. With its enormous 
reach and high engagement levels (readers purchase the 
featured products), Coles magazine solves the ‘what’s 
for dinner?’ dilemma of customers, promotes in-season 
produce, and hopefully, sees more people shop at Coles.

The decision to move the content program beyond 
print into online and social platforms was an obvious one, 
made in response to the ways in which consumers now 
engage with content, brands and one another.

McDonald recalls thinking: “We’ve got really valuable 
assets here that customers are loving; we need to get 
them into more channels, into the channels that are 
appropriate for that type of content.”

Developing a cohesive strategy across various online 
and social platforms was a beast of an undertaking, says 
McDonald. "With our content partner, Medium Rare, we 
identifi ed customer needs, instigated content pillars, 
created content based on analytics and, importantly, 
developed tagging protocols for Medium Rare's cloud-
based DAM to store and share content," she says.

It also meant working more closely with internal 
stakeholders to maximise the benefi ts across the business.

“Teams were used to more conventional ways of 
communicating with customers. It was about saying, 
‘Well, if you include this content and link it to the 
messages you’ve already got within your EDMs, you’re 
going to get better click-through and engagement rates’.

"It's also about being cost-effective. By planning 
multi-platform content, we can create a single recipe that 
can reach over six million Australians."

Support and involvement from all involved is key to 
the success of the content strategy, says McDonald. “It’s 
vital that the different stakeholders across the business 
are aligned, because they’re the ones who are going to 
bring the content plan to life. Agreeing on content pillars, 
goals and KPIs upfront makes the implementation easier.

Constant testing, analysis and planning are 
paramount to the ongoing success of the initiative, says 
McDonald. “We’ve done a lot of tests and learned what 
kind of content works best on different channels. 

“On a quarterly basis, from a planning perspective, we 
talk the teams through the insights behind what content 
we’ve created, whether it's video for social, YouTube or 
EDMs, or whether it's recipes for magazine, catalogues or 
online," says McDonald.

Head of digital marketing, Michelle Webb works 
across Coles supermarkets' digital advertising, social 
media, ecommerce, content and web assets - which 
includes the Coles app. Her role covers the entire 
customer path to purchase and all aspects of Coles 
Supermarkets’ business, to which the content program is 
now inextricably linked.

Webb gives an idea of just how deeply integrated 
content is in Coles’ business strategies. “The content 
program is now in everything we do,” she explains.

“It’s part of social media. It's integrated into our websites. 
It's integrated into above-the-line campaigns. It’s probably 
part of every program I touch in some shape or form.

Customer-driven content at Coles

What goes on behind the scenes of the biggest content play in Australia? 
We chat with two of the brains at Coles about the importance of 
measurement and insight in planning and defi ning successful campaigns.
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”It doesn’t stop there. Once in the content program, 

material is spread throughout various platforms and 

media. Content that was previously just printed in the 

magazine is repurposed in many ways. “How could we 

shoot that? Do we make a video? Do we make a gif? 

Do we make it something we can use across all our 

channels?” asks Webb. 

In terms of planning a content piece from the start, the 

worst thing you can do is create content for content’s 

sake, says McDonald. So what comes fi rst? According 

to Webb, the content planning begins with product and 

season. “Fortunately, we have thousands of products 

to feature at any one time. We know what's in season 

and we have the insights to know what customers are 

searching for.

“We’re not trying to create a new trend. We say, 

people at this time love banana bread, we have bananas. 

How do we present that differently and uniquely so

that they engage the content, and ultimately see it as 

benefi cial and want to shop at Coles?”

So really, product and customer come hand in hand 

when planning content.

Central to this is customer insight data and analysis. 

“It’s about fi nding out the real passion points of our 

customers, the things they talk about, that they want to 

share, that they get excited about,” says McDonald.

“Dig in to the insights behind what drive people’s 

behaviour, and what makes their day easier or better, or a 

little bit more exciting. It’s about building opportunities to 

share content that really resonates with them.”

“Talk to as many dif erent 
stakeholders across the 
business as possible to 
make sure that they’re 
aligned, because they’re 
the ones going to bring 
your content plan to life.” 



For Webb, the reason this content works so well with

customers, and has real value, is because it makes their

lives easier. “You need to understand the customer

needs, and make sure you can actually help the

customer. With all digital, I really do believe our role is to

make it easier to feed the family,” she says.

Coles’ wide customer base and product range

offers rich data on what customers buy and when. Its

partnership with Taste.com.au – which comes with its

own set of user data – offers further insights.

This detailed knowledge of customers’ wants and

needs is helpful not only in planning what content to

produce, but also in choosing the platform for which it

would be most effective. 

In monthly planning sessions, the teams “look at

those insights, growing food trends, what’s selling and

key seasonal products to feature,” explains Webb.

”We plan around that, and make sure we’ve got food

content customers want, based on season, that also

links to purchase.”

A multi-channel approach allows Coles to apply

different levels of segmentation – usually casting a wide
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net with print content and employing more detailed 

targeting across social platforms.

Measurement also proves vital when presenting 

results of content campaigns, proving the impact, 

success and return, “to justify the investment,” says 

Webb.

The explosion of creative cooking in the home 

kitchen seen over the past few years has no doubt 

created the perfect backdrop for content marketing 

centred on recipes and food tips.

Partially responsible for the trend are TV programs 

like MasterChef and My Kitchen Rules along with 

celebrity chefs such as Heston Blumenthal – all three 

providing Coles with valuable further branding and 

product placement opportunities.

Recipes across all of its channels point customers 

in the direction of products and specials. “People are 

always going to look for new ways and innovations to 

make the family happy, but also to do it on a budget,” 

Webb says.

Is the foodie trend one that, like others, we can 

expect to plateau and then taper off? Webb doesn’t 

think so. “I don’t expect that trend to drop off. We’re 

humans, we love food, we want taste,” she says.

‘What’s for dinner?’ weekly catalogue recipes are an 

example of a very targeted, structured content offering. 

“Catalogue readers are such planners, and they love to 

sit down and work through all the specials. 

"When you give them a recipe that’s linked to a 

special, they fi nd that really helpful, because it’s so tied 

into their mission,” says McDonald.

Social media posts, for Facebook or Instagram, 

provide broader channels for content, which can be 

all about inspiration, she says. “I tend to focus on the 

insights,” says Webb, “having connected information 

about the customers, making sure we measure 

everything we do.

“If I understand the customer and the insights, I can 

then later change the way I serve that content out.”

While food trends and the way people engage with 

content and material online are changing rapidly and 

impossible to predict, Webb and McDonald believe 

measurement is the key to remaining relevant, and 

driving successful content campaigns into the future.

“It’s something we grapple with,” says McDonald. 

“It’s about content being queen. What type of content 

works really well in what type of channel, for which type 

of customer?”

“We’re working really well with the content that 

we have, but for me it’s ‘how do we amplify that even 

further?’ I think that’s the future of where we're going,” 

concludes Webb.



Power ahead  
in Digital

The CIM Diploma in Digital Marketing will teach you the strategy and  

tactics to plan, execute and measure a comprehensive digital campaign.

• Stand out to employers  

With an international, accredited digital marketing qualification

• Learn skills employers are looking for  

On a course designed in consultation with industry

• Gain solid proof of what you can do  

Through practical work-based assignments

Contact us about credit transfer on 03 9867 7236 

Or enrol today at www.acmarketing.com.au
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 T
he content marketing landscape is 

simultaneously converging and fragmenting 

with agencies launching content divisions, 

custom publishers offering agency services, 

traditional media publishers launching 

content studios, and technology platforms generating and 

trading content via marketplaces.

Players participate at various and often multiple 

stages of the content marketing value chain, which 

spans content strategy, content production, content 

management and distribution, and content optimisation 

through data and insights.

In our business, content marketing is a premium 

offering that we have been doing for a very long time. 

However, it is now the fastest growing and broadest 

offering within our client services catalogue. 

Simply, we now seek to create and optimise content 

that connects with a client’s audience by participating 

at all four stages of the value chain. We have diversifi ed 

considerably and are no longer simply just offering 

advertising solutions or selling space or spots and dots.  

Currently, our content marketing offering extends to 

three key products. 

First, native campaigns involve content commissioned 

by the client and produced in the editorial voice of 

the publisher, for distribution over existing platforms/

publications. 

Second, media contracts involve content created by 

us for clients to convey a specifi c message, including 

product or brand placement across print and digital. It 

also incorporates signifi cant technology development to 

optimise the offering. 

Finally, custom contracts: long-term, high-quality, 

fully integrated, end-to-end content solutions where 

the platform and content is commissioned by the client 

for a specifi c target audience, with a brand-aligned, but 

independent, editorial voice. Traditionally considered 

the realm of print, it is fast becoming a digital and 

multichannel contract.

In our experience, we have found that content 

marketing is paid for out of a client’s marketing budget 

– it is not simply a reallocation of advertising spend. In

identifying this need, our product offering serves client 

needs over and above traditional advertising.

1. NATIVE CAMPAIGNS: IMPACTFUL
BRAND STORYTELLING AT SCALE
News.com.au’s approach to native advertising was 

completely re-engineered last year, introducing a 

data-led, audience-centric model built on delivering 

impactful brand storytelling at scale. As a News Corp 

Australia fi rst, the model broke new ground in the 

market, offering clients unprecedented access to story 

creators and site real estate, proprietary insight tools and 

custom templates together with a core focus on ROI and 

guaranteed engagement metrics. This premium model 

Three types of ‘content’ 

delivering brand success

The term content marketing is often misused and 
is not the homogenous catch-all it purports to be, 
writes Nicole Sheffi eld, breaking down three key types. Nicole Sheffi eld, CEO, 

NewsLifeMedia.

Essentially, it is bridging 
the gap between 
traditional custom 
publishing and campaign-
driven content marketing.
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has yielded a 110% year-on-year growth in investment 

since its creation in October 2015. 

News.com.au native is able to deliver content to 

where a specifi c audience is, across the site on any device 

using responsive templates. The sophistication of the 

offering behind-the-scenes creates a simple proposition 

to consumers that aligns both News.com.au and its 

commercial partners’ objectives. When you add scale and 

engagement, you’ve got a very compelling offering.

The native model was purpose-built to address the 

needs and nuances of various client industries. Because 

of this, there has been quite a broad adoption of the 

model from FMCG and banking through to education 

and retail. 

A recent campaign for a blue chip retailer used its 

ecommerce template, allowing for seamless integration 

and showcasing of product within the content stream. 

Interactive branded content features have been delivered 

for various FMCG clients, together with fully customised 

animations to accentuate and highlight the storytelling.

2. MEDIA CONTRACTS: REIMAGINING OF A 
MEDIA PARTNERSHIP
Taste.com.au’s supermarket partnership with Coles 

is the largest ever digital partnership of its kind 

in Australia and is a true reimagining of a media 

partnership. Having such a close alignment with Coles 

has enabled both parties to transition beyond a media 

relationship to a fully integrated technology and content 

partnership delivering an experience never before seen 

in this country.

Now in its third year, the partnership focuses on the 

simple concept of seamlessly integrating the journey of 

over four million Taste.com.au users from inspiration 

to the dinner table with ingredients from over 40,000 

recipes delivered directly to their doors.

Creating valuable recipes and associated content is no 

longer about a great recipe that’s been triple-tested. 

While this is incredibly important, recipe content now 

includes nutritional tagging, the time to prep, time to 

cook, tips and replacement ingredients – and all created 

so that it can be used on any platform, anytime.  

This is insights-driven content and it is incredibly 

powerful. 

Dynamically linking Coles’ products to all 

Taste.com.au recipes was important for the partnership. 

Using geotargeting technology, consumers can see any 

special offers from their local Coles store nationally for 

ingredients in their selected Taste.com.au recipe. With 

Taste.com.au infl uencing 562 million meals/plates per 

year, this drives value to consumers' shopping baskets.

Taste.com.au and Coles’ recipe-to-cart functionality 

means recipe ingredients can be shopped directly via 

Coles Online to the user’s door. The recipe-to-cart 

project was large in scale and addressed a multitude of 

data, confi guration, implementation and testing – both 

platform and user. Design, development, testing and 

implementation across desktop and mobile sites for 

ingredient listings to output, from recipe to shopping list 

to Coles online, were all completed in-house by the 

Taste.com.au product team. 

The success of the partnership is driven largely by 

the Taste.com.au website data, which gives Coles both 

an insight into its core target audience and the perfect 

platform to communicate to them – they have access 

to the largest live food focus group 24/7. In return, 

Coles provides Taste.com.au with access to key talent 

and brands such as Curtis Stone and MasterChef. 

By leveraging such talent and brands via the website, 

magazine and social, both brands benefi t from 

positive audience perception, rich content and 

commercial success.

Premium content creation 
is very attractive to 
large Australian brands 
wishing to future-proof 
their customer content 
channels.
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3. FULLY INTEGRATED SOLUTIONS: 
ALWAYS-ON CONTENT FOR OWNED 
CHANNELS
NewsLifeMedia’s joint venture custom business, Medium 
Rare Content Agency, has been incredibly successful over 
a short period of time. In just two years, its client list now 
includes Qantas, Coles, Foxtel and David Jones.

Medium Rare provides publishing strategies, 
premium content and targeted amplifi cation for brands’ 
owned channels to engage customers, increase loyalty 
and drive sales. Essentially, it is bridging the gap between 
traditional custom publishing and campaign-driven 
content marketing.

Premium content creation is very attractive to large 
Australian brands wishing to future-proof their customer 
content channels. The content created is based on 
research and data that’s tailored to specifi c audience 
needs – Medium Rare isn’t churning out content to ‘feed 
the beast’ or fulfi l short-term campaign needs.

The business is also a conduit between data and 
content. Working closely and frequently with clients’ 
marketing departments, and having access to their loyalty 
programs, provides invaluable insights, opportunities 
(such as personalisation) and ways to improve ROI.

Medium Rare’s work with Qantas is a great example 
of the traditional custom partnership being completely 
reframed for a client. Qantas’ content needs are broad 

and include its infl ight magazine, iPad app and Travel 
Insider website.

Creating ‘always-on content’ for Qantas means having 
one central database of content with healthy metadata 
and images of suffi cient size that can be scaled to fi t 
multiple screens. 

From the commissioning of content to storing content 
and then sharing content, Medium Rare’s one platform 
approach is delivering Qantas innovative, high quality 
content that is effi cient, collaborative, practical for users, 
drives bookings and revenue, and is future-proof.

GROWING BUSINESSES AND GROWING 
CONNECTIONS
The exciting, yet often misunderstood, world of 
content marketing is growing businesses and growing 
connections with customers. 

It is doing so in new and innovative ways that 
advertising alone could not achieve. From traditional 
custom publishing to campaign-based output, the 
delivery of content has no boundaries, as the demand for 
content increases rapidly.

To fulfi l brand objectives, marketers continue to be 
focused on looking for reach, engagement and cost-
effectiveness. Content marketing allows them to connect 
through brand storytelling more powerfully than ever 
before.
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32  CONTENT PARTNER: MELTWATER

M
edia intelligence allows organisations 
to track and measure conversations 
on social channels. When employed 
ef ectively, it enables brands to track 
themselves, competitors and relevant 

content and themes.

1. PLAN
Once you’ve identifi ed the content you’d like to focus on, 
a media intelligence tool can help identify like-minded 
authors, bloggers and infl uencers who are writing about 
the same topics. Approach them to either post some of their 
articles, have them share yours or work together on partner 
content features. 

Having your message shared by another voice on social 
can add diversity and credibility to your content, not to 
mention increase the overall reach for both parties. 

2. COLLECT
Once you’ve mapped out your content plan, use media 
intelligence to aggregate content surrounding the topic. 

Are there gaps in the conversation? Find relating areas that 
have not been covered yet, and use these as an opportunity 
to bolster your content of ering by fi lling the gaps.

Repurposing content that has performed well enables 
you to maximise its ef ect and success with a wider 
audience at every touch point.

Some people prefer webinars, while others may prefer 
ebooks, whitepapers, infographics, presentations, videos, 
articles or podcasts. The more accessible the content is, the 
more likely it is to be shared and used.

3. UNDERSTAND
Media intelligence can also help you understand what 
your customers are reading, and when and how they are 
engaging with content. 

If you can’t do it fi rst, do it better – monitor your 
competitors’ mentions and activity for any gaps and fi ll 
those gaps with better content. Have they created content to 
support and build up all other activity?

What trends and themes are trending around your 
content? Use a theme cloud to identify new content 
opportunities to incorporate into your content strategy.

4. REFLECT
Reviewing the quantity and quality of your content 
should help drive your strategy. Looking at how many 
articles, shares, mentions, tags, syndications, attendees 
or comments your content receives can help determine if 
you’re giving your audience what they want.

If you’ve successfully followed these steps, you should 
see spikes in activity around trending themes. While 
building a content plan, there should be fl exibility and 
room to create content around new themes. 

Monitoring your business, competitors, industry 
patterns and keywords is essential to see the results and any 
change in trends.

Four steps to using media 
intelligence tools to bolster your 
content marketing strategy
Marketing content partner Meltwater runs through four key
pointers outlining where media intelligence tools can be 
harnessed to drive the content journey.

Ambera Cruz looks 
after APAC marketing at 
Meltwater.

Are there gaps in the 
conversation? Find 
relating areas that have 
not been covered yet, 
and use these as an 
opportunity to bolster 
your content of ering.
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APPLYING SOCIAL MEDIA INTELLIGENCE TO: 
POKEMON GO

The augmented reality game Pokemon Go is global 
superhit. Aside from its own huge audience of engaged 
players who’ve downloaded the game, it enjoys a heavy 
social media presence, as players share, compare and 
discuss their progress and engagements with the game, 
fellow players and its mythical creatures.

As a fun example of how media intelligence can 
be harnessed to track social trends, sentiments and 
conversations, Meltwater applied its skills to the topic of 
Pokemon Go to see what’s trending and what players are 
really talking about.

THE ABUNDANCE OF ZUBATS
One Pokemon that seems to have divided players’ opinions 
is the ever-abundant Zubat, whose sheer numbers in 
plague-like proportions are frustrating enough for many to 
speak out on social networks.

  In two weeks, more than 8000 conversations were 
had about Zubats, and not many were friendly. In fact, as 
pictured, of all the mentions of Zubats, about 40% were 
negative, 40% neutral and just 20% positive.

WHAT TEAMS ARE PLAYERS TALKING ABOUT?
Players who reach level fi ve are faced with the dii  cult, 
irreversible decision of choosing to join Team Mystic, Team 
Valor or Team Instinct. While not actually having much of 
an ef ect on gameplay, it is, for many players, a decision that 
is made with the help of social media.

Here’s a breakdown of the share of voice surrounding 
teams on social between 6 July and 20 July:

Total conversations: 289,096
Team Mystic: 134,552
Team Valor: 116,927

 Team Instinct: 85,755

Meltwater is a Marketing content partner 
– collaborations with leading organisations 
on content for the magazine (like this 

article) as well as exclusive benefi ts for Marketing Pro 
Members. To fi nd out more about becoming a member, 
visit marketingmag.com.au/pro

WHAT TEAMS ARE PLAYERS TALKING ABOUT?
Demographic is an important factor to consider, and 
gender is a valuable piece of information when trying 
to understand the ‘who’ behind social media sentiment 
and trai  c. Pokemon Go enjoys a reasonably even split 
of gender demographics talking about the game, with the 
scales leaning slightly towards a higher volume of male 
users (59%).

TRENDING THEMES
It’s interesting to see the trending themes around Pokemon 

Go extend to many related and unrelated subjects: 
Here are some of the top trending theme words:
Pokemon,
Pokemongo,
Pokemon Go,
obesity,
augmented reality,
gyms,
Obama,
craze,
egg, and

 Pikachu.

In two weeks, more than 

8000 conversations were 
had about Zubats, and not 
many were friendly.

POSITIVE

NEGATIVE

NEUTRAL



“Openingupbrand
channels to third-party
advertising can
maximise returns on
investment andhelp fund
content programs.”
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 T
aking the ‘brands are publishers’ philosophy 

to its conclusion, branded content stands on 

its own. Whatever format and genre a piece 

of content takes, and whether it provides 

value as entertainment or utility, it’s seeking 

an audience. The audience a content marketing program 

attracts is likely valuable to other brands.

Can a brand creating a magazine, website, app or 

other content open it up to third-party advertising? The 

answer, of course, is that it depends. 

IT’S NOT JUST A NUMBERS GAME
As with any media property, the suitability of a particular 

platform as an advertising platform depends on reach, 

frequency, suitability of the environment for third parties 

and the value of the audience. 

If you’re a media buyer, why would you invest in a 

branded publication? Well, for starters, reach. "Brand 

publishers combine targeted audiences with mass 

reach," says Sally Wright, executive general manager 

and cofounder of Medium Rare Content Agency. "For 

example, David Jones' new magazine has a guaranteed 

circulation of 250,000, which dwarfs the reach of 

comparative consumer titles. Foxtel's readership of 

850,000 makes it the number one entertainment title. 

Qantas magazine reaches 2.3 million passengers and the 

Travel Insider website attracts a million page impressions 

every month.

"But reach is not the sole attraction. These brands 

speak to hard-to-reach audiences who, the metrics show, 

are highly engaged. They are iconic brands distributing 

premium content, for which association in itself is 

benefi cial. And they offer opportunities to speak to loyal 

customers at every stage of the purchase path – from 

inspiration right through to the in-store or online sale."

If you add to that the audience data and email lists 

of loyalty programs, brands like David Jones, Coles 

and Qantas become some of the strongest advertising 

properties in the country.  

WILL ADS SUPPORT OR DETRACT?
A brand publisher has concerns beyond reach, frequency 

and audience. What’s possible is not often what’s right. 

The key question is whether ads will support or detract 

from the purpose of producing content in the fi rst place. 

"Content and advertising are both designed to inspire 

action. But whereas advertising pushes messages, 

content pulls the audiences in by addressing their 

direct needs through areas of expertise," Wright says. 

"Content marketing allows brands to become part of their 

customers' daily lives. Content has perceived value and 

therefore builds goodwill.

"Opening your brand channels to third-party 

advertising can maximise your return on investment and 

help fund your content programs. But your marketing 

goals must remain paramount. If advertising is going to 

dilute your messaging or compromise your hard-earned 

customer relationships, then it is not recommended."

Should brands sell advertising on their 

content platforms?

If brands are media platforms, can their owned platforms be subsidised by 
selling third-party advertising? We ask Sally Wright her thoughts.
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CHOOSING PARTNERS
If advertising is allowed, the publisher brand is invariably

choosy about who it lets onto its property, and for 

good reason. The general question is what effect the

association with a third-party brand will have on the

brand that owns the content. 

“When the inclusion of advertising positions the

brand with like brands, it can send a message that you’re

in good company,” Wright says.

Often the question becomes whether the relationship

between a brand and its suppliers lends itself to this kind

of arrangement.

"Where it works really well is when the brand and the

advertisers have a common goal. A really good example

is a retailer, because it has the same success metric as its

suppliers: to drive sales.”

But what about non-retail situations? For brands such

as Qantas, Wright says that advertising works best when 

the third-party brand fuses with the DNA of the host 

platforms.

GOING NATIVE REALLY WORKS
Display ads are one thing, but advertising works even 

better when created by the team that knows the audience 

best, Wright says. "Native advertising lends itself 

particularly well to brand channels. Creating bespoke 

content with the audience in mind can generate a 

win-win-win for the advertiser, customer and host brand."

For Coles, most of the native content created are 

recipes, which add value for the customer. They are 

based on the same insights and analytics used for Coles' 

recipes, which benefi ts the advertiser. And Coles gains 

more than revenue: it gets additional content to engage 

its audience and, ultimately, drive product sales.

For Qantas, says Wright, "travel-based content is an 

obvious winner, whether for state-based tourism bodies 

or for clients such as Tiffany, for which we created a

special co-branded "New York Minute" execution, which

seamlessly linked Tiffany watches to the ultimate insider's 

guide to the Big Apple.

"Typically, a native content execution on Qantas 

channels will include amplifi cation through EDMs, 

Outbrain and Facebook, retargeting through Red Planet 

and driving conversion through social.

"For tourism bodies, we can even look to provide the 

native content for their own content marketing initiatives."

PROGRESSIVE BRANDS INVEST IN CONTENT
The types of brands investing in content is diversifying – 

digital-native company Airbnb has a magazine, Snapchat 

has now launched an online magazine: the need to make 

sure content is done really well grows. “It’s interesting 

how the more progressive brands are embracing content 

and being very sensible about it,” Wright says. “They’re 

not overinvesting; they see it as part of their overall mix, 

tying in with all their media. Content is part of a seamless 

message going out to the audience.” 

“Creating bespoke content
can generate a 
win-win-win for the 
advertiser, customer and
host brand.”
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Good evening, 
and welcome 
to television
It was 16 September 
1956 when Bruce 
Gyngell uttered those 
immortal fi rst words on 
TCN-9 Sydney, launching 
commercial television in 
Australia. In this special 
feature, compiled by 
Jaci Burns, we look at 
some of the stories, 
facts and industry 
fi gures that have 
shaped the medium.
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The original branded content

Brand integration has been part of 

television since the early days, but it's 

come a long way, writes Jaci Burns. 

 A
spiration plays a massive role in brand 

building, so these days it’s almost 

expected that the programs we watch 

will feature product integration. For the 

most part, it’s subtle – there may be a car 

driven, a pen used. All of these ancillary items represent 

commercial transactions. 

The key is to integrate products in a manner that 

enhances, not disrupts, the viewing experience. 

“The production companies, as the brand guardians, 

don’t want their brand compromised by crappy product 

placement or just ugly integration,” says Adrian Swift, 

Channel Nine’s head of content production and 

development. 

“And as producers, we’re the gatekeepers. At the 

end of the day someone like me will go, ‘No, they’re not 

holding up the f***ing zucchini!’.”

STRIP SHOW
In reality television, the fundamental difference 

between Australia and the rest of the world is what’s 

called ‘the strip’ – the show that runs for two, three or 

four consecutive nights, typically starting on a Sunday 

evening, during prime time. 

Pioneered by Ten’s David Mott with MasterChef, the 

strip is peculiar to Australia and is loved by audiences.

“It’s both a good and bad paradigm,” says Swift. “It’s good 

that you can amortise your costs over lots of episodes, so 

your episodic costs and per hour costs come down, but 

the bad thing is you haven’t got more product to sell. 

“If you integrate a brand into a show, you can charge a 

lot because you’ve got lots of episodes, but actually if you 

had four or fi ve shows you could probably make more 

money.”

BRANDED CONTENT NOT TAKING OFF
There are examples of branded content but “it’s never 

been a game changer in this market”, according to Swift. 

Certain shows that are brand-funded do quite well 

and deliver for the brand, such as Air Rescue on Seven, 

funded by Westpac, and Ready for Take Off on Nine, 

funded by Qantas.

Ten’s Russel Howcroft cites Recipe to Riches as a 

great example of branded content. The winning recipe 

was available to purchase at Woolworths the following 

day, linking TV to the cash register. 

Coles has experienced similar success from its 

involvement with MasterChef. It’s an integral part of the 

show and the Australian public like it because it helps 

them create the stuff they’re seeing on the show. “There’s 

a service in that integration,” says Howcroft.

For those who are in front of the camera, product 

integration and the associated fi nancial pressures can 

make life more diffi cult. “I cope with it because I can 

manipulate it with integrity," says Seven’s Graham Ross. 

“I try to bring authenticity as much as I possibly can to 

each story. I don’t let them railroad me and I still maintain 

that it’s the story that has to be told and not somebody’s 

commercial enterprise. I’m a commercial animal, I fully 

accept that, but I haven’t sold my soul for a story.”

MOST WATCHED BROADCASTS OF ALL TIME (TOTAL VIEWERS)

  SHOW DATE NETWORK

 1 Funeral of Diana, Princess of Wales 1997 ABC, Seven Network, Nine Network, Ten Network

 2 Wedding of Charles and Diana 1981 ABC, Seven Network, Nine Network, Ten Network

 3 2000 Sydney Olympics closing ceremony 2000 Seven Network

 4 2000 Sydney Olympics opening ceremony 2000 Seven Network

 5 Wedding of Duke and Duchess of Cambridge 2011 ABC, Seven Network, Nine Network, Ten Network

 6 1984 Los Angeles Olympics opening ceremony 1984 Ten Network

 7 The World of The Seekers 1968 Ten Network

 8 Boxing: Rose versus Rudkin 1964 Six Network

 9 The Sound of Music 1977 Nine Network

 10 Roots (miniseries) 1977 Ten Network

Data source: David Dale’s approximate ranking of the most watched television shows of all time in Australia using data from Nielsen Corporation 

(before 2001) and OzTAM (from 2001).
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TEN QUESTIONS WITH LEE TONITTO, CEO, AUSTRALIAN MARKETING INSTITUTE

 Who is Australia’s best TV talent, past or present? Bert Newton

 Which free-to-air channel do you most watch? ABC

 Complete this sentence: “Reality TV is…” curious

 Do you have a television in your bedroom? Yes

 What was your favourite TV program at age 10? The Jetsons

 What was your favourite TV program at age 20? All in the Family

 What’s your favourite free-to-air TV program today? The Blacklist

 How old were you when your family got its fi rst colour television? That’s telling

 What is the most memorable moment in history you recall watching on television? Watching man land on the moon in 1969.

 Have you ever been on television? If so, when and why? I was on television running with the Olympic Torch on Channel 7 in 2000.

TEN QUESTIONS WITH SUSAN MOORE, PR DIRECTOR, GARTNER

 Who is Australia’s best TV talent, past or present? I always liked Andrew Denton’s non-aggressive interviewing style.

 Which free-to-air channel do you most watch? ABC

 Complete this sentence: “Reality TV is…” …an abomination.

 Do you have a television in your bedroom? No 

 What was your favourite TV program at age 10? Countdown. Young Talent Time probably a close second.

 What was your favourite TV program at age 20? The Late Show. It is still comedy gold.

 What’s your favourite free-to-air TV program today? Great Continental Railway Journeys! Or for a laugh, Would I Lie to You?

 How old were you when your family got its fi rst colour television? About fi ve years old.

 What is the most memorable moment in history you recall watching on television? The collapse of the World Trade Centre towers. 

 Just couldn’t believe what I was seeing.

 Have you ever been on television? If so, when and why? I was a contestant on Match Mates, a kids’ game show on the Nine Network.

 I won a $50 bank account, but really wanted the Meccano set! More recently, I was interviewed a lot about choosing to be childless

 after writing a book on the topic, including a segment with Tara Brown on 60 Minutes.

TEN QUESTIONS WITH GARY FREITAS, CREATIVE DIRECTOR, LUMAPIXEL

 Who is Australia’s best TV talent, past or present? Waleed Aly or Charlie Pickering

 Which free-to-air channel do you most watch? Channel 10 currently. Can’t get enough of a good cooking show.

 Complete this sentence: “Reality TV is…” …the bastion of the brainwashed masses, a perfect refl ection of our society (even in how

 orchestrated it is), and my secret shame.

 Do you have a television in your bedroom? I don’t, and don’t think I ever would. The fewer screens the better.

 What was your favourite TV program at age 10? Cheers, M*A*S*H, X-Files and Home and Away.

 What was your favourite TV program at age 20? The Sopranos. Who doesn’t love a psychotic murdering family man with down-to

 earth feelings? Very relatable.

 What’s your favourite free-to-air TV program today? Anything love fi nding, relationship testing or survivor-related! 

 Reality TV is my secret shame.

 How old were you when your family got its fi rst colour television? Four years old. The Fonz in Happy Days never looked better!

 What is the most memorable moment in history you recall watching on television? The 1989 Tiananmen Square protests and massacre.

 Have you ever been on television? If so, when and why? No.
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With programmatic,
innovation comes
to the back-end, the
process of buying TV
ads – a process that
has remained largely
unchanged from its
early days.

“

”

The key to making programmatic TV in Australia a 

success rests on the ability to fuse existing data together 

to create new data sets that don’t exist today. 

Brands to date have transacted exclusively on age 

and gender currency, yet we know there is tremendous 

variation within these large population buckets. With 

ample experience applying a wide range of fi rst- and 

third-party data sets to purchase media online, marketers 

are now looking for further granularity on their TV 

targeting as well. 

Why focus broadly on the entire 25 to 54 
demographic when only a small portion of that audience 
is ever likely to purchase the products sold by some 
brands?

What we can take advantage of now is the use of data 
to make intelligent decisions in order to make a more 
effi cient buy. Programmatic television offers new insights 
into TV scheduling – either through reach extension 
above and beyond the base plan or by taking the existing 
TV plan and allowing advertisers to execute a more 
effi cient buy. 

But, it’s not just a plus for advertisers. Every side 
of the coin can receive value. If you are a marketer, 
your dollar will go further and you will be able to target 
strategic audiences beyond age and gender. As a 
broadcaster, new value gets placed on non-peak and 
fringe inventory. 

Programmatic television is not a threat to traditional 
TV. It isn’t a break away from the mould of 60 years of 
advertising. 

Rather, it’s an evolution that better enables marketers 
and broadcasters to harness the value of software 
automation and unprecedented depth of consumer data 
to make better sense of the massive TV marketplace. 

Change is the only constant

TubeMogul’s Sam Smith writes that we 
can expect more change in the next two 
years than we have seen in the last 60.

S
ixty years ago, Australia saw the fi rst 
commercial television ads air when Bruce 
Gyngell launched Sydney’s Nine Network 
station TCN-9. And with commercial 
television came, well, commercials. Unlike 

the US and the UK where the fi rst TV ads were 
chronicled and extensively written about, Australian 
TV advertising has had little fanfare, even though it 
has positioned itself as the most powerful tool in the 
brand marketer’s toolkit over the course of that 60-year 
history. 

Today, we look towards the next 60 years to an 
industry that is being transformed by the advent of 
programmatic ad buying. 

Until now, innovation in television has been largely 
focused on product development (from black and white 
to colour and – subsequently – digital television) or 
through better and more interesting creative. 

With programmatic, innovation comes to the 
back-end, the process of buying TV ads – a process that 
has remained largely unchanged from its early days. 

Despite the perception that audiences are rapidly 
diminishing due to fragmentation across devices and 
the explosion of online content, TV remains the most 
effective method of generating reach and awareness. 

At TubeMogul, we believe that for most brands TV 
will, and should, rightfully remain the anchor from which 
media plans are built. 

However, the ability to plan, buy and optimise a TV 
campaign alongside a broader campaign (including 
online video, digital display and digital OOH) is an 
exciting prospect for advertisers. 

Where programmatic can make an impact is primarily 
where we can place ads based on new data decisioning. 
We already do OTT and VoD in this market – linear 
programmatic TV is just the next (and fi nal) piece of the 
puzzle.

Another myth to be debunked is the belief that 
broadcasters are reluctant to make their inventory 
available programmatically, due to a belief that it will 
become a race to the bottom. 

The reality is that the opposite is true. Instead, 
broadcasters see value in the new opportunities that 
arise as data reveals niche audiences tailor-made for 
specifi c products. 
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Australian stories go global

The strategy for producers of content 

must be predicated on international 

sales, writes Jaci Burns.

A
s a representative for MIPCOM and MIPTV, 

the two biggest television trade shows, 

Natalie Apostolou has travelled to Cannes 

twice a year since 2010. There, she helps 
broadcasters buy international content for 

our local screens, and assists producers from Australia 
and New Zealand to sell their content internationally.

“Australia is an international success story and our 
content is in high demand,” says Apostolou. “We’ve 
established an international reputation and that’s an 
exceptional thing for a country of our 
size.”

Apostolou fi rst became involved 
with MIPTV in 2008 while working 
as a journalist and covering cross-
platform digital media. YouTube had 
just launched.

“I came in at a time when the 
market was being disrupted – going 
from a traditional, solid, easy 
advertising-based model to now 
fi nding different ways of consuming 
content. Broadcasters no longer 
have the same power and producers 
have been empowered by the 
ability to screen their content across 
borders,” she says. 

The transformation of television 
brings with it massive commercial 

opportunity. Whereas previously, whole shows were 
being sold to overseas markets, now the formats, as in 
the ideas for shows, are also now being sold. 

“Producers make far more money from selling the 
idea for a show than they do selling the residuals for 
a show,” explains Apostolou. “Before, producers were 
thinking ‘How will I get the money to make this thing and 
get a channel to screen it? Now they’re thinking ‘How can 
I make this so that international broadcasters want to pick 
it up, and so it can work across other platforms?’”

The ABC has been incredibly successful at picking 
winners and working with production partners to make 
stellar content that is attractive to overseas audiences. 
Rake, produced by Essential Media, is an example of 
the international marketability of high quality Australian 
content.

So, too, is the repurposing of content. Prisoner worked 
incredibly well in the 1970s and screened all over the 
world. Foxtel was smart enough to rewrite and repurpose 
it as Wentworth, such that it was sold to 141 countries.

SURFING THE MENU
Surfi ng the Menu was fi rst created in 2003 by an 
independent producer who saw the television potential 
of two up-and-coming chefs: Curtis Stone and Ben 
O’Donoghue. The program aired on the ABC and was 
an amazing global success, making Stone in particular a 
huge superstar. 

Twelve years on, another Australian producer, now 
living in Los Angeles, sees the same ‘star’ potential in two 
MasterChef contestants: one a series winner (Hayden 
Quinn), the other a runner-up (Dan Churchill). Rather 
than reinvent the wheel, he repurposed the Surfi ng 

the Menu format and worked 
with Tourism Australia and other 
local tourism bodies to make the 
showcase not just of food, but 
of Australia as a destination. In 
this way, Australia has become a 
character of the show, which is 
incredibly saleable to overseas 
markets. 

Says Apostolou, “You always 
have to be thinking, ‘Who will this 
resonate with internationally?’”

Surfi ng the Menu was 
relaunched on the ABC in May 2016 
(pictured top left) and is a prime 
example of how Australian content 
has evolved, come of age and set the 
benchmark for the commercialisation 
of content and talent. 

International 
export earners
1. McCloud’s Daughters (Nine)

2. Skippy (Nine)

3. The Wiggles

4. Miss Fisher (ABC)

5. Doctor Blake (ABC)

6. Hi-5 (Seven)

7. Spelling Bee (Ten)

8. Rake (ABC)
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Selling eyeballs

Australian viewers are well-served for 

video content and the opportunity for 

entertainment is everywhere, but the 

industry is changing, says Jaci Burns.

T
he business model of commercial networks 

is under threat. To remain relevant, and 

profi table, they must revolutionise.

However, while most analysts report a 

decline in traditional TV viewing, when you 

aggregate the ratings with catch-up television, iView and 

all the other platforms, the numbers are still healthy.

“We’re still hitting the same number of eyeballs, but 

not in the way we’re used to, or in the way we’re most 

geared to monetise it,” admits Channel Nine’s Adrian 

Swift. “We see where the future is but, boy, it’s going to 

take a little bit of grinding of gears to get there.”

The ABC’s Richard Finlayson agrees that the 

challenge over the next few years will be “knowing how 

hard to pull the levers”. 

“In the case of terrestrial TV, it’s fair to say it will 

look completely different in 10 years and may not even 

exist. The trick is being able to judge how quickly that 

change will happen, and how quickly you should move in 

advance of it,” he adds.

“I don’t mind where our viewers watch our content – 

ultimately, even through Facebook. The challenge for us is 

that it’s just so noisy. How do you make your content cut 

through to the people you want to reach?” says Finlayson.

 “We’ll do what we’ve always done, which is to create 

and commission great content, though I would argue 

that in 10 years 90 percent will be delivered over IP 
(internet protocol) and with targeted ad insertion and 
probably ad breaks that can be constructed by the 
viewer,” says Swift.

THINK BIG
In May 2016, Australia’s three commercial channels, 
along with Multi Channel Network/Foxtel, formed Think 
TV, a new research-driven, marketing and technology 
development company.

Think TV is intended to dismantle a lot of the negative 
myths around television and educate marketers and 
creative agencies about the scale and effectiveness of 
commercial television advertising.

That role was previously served by Free TV Australia’s 
marketing arm. Kim Portrate assumed the position of 
Think TV’s inaugural CEO in July, reporting to Russel 
Howcroft as chairman.  

In the US, TV ad spending has increased by 5%; in the UK
it’s gone up by 7.5%. Howcroft believes those increases
are because there’s increased clarity in those markets
around what media works, and the integrity of TV as an 
ad medium. 

“Whether it’s offensive or defensive, it’s about helping 
the marketer make the decisions that they need to make, 
and keeping the creative agencies informed about the 
power of commercial television,” says Howcroft. “TV makes 
shows famous. It makes individuals famous. And it’s equally 
strong – more powerful – for brands because you’re able to 
boil your message down to a 30-second or whatever piece 
and then repeat it into infi nity. I feel and fear we’ve forgotten 
the simplicity of that. TV creates fame and you can exploit 
that for commercial benefi t. Nothing else comes close.”

ABOUT FACE
PwC's well-publicised ‘Australian Entertainment and 
Media Outlook 2016-2020’ reported the average 
employee in our media and entertainment sector is 27, 
male, Caucasian and lives in Sydney’s Eastern suburbs or 
the Inner West.

At about the same time the PWC report was released, 
Waleed Aly claimed the 2016 Gold Logie.

So how well does free-to-air television represent 
modern Australia? The ABC and SBS represent diverse 
interests, particularly through multicultural content.

Adrian Swift acknowledges the Nine Network is 
casting much more widely and looking for a wider 
selection of faces in its dramas and reality shows. 

“One of the things that’s incredibly important about 
having Waleed there is he’s talking to an audience that 
someone like him would never get to. Waleed Aly on the 
ABC is Waleed Aly talking to his constituents. Waleed 
Aly on The Project is talking to people who would never 
ordinarily come up against someone with that viewpoint, 
of that background, and that’s very exciting,” says Swift.

So how well does free-
to-air television represent
modern Australia? The
ABC and SBS represent
diverse interests,
particularly through
multicultural content.
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Profi le: The King’s

Gardener’s great-nephew

He’s been on our televisions every week 

since 1978. With nearly 40 years of 
experience reporting, producing and 
presenting television, Graham Ross 
refl ects on his career in front of and 
behind the camera. By Jaci Burns.

 I
t’s 1978 and ABC TV is 
on the lookout for a fi ll-in 
for its weekly gardening 

program. Long-time presenter 
Allan Seale is heading off to 
host a 13-week cruise for The 

Australian Women’s Weekly.
“They rang me and asked 

if I knew anyone that could do 
that job,” recalls Graham Ross, 
the then principal of the School 
of Horticulture in Sydney. 

Ross was extremely reluctant but the producer, Max 
Donnellan, was very persuasive. A few days later, Ross 
got up at 6am, pruned off some branches, and took his 
bucket up to the Gore Hill studios for his screen test.

“I’ve seen The Don Lane Show, I know how it works,” 
he declared as the fl oor manager explained the purpose 
of the three cameras. And with only gentle direction, Ross 
seamlessly started working his way along the table, giving 
tips on how to grow the plants. “Next thing the door burst 
open and Max came in and said, ‘That was absolutely 
fantastic! We’ll put it to air tonight!’”

Ross skulked back to school and conducted the 
remainder of the day’s classes without a word. When he 
came in the next morning he discovered every teacher 
and every student, had seen the program. In fact, 
600,000 Australians had watched (Ross hadn’t). 

“I had a phone call from my immediate superior, and 
his superior,” says Ross. “I got in a whole heap of trouble.” 

As it transpired, the ABC offered Ross a job. ABC 
Rural was at that time the most powerful department in 
all of the ABC with programs including Big Country and 
Countrywide. Ross slotted easily into a “totally un-ABC 
lifestyle program”. Called Lookout, the one-hour show 
was fi lmed at midday live from shopping centres around 
Australia and aired in competition with Mike Walsh on 
Channel 9. 

“The learning curve was vertical – it was enormously 
exciting. There are people who’ve been in TV for years 
and never done one minute of live TV and virtually my 
fi rst series was a live TV program,” says Ross.

For close to 40 years, Ross has been on our television 
sets every week. He’s reported, produced, presented and 
has worked on all networks. Since the mid-1980s, he has 
called the Seven Network home.

In many respects, Ross is a pioneer, whether by chance 
or by choice. For example, he was a presenter of Earth 

Watch (ABC), a program produced for children, and by 
children, about the habitat and environment. “This was the 
very early days of children’s television,” Ross explains. “The 
kids were the journalists. We’d go into burnt out forests, to 
the Reef, the Snowy Mountains, and they’d interview me 
about what was happening and why it was important.”

Earth Watch became a massive success. By the mid-
1980s it had won more international awards than any 
other single program on the ABC, and was licensed and 
converted into 12 languages. 

Ross’ career in television has not been without its chal-
lenges. At times he’s been frustrated because the commercial 
networks didn’t understand the economics of gardening. 

During another period he was paid a “staggering sum 
of money” to move to Channel Nine, only to discover 
he’d been ‘warehoused’ by Kerry Packer so that Burke’s 

Backyard would have a free run. 
Having presented over 700 episodes of Better Homes 

and Gardens, Ross has covered some amazing stories. His 
career highlights include 15 years covering the Chelsea 
Flower Show, appearing for two years on the Today Show 
with Liz Hayes and Steve Liebmann, being invited by Earl 
Spencer to fi lm Princess Diana’s memorial, and earlier this 
year fi lming the gardens at Buckingham Palace where his 
great uncle had served as the King’s Gardener. 

“The Queen was in residence, about to have her 90th 
birthday garden party, and we were fi lming in her garden 
with an entourage of people from the Palace. It was like 
walking in my uncle’s footsteps.”
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Profi le: TV advertising.

Like it? Love it!

Businessman, ad man, now network 

executive. He’s one of Australia’s most 

creative minds yet is probably best 

known for his on-air disagreements 

with Todd Sampson on The Gruen 

Transfer. Russel Howcroft agrees to 

hang ten with Jaci Burns.

Marketing: What was the 

fi rst TVC you created?

RH: A commercial for Calder 

Park Raceway. The second 

was in 1988 for Holden’s VN 
Commodore (‘Like it? I love it!’), 
it launched during the Seoul 
Olympics and it won Campaign 
of the Year.

What ad are you most 

proud of?

There are lots. On a trade 
website the other day there was a story about a fellow 
whose music ensemble, Machine Gun Fellatio, was hired 
by an agency I co-started and part owned (Brand House) 
to do the soundtracks on a number of ads for brands 
including Schweppes and Cottee’s. The ads were on the 
website. Even 10 or 15 years old, they were outstanding 
commercials – high quality, good branding, stories well 
told. I was very pleased to see them again, they’d stood 
the test of time.

Can you give an example of a successful ad made 

despite challenging circumstances or limited 

budget?

We did a Solo commercial 15 years ago. They’d created 
a wider aperture to drink Solo through. All we did is have 
shark mouth and it just got wider and wider and wider. 
It was very, very cheap for the client and it worked very, 
very well. It would absolutely work today.

Have you ever had TVC envy?

Absolutely: over the Carlton Draught ‘Big Ad’. It was 
mind-blowingly good. The global one is, of course, the 
Old Spice commercial.

What has been your career high?

Surviving! No, genuinely, career highs are when the work
you’re involved in succeeds and that sometimes happens
often, sometimes not so often. When you win a pitch, or
win the night with a show you’re involved with, or when
the feedback you get means a trophy at the end of it. 
Little wins. I think there have been lots of really powerful 
little wins along the way.

Who’s your professional crush?

Jeffrey Katzenberg. He was the second in command at 
Disney and was responsible for Lion King, then founded 
DreamWorks with Steven Spielberg and David Geffen. 
When I think about the creative fi repower of Katzenberg 
and what he’s created, yeah, I’ve got a crush on him. 
He’s clearly relentless and he knows how to make things 
happen. Lots of us have got ideas, but not many of us 
know how to make ideas happen. Shrek was probably his 
fi rst big success at DreamWorks and they’ve just kept on 
coming. He’s a brilliant, creative businessman. 

What’s been the low point of your career?

I always got very down when clients decided in my old ad 
life to leave the agency I was working for, or that I owned. 
I take it very personally. 

I’ve always taken those moments to heart because I 
know advertising people – agency people – only have the 
client’s best interests at heart. Sometimes you wonder if 
they see that or not.

Career highs are when
the work you’re involved
in succeeds and that
sometimes happens often,
sometimes not so often.

“ 
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Profi le: Adrian Swift

As a young man he looked like Leif 

Garrett – the quintessential 70s 
spunk. He’s a journalist at heart with 
a passion for sports. Today, at Nine, 
he’s responsible for non-scripted 
programming and entertainment. 
Please welcome Adrian Swift. 

Marketing: How did you 

get into the media?

Adrian Swift: I started out as 
a weekend copy boy at Fairfax 
in 1978. In those days at News 
Ltd you had to be a copyboy 
in order to be a journalist. 
At Fairfax, it was a very well 
paying weekend job. As a 
copyboy, I was earning $180 
for two weekend shifts. When 
Fairfax offered me a job as a 

cadet journalist my stalary plummeted to $113 per week. 
As a cadet, I did everything from investigative journalism 
to writing for The Guide to sport to the shipping news and 
law notices. It was a cadetship in the oldest sense. I did 
shorthand and even started picture subbing (Mr Fraser 
dot dot dot furious).

What inspired you to move into television?

When was writing for The Guide, I met David Hill who 
worked very closely with Kerry Packer to develop World 
Series Cricket. I’ve never met a more impressive man in 

my life. Around that time, Les Murray, the much loved 
weekend soccer commentator for SBS, was working 
weekdays as a subeditor on The Sun. Les asked me to 
come over to SBS as a news reporter. I thought, ‘SBS? No 
one watches SBS!’ but it was a step in the right direction 
so I took it. After a couple of years, David Hill invited me 
to go back to Channel Nine. 

Who is your professional crush?

David Hill was my crush back in the day because he had 
a vision for television. By the 1980s TV had become a 
fussy, serious business with lots of technicians in white 
coats and people telling you what you could and couldn’t 
do. David thought differently. He had a sense of the 
theatrics and he understood how to tell a story with a 
camera. My latest professional crush is on Beau Willimon 
who wrote House of Cards (the Netfl ix production). He’s 
just an extraordinary writer.

What’s been the low point of your career?

We’d spent months and months recruiting The Voice 
coaches. Getting people to come to Australia wasn’t 
easy and we knew the talent had to be big. The fi rst 
person we got for season one was Keith Urban, who 
was just utterly delightful – charming, clever, funny, and 
unbelievably musically accomplished. A lot of the other 
coaches came on-board because of Keith. 

On Christmas Eve, Keith’s manager rang to say, 
‘Keith wants to pull out.’ We were starting to fi lm in three 
weeks! By Boxing Day, I had talked Keith back 
into wanting to be involved, but that was a really, really 
s**t Christmas.

What advice do you have for young people who 

aspire to a career in television? 

Don’t do a journalism degree! Don’t do a communications 
degree! Do a law degree, get a degree in economics, 
get a really well-rounded arts degree with a couple of 
languages in it. 

The journalism part is still very much on-the-job 
training. What we want is people who can communicate, 
people who can express themselves, people who think 
clearly and that’s what a degree does for you – it really 
helps you with that clarity of thought and that ability to 
lay out ideas. 

What we don’t need are people who are imbued in 
the tenets of journalism over the last 400 years, because 
the reality is journalism today is so fundamentally 
different to what it was, not 10 years, but one-and-a-half 
years ago, that it’s almost impossible for those sorts of 
degrees to truly give you a sense of what’s going on in the 
media landscape at the moment.
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46  ISSUE PARTNER: MEDIUM RARE

W
ith the ability to create fully

responsive websites that work

beautifully on all screens, a common

question for publishers and brands

is ‘why an app?’ Responsive websites

are critical for SEO goals, as you will be invisible on

mobile search if your site isn’t optimised. But not all

content types and business goals are best hosted on or

facilitated by a responsive site alone.

It’s true, we download apps by the billions each

year and data from many reputable research bodies like

Forrester suggests we spend up to 85% of our time on

our smartphones in native apps. But, frankly, it’s best

to put the stats to the side when considering the app

question.

Most time spent in apps is on social, games and

messaging with the big players – not in what we consider

to be ‘content’ apps. Engagement is not a given and

there must be other reasoning for an app apart from

distribution.

Here are some reasons why an app may work for your

business:

Perceived value: apps almost feel like a product

or a gift. They have a higher perceived value than

websites, as people are accustomed to paying for

many of them.

Offline access: if your customers are on the go, an

app allows them to store your content locally to their

phones.

Connection with customers: an app puts you on

their home screens at all times and allows you to

send notifications to their devices, such as when new

content is available.

 Maintenance and volume of content: while apps 

should be updated regularly, volume needs are often 

much less demanding than a website, which must be 

updated more frequently to meet high traffi c goals 

and user expectations. So if you do not anticipate 

having high, frequent volumes of content, an app may 

be a better route.

If you’re considering producing a content app for your 

business, here are some tips on how to make it kick-ass:

SPELL OUT THE USE-CASE CLEARLY
Nowadays, really good content sometimes isn’t enough of 

a selling point to get someone to actually download your 

app. Your brand’s super-fans who are seeking you out 

may already be excited, but you’re going to have to sell 

your app a little harder for the rest of the potential users. 

Your app’s use-case can be more about how you 

position your content to make it clear to users why they 

would benefi t from having it saved on their phone. For 

example, when Medium Rare relaunched the Qantas 

magazine app, we created a number of city guides in 

addition to regular content from the magazine issues, 

and on the App Store spelled out clearly at the top of the 

description that, “The app will be updated regularly with 

new content, including city guides you can save and have 

on your device while travelling.”

LET USERS FEEL LIKE THEY ARE ACTUALLY 
FINISHING SOMETHING
Great content apps offer a curated environment where 

users can go for highlights – they don’t feel like another 

digital chore with which users cannot keep up. Quartz 

does an excellent job of both selling the purpose of its 

messaging-style news app and making users understand 

how it can fi t into their lives. “Quartz’s new app puts the 

entire global economy in your pocket… It’s an ongoing 

conversation about the news, sort of like texting. We’ll 

send you messages, photos, GIFs and links, and you can 

decide when you’re interested in reading more. Each 

How to make a kick-ass 
content app
Karla Courtney writes that a content app is not for 
everyone – but, if it is for you, this is how you do it.

Karla Courtney, 
digital director, Medium 
Rare Content Agency.
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session lasts just a few minutes, so it’s perfect for the 

train, elevator, grocery store line or wherever you have a 

spare moment,” says the description on the App Store.

DON’T BURY CONTENT
Burying content in folios isn’t the best mobile publishing 

approach. People want content quickly and they 

don’t want to have to save a whole whack of content 

just to read one article. Vogue US has launched a 

new article-based mobile app that feels like a hybrid 

between a magazine and a mobile news site. When 

users fi rst enter the app they are presented with a 

scrollable, curated list of the top articles selected 

‘For You’. After fl ipping through these suggested 

articles, users can view articles by category or just 

scan through the latest in the feed. 

CATEGORISE YOUR APP WITH REAL PEOPLE 
IN MIND
Once a user has downloaded your app, the fi rst screen

of content they see must assume almost no knowledge 

about your brand or any related industry jargon. You have 

this one chance for users to scan your content and fi nd 

something they connect with – any titles or categories 

that are too idiosyncratic will likely isolate a lot of users 

and possibly prevent them from engaging any further. 

Medium Rare collaborated with VisitCanberra to produce 

an interactive guide to the city. While the print guide used 

cleverer headlines that work well in print, the app’s home 

screen had very literal categories: ‘Great Food’, ‘Best 

Wineries’, ‘Summer Events’, ‘Nature and Outdoors’ and 

so on.

Making a great app only gets you halfway there. Once 

your app is out, the truly hard part is getting people 

to fi nd it and download it. To drive downloads initially 

you can spend on ads, but there are a few other ways 

you can drive downloads and increase engagement by 

maximising your owned media channels, and getting a 

little creative.

GET THE BASICS RIGHT
Your app title and screenshots are very important 

for discovery and driving downloads. The App Store 

only considers your title and keyword content when 

determining relevance – not your description. So, you 

need to be very strategic and include as many descriptive 

words as possible while also being enticing. Smart 

apps use their brand title followed by a dash and then 

a keyword-rich description. For example, Evernote’s full 

name on the App Store is: ‘Evernote – capture notes and 

sync across all devices. Stay organised.’

If you really want to be strategic in this area, you 

should consider hiring an app optimisation specialist who 

can do a full competitive keyword analysis for Google 

Play and the App Store and advise on the best relevant 

keywords your app can try and rank for.

TRY SMART BANNERS AND ADS ON YOUR 
MOBILE SITE
Apple has a simple Smart Banners code for including in 

your site’s header code, so that a banner shows at the top 

of your site when users visit from a compatible mobile 

device to notify them that you have an app. 

RUN A CLEVER COMPETITION
If your brand has access to a great prize, consider doing 

a giveaway that requires downloads. While it is true that 

some users will only be downloading for the prize and may 

not be engaged ongoing, the initial peak in downloads 

will help improve your app’s position in the charts and 

potentially give your app better visibility ongoing.  

UK department store Harrods ran a clever 

competition to drive downloads – it created a simple 

luxury shoe matching game within its app called Stiletto 

Wars, and anyone who downloaded and played the game 

was entered into a draw to win a £500 gift card.

BE DIFFERENT
Above all, for both your content and your marketing, the 
most rewarding thing you can do is be different. When 
Medium Rare relaunched the Qantas magazine app on 
the then brand new Adobe AEM, simply being the fi rst 
app in the world to go live on the platform attracted 
signifi cant attention. 

Being the fi rst or different can be risky, but having a 
unique approach with excellent, engaging content and a 
clear purpose will always result in a great app that makes 
anyone who downloads it happy. 

Making a great app only 
gets you halfway there. 
Once your app is out, the 
truly hard part is getting 
people to fi nd it and 
download it.
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 K
arma Cola was founded by Coley along with 
Chris Morrison, a pioneer of organic products 
in New Zealand, and his brother Matt Morrison, 
who had previously worked as a senior adviser 
in the NZ Treasury and was also an army oi  cer. 

Matt is the fi nancial director and disciplinarian. Coley 
himself has a background in advertising and product devel-
opment, and an education in graphic design.

Their fi rst venture into organic products as a team 
started with importing bananas from Samoa. This formed 
the origins of All Good, which still ethically imports
bananas, now from Ecuador, and gave the trio the confi -
dence to look at other products. 

All Good’s positive message reminded Coley of the 
virtuous cycle of Karma and so Karma Cola really began 
with the name. Researching cola, they learned about the 
cola nut, which grows in abundance in West Africa, but is 
not actually used in many major cola beverages.

Before long, they organised to have fi ve kilograms of cola 
basically mailed back to New Zealand and, after about 100 
recipes, they had their product. 

Good Karma
Karma Cola stands out from the world’s larger beverage 

manufacturers through radical transparency and disruptive design.

Simon Coley explains how those concepts work for the brand and 

how they play out in its content. By Peter Roper and Ben Ice.

An exemplar of fair trade practices, the brand is committed to 
supporting the communities around the world where ingredi-
ents for its drinks are sourced.

While holding a very small part of the cola beverage 
market, Karma Cola is available now available in 13 coun-
tries, and through attractive, smart design, and brand 
storytelling through ef ective use of content and social 
marketing, the business is growing.

Fair trade and transparency

Commitment to giving back to the community in Sierra 
Leone, from where the cola is sourced, has been one of the 
most rewarding aspects for Karma Cola, and has formed a 
vital part of the brand’s message.

“We believe good design and good business is about 
more than looking good and making money, even though 
both of these help. It’s about doing good too,” says Coley.

As well as selling their cola, the grower communi-
ties enjoy the benefi ts of fi ve cents from every bottle being 
invested in local projects.
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Simply telling the story of this purpose-meets-profi t 
venture, however, is not enough. To truly engage with their 
target audience, they must remain transparent.

“There’s this virtuous circle in that understanding 
of consumers being conscious of the impact of their 
purchases,” says Coley. This encourages endeavours to 
“make that supply chain as transparent as possible,” he adds.

This transparency includes Karma making it very 
clear in its founding principles that it is not a charity, that 
it is a commercial venture. It does not determine how those 
who benefi t from the sales of its products use their funds. 
The Foundation plans to be able to scale its growth by 
encouraging the long-term economic independence of the 
communities, as well as working closely with them to ensure 
they are not dependent on the Foundation, but are devel-
oping towards a sustainable future on their own terms.

In the very beginning, fair trade cola was unable to be 
sourced, so Karma Cola had to develop a fresh supply chain 
and establish the Karma Cola Foundation, a mechanism for 
distributing the proceeds. This earned the award of ‘World’s 
Fairest Trader’, by Fairtrade International.

The same fair trade business model is used to produce the 
brand’s other beverage products, Gingerella Ginger Ale and 
Lemmy Lemonade, with organic ginger and vanilla from 
farmers in Sri Lanka, sugar farmers in India and lemon 
farmers in Sicily. 

Since bottling its fi rst batch in 2012, Karma Cola’s busi-
ness and funds have been used to build a bridge connecting 
the old and new villages of Boma in Sierra Leone, to send 50 
young girls to school. It has also rehabilitated 12 rainforest 
farms, employed four teachers and more.

Originally, the funds went to one village, but now go to 
six: Niahun, Jene, Boma, Giema, Kambama and Saahun.

The business of growth, while remaining fair and trans-
parent is a dii  cult, but vital and rewarding one, says Coley.

“You should know what you’re drinking. Anyone 
selling food now owes it to their customers to be as trans-
parent as they possibly can be. It’s a very different thing to 
deconstruct your supply chains. There are so many actors 
in those chains that synthesise products from different 
raw materials. It takes a lot more effort, but we think it’s 
worth it.”
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Design 

One look at the brand’s range of colourful, creatively-
packed beverages make it clear that design is a key element
of the business. “Visual delight and stimulation is really
important,” says Coley. “I think otherwise we would be a list
of bullet points on the side of a pack. You can’t really expect
people to change the way they think about a prolifi c product 
without doing it very dif erently.”

The brand aesthetic for Karma Cola is the result of good 
and bad, yin and yang, and karma. Good, because it’s fair 
trade and is only made of natural products; bad, because it’s 
a sweet, sugary drink, after all. “It does a hell of a lot of good 
because you’re consuming it,” says Coley. “That tension is 
great, and it makes for a more interesting story.”

This led to the choice of Mami Wata as the label mascot. 
A water spirit from local folklore in Sierra Leone, she is a 
guiding light, but also known for mischief.

The Mami Wata design was developed as a collabora-
tion between Simon Coley, The Special Group and Back 
Wheeler.

Gingerella and Lemmy were worked on by other illus-
trators and, when things fell into place, Coley realised that 
“every one of these drinks has its own personality”.

The use of character mascots Mami Wata, Gingerella
and Lemmy Lemon steals a little trick from magazine
publishing, admits Coley. “If you have a face on the cover,
people have to look at it. The more well-known the face, the 
more magazines you sell. I thought, ‘Why don’t we just try to 
engage people with their eyes?’

“That’s working,” he adds. “They like the personalities 
a lot, helping people identify with the drinks, we did that.”

In the four years since the product launch, the design 
has made its way, in dif erent variants, across an array of 
packaging. A more recent one Coley is particularly excited 
about is the cans.

The key is engagement
in the spirit of the brand.
It’s the long form story
that does that better
than anything else.

“ 

”
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“There’s more real estate on a can. They really pop. They 
look great,” he says.

The small cans – 250 millilitres compared to the standard 
375 millilitres – makes them more convenient for use in bars.

Conversely, the benefi t of bottle packaging makes it 
easier to push the message of natural products, particularly 
with the ginger ale and lemonade. “You can actually see 
the ingredients in them,” says Coley. “That really helps get 
across the provenance and the quality of the ingredients.” 

Whatever the canvas, the purpose of all branded product 
is much the same, really. “You can see the name. What 
happens next is that you’ve got to want to taste it. All this label 
should do is make you want to take the lid of . Once you’ve 
tasted it, it should deliver that experience,” adds Coley.

The role of the brand story 

The brand’s story forms a large part of its content marketing. 
One quite literal example is the story of Coley’s fi rst trip 

to visit Sierra Leone, where he was introduced to the local 
community and farmers associated with the product. It was 
about a year after the fi rst batch, and six months after they’d 
started sending funds back to the community. “We walked in 

and there was a group of women from the village all dressed 
up to meet us at the head of the trail. They walked us down 
through the jungle to these drums beating. I thought, ‘Wow, 
this is a proper African experience’,” he says.

The hard drive full of videos and photos from this fi rst 
visit, he thought, would be the perfect piece of content.

‘What are we going to do with it?’ I thought. ‘We could 
start talking to journalists, see if someone would publish 
the story. It’s about places you don’t normally go. It’s about 
a community and the culture of that community. It’s also 
slightly dangerous. Not many people get into Sierra Leone.”

Once the content was published, it was about spreading 
it as far as possible, fi rst to the drink’s café distributors.

“I thought, ‘500 cafés, that’s our distribution. We’ll just 
take some magazines along with the product. The fi rst thing 
we need to do is show those people in the cafés that selling 
our cola, ginger ale and lemonade has done this good’.”

This practice of engaging people in cafés, people 
already consuming the beverage, has been central to Karma 
Cola’s branding, much more so than paid traditional media 
advertising.

“There’s a dry time, people are waiting for someone to 
turn up and need something to read,” explains Coley. This 
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was enabling customers to read the story and be introduced
to the brand. “We thought it reasonable to allow people to
discover it for themselves,” he adds. “What’s the most ei-
cient way to get people to understand what we’re doing, so
they can help us tell a story?”

With such a strategy, social media also plays a key role, as 
those who’ve enjoyed the story, the design and the beverage, 
begin to share their experiences on various platforms. 

This marketing strategy is also favourable because it is 
af ordable. “We can’t af ord it,” says Coley of traditional paid 

advertising. “It’s a constraint that’s useful. Even if we could 
af ord it, people would say, ‘Why aren’t you putting that back 
into the village?’

“I think maybe what we’re doing is fi ne. It does seem 
to work.

“It’s respectful to the amount of time and to people’s 
attention. If people are engaging with these stories and 
prepared to read them, then we should keep doing it.”

So, while Karma is unlikely to change its marketing 
strategy to include paid media advertising, the content space 
and strategy moves along as the company grows and new 
formats and products are introduced.

“We’re creating new product, or at least new formats for 
the products,” says Coley. “We’re trying to work out how best 
to get that in front of people. The key is engagement in the 
spirit of the brand.”

Long-form content provides the best avenue for this 
brand code, for two reasons. 

First, according to Coley, because “it’s really hard to 
encapsulate all the facets of our brand story – the sustain-
ability, ethical, organic, respect to everyone on the supply 
chain and social justice” without plenty of room.

The second reason is it’s more likely than advertising 
to land on someone’s social media feed, “which is easily 
dismissed”, says Coley.

We believe good
design and good business
is about more than
looking good and making
money, even though both
of these help. It’s about
doing good too.

“ 

”
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V
aluable customer experiences will be the
primary factor diferentiating brands that
win in the age of the customer, and content
marketing has a crucial role to play in
supporting customer experience. Marketers

can make the diference for their brands’ customer
experience by producing, distributing and promoting
content that makes brand interactions more efective, easier
and more enjoyable.

The days of shoppers showing up at a store with a basic
need and little idea of how to solve it are disappearing.

Forrester forecasts that the majority of purchases will
involve online research or purchase by 2020.

As such, customers’ interactions with your brand
increasingly rest on content, whether they are discovering
answers to a problem, trying to understand your
products or engaging with your brand or community.

Marketers have the opportunity and duty to serve these
customers and start building meaningful relationships
or enhance existing ones.

By developing content that meets customers’
informational needs, eases their life or purchase in some
way, or generates joy or relief, marketers can directly
contribute to the overall customer experience.

Marketers must align their content strategy with
customer experience to achieve a number of goals:

Provide valuable content that meets customers’

needs. Customers will explicitly tell marketers – and
they are, either directly via surveys or indirectly via
things like site search – what type of content they
want to experience from a brand. These explicit and
basic needs are first priority for the marketer creating
customer-centric content experiences.

 Provide valuable content that makes customers’ 

lives a bit easier. Like a wayfi nding sign in the middle 
of the forest, some kinds of information and content 

won’t be necessarily asked for or expected, but they 
will still be deeply appreciated when found. Content 
addressing customers’ implicit and unexpressed needs
or desires makes up the second category of content.

 Provide valuable content that dif erentiates the 
brand by generating positive emotions. Some 
content extends beyond explicit or implicit needs 
to create delight, serendipity or empathy, or prevent 
anxiety. 
While not table stakes for brands, these kinds of 

experiences of er them an opportunity to dif erentiate 
themselves from a sea of competitors – and often at an 
unexpected moment.  

In general, marketers need to plan for valuable content 
along the entire customer life cycle. 

Customers’ content needs don’t begin on a product 
page and they don’t end at the shopping cart; they may want 
content to understand how to think about a household 
problem, or they may want content to answer common 
product set-up questions. 

The customer life cycle is a six-step framework 
that gives marketers a data-driven content strategy for 
supporting customers’ needs. 

In order for marketers to accelerate their journey 
toward a successful customer-led content plan, they should 
prioritise content that drives incremental brand value by 
following these key principles:

1. Identify where you fail to meet needs 
in your customer life cycle
Many brands, following a content audit, will fi nd that 
they’re failing customers in fulfi lling their most basic 
informational needs – the foundation for a good customer 
experience. 

For example, fi nancial services and insurance fi rms 
have long failed to address customers’ content needs at the 

Ryan Skinner is senior 
analyst, B2C marketing, 
at Forrester Research.

Content marketing must support 

customer experience

Ryan Skinner writes that content marketing’s role is so 
crucial to customer experience that it must be approached 
strategically – and explains four key principles.
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discover stage, which led insurance provider Prudential to
develop its ‘Bring Your Challenges’ program.

2. Increase your brand’s responsiveness
to explicit or implicit needs
Customers will tell you what they want, either directly or 
via data that reveals their behaviour. 

Working with Microsoft on its Azure cloud computing 
platform, Smith Agency – a customer experience service 
fi rm – used data to determine that Microsoft’s messaging 
wasn’t driving usage and so they worked together to develop 
content that drove usage. 

Forrester is a Marketing content partner – 

collaborations with leading organisations 

on content for the magazine (like this 

article) as well as exclusive benefi ts for Marketing Pro 

Members. Visit marketingmag.com.au/pro to learn more 

about why your team should join.

FIGURE 1 Customers who seek out products online relate to content throughout the purchase journey

EXPLORE

USE

ASK

ENGAGE DISCOVER

BUY

39%*

of online adults in Germany,

the UK, and France

who interact with brands

say that they do so

to learn about new

product offerings

38%

of US online adults who

have made a recent purchase

say that they discover brands

via content surfaced in search

15%

of US online adults used

researchers’ websites as

a source of information before

a recent purchase — third only

to family and friends (25%)

and search (21%)

30%

of US online adults who

have made a recent

purchase sought customer

service online after

their purchase

Source: Forrester’s North American Consumer Technographics® Customer Life Cycle Survey 1, 2015

*Source: Forrester’s European Consumer Technographics Online Benchmark Recontact Survey, 2015 (France,

Germany, UK)

Base: 4,177 US online adults (18+) who have made a purchase in the past three months

*Base: 5,911 European online adults (18+) who regularly interact with brands

3. Identify moments for brand differentiation 
via ease or positive emotions
Creative approaches to content can allow brands to 
set themselves apart, such as the fi rst airlines that 
played with humorous approaches to safety videos. Luxury 
ecommerce retailer Yoox understood that most product 
unboxing scenarios – ripping open a cardboard box – were 
far from luxury experiences, so it totally overhauled how it 
packaged deliveries, including unique boxes, scented paper 
and hand-written, personalised notes. 

4. Look beyond touch points you own to 
answer customers’ needs
Marketers should not chase a direct relationship with 
their customers at all costs, as many customer needs will 

naturally be better 
served elsewhere. For 
example, some fi nancial 
providers have learned 
to of er a mortgage 
payment calculator 
on sites for mortgage 
price comparisons; 
here, they can answer a 
clear customer need in a 
context where customers 
will explicitly not want to 
come to them directly. 

In the age of the customer 
where customer 
experience is today’s most 
important battleground 
for competitive 
dif erentiation, valuable 
content and successful 
content marketing will 
give marketing leaders 
the ability to hit two 
otherwise hard-to-hit 

strategic goals: building a brand in a world of banner 
blindness and ad blocking, and ultimately improving 
customer experience.
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Driving
thegames
As Rio hosts the world at the Games of the 

XXXI Olympiad, Ken Shadbolt reflects

on his experience working on the look of

Sydney 2000 to explore a seemingly
incongruous orchestration of three
dichotomies that define the Olympic brand.
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ove it or loathe it, there’s no denying the 
inexorable rise and infl uence of the Olympic 
Movement throughout the 20th and (so far 
at least) 21st centuries. Whichever way you 
look at it – the world’s largest sporting event, 

the world’s biggest sporting franchise or the world’s largest 
television audience – the numbers alone are extraordinary. 
Add to that the profound cultural and historical dimensions 
of the Olympic Movement and it becomes something of a 
phenomenon worthy of closer scrutiny.

At the centre of the Movement’s success is one of the 
most sought after brand associations on the planet. No 
other brand has captured the hearts and minds of successive 
generations of athletes, governments, sponsors, broad-
casters and spectators in the same way. 

But why? What separates the Olympics Games from any 
other sporting world championships? Why is the Olympic 
brand so revered?

In exploring the helm of the Olympic Movement – the 
International Olympic Committee (IOC) – you’ll fi nd a 
seemingly incongruous orchestration of three dichotomies 
that defi ne the Olympic brand. 

1. Idealism and commercialism

Imagine a brand that combines the best of Nike with the best 
of the United Nations and you’re some way towards under-
standing why the Olympic brand is so powerful. 

On one hand, the Olympic brand behaves like a human-
itarian brand. It places idealism and morality above all 
other interests. On the other hand, its association with the 
world’s hottest contemporary athletes gives it an edge and 
dynamism unlike any non-commercial organisation. 

I was a little sceptical after hearing the Games referred 
to in one briefi ng session as “a place where the world of 
sport and a yearning for peace meet”. While it’s easy to 
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dismiss such lofty notions as idealistic and out of touch, 
it’s precisely these values that elevate the brand beyond any 
other sporting event, and allow Olympism to fulfi l some 
fundamentally human need to aspire to a higher purpose. 
Paradoxically, it’s these same Olympic values that are the 
source of the brand’s commercial value. 

Commercial partners are critical to securing the enor-
mous fi nancial requirements of organising the world’s
largest event. But it’s by no means laissez-faire. These
commercial partners pay handsomely with the expectation 
of the IOC ruthlessly protecting and upholding the Olympic 
values even when it may restrict their own communication 
plans. The IOC’s ability to achieve its fi nancial require-
ments without compromising the Olympic ideals is critical 
to the brand’s success.

It’s not often appreciated that the IOC has mandated 
a strict ‘clean’ venue policy prohibiting any commercial 
sponsorship on the sporting field-of-play of all events 

at the Games. As Sydney’s program manager of Look, 
Susie Grierson rightly pointed out in the lead-up to the 
2000 Games, the Olympic arena must feel ‘sacrosanct’. 
Many athletes cite this commercial-free approach as what 
separates the Olympic Games from all other sporting 
experiences. There are stories of hardened professional 
athletes who plan to treat the Games ‘just like any other 
event’ only to walk out onto the pristine arena to be 
completely overwhelmed by the sight of the Olympic rings 
in this context.

While the IOC is famous for its tough negotiating tactics 
to secure the highest bids for broadcasting rights, it has 
also turned away higher bids from private broadcasters to 
keep the Games with a free-to-air channel. This ensures it 
remains true to its values by allowing everyone with access 
to a television to af ord to watch the Games.

It is this fi ne balance of humanitarian values and 
commercial appeal that sits at the heart of the brand.

2. Ruthless consistency 
and constant reinterpretation

It is sometimes said that the Olympic Movement is just one 
bad Games away from total disaster.

In the lead-up to the Sydney Games, we were extremely 
aware of the need to deliver something special that would 
restore faith in the Olympic Movement after the contro-
versy of rogue commercial agendas had undermined the 
previous Games in Atlanta. While Sydney 2000 was lauded 
as “the best Games ever” by outgoing IOC president Juan 
Antonio Samaranch, Atlanta was something of a close call 
for the IOC, and one that heightened its desire for control of 
every aspect of future Games.

The Olympic brand has since become one of the most 
tightly managed and highly protected brands in the world 
today. However, the IOC must carefully walk a line of 
assuredness of delivery without suppressing the individu-
ality of each host city’s approach. 

Imagine for a moment there were no host cities, and every 
Olympic Games was held in the IOC’s hometown of Laus-
anne, Switzerland. Certainly it would provide a substantial 
cost saving, fewer security concerns, far less political 
complexities and the opportunity to hone a perfectly consis-
tent Games experience year after year. But this predictability 
would kill one of the defi ning characteristics of the Olympic 
brand – constant cultural reinterpretation. 

It’s the interpretation of Olympic values through a local 
cultural lens that reinvigorates the Games every few years. 
This diversity also fulfi ls a very practical requirement to 
provide the footage of each Games with a unique ‘cultural 
date stamp’ allowing easy identifi cation of historical footage 
in subsequent years. 



m
a
rk
e
ti
n
g
m
a
g
.c
o
m
.a
u

MARKETING AUGUST | SEPTEMBER 2016

 60  FEATURE

In recent years, the Olympic brand has become consider-
ably richer for the ancient connections of Athens 2004, the 
sheer spectacle of Beijing 2008 and the youth focus of the 
London 2012 Games.

Hosting an Olympic Games is one of the most high-
stake franchises imaginable. From the IOC’s perspective, it 
hands its most cherished possession – the reputation of the 
Olympic brand – to a new host city at each Games. From the 
host city’s perspective, it will be challenged to both nurture 
and protect the Olympic brand while imbuing the Games 
with its local cultural perspective.

This opportunity sees governments and most creative 
professionals clambering for the international credibility 
that a potential Olympic association may bring. Get it right 
and the host cities can share in an economic, cultural and 
reputational afterglow for years to come. However, as we saw 
with Atlanta, get it wrong and risk suf ering the scrutiny 
and indignation of the world’s media.

3. Ancient traditions and 
progressive leadership

Having to contemplate what it meant for Sydney to host 
the ‘Millennium Games’ seemed at times to be an impos-
sible conundrum. This wrestling of meaning and relevance 
between ancient traditions and modern expectations is 
another defi ning aspect the Olympic brand.

In 1896, the founder of the modern Games, Pierre de 
Coubertin, revived the spirit of the Ancient Games from 
Olympia in Greece as the basis of the modern Games. With 

that decision came symbols, ceremonies and rituals that 
continue to imbue and dif erentiate the Olympic brand 
today.

With a heritage older than Christianity, and not unlike 
a modern day religion, the Olympic Movement must navi-
gate respect for the traditions that have served the brand 
well over many decades, while needing to remain relevant 
to future generations. Even today, the fl ame that lights each 
Olympic Cauldron is still ignited by the sun at a strangely 
ancient ceremony in Olympia, before making its way via the 
torch relay to the host city. In today’s increasingly cynical 
world, how much longer can the Games continue these 
traditions?

And yet, despite perceptions of the IOC as a bureaucratic 
custodian obsessed with preserving Olympic traditions, 
there’s mounting evidence to suggest it is acutely aware of 
the need for progressive leadership. 

Who would have thought a few years ago that an 
Olympic gold medal would be awarded for sports like BMX 
or snowboarding? The decision to include these sports was 
a deliberate attempt by the IOC to widen the appeal of the 
Olympic brand to include teenagers more interested in 
EPSN’s X Games than anything Olympic.

Among 40 initiatives aimed at keeping the Games rele-
vant in the coming years is an extraordinary initiative aimed 
at encouraging mixed gender sports. Even in the highly 
progressive world of commercial sport, the introduction of 
mixed gender sports could see the Olympic Movement take 
the lead to challenge one of the fi nal frontiers of equality in 
sport – a radical departure from the Ancient Games’ exclu-
sively masculine traditions.

And so, with the mandatory pre-Games jitters now 
upon Rio – political instability, economic uncertainty, 
water quality issues and a looming Zika virus catastrophe – 
there’s plenty for the IOC to worry about. 

Having experienced fi rsthand how Sydney worried its 
way throughout the lead-up to one of the most successful 
Games (remember the concerns over threats of terrorism, 
trai  c chaos and a supposedly woeful Opening Cere-
mony?), I’m confi dent that once the Cauldron is alight and 
Brazil tastes success on the sporting fi eld, the Olympic 
Movement will be all the stronger for adding its fi rst Latin 
American chapter to its remarkable narrative.

Ken Shadbolt is co-founder and executive creative director at 
brand consultancy PUSH Collective. Ken was group design 
director of the team that created the emblem and look of the 
Sydney 2000 Olympic Games. He has also created brand iden-
tities for many sporting brands, including Cricket Australia, 
Melbourne 2006 Commonwealth Games, 2007 FINA World 
Championships, One HD, Mark Webber and is currently 
working with the AFL to create the new Women’s League logo. 
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Survey says…
In a survey of 1000 Australians, Marketing and its survey partner SSI asked participants 
which brand they associate more with the Olympics out of various pairs. Compare the response 
with the brands that have offi cial relationships with the Games, whether as a Worldwide Olympic 
Partner, an Offi cial Sponsor of Rio 2016 Olympic Games, an Offi cial Supporter of Rio 2016 
Olympic Games or a Supplier of Rio 2016 Olympic Games.

SSI is the trusted global leader in survey and research solutions for market research fi rms, B2B and B2C companies. Visit surveysampling.com
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H
istory has seen the charity sector employ a 
range of marketing tactics to gain the donor 
dollar.

Many of us may recall some of the 
attention-grabbing campaigns in the 

80s, which fl ooded the media with images of starving 
African children in desperate need of food. And through 
marketing messages that promoted guilt and shame, we 
were instructed to save these young people from hunger 
and famine.

Back then, this kind of appeal worked, albeit 
momentarily. One particular campaign run by the 
UK Charity Disasters Emergency Committee between 1980 
and 1984, brought in $23 million for famine relief 
in Ethiopia.

But not everyone thought these kinds of exploitative 
images were appropriate – and, in subsequent 
decades, as marketers have really stepped into their roles 
as ‘storytellers’ – more inspiring and discerning 
techniques have been activated to boost fundraising 
ef orts.

GUILT AND SHAME VERSUS 
INSPIRATION AND IMPACT
While guilt and shame got traction in the 80s, this is not 
considered a long-term strategy for fundraising. Guilt 
generates transactions but not true connections. Research 
shows this approach can create one-time donations, but 
it doesn’t create or enhance any feelings of goodwill 
toward the cause.

The more ideal scenario is that supporters begin to 
understand the organisation’s deeper social impact, and 
feel good about being a part of that. It takes much less 
ef ort to raise money when you have donors who are self-
motivated and believe in the opportunity that exists to 
make a dif erence.

Socially-minded documentary photographer Alana 
Holmberg has worked for NGOs (non government 
organisations) in Africa, Asia and the Pacifi c Islands, 
challenging the stereotypes of what it means to experience 
extreme disadvantage. 

She believes the key to creating real connections 
between audience and subject is to highlight shared human 
emotion, not dif erences.

“People want to be inspired by the stories of strength, 
resilience and courage – and see innovative solutions at 
work. They need this to feel a sense that disadvantage can 
be overcome,” she says.

Holmberg’s view is particularly true for us at UnLtd, 
when we look at framing the issue of youth disadvantage 
in Australia. If we were to focus on the injustices and 
disadvantage young people so unfairly experience – we 
could be seen to be accepting the injustice itself. When in 
actual fact our mission is to undo the consequences of the 
disadvantage.

THE RIGHT (CONTENT) TO SURVIVE
Successful Australian NFPs must use every means 
available to them to understand their target supporters and 
their motivations for giving to the cause.

To form a personal connection, charities need to tell 
their stories with credibility and transparency, as well as 
conviction. 

On top of this, they also need to stay on top of the 
competition. With so many dif erent organisations 
competing for the goodwill dollar – many with similar 
service of erings – it’s more important than ever for 
charities to get their fundraising and marketing content 
right to survive.

That is, of course, if they are even fortunate enough to 
have a dedicated marketing person or budget, which, the 
majority of the 54,000 registered Australian charities out 

The pros and cons of 
confronting content
We can overcome the authenticity issues that exist in 
today’s not-for-profi t (NFP) sector through positive 
communications that tell stories of transformation, 
writes Rebecca Darley.

Rebecca Darley is a 
board member at UnLtd and 
head of group marketing 
and planning at Westpac. 
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there don’t have. They recognise the power of investing time
and energy inmarketing to broadcast theirmessage, build
a loyal supporter base and obtain donations. Butmarketing
resources need to come second to providing vital services to
at-risk young people.

Of the youth charities UnLtd supports, we estimate
only about 60%have access to amarketing professional.
The rest rely on the pro bono and goodwill support from
our industry.

INSPIRE ME, BUT EARN MY TRUST FIRST
The April 2016 EMMA report, ‘Have a Heart! Charity
and Not-for-Profit Trends and Insights’ tells us that
transparency and accountability among charities is
the major concern for Australians. Two in three (68%)
Australians are worried that only a fraction of their
money reaches the cause itself, and the remainder
goes to administration andmarketing costs. This is a
real catch-22 when, without marketing, these
organisations struggle to get their fundraising
campaigns of the ground!

The EMMA report also found that the reasons
Australians identify with charities is often because of
how the charity can enhance their own personal brand.
Thismindsetmakes consumers responsive to pleas that
feature a single identifiable reason to donate, and
evidence of how their donations are being used to good
efect, rather than statistics or data about the scale of the
problem faced.

And that sums it up right there.
The secret to creating real connections – not just

transactions – is having a single identifiable reason to
donate.

We can overcome the authenticity issues that exist in
today’s NFP sector through positive communications that
tell stories of transformation, by focusing on the tangible

social impacts, throughmarketing that creates empathy
and not sympathy and through campaigns that frame the
possible solutions and not the problems.

Undoing youth disadvantage in Australia is amassive
undertaking. But, by uniting an entire industry and
creating a powerful collective –with all of our skills, power
andwealth – it suddenly feels achievable. Ourmarketing
message is clear: wewon’t rest until no Australian child is
disadvantaged.

Marketing is proud to have UnLtd as 

its Content Partner. UnLtd brings the 

Australian media, marketing and advertising 

industry together to tackle a big issue: undoing youth 

disadvantage. We urge you to visit unltd.org.au and get 

involved.

Guilt generates transactions, 
but not true connections.
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Background: ‘Dumb Ways to 

Die’ started as a response to a rail 

safety brief in 2012, to get young 
Melburnians to avoid taking risks 
around the Metro Trains network 
and to take rail safety seriously.

Previously train safety had been 
an issue for Metro. The approach 
had been tactical and instructional, 
which just wasn’t working. In the 
middle of 2012 a few level crossing 
incidents pushed us to think about 
how we can use marketing to better 
tackle the problem.

Objectives: A campaign was
needed to find a way to:

 Educate and engage young
people,

 show that we care about our 
customers and our employees,
and

 support operational challenges.
The brief to our agency, McCann, 

wasn’t so much about what we 
wanted, but more what we didn’t 
want. No shock and awe, nothing 
gruesome – nothing that would 
frighten, make people feel sad or 
worried. We didn’t want the Metro 
brand associated with negative 
creative and challenged McCann to 
show us something different. 

Rail safety had traditionally been 
a very dull topic, where operators 
barked instructions – ‘don’t do this, 
don’t do that’. 

Strategy: With children constantly 
bombarded with millions of safety 
dos and don’ts through the use 
of the same, uninspiring category 
conventions, it’s no surprise that, for 
the most part, these messages fell 
on deaf ears.

As both children and adults, 
often we fi nd ourselves in a position 
where we want to be safe, but have 
an overconfi dence bias. We tend 
to underestimate the chance that 
something dangerous can happen and 
simultaneously believe that we won’t 
suffer any implications from taking 
risks and ignoring safety messages.

This misalignment of wanting 
to be safe, yet acting in a risky 
way, forms the essence of what is 
considered the value action gap: 
when a person holds values that are 
inconsistent with their behaviour. 
Our strategy was to bridge this gap 
in a way that would resonate well 
with our audience and incite positive 
behavioural change.

And so ‘Dumb Ways to Die’ was 
born. It’s the story of beans living in 
a world governed by rules they don’t 
quite understand – beans that teach 
us to avoid being unsafe around 
trains, through the consequences of 
their own dumb behaviour.

Each bean has its own backstory 
and a subtly defi ned personality 
conveyed through their antics over 
the course of the campaign. The 
world they inhabit is limitless, be it 
outer space, underwater or on the 
water, the beans know it all.

The insight behind the creative 
execution was that trains travel in 
a direct line, so getting hit by one 
means you’ve probably taken a 
dumb risk or shortcut. Thus getting 
hit by a train is one of the dumbest 
ways to die.

Execution: We determined that 
we needed to draw our audience 
to the safety message in an 
entertaining way and online.

In late 2012, we uploaded the 
original ‘Dumb Ways to Die’ video on 
YouTube. It featured 21 characters 
killing themselves in increasingly 
stupid ways, culminating in the last 
three characters being killed by 
trains due to unsafe behaviour. It 
was viewed 2.5 million times within 
48 hours and 4.7 million times 
within 72 hours. Within two weeks, 
the video had been viewed 30 
million times. 

When we initially saw the 
YouTube hits rocketing, we quickly 
began exploring ways to keep the 
conversation and engagement going. 
In May 2013 we released the fi rst 
game app and the number of people 
playing each day has continued 
to be at high levels. We also have 
a Community Education Unit that 
goes into schools and educates kids 
nearing an age where they will start 
using public transport. ‘Dumb Ways 
to Die’ has given the content of this 
program a real lift. 

Following the success of the 
video and apps, the next stage was a 

Campaign

‘Dumb Ways to Die’

Client

Metro Trains Melbourne

Agency

McCann Melbourne

Not so 

dumb
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merchandise and licensing program 

(the plush toys are super cute). 

This led to the establishment of an 

e-store where these items can be 

purchased. 

Each character now has a name 

with the convention centred on silly 

or dumb names such as Numpty, 

Stupe, Botch, Dippy, Dummkopf, 

Loopy and Putz and we are 

increasingly developing more of their 

backstories as we extend the brand. 

The world has embraced the 

safety message like never before and 

we know young people make the 

connection between ‘Dumb Ways’ 

and safety. This really drives the 

great responsibility we feel to keep 

that message alive by continuing to 

create content and games.

Results: We knew we had 

something catchy, but were not 

prepared for the scale and speed 

that the world embraced ‘Dumb 

Ways to Die’. With the subsequent 

addition of game apps, over six 

billion games have been enjoyed by 

our fans.

The music video is still the third 

most shared ad of all time and 

continues to support an integrated 

advertising campaign that has 

spawned a plethora of global 

parodies, spin-offs and licences. 

Within days of its launch in 

2012, the song entered the top 10 
chart of iTunes. By July 2013, it had 
sold 100,000 copies. 

The fi rst game app, Dumb Ways 

to Die, climbed to number one in 
22 countries including the US, the 
UK, Canada and Australia. It now 
has over 130 million downloads and 
three billion unique plays coming 
from every country in the world.

In November 2014, Dumb Ways 

to Die 2: The Games was released, 
taking the safety message even 
further. It became the number one 
app in 83 countries, with more than 

65 million people pledging to be 
safe around trains. 

‘Dumb Ways to Die’ was the most 
awarded campaign in the history of 
Cannes (with 28 Lions, including 
fi ve Grands Prix) contributing to it 
being the most awarded ad ever in 
the world. With over 127 million 
people having stated that they would 
be safer around trains because of 
the campaign, ‘Dumb Ways to Die’ 
continues to hold kids and adults 
under its spell.

While there have been many 
awards, the question we are most 
often asked is ‘so, has it worked?’ 
There is no straight answer to that. 
Being a behaviour change campaign, 
and with behaviour change taking 
time, we expect it could take years 
for us to really know. The initial hard 
data was very promising, but has 
been skewed with our introduction 
of new safety reporting and 
increased reporting of near misses.

What we do know is that the 
message is getting through with 
young people understanding the 
takeout message of being safe 
around trains and it gives them a 
language to use in their friendship 
circles, especially when one of their 
mates is doing something dumb. 
In addition, more than 96 million 
people have made a pledge to 
always be safe around trains – a 
statistic we are particularly proud of.

For Metro to be named as one 
of the world’s top advertisers for 
2013 (Advertising Age – published 
New York, November 2013 and 
featured on the front cover of the 
magazine) ranked third behind 
Unilever and Nike, and ahead of 
Proctor and Gamble, Volkswagen, 
Coca-Cola, Google, Intel/Toshiba 
and McDonald’s, and to have the 
brand recognition we now have, is 
unbelievable. 

To grow engagement, ‘Dumb 
Ways to Die’ will continue to provide 
content to support selected events 

and occasions that will drive the 
safety message in a relevant way.

With this in mind we recently 
launched ‘Dumb Ways JR’ – before 
our little beans took big risks and 
did things that can have terrible 
consequences, they were just a 
little bit silly while enjoying learning 
and experimenting. ‘Dumb Ways 
JR’ is our way of introducing 
a younger audience to safety 
and the world of ‘Dumb’ in an 
age-appropriate and entertaining 
way. We have two JR apps currently 
available and we are currently 
fi nalising the third. 

With all of the marketing work we 
do it demonstrates the importance 
of knowing your customer and your 
brand, and working hard to minimise 
the layers of approvals. 

We have been able to achieve 
extraordinary local and global reach 
on a relatively modest budget and 
now generate revenue that allows us 
to reinvest and keep spreading the 
safety message.

Fast facts as of 20 June 2016:
 Dumb Ways to Die (original 

game) – available on iOS and
Android

 Dumb Ways to Die: Wire Walk –
available on Apple TV

 Dumb Ways to Die 2: The Games 
– available on iOS, Android and
Microsoft

 combined app downloads – over
210 million

 combined app sessions – over
4.75 billion

 total games played – over seven
billion

 pledges to ‘Always be safe
around trains’ – over 96 million

 YouTube channel views – 226
million

 original viral video views – 131
million with over one million likes

 YouTube subscribers – 612,000,
and

 Facebook followers (since 
November 2014) – 427,000. 
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Coming out swinging

Background: The CSIRO 

(Commonwealth Scientifi c and 

Industrial Research Organisation) is 

Australia’s national science agency, 

with over 90 years of research 

under its belt and a diverse list of 

inventions to its name including 

plastic banknotes, Aerogard, 

extended-use contact lenses, the 

world’s fi rst fl u treatment and even 

Wi-Fi; it is both innovator and 

change maker. 

Working at the forefront of 

climate change research, CSIRO 

is helping to shape a cleaner 

future through the aid of science. 

With recent weather cycles being 

punctuated by extremes, leading 

scientists report that climate 

change is a very real threat to 

our environment. While the 

predictions are frightening, it is 

vital to remember that we have the 

ability to curb the impact of climate 

change through simple behavioural 

modifi cations, including the 

harnessing of sustainable energy. 

Objectives: While CSIRO is 

one of Australia’s most trusted 

organisations, awareness of 

its scientifi c innovations and 

breakthroughs has been declining 

in recent years. We needed to come 

up with an idea that not only showed 

the public how science and CSIRO 

are part of driving a sustainable 

world, but also engaged the public 

in a way that was both interesting 

and inspiring. 

The brief from CSIRO was to 

increase awareness for the 

organisation by starting a 

conversation with Australians 

about the problems we’re facing 

with energy production and the 

impact on our natural world. In 

order to not only get this message 

out but use it as a platform to 

reinvigorate CSIRO’s brand, we 

needed to take the complex issue 

of sustainable energy creation and 

turn it into something simple, easy 

to grasp and fun enough to entice a 

conversation. 

But simply talking about the 

problems of energy consumption to 

people was not enough, we needed 

an idea that would get Australians 

excited, involved and volunteering to 

share the message. We needed less 

talk and more action!

Strategy: We knew it was 

necessary for people to feel the 

effort of creating energy in order to 

make it memorable and engaging. 

It was important to communicate 

that renewable energy needs to 

be sustainable forever, but also 

requires external contribution. There 

were a number of obvious ways we 

could have gone about doing this, 

but we knew that they would be 

low-impact ideas. The last thing we 

wanted was to have people sitting 

there cranking levers or pumping 

bellows in order to generate energy: 

we wanted something that would 

resonate with every audience 

member but feature the activity in a 

new, exciting way. 

We hatched the idea of building 

a swing. But this would be no 

ordinary playscape. We would 

create a giant swing that would 

harness the energy needed to 

contribute to lighting up the world. 

We began to develop an 

interactive charging installation 

where people could sit, swing and 

produce energy to create power in 

real time. We brought a layer 

of technology to something 

traditional by making what was 

already interactive even more 

engaging. From a distance the 

less-is-more approach was our 

aesthetic, but we actually created 

an incredibly complex and intricate 

piece of machinery. 

We realised early on that both 

lighting and sound were going to 

be instrumental in the process of 

bringing the ‘Infi nity’ experience 

to life. We wanted them to work 

together in a way that reacted to 

people’s movements and the energy 

they were creating. That is, the 

greater the energy output of the 

swinger, the louder the music, the 

faster the tempo, the brighter the 

lights! With eight stations able to 

swing and create energy at a time 

and each individual letter of ‘Infi nity’ 

Campaign

‘Infi nity’

Client 

CSIRO

Agency

Reborn
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shining above the swingers’ 

heads in relation to energy output, 

we knew we would create interest 

and conservation with not only 

those swinging, but the multitude of 

foot traffi c. 

In order to do all this we needed 

to generate some actual power. Not 

so surprisingly, devising that much 

energy is not a trivial task. We did 

plenty of research, and it was clear 

that existing experiments did not 

quite provide the power for the 

lighting we had imagined. 

That’s where working with 

CSIRO engineers and our partners 

became important. Together 

with CSIRO we designed and 

engineered our own custom linear 

generator to produce a consistent 

fi ve watts of power in addition to the 

all-natural energy created by 

the swingers. 

Now that we had fi gured out 

how to create the energy needed 

to fuel the lights and sound, we 

were faced with a new challenge: 

how to compose musical sounds 

that would fi t all the different ways 

people could swing? 

This task seemed nearly 

impossible due to the limitless 

factors at hand. We cracked this 

by effectively turning each swing 

into its own synthesiser. The system 

was programmed to react to each 

change in energy. As people swung 

higher and faster, the music soared, 

giving each swinger his or her own 

sense of real individual energy 

creation and a totally immersive 

experience.

Execution: The fi nal swing 

measured six metres wide, four 

metres high and used over four 

tonnes of material. The massive 

swing took two trucks and a forklift 

to help with construction in each 

display city. 

We secured two of the best 

locations in Australia: Customs House 

Square, Sydney and Federation 

Square, Melbourne. After great 

success with public engagement and 

media interest we were then able to 

expand even further and secure a 

location at the World Science Festival 

at South Bank, Brisbane as an 

additional display location. 

The campaign ran for a total 

of 20 days and simply focused on 
getting as many people swinging 
and talking about ‘Infi nity’ as we 
could. 

We measured every bit of energy 
produced. The total was 340 watt 
hours. It sounds like a lot, but here’s 
the thing: you fl ip on a standard 
air-conditioner and it uses 340 watt 
hours in about fi ve minutes. When 
you tell people this information, they 
understand the problem in new ways. 

We don’t think anyone walked 
away without appreciating the 
effort that it takes to produce 
energy. The energy we harness 
really is something precious. 
Whether we’re fi nding ways to 
make using it more effi cient, or 
ways in which to generate enormous 
amounts of it, we believe the 
swing helps us better understand 
the task at hand. 

The results: While we had a 
good feeling at the start about 
the results we would achieve with 
swing, the coverage and positive 
sentiment we received from both 
the public and national media 
channels far exceeded our 
expectations. 

The earned media we received 
around it was what helped spread 
the conversation nationally. 

With more than 13,000 people 
experiencing the swing directly 
between our Sydney, Melbourne and 
Brisbane locations, we got people 
talking! 

The ‘Infi nity’ swing was featured 
in more than 80 national news 
stories including The Project, ABC 

News Breakfast, Channel Ten, 
Sydney Morning Herald, The Daily 

Telegraph and Courier Mail, owning 
an audience of over seven million 
Australians. Adding our PR and 
social campaigns together, we had 
a total reach of over nine million 
Australians, more than a third of the 
population. 

In addition to huge external 
engagement CSIRO experienced 
signifi cant success in staff 
engagement around the project, 
re-energising staff and setting the 
all-important momentum needed 
in order to continue producing 
provocative and innovative work. 

The CSIRO ‘Infi nity’ campaign 
has been named as a fi nalist in 
multiple local and international 
award shows. 

Not bad for a swing! 

We were faced with a 

new challenge: how 

to compose musical 

sounds that would fi t 

all the different ways 

people could swing?



m
a

rk
e

ti
n

g
m

a
g

.c
o

m
.a

u

MARKETING AUGUST | SEPTEMBER 2016

 74  CASE STUDY

Background: This is the story of 

a fi ve-year partnership of success 

between one of the world’s leading 

ambulance services and one of 

Australia’s fastest growing creative 

agencies. It demonstrates what can 

happen when a client and agency 

operate in an environment of trust 

and a deeply shared commitment to 

common objectives.

Victoria’s ambulance service 

operates on a user-pays basis. 

So, unless the cost of the call-out 

is covered under the Transport 

Accident Commission, concession 

benefi ts or other insurance, the 

patient may well receive a substantial

bill for attendance (sometimes over 

$10,000 if an air ambulance is 

required).

Ambulance Victoria Membership 

is a form of low-cost insurance. It 

covers Victorians for all clinically 

necessary ambulance services 

anywhere in Australia. The 

Membership Scheme is also a vital 

contributor to Ambulance Victoria 

revenues with membership – related 

income accounting for around 20% 

of Ambulance Victoria’s operating 

budget.

Prior to DPR&Co’s appointment, 

the scheme comprised 972,000 
family and individual memberships 

Campaign

Ambulance Victoria

Membership Scheme

Client

Ambulance Victoria

Agency

DPR&Co (formerly

Accelerator

Communications)

So, the immediate challenge was
to stem or reverse the contraction
in membership numbers by both
increasing new member acquisition
and stemming attrition.

Objectives: In a budgetary
environment with competing
objectives, DPR&Co focused not
only on returning to a position of
net growth, but also on doing so
sustainably. That meant member
cost-of-acquisition would become a
vital measure of campaign success.
It was agreed that the primary
objectives should include:

cost-of-acquisition enabling
a positive ROI in year one of
membership, and

 on-budget net member 
acquisition of 15,000 for year 
one.
Campaign ‘nice-to-haves’ 

included a reduction in the average 
age of membership (younger 
members being harder to recruit, 
but less expensive to service) and an 
increase in average member lifespan.

As the previous year had seen 
a net loss of in excess of 10,000 
memberships, the Membership 
team set acquisition and retention 
targets that would result in a 
15,000 net gain for year one. This 

Vital signs 
returning 
to normal

covering approximately 2.1 million 
individuals, but was in decline at a 
rate of up to 3000 net memberships 
per month. Previous campaign 
activity had been launched in 
2009/10 with signifi cant investment, 
but had failed to achieve a positive 
return on investment.

DPR&Co was appointed to the 
account in mid-2011.

Following its appointment, the 
DPR&Co team immediately began a 
detailed review in partnership with 
the Ambulance Victoria Membership 
team that formed the foundations of 
the scheme revitalisation.

Detailed analysis of membership 
data showed that a signifi cant factor 
in declining new member acquisition 
was private health insurers offering 
similar (but often qualifi ed) cover 
as options within their plans. 
Addressing this competition was an 
urgent priority.

In addition, non-renewal rates 
were a signifi cant problem most 
evident among new and younger 
members where research showed 
that the main reasons for ‘resignation’ 
were a perceived loss of product 
relevance to those not touched by 
the service. This was exacerbated 
by simple renewal inertia – people 
thinking ‘I must do that’ then never 
doing it.
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seemed a challenging task and 

focused the team on the need to get 

a call to action.

Strategy: Before we could get 

through the conceptual, approval 

and production processes, there 

were urgent steps taken to stem the 

high levels of churn.

This involved DPR&Co working 

with the Membership team and 

fulfi lment partner, Aegis, to 

reconfigure the entire membership

contact protocol, including:

renewal communication timing,
 rescripting of phone and online

renewal communications, and
 adoption of SMS/email 

technologies for renewal 

notifi cations.

The effect of these measures

was immediately positive with both

decreased resignation rates and

more successful win-back activities.

In addition, 400,000 members
were transitioned to online contact
channels.

While this was being achieved, a
number of strategic imperatives were
established for member acquisition
communications. Simply put, we
didn’t need to sell ‘ambulance’. We
needed to sell financial peace of
mind (insurance).

Our approach included:
moving from an affinity-based
‘No Ordinary Club’ positioning to
an insurance stance highlighting
highly favourable cost/risk
characteristics,
differentiating ‘genuine
ambulance cover’ from private
health fund products and
introducing an element of doubt
in competitor cover,
adopting a ‘low-hanging fruit’
approach to winning back risk-
averse household shoppers, and
reorientating advertising toward
a direct response mode of
communications.

Execution: The campaign initially 
featured a series of testimonial spots 
showing real patients espousing the 
benefits of memberships in hard
numbers. Case studies included:

 a snowboarder who joined 
just before his trip to the snow 
and who needed a helicopter
transport worth over $7500, and

 a mum whose son suffered a 
case of anaphylaxis and whose 
claim had been denied by a 
private health-insurer, resulting in
a cost of $1000.
This creative platform evolved 

over the ensuing three years and 
continued at levels never before seen 
in the 80-year history of the scheme.

But we wanted to go further.
We tracked advertising response 

rates to look for any incipient decay 
in performance due to audience 
fatigue – a process that led us
to begin the creation of a new
generation of creative in 2015, 
one that is still aligned to our
‘insurance-based’ strategy, but that 
also leveraged Ambulance Victoria 
paramedics’ position as the state’s 
most trusted emergency service 
professionals.

The new campaign juxtaposes 
the vital questions ambulance
paramedics ask of patients (in the 
course of saving their lives) with the 
important question of whether or 
not they have Ambulance Victoria 
membership.

Importantly, the communication 
remains centred on the value 
of membership as an insurance 
product.

Careful measurement of cost-to-
acquire for new members sees an 
ongoing recalibration of the media 
mix. Originally deployed on TV, 
press and (to a lesser degree) online 
media, the emphasis has partly 
shifted to digital over time. 

Another feature of the campaign 
is the importance and success of 
remarketing. Remarketing programs 
were therefore instigated tailoring the 
core creative of the campaign to urge 
potential members into action now.

Results: The following table shows 
the net movement in membership 
from 2010 to 2015 and the 
progressive net member gains in 
2015/6. It also shows the applicable 
cost of new member acquisition 
for each period. 2011/12 saw an 
immediate and pronounced spike in 
membership. 2011/12 saw strong 
competitive marketing activity from 
private health funds. 2014/15 saw 
an increase in media spend and a 
corresponding lift in acquisition.

Expressed as the net revenue 
value of members gained since 
2011/12 over the average member 
lifespan of 11.4 years, the value to 
Ambulance Victoria of the campaign 
activity is $133 million and an ROI 
percentage of 1800%. 
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YEAR NET MEMBER MOVEMENT APPLICABLE BUDGET

2010/11 -10,562 $1.4m 

2011/12 46,393 $0.6m

2012/13 24,107 $1.3m

2013/14  32,980 $1.2m

2014/15 65,834 $2.8m

2015/16 YTD  27,435 $1.4m

(seven months) (July to Jan) (full year)
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78 CASE STUDY

Background: As Australia’s 

premium manufacturer of timber 

coatings, Intergrain is a leading 

innovator in its fi eld. To support 

this positioning, it wanted to build a 

tool for its consumers that pushed 

the boundaries and gave them the 

support to bring their projects to life. 

For consumers, a timber project 

can mean endless variables that 

make some projects frustrating, 

rather than fulfi lling. Wood also 

possesses qualities that are almost 

as unique as fi ngerprints. As you 

can imagine, this makes timber 

projects exceedingly diffi cult to 

predict for specifi ers, designers and 

consumers.

Objectives: Intergrain required a 

technological solution that catered 

to both the design professional and 

the DIY ace, and served to take the 

guesswork out of their timber related 

projects.

Not dissimilar to choosing a 

paint colour, people have a fi nish 

and a look in mind before they start 

a project. But unlike paint, there are 

endless possibilities and variances 

involved in timber products that 

determine what the fi nal result will 

look like. Depending on the type 

of wood and the type of product 

applied, applications can look 

drastically different from project 

to project.

Any solution needed to allow 

users to preview how products 

would look on individual timber 

surfaces, taking into account the 

endless variables that come into 

play, such as desired end look 

(gloss, satin, matt), colour, timber 

type, number of coats, and even how 

many litres of product are needed to 

complete each project.

The application needed to be 

reliable in assisting Intergrain’s 

consumers in the purchasing 

process. It had to be fl exible enough 

to adapt from project to project, 

and be able to give the consumer 

comprehensive information before 

they even step into a hardware store.

The response had to take all 

these factors into consideration to 

give an incredibly accurate visual – 

whether interior or exterior, clears, 

stains or oils – so the user would 

feel confi dent that they'd be able to 

achieve their desired look.

The challenge was to make the 

process instinctive, user-friendly 

and, most importantly, a fun part of 

the pre-purchasing process.

Strategy: Due to the nature 

of build projects, HBT looked at 

delivering a mobile app that could 

streamline the process to provide 

accurate visualisation – before 

setting foot in a hardware store. 

Unlike apps that allow users to 

look at paint swatches (often not 

very accurate due to the conversion 

between print and screen), HBT 

wanted users to be able to preview 

what a timber fi nish would truly 

look like on the user’s actual timber 

substrate. 

Execution: Understanding the 

collaborative requirements between 

data sets, colour mathematics and 

possible user behaviours was crucial 

in delivering a simple, yet effective 

and accurate app.

HBT went to great lengths to 

manage colour algorithms through 

an online interface to ensure a 

complex data set worked easily for 

Campaign

‘Intergrain Timber Finishes’

Client

Intergrain

Agency

HBT 

Visualiser technology 
creates industry fi rst





Unlike paint, there are 

endless possibilities 

and variances involved 

in timber products that 

determine what the fi nal 

end result will look like.
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the consumer. To bring true colour 

accuracy to a digital product, HBT 

collaborated with colour scientist 

and printing supplier Southern 

Colour to create a solution that 

would visualise any differential 

digitally with impeccable accuracy.

By physically applying 

Intergrain’s products on various 

timber offcuts, HBT extracted the 

RGB values of each colour and 

customised it to screen resolution. 

RGB percentages were then 

tweaked to match exact samples to 

draw compositions of actual timber 

fi nishes to accurately refl ect the 

colours digitally.

Distilling and coordinating all of 

this data, HBT then liaised with app 

developer We Make Apps to build a 

backend product that could provide 

every possible outcome for the user, 

refl ective of design, to be intuitive, 

user-friendly and on brand. 

During this collaborative 

process, HBT created industry 

fi rst ‘Visualiser Technology’. The 

Visualiser function allows users to 

draw from a complex data set of 

wood care products with thousands 

of potential variations in colour tones 

when applied to different species of 

timber. This allows users to capture 

a project surface and apply any 

product with outstanding colour 

accuracy, before even needing to 

step into a hardware store.

The app is unique in that it 

creates all images as responses to 

a user’s photo, rather than pulling 

from a pre-existing image database. 

It shows the user a true preview 

of what the timber would look like 

with one, two or even three coats. 

The app mathematically models the 

pigment of timbers and tints to give 

the user accurate and precise images 

of what the end product will look like.

Behind the scenes, images are 

created as the user interacts with the 

app, requiring an incredible data set 

to power its usage. The user changes 

the product as they engage with the 

app and the app creates the ‘coat’ 

instantly. Users are also able to save 

these previews to their phone, and 

have the option to share or socialise 

with others. 

Results: Recognised by the 

Design100 as a gold medal 

winner in app design, the mobile 

application has exceeded 

expectations as a reliable, accurate 

and user-friendly tool.

Within months of its launch 

the app was awarded Gold in The 

Design100’s AusApp awards in the 

‘Best API’ category and Silver in the 

‘Home and Living’ category. 

In the same period it had 

hundreds of downloads within weeks 

of launching in the Australian winter, 

a trend likely to spike in the ‘wood 

care season’ of spring and summer.

The app’s visualiser technology 

enables users to take a photo or 

select from a preloaded library of 

timber types as a starting point. 

They are then able to browse 

a comprehensive list of timber 

products to apply to their unique 

timber surface and get an idea of 

what it takes to get to the exact 

result they have in mind.

By giving users an extensive, 

customisable and reliable 

visualisation of their project, the app 

completely streamlines the product 

selection process. This, paired with 

timber solutions and a product 

calculator that estimates a project’s 

required product to the nearest 

litre, makes the app truly consumer 

oriented. 

Within months of its 
launch the app was 
awarded Gold in The 
Design100’s AusApp 
Awards in the ‘Best API’ 
category.
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The 2016
definitive guide to
social media crisis 
management
Robin Leonard provides a detailed rundown of how

large companies should prepare for, recognise and

manage social media crises.
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A
social media crisis is a 

signifi cant increase in the 

number of brand mentions 

through online and social channels 

that have negative sentiment or are 

damaging to the brand’s reputation 

and market share. 

Not all social media crises 

originate from an online event; most 

are caused by real life customer 

complaints from offl ine experiences. 

Therefore, it is essential to stop 

considering the web and social 

channels as a fl oodgate, but instead 

leveraging them as a powerful 

communication tool.

Often the crisis will fi rst be 

visible online hours before anybody 

starts talking about it, but as soon 

as a major news outlet shares it, it 

tends to accelerate. 

In a 2013 study, McKinsey 
found a direct correlation between 
negative sentiment and reduced 
sales. It is therefore important for 
the C-suite to pay attention to social 
listening metrics, as they are macro 
signals that give you fast feedback, 

and should be used to trigger and
support decision-making.

A social media crisis has several
common attributes that allow us to
classify, categorise and rank crises
against each other.

In a recent study by SDL Social
Intelligence, when comparing
famous social media crises between
Domino’s, Nestlé and United
Airlines, it showed that because
Nestlé had tried to ignore its PR
crisis, it had a 50 percent longer

duration before average sentiment

returned to normal than Domino’s

or United Airlines, which had both

responded and apologised to the

public.

HOW TO BE PREPARED FOR
A SOCIAL MEDIA CRISIS
One of my favourite quotes is

Benjamin Franklin’s “If you fail to

plan, you are planning to fail”. There

are so many moving parts to the

social and digital ecosystem and, to

quickly scale social customer service

in the event of a crisis, there needs

Robin Leonard
CEO, AFDigital.
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to be a robust system and process in 

place already.

Create a social crisis playbook
There should be a very clear plan 

in place in the event of a crisis on 

social media, so that the brand 

can respond quickly and take 

appropriate steps to mitigate impact.

Understand roles and 
responsibilities
It is important to understand the 

internal stakeholder environment 

and how each business unit plays 

a role in a crisis situation. For 

example, if an airline loses an 

aeroplane, HR needs to manage 

staff communications and marketing 

needs to shut down promotions, the 

service crew needs to understand 

what happened, etcetera.

Defi ne how you will use 
each channel in case of an 
emergency
Facebook, Twitter, Instagram, live 

chat, web – they all have unique 

properties that can be useful in a 

social media crisis. For example, 

Twitter, a popular social customer 



service channel, is also a great 

thermometer because of the ease of 

measuring public sentiment around 

topics at scale. Facebook Messenger 

can now be used by brands to 

resolve customer issues privately in 

chat format.

Update your website with 

crisis information and FAQs or 

use a separate crisis ‘dark site’ to 

refer unhappy customers to. This 

helps defl ect calls from contact 

centres and other high-cost service 

channels.

Review historical crisis data 
to defi ne accurate warning 
thresholds
Social media data is incredibly rich if 

you know how to read it. 

Roll out company-wide 
training
It is important that all stakeholders

receive regular mandatory training

on social crisis management. The

training should be customised to

suit the audiences that play different

roles – for example, the executive

training would be different to the

general staff training.

Have a trained crisis team
on standby
Just like a small town has a volunteer

fire-fighting unit, a business also

needs a trained and certified on-call

crisis response team that can be

called in to help manage volume and

maintain service levels.

Build a social command centre
A social command centre is typically

a war room that has enough seats

and computers to house a crisis

team working closely together in a

crisis situation.

Run quarterly crisis drills
Create a realistic scenario and

involve the core business units that

need to act in a crisis so they can

practise and cement their familiarity

with the process.

Enable scaleable social
customer service with the
right IT architecture

It is incredibly important to

implement a robust social customer

service architecture that won’t fall

over when your volume goes from

five mentions per hour to 1500

mentions per hour.

HOW TO MONITOR FOR A
SOCIAL MEDIA CRISIS
With historical social mention data

available it is possible to calculate

hourly and daily thresholds for

volume and sentiment that should

trigger notifications or escalation. It

is important to test your thresholds

and constantly optimise them if they

are triggering false alarms.

Check hourly and around
the clock
Ideally, a 24/7 social monitoring

team would check every hour if there

is an unusual volume of mentions

or negative mentions in that hour.

If it crosses a threshold, then they’ll

need to manually review the spike

and assess using clear criteria in the

playbook whether to escalate.

How do you know when a
crisis is a crisis?
The decision on whether to escalate

is not as easy as following the

numbers, sometimes there are other

factors involved that need to be part

of the decision. For example:

Has the hourly crisis threshold

been exceeded for more than

three consecutive hours?

Have any news outlets or

influencers talked about the

issue?

Is the issue likely to continue for

more than 24 hours?

Has the spike exceeded, or

is likely to exceed the daily

threshold?

WHAT TO DO IF A SOCIAL
MEDIA CRISIS HAPPENS
In your playbook you should have

a ‘crisis action plan’, which is your

immediate plan on what to do in the

case of a crisis.

The crisis action plan should

include:

hourly crisis monitoring,
 regular crisis notifications and 

updates,

daily crisis reporting,

updated FAQs,
 updates of the website/dark site

with crisis information,
 following of response guidelines 

by social customer service

teams,
 a press release to mass media

and influencers, and
 a pause in marketing campaigns, 

and change to social page 

images.

Crisis post mortem and 
debrief
Social listening data provides rich 

information on the macro feelings

and emotions of netizens, as well

excellent statistical data that can be

analysed and compared.

A crisis post-mortem report

should be created that is used to

chronicle the crisis, and review the

performance of your social crisis

playbook.

In summary, social and online

channels are important tools to

leverage and control in the event of

a brand crisis. By listening to social

media, a brand can quickly identify

an anomaly and understand if

escalation is required. Once a social

media crisis emerges, it is important

to be prepared with a playbook,

command centre, trained staff and

all the tools required to mitigate

impact and reduce risk to reputation

or market share.
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Cannibalisation backfires when

brands begin to look too similar.

With increasing disposable incomes

and an apparent insatiable desire for

superior quality and ‘luxury for the

masses’, mid-tier shoppers originally

turned to Target for a range of

popular brands at reasonable prices.

But times have changed. Economic

strains are now causing consumers

to trade down, and many mid-tier

and premium brands are losing

share to low-price rivals.

Today, Kmart is where Target

was seven years ago, with Kmart’s

first-half earnings in 2016 at
$319 million, while Target has
slumped to $74 million. Quite
simply, Target lost its way and
confused its core customer.

How Kmart 
ate Target
Gary Mortimer writes that ‘Kmart versus 

Target’ will become a great case study on the 

risk of a brand cannibalisation strategy.

 F
acing more than $1 billion in 
impairments and a further 
$145 million in restructuring 

costs, Wesfarmers’ Target is 
expected to post an end-of-year loss 
of $50 million.

It is no wonder that Wesfarmers 
chief executive Richard Goyder 
recently said, “I would not rate this 
as one of my better days in the 
group.” However, this will become 
a great case study in illustrating 
the risk of a brand cannibalisation 
strategy.

DOES CANNIBALISATION 
WORK?
Cannibalisation happens when a 
company offers a brand, product or 
service that competes with another 
within that same company. When 
this level of internal competition 
is directly head-to-head, only the 
strongest will survive. Shoppers 
and retail commentators have 
been seeing this play out across 
the Australian retail landscape 
with Kmart and Target. Yet a 
limited degree of overlap can 

Gary Mortimer is senior 
lecturer at QUT Business 
School, Queensland 
University of Technology.

be a successful strategy if well 
implemented and where markets are 
clearly defi ned.

For example, Proctor & Gamble 
(P&G) adopted the famous ‘fi ghting 
brands’ cannibalisation model in 
the 1930s, with laundry detergent 
brands like Tide and Cheer. While 
P&G accepts a small degree of brand 
cannibalisation, it ultimately and 
successfully inhibits competitors’ 
growth in the market. However, 
unlike Kmart and Target, each 
P&G brand of laundry detergent, 
toothpaste and cleaning product 
has a separate position, targeting a 
different consumer.

HOW KMART ATE TARGET
Following the classic ‘fi ghting 
brands’ strategy, Wesfarmers 
brought in Guy Russo to lead the 
reinvigoration of Kmart in order to 
take the fi ght to Woolworths’ Big 
W, and clearly came away as the 
victor. Fighter brands are launched 
by a fi rm to battle low-price rivals. 
However, Kmart’s renewed success 
has come at the expense of Target.

 @ 
Read more 

of the best 

marketing 

opinion and analysis at 

Marketingmag.com.au



THE CONTENT ISSUE

tw
itte

r.co
m

/m
arketin

g
m

ag

HOW TO CONFUSE YOUR 
SHOPPERS 101
When Target is selling $7 kettles and 
$10 children’s clothing, it is starting 

to look a lot like Kmart. Seeing this 

alongside global fashion designers 

like Jean-Paul Gaultier and Stella 

McCartney, shoppers became 

confused with what Target stood 

for. One of the frustrations is that 

often a successful ‘fi ghter brand’ like 

Kmart, once deployed, may have an 

annoying tendency to also acquire 

customers from a company’s own 

premium offering, like Target.

The mistake often then made 

is to implement some of the fi ghter 

brand’s successful components 

(such as $7 kettles) into your 
upmarket business, in this case, 
low-priced Target basics. In doing 
so, the now former Target boss, 
Stuart Machin, started to replicate 
Guy Russo’s EDLP (Everyday low 
price) Kmart strategy and inevitably 
blurred the lines between the two 
retailers.

One of the ways to successfully 
ensure a good brand cannibalisation 
strategy is to ensure a strong brand 
loyalty to the original business. 
However, as Target moved further 
into increasing its range of private 
label products, brand equity 
reduced and shoppers migrated to 
the lower priced alternative, Kmart. 
Shoppers simply didn’t see the 
difference between a Kmart T-shirt 
versus a Target T-shirt.

A FORK IN THE ROAD
Wesfarmers and, specifi cally, Guy 
Russo face two options: either 
merge the two businesses under 
one name or keep both, but clearly 
differentiate them. The merging of 
retailers is nothing new. US retailers 
Sears and Kmart did just that in 

2004, and Coles and Myer in 1986.
While merging two distinct retailers
is difficult, rebranding your own
business is much easier.
Despite this, such a merger

between Kmart and Target has been
criticised as risky, suggesting that
loyal Target shoppers will not be
satisfied with the Kmart offer and
drift to Woolworths owned Big W.
The alternative would be to

differentiate: keep Kmart as the
EDLP model and push Target back
into the middle market. Yet, this
too would be risky, as a new Target
would then compete with the likes of
Myer, Harris Scarfe and potentially a
glut of global fast fashion retailers.

HISTORY REPEATS
We only need to look back 10
years to understand how brand
cannibalisation impacted two of
Wesfarmers’ other businesses:
Coles Supermarkets and the now
defunct Bi-Lo Supermarkets. For a
period of time, Wesfarmers found
itself running two supermarket
businesses, one a full-line business,
and the other a low-priced grocer.
Initially, both businesses had a

clearly defined position and target
market. However, over time, these
two businesses started to resemble
one another. Bi-Lo’s range grew, to
include fresh produce, meat, bakery,
delicatessen and the same national
branded products sold in Coles
Supermarkets.

As Aldi grew, and shoppers sought
lower-priced groceries, Coles
adopted a ‘Down, Down’ low price
mantra, leaving Bi-Lo exposed. In
order to reduce duplication and
operational costs, Wesfarmers
merged its management and buying
teams in 2004.
Eventually, shoppers saw no

difference between the two and
Wesfarmers eventually rebranded
some Bi-Lo stores as Coles and
closed the remainder.

THE FUTURE
Ultimately, what Guy Russo will
identify is that there is already far too
much crossover between Kmart and
Target and shoppers don’t see the
difference. Target’s core shoppers
have moved to Kmart, now satisfied
with its basics and burgeoning home
furnishings ranges. Centralisation
has already taken place, with the
closing of Target’s head offices
and consolidation of the remaining
teams under one roof.
Where you have two very

similar businesses, serving the
same market, with essentially the
same offer: close one. The Kmart
model works. Rather than merge,
I’d expect Russo to rebrand Target
to Kmart.
Economies of scale would deliver

lower prices, even further than the
famous $7 jeans. Operational and
overhead costs would reduce as you
remove duplication.
To push Target back into the

middle market would be far too risky
considering the growth already of
global fast fashion retailers, South
African-owned Harris Scarfe and a
refocused Myer.

This article was originally published 

on The Conversation.

Fighter brands are 
launched by a fi rm to 
battle low price rivals. 
However, Kmart’s 
renewed success has come 
at the expense of Target.
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FiveNZ tech
start-ups to
keep an eye on
Julia Rosenthal recently attended a

marketing tech conference hosted by

NZTE in Melbourne, which showcased

five New Zealand tech brands making

waves in 2016. Here’s her rundown of the

innovations on show.

86  BEST OF THE WEB: MOST SHARED

 Y
ou may not have heard of 

any of these businesses, 

but after attending a 

recent marketing tech symposium 

hosted by New Zealand Trade and 

Enterprise at ACMI, I’m inclined to 

think that you probably will soon. 

These businesses – 90 Seconds, 

Plattar, Postr, Shuttlerock and Affi nity 

ID – are geared towards helping 

B2C marketers connect more 

authentically with their customers.

AFFINITY ID
Affi nity ID has seemingly managed 

to achieve what everyone else 

aspires to, but has failed to produce. 

For marketers, managing data 

Julia Rosenthal

Digital product manager, 
Marketing magazine.

effi ciently, to provide a personalised 

experience for customers across all 

mediums and touch points is the 

Holy Grail, but the expense and time 

consumed in setting this up can be 

too great.

Affi nity ID has invested heavily 

in producing a framework to 

connect up your existing platforms 

and systems, consolidating your 

data and injecting some complex 

rules and workfl ows, to create a 

personalised experience for your 

prospects and customers. What 

this means in practice, is that any of 

your existing information on a client 

can be used to create a personal 

experience for them. For example, 

when they come to your site you 

could greet them with a highly 

targeted message.

Affi nity ID also works on 

behavioural science, UX (user 

experience) design, sales journey 

mapping and strategy consulting.

SHUTTLEROCK
Shuttlerock has developed a 

platform designed essentially to 

curate and amplify content. It offers 

businesses – that would otherwise 

not have the means – an opportunity 

to play in the content marketing 

space.

Where it differs from every other 

content marketing business is its 



@
m

a
rke

tin
g

m
a

g

THE CONTENT ISSUE

ability to turn customers into brand 

ambassadors. The platform scrapes 

the internet for conversations 

these people are already having 

about your company and converts 

them into little content machines. 

This takes the hard work out of 

developing content, proof reading 

and all the other challenges that 

come with it, so you can get on with 

running your business instead of 

drowning in content.

POSTR
Postr was next to present, with an 

idea I thought was pretty clever and, 

with 15,000 current users, it’s clear 

I’m not alone. Postr sells ad space on 

individuals’ smartphones, specifi cally, 

the lock screen. My fi rst thought was 

‘why on earth would anyone enable 

advertising on their lock screen?’ 

With its audience of one, it’s not 

necessarily the most attractive option 

for advertisers either. Postr makes it 

enticing, however, by partnering with 

telecommunication companies, who 

offer the mobile phone user 500MB 

of data per month to have the ads 

enabled, then sell the advertising 

space to businesses.

For advertisers, there is the fact 

that they have extremely rich data 

on their audience of one. A mobile 

phone contains information about 

age, gender, current location, 

locations visited, interests and more.

90 SECONDS
Anyone who’s ever produced 
video of any kind – whether it’s 
a 10-second short or a full HD 
movie – knows it’s outrageously 
expensive and usually quite a painful 
experience. 90 Seconds has applied 
crowdsourcing logic to the problem 
and produced a solution that aims 
to simplify and streamline what 
has traditionally been a convoluted 
process.

It has set up a platform where 
you can brief your job, which is then 
reviewed by 90 Seconds and posted 
to its community of worldwide 
production professionals. Relevant 
members of its community respond 
if they’re interested in working on the 
job and it goes from there. Simple, 
yet effective. It has already worked 
with the likes of PayPal, McDonald’s 
and Career One.

PLATTAR
Billed as the ’world’s simplest 
augmented reality creator’, Plattar 
has recently launched a national 
augmented reality campaign with 
realestate.com and Ray White.

StartupSmart has featured an 
article on Plattar, saying it provides 
a platform for brands, publishers 
and agencies to create augmented 
reality (AR) content, encompassing 

My two favourites have 
seen our unfortunate 
struggles and identifi ed 
a need, and should 
dominate in the content 
marketing and inbound 
lead-gen area.

digital video, audio, 3D models, 
live streams and images – on top of 
physical things in the real world that 
can then be seen through phones 
and tablets.

Plattar would have us believe 
AR is the next big thing. Speak to a 
techy and they’ll tell you it already 
is. Virtual reality, or augmented 
reality technology, is apparently 
going to take over our worlds in the 
blink of an eye. Personally, I’m not 
so sure. In my opinion, the only way 
VR and AR are going to become 
commonplace, is if they manage 
to commercialise technology that 
allows technology to be implanted 
onto your optic nerve, which would 
do away with the headsets and 
allow VR to take place in your own 
head. Not sure what the adoption 
rate would be, but it’s a very 
interesting concept. Watch this 
space.

Shuttlerock and Affi nity ID, 
perhaps my two favourites, have 
seen our unfortunate struggles 
and identifi ed a need, and should 
dominate in the content marketing 
and inbound lead-gen area. They’re 
doing it by introducing fresh 
technologies that truly make life 
easier for marketers everywhere.

 @ 
Read more 
of the best 
marketing 

opinion and analysis at 
Marketingmag.com.au
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Are you really in the 
content business? 
Content, says Steve Sammartino, is no longer king, and 
marketers need to now focus on harnessing the power of the 
web’s free distribution service of engaged consumers.

C
ontent. A word revitalised 

with additional meaning in 

the past decade or so. 

Marketing was a strange 

context for the word when it entered 

the parlance of the post mass media 

era. But in the halcyon days of the 

early world wide web it became very 

clear, very early that the web would 

become more than discussion 

forums and brochure wear. All these 

‘free’ places of direct consumer 

communication – it was every 

marketer’s dream – free access to the 

people they sold to. 

You could say that marketing, 

until that time, was kind of ‘empty’. 

There wasn’t much ‘content’ in the 

funnel at all. The funnel was fi lled 

with simple product and service 

offers. Features, advantages and 

benefi ts blasted 30 seconds at a 

time. Heck, there wasn’t any time for 

content, time was money – straight to 

the sell, a single sound bite at a time. 

The laws of nature, however, say 

that vacuums must be fi lled. Content 

started to fi ll the infi nite space of 

the internet. Marketing messages 

quickly became content, and 

content became the new king. Sure, 

the content was simply long lead 

marketing, or selling in disguise – but 

we bought into it big time. 

And just like any kingdom, you 

had to pay your taxes. You couldn’t 

just sell what you made – you had to 

sell the story of the why, how, when 

and where. New rules of engagement, 

or should we say ‘taxes’, emerged as 

a kind of payment that brands had 

to hand over in order to be ‘more 

than what they sell’. Content was 

the ticket to attention. The audience 

was hungry for it and marketers had 

to adapt quickly to a world where 

sound bites were not enough. The 

new game included a requirement 

for authenticity. What? We have to 

tell the truth? Yes, all of a sudden the 

stories had to be true, come from 

the heart and tell us what the brand 

or company believed in. They had to 

show us behind the scenes and give 

us a taste of some industrial tourism. 

We wanted to know everything. 

And this couldn’t be gamed 

– hordes of corporate consumer 

auditors sat ready on keyboards and 

social forums to ‘out’ hidden truths 

in a heartbeat. Nothing could be 

glossed over anymore and I honestly 

feel it put marketing on a trajectory 

for the good. But authenticity wasn’t 

enough. We needed an opinion too, 

a brand could no longer be a thing; it 

had to be personifi ed, it had to take 

on a quasi-political position on where 

it belonged in the social spectrum. 

So what did we do? We called the 

agency, we staffed up and started to 

play the content game – corporate 

Steve Sammartino
   Steve has been involved 
in the marketing and 
communications arena 
for over 15 years. His 
entrepreneurial ventures 
include Rentoid.com, an 
air-powered car made of 
Lego, and Aussie automotive 
start-up Tomcar. His blog 
startupblog.wordpress.
com is one of Australia’s 
most followed business 
blogs. His book The Great 
Fragmentation: And Why the 
Future of All Business 
is Small is out now 
through Wiley.
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brand blogs giving tips on how to 

remove stains with washing powder 

X, Twitter accounts as the new call 

centre, YouTube channels with the 

making of and extended versions of 

the 30-second TVC, CEOs with Q 

and A sessions on industry forums. 

Everything that could be justifi ed as a

piece of corporate content, was. 

After a slow start, we dived in 

head fi rst, and let’s just say this: the 

void has been fi lled – the void is no 

longer. In fact, there is now so much 

content that pretty much everything 

is invisible again. A new problem has 

emerged. 

Five short years ago, I would’ve 

said ‘stick to the content play and 

you’ll be making compound interest 

on your daily content deposits’… 

But the evidence now suggests that 

content as a promotional play is a 

strategy of yesterday. Remembering 

that the digital environment lives in 

dog’s years, or even fl ies’ lives (think 

weeks at a time) it’s time to revise the 

‘content is king’ parable. The glory 

days of content for brands are behind 

us. Go on to any YouTube channel, or 

blog about some esoteric topic, and 

you’ll fi nd some world quality content 

that has got 10 views or readers 

under its belt. The content strategy 

is a game that is very diffi cult to win. 

There are so many players, it simply 

Theglorydays of content for
brands arebehindus.Goon to
anyYouTube channel, or blog
about someesoteric topic, and
you’ll find someworld quality
content that has got 10 views or

readers under its belt.

“ 

”

can’t be won unless content happens

to be the reason you exist.

So if you are still making a

content play to get attention, you

better be sure it’s world first thinking

and, even then, you had better find

a way to get it distributed. Because

while content may well be king –

distribution is now king-ier.

Attention is more scarce than

content. Attention is now at the

core of what brands must acquire.

Good content is omnipresent. Being

noticed is hard. But good news, there

is a solution. You need to decide

which of these strategies suits your

business model better. Are you:

a content creator: here content

ought be your primary business –

the thing you do and get paid for,

a content curator: a distributor of

content, the place people go to

get informed – the social web, the

news, the people and channels

you follow, or

 an ingredient provider: you make 

and do cool stuff that content 

creators and curators like to talk 

about (this is where most brands 

should be – remembering, of 

course, that boring is invisible)

Given attention is such a hard 

thing to get, brands are far better 

placed focusing their limited 

resources on doing what they 

actually get paid for. And today they 

need to do it incredibly well. 

Unless a brand is literally in the 

content business, or providing a 

content platform, the best plan is 

to be the most interesting at what 

you do. Provide the most radical 

content-worthy ingredients. If a brand 

has the courage to put its energy into 

living on the edge of what’s next in 

your category, the content will look 

after itself. 

A look at many leading brands 

is very telling. While they don’t focus 

on content, there is infi nite content 

about them because of what they are 

putting in market. Mac Secrets, Tesla 

owners forums, the latest Kickstarter 

record-breaking campaign, Uber 

ice-cream hashtags, national news 

stories on the line of people waiting 

to get into a fast fashion retailer’s fi rst 

store opening in Australia. Point your 

resources towards innovation in our 

own industry or category. This isn’t as 

diffi cult as it sounds, given that literally 

everything we make is being converted 

into something cognitive. All they 

ought do is undertake the inevitable, 

a little more quickly. No one ever said 

you had to create the content yourself. 

If you make what you create ‘content-

able’, you’ll be rewarded by the web’s 

infallible free content department 

pushing out its own mash-ups. And 

while mash-ups sounds like a very 

1990s web trope, they have never 
been more appropriate today. 

Let’s say what you make is 
boring, and un-content-able, and 
the ingredients are not worth talking 
about; you can always buy attention. 
No shame in that. Some of the 
world’s most well-known brands 
that live in the necessities categories 
(think supermarket products and 
commodities) have done it with their 
wallets. If this is you, it’s probably a 
better strategy to pay to play, and 
keep that content creation money 
for inventing something worth 
talking about. 
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when we ‘compete’ for attention

we are up against luxury brands,

technology companies, fashion, food,

sport and many other sexy products

and experiences, which people are

passionate about. Not many people

are as passionate about opening a

bank account.

So here’s the thing. I believe

publishing is the new marketing.

Thinking like a media company first

(not a bank), our tactics have had

to change somewhat… we have had

to create compelling stories people

want to engage with. Not just read,

but also discuss, respond to and

share. Not easy – as consumers we

are increasingly over-connected and

often underwhelmed. We need to

engage people, not sell them things.

More than ever brands need to

become entertainers. And especially

brands like banks, financial services,

utility companies and, God forbid,

governments.

We are connecting to many

things thanks to mobile technology,

but not experiencing as much as

we once did. The future belongs

to the curious, so in an age of

connectedness, the solution is to

create ideas people want to share

and then put these on platforms

that encourage dialogue not

monologue.

So enter content marketing –

one of the buzzwords of our

connected era. Don Draper would

grimace. The ‘Mad Men’ of the 1950s

knew what was best for housewives,

they didn’t need her public feedback

and they certainly didn’t need her

Jac Phillips
Head of brand and marketing,
Bank of Melbourne.

Y
ou don’t feel like a bank,”

he said to me. I nearly

kissed him. You see, I had

a vision: I wanted us to

think like a media company first and

retailer second. What we sold was

important, but the way we

communicated our products and

services as an industry, generally,

wasn’t very entertaining.

As marketers, our primary

objective is to drive awareness

and consideration of our brands.

And in a communication-cluttered

marketplace where everyone

is striving to capture consumer

attention, we need to think and

behave differently if we have any

chance of cutting through. As a bank,

Quite contented
Jac Phillips argues that publishing is the new marketing 
– but that's easier said than done.

involvement when it came to selling 

the latest brand of beauty soap.

Our new world order as 

publishers, as media companies, 

sees us inviting consumer 

engagement across many different 

channels. Brands are less like 

benevolent dictators today and 

more like diplomats – we show 

more vulnerability, we regularly 

express to consumers that we 

need and value their thoughts and 

ideas. Some are doing this better 

than others, so what’s the trick? I 

recently had the great pleasure of 

spending some time with Samantha 

Murphy, founder of a company called 

Happily Contented. Here’s what she 

told me. 

JP: The word ‘content’ is used so 

much these days. What does it 

mean?

SM: Essentially it’s anything you 

read, see or hear: articles, images, 

videos, podcasts, infographics etc.

What makes for great content?

Truth. Humanity. It never seems 

to fail that when we experience 

content that moves us, such as 

Under Armour’s ‘I Will What I Want’, 

there’s an element of humanity we 

connect with, a common ground that 

resonates. We see ourselves in it.

What are the obstacles and 

opportunities with content for 

brands?

I think the current obstacle with 

content for larger brands in Australia 

stems from their alignment with 

“
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potentially traditional agencies that 

haven’t adapted to the digital age 

or have done so in a piecemeal 

fashion. When marketers increased 

their digital spends, creative 

directors were expected to drive 

the content and most don’t have 

an understanding of the breadth of 

the role. A true content strategist 

not only creates the ideas for the 

content itself, but also understands 

the user experience surrounding it. 

How will the content be consumed? 

What is the desired end result and 

the journey to bring that to fruition?

There are many layers and it’s very

different to creating a television

commercial or outdoor campaign.

Conversely, I think the 

opportunities for real storytelling 

are unlimited. More than ever 

people are hungry for something 

real and meaningful in their lives. 

Don’t show me a man climbing a 

mountain if you want me to buy 

your wine. Show me a parent 

who has taken care of the kids 

all day or someone building a 

start-up who’s still at their desk 

at midnight. People who climb 

mountains probably aren’t drinking 

wine. Brands who are willing to 

transparently share in creating real 

stories for real people have a lot 

to gain, as Bank of Melbourne has 

with your ‘Makers’ campaign and 

Business State magazine. These are 

opportunities to integrate into the 

very hearts and minds of people, 

becoming a part of their support 

system for life. That’s powerful!

What’s the difference between 

a content strategist and a 

storyteller?

Creating an effective content strategy 

is more of a holistic, technical role 

that, if done effectively, serves as 

a bridge between marketing and 

product or service.

With storytelling, while there’ll 

always be an element of strategy, the 

focus is more on fi nding the most 

effective way and means to convey 

the experience of what happened. 

A true storyteller not only evokes 

feeling in the listener, they also place 

them in the moment by using the 

perfect medium and distribution 

channel to enhance the experience. 

The story and the listener are the 

most important priorities, not the call 

to action surrounding the product. 

Many brands don’t understand the 

importance of great storytelling. I 

can sincerely say present company 

excluded.

Thank you, Sam! One fi nal 

question, being American born, 

how do you feel Australia fares in 

the content landscape?

I think there’s still a tremendous 

amount of education necessary on 

the importance of content and the 

amount of work that goes into it. 

It’s very detailed work that people 

often don’t want to invest time and 

money into, to their detriment. We 

are living in a world where time is our 

greatest asset, so brands are vying 

for attention rather than money. Get 

people’s attention and the loyalty or 

commercialisation will follow. 

While I was at ad agency J Walter 

Thompson, it was challenging trying 

to convince people of the importance 

of not cutting corners and integrating 

content strategy at the very 

beginning of the branding phase, 

rather than being pulled in post 

site-build. It just isn’t effective and it 

makes for a frustrating experience all 

around with content being created 

to fi t technology. It should always be 

technology supporting the content, 

so the content needs to lead the 

story. 

A great content strategist needs 

to understand the big picture from 

a branding perspective in order to 

create for every channel the work will 

be consumed in. As you of all people 

know Jac, it’s a huge undertaking 

when done properly and yet its 

fundamentals need to fall out of the 

simple brand elements.

The reason I created Happily 

Contented is not only to be able to 

focus more on the human element 

of content, but also to educate 

people about storytelling from an 

individual perspective. Everyone 

who comes through our workshops 

will learn how to connect with their 

own personal story, whether they 

want to learn for their brand or 

themselves. Once you’re prepared 

to be vulnerable enough to tell your 

own story truthfully, even if only to 

yourself, you can then tell engaging 

stories about anyone and anything.

So there you have it. 

Build brands through creating and 

serving entertaining content that 

consumers consent to follow, like, 

respond and share instead of simply 

interrupting with an ad. A smart 

content strategy will allow your brand 

to create meaningful connections 

with customers and, as marketers 

and businesspeople, surely there is 

no higher or happier purpose. I am 

feeling quite contented. 

Essentially
it’s anything
you read,
see or hear:
articles,
images, videos,
podcasts,
infographics
etc.

“ 
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utsourcing marketing

services offers companies

many positives. Motives

for outsourcing include

accessing skills a company lacks,

obtaining a broader perspective from

a company with international and

cross-industry experiences,

technology transfer, access to a

wider range of business networks or

even cost reduction. This article

takes the client point of view and

identifies the critical areas CMOs

focus on when outsourcing to

maximise the advantages and

minimise the disadvantages of

external marketing services.

The rapid evolution of digital

marketing technology has increased

marketers’ reliance on external

suppliers. For clients, social media

offers new ways to reach customers

and the potential to leverage

closer service, sales, branding and

distribution channel integration.

Customer analytics can now provide

previously unavailable insight to

help lower marketing costs and

guide strategic decisions as well as

resource allocation.

Marketers are struggling to

keep up with the rapid changes and

Michael Valos
Dr Michael Valos is senior
lecturer at Deakin University 
and chair ofMarketing’s
industry advisory board.
Email: michael.valos@
deakin.edu.au

Dr Alvin Lee is a lecturer
at Deakin University and
chair of the Master of
Marketing program.
Contact him on
a.lee@deakin.edu.au

The challenge of 
managing external 
marketing suppliers
Michael Valos and Alvin Lee present comments from 
anonymous CMO focus groups to get their inner thoughts 
on outsourcing and working with agencies.

growing diversity in social media and 

customer analytic tools. This leads 

to more dependence on external 

suppliers. This outsourcing leads 

to a widening chasm between the 

abilities of the client-marketer and 

agency-specialist in these areas. The 

growing specialisation and diversity 

in media channels and big data tools 

also mean that clients have to hire 

and manage more agencies. 

To hear the client voice on 

outsourcing, we draw on a series of 

focus groups held by Hardhat Digital 

with senior marketers from blue-chip 

fi rms, on the condition of anonymity.

Do you develop in-house 
digital skills or use external 
suppliers?
One participant commented, “The 

digital environment is a shifting 

sand and thus a risk to bring some 

aspects of it in-house. As it is rapidly 

changing, after bringing it in-house 

we may want to outsource it again. 

Easier to outsource it while it’s in fl ux.” 

This exemplifi es clients’ struggles 

with digital opportunities. Clients 

voice a fear of locking into a digital 

approach or strategic mindset that 

may quickly become outdated. Here 



@
m

a
rke

tin
g

m
a

g

THE CONTENT ISSUE

clients use outsourcing to manage 

the risks of a rapidly changing 

technology. 

According to one CMO, “When 

you bring some competencies 

in-house, it prevents you from having 

an expert in agency who can tap into 

an agency network to deal with the 

issue.”

Once you’ve decided to use 

external suppliers are there 

considerations at the selection 

stage?

“At the selection stage you need to 

ensure a collaborative mindset exists 

between suppliers, as it’s important 

they collaborate constructively with 

you as well as the other suppliers you 

engage who are doing related tasks,” 

said one respondent.

This illustrates the reliance 

on trust and goodwill between 

suppliers, even when some of these 

suppliers may be competitors. 

How does the role of your 

internal procurement func-

tion affect your use of external 

marketing suppliers? 

This question on procurement gave 

rise to three diverse opinions. 

The fi rst recognises marketing 

as leading the procurement 

process: “If the CEO and the board 

consider marketing to be important, 

procurement generally has to follow 

marketing’s guideline on external 

suppliers.” 

A second view argued, 

“Procurement may not always know 

how the external supplier adds value 

that justifi es the higher cost of their 

services.”  

The third argument made in 

the focus groups stressed balance, 

arguing that a counterbalanced 

approach using a cost focus (by 

procurement) and a revenue-

generation focus (by marketing) 

would give a healthy balance to the 

outsourcing process.

How do you coordinate your 

increasing number of external 

suppliers?

This question triggered discussions 

on how supplier briefi ngs can be 

done to ensure consistency-of-

message, and how to manage 

supplier confl ict at briefi ngs. Some 

marketers encouraged positive 

and constructive confl ict between 

suppliers: “We think it is best to brief 

all external suppliers at the same 

time, as you are more likely to have 

a common understanding of your 

objectives.” 

Other focus group participants 

preferred more individualised 

briefi ngs, arguing that joint briefi ngs 

often lead to jealousies and 

ego-tripping behaviours between 

suppliers. Problems also arise when 

some agencies try to get a bigger 

slice of the marketing budget and 

selfi shly promote their solution at the 

briefing.

Focus group participants felt that 

managing relationships between 

the customer analytics and big data 

agencies, and between the sales/

service and market communication 

suppliers was becoming more 

important. Their ultimate goal is 

to foster a real-time relationship 

between the analytics and the 

marketing teams.

What approach do you take to 

monitor and reward external 

suppliers?

Focus group members preferred 

to use compound measures. For 

example, “We believe supplier 

evaluation should be weighted and 

include attitudinal, fi nancial and 

process [relationship effectiveness] 

measures.” 

This appears to be a way to 

manage agencies so that they deliver 

good work that addresses the critical 

dimensions of the consulting project. 

Finally, Ben Robertson, senior 

strategist at Hardhat Digital (whom 

we would like to thank for access 

to the anonymous executive data), 

offers the agency perspective on 

outsourcing. 

Australian marketers are 

increasingly moving away from the 

traditional ‘Agency of Record’ model, 

instead opting for a selection of 

specialists. This multi-agency model 

offers greater potential for best in 

class results, but does require a 

strong client lead at the helm. Usually 

in the form of a marketing GM or 

CMO, there needs to be a champion 

that sets the course and ensures 

there is clarity around roles and 

responsibilities, as well as a shared

vision for the end goal. 

This arrangement can garner

exceptional results. However,

it’s rarely by accident. Collaboration 

among suppliers is best achieved 

with a ‘smile together, cry 

together’ policy, also known as 

the 360 approach. Teams are 

briefed together, required to 

respond together, deliver projects 

together and report on activity 

performance together. The intended 

result is not only great work, but 

also an environment that fosters 

strong relationships between 

the suppliers as well as with the 

client. 

The digital environment is a
shifting sand and thus a risk to
bring some aspects of it in-house

“ 
”
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S
erendipity is one of the most

beautiful things about

culture. Sudden encounters

with new ideas or sensorial

stimuli can be transformational.

However, the pressures from

networked markets, the internet’s

pre-empting mechanics and

crowdculture strategies could be

homogenising the richness of our

cultural biodiversity, leaving

unwanted consequences for both

marketers and society.

Starting at the top, the influence

exerted by the largest media

conglomerates (e.g. Viacom,

Disney, Time Warner and News

Corporation, among others) and the

internet’s frightful five – Alphabet,

Amazon, Apple, Facebook and

Microsoft – mean that the way we

inform and entertain ourselves gets

predetermined by programming that

is most appealing to advertisers and

their target audiences.

In response to people’s desire

for new, fresh experiences, those

same conglomerates will ‘coolhunt’

the most interesting types of content.

However, what could be seen as

too original, too different or too

controversial gets pasteurised for

the broadcasting of mainstreamed

tastes. The genre known as

‘world music’, for example, is the

Sérgio Brodsky

is an internationally-
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having worked for some 
of the world’s greatest 
strategic communications 
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published worldwide. He 
is passionate about cities 
and culture and the role 
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in society. Sérgio is 
multilingual and holds a 
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in global brand strategy 
and innovation, and he is 
a scholar of The Marketing 
Academy. Follow him on 

Twitter: @brandKzar

successful. The 'colonisation' of 

cultural niches by brands was, in 

fact, the cover story of a 2016 
Harvard Business Review issue. Its 
author, Douglas Holt, coined the 
approach ‘crowdculture’. To harness 
the opportunity, all that’s needed is a 
savvy marketer to do the data mining 
and some social-listening panning to 
fi nd the cultural gold. 

Chipotle, for example, chose the 
emerging movement of preindustrial 
foods to compete with the ideology 
of industrial food. It perfectly 
timed the opportunity against a 
series of meaningful events like 
Eric Schlosser’s book Fast Food 

Nation (2001), Morgan Spurlock’s 
documentary Super Size Me (2004) 

Culture 

vultures
Attention, culture vultures: stop the 
content scavenging and get on with some 
discovering, writes Sérgio Brodsky.

by-product of different Indigenous 
sounds remixed with electronic 
synthesisers able to produce more 
palatable, contemporary tracks. 

On the one hand, ad-funded 
culture gives people greater access 
to musicians that, otherwise, may 
go unnoticed. On the other hand, 
the original messages of completely 
unrelated music styles – ranging 
from Ravi Shankar (India) to Gipsy 
Kings (Spain by way of the south 
of France) or Cesária Évora (Cape 
Verde) – get homogenised under a 
unifying banner that facilitates their 
commercialisation, while partially 
diluting their cultural value. 

As helpful as it may be, having 
a ‘suggested for you’ top row on 
Netfl ix or Amazon’s ‘those who 
bought this, also bought those’ 
suggestions actually make it harder 
for us to broaden our tastes as well 
as our minds. There’s no need to be 
adventurous when doing your online 
groceries, but the sort of algorithmic 
thinking that rules the internet could 
be stopping us from forming a more 
diverse repertoire of experiences 
and the ability to empathise with the 
different.

When it comes to brands and 
branding, ‘owning’ an innovative 
ideology that breaks with category 
conventions has proved immensely 
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and Michael Pollan’s book The 

Omnivore’s Dilemma (2006).
In 2011, Chipotle launched 

its game-changing campaign 
'Back to the Start', targeting anti-
establishment food infl uencers. In 
2013, 'The Scarecrow' campaign 
sustained the hype with an inspired 
vision of the future.

Chipotle is not a unique case. 
Many other brands have followed 
suit. Dove’s ‘Real Beauty’ tapped into 
critical comments about size-zero 
celebrities to ignite a multi-channel 
celebration of real women’s 
physiques in all their normal 
diversity. Pepsi went even further by 
branding an entire emoji lexicon with 
its 2016 PepsiMoji campaign.

The problem, however, is twofold. 
First, culture is in constant fl ow 
and what is clearly positive today 
could be negative, confusing or 
uninteresting tomorrow. According 
to research, cultural trends last an 
average of two years, while brands 
may take a lot longer to grow strong. 
Second, by failing to embody a 
set of cultural values, brands risk 
losing social trust, the underpinning 
element of any healthy economy. 

That was when, in May 2015, 
Chipotle became its own worst 
enemy, after announcing it would 
only sell food free of genetically 
modifi ed organisms. At fi rst, this 
would seem like validation of its 
crowdculture strategy. However, 
given the scientifi c consensus on the 
safety of GMOs, Chipotle’s marketing 
was accused of contributing to 
unfounded, anti-science fears. 

‘Hypocrisy’ and ‘opportunism’ 
were also widely used words, since 
Chipotle only switched ingredients 
like cornmeal for tortillas, and 
soybean oil for cooking, having left 
its meat sources and soda fountains 
untouched. The move was also a 
step backwards in terms of pesticide 
use, since farmers had adopted corn 
and soy-tolerant herbicide in order 

to use less herbicide and switch to 
glyphosate, a safer herbicide.

Does Chipotle’s backlash make 
the preindustrial foods movement 
a fraud? Absolutely not. But, by 
failing to perform, Chipotle not only 
undermines the ideology around 
preindustrial foods, but also its 
variants preaching for healthy eating. 
As a consequence, brands promoting 
‘fast food, slower’ may now be 
perceived as misleading, losing 
consumers’ trust. Supporting the 
assumption is Chipotle’s dramatic 
plunging sales for three consecutive 
quarters now. 

The richness of healthy-eating 
ideology was reduced to Chipotle’s 
preindustrial foods campaigns, just 
as the diversity of Indigenous sounds 
was reduced to the genre of 'world 
music'. And, even if I scroll down 
into abyssal depths of my social 
feeds in search of different new 
experiences, the likelihood is I will 
be programmatically served with 
content that I’m already likely to like.

Is there a way out‽ 
Fortunately, yes. Instead of using 

your brand to (mis)appropriate 
culture, why not allow for more 
cultural discoveries? Just as artists 
are continually confronting our views 
of the world and ourselves with 
new, original content, brands too 
have this opportunity. Brands don’t 
need to stick their fl ags in uncharted 

territories to claim cultural relevance.
Instead, they can enable new
discoveries. 

Recently I decided to 
watch a movie (The Reluctant 

Fundamentalist) that Netfl ix had 
not suggested, from a genre I don’t 
usually explore (foreign fi lms). I 
gave it a go and was enthralled 
by the song narrating its opening 
scene. I immediately took my phone, 
Shazam-ed the song, and wrote its 
name on YouTube. To my surprise, 
I found myself on the Coke Studio 
channel that was specifi cally set up 
to showcase Pakistani musicians and 
a tremendous richness of styles! 

As controversial as it may seem, 
Coca-Cola has without a doubt 
allowed me to ‘taste the feeling’ of 
a new cultural discovery without 
diluting its value. I’m not sure if that 
was a one-off execution, but it’d be 
a very smart move for Coke to keep 
opening new pockets of culture 
and in this way sustain its new 
positioning while simultaneously 
remaining culturally current.

The large media conglomerates 
and the internet will not radically 
change their modus operandi any 
time soon, but brands – and their 
agencies – could perhaps start 
breaking some conventions to enable 
people to be more free-thinking and 
to preserve the richness of culture. 

Keep discovering. 

Douglas Holt coined the
approach ‘crowdculture’. To
harness the opportunity, all that’s
needed is a savvy marketer to do
the data mining and some social-
listening panning to find the
cultural gold.

“ 

”
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The winter of 
our discontent
While content marketers may reject the ‘traditional 
marketing approach’, Mark Ritson writes that awareness of 
marketing fundamentals would serve practitioners well.

W
e’ll never know who 

actually invented 

advertising. We’d have 

to go back through 

time, back before the creation of 

Facebook ads, TV commercials and 

even radio soap opera advertising. 

We’d probably end up in a pre-

Roman civilisation watching an 

inventive soul carving a message into 

a piece of stone about wine or horses 

or some other ancient attraction.

Alas that fi rst advertiser’s name 

is lost to history. But I can accurately 

predict what happened next. About 

two days after our intrepid fi rst 

advertiser pinned her tablet to the 

wall, a slightly less inventive citizen 

followed suit with his own carved 

message placed immediately next to 

the original ad. 

The age of advertising had begun 

and, almost immediately after it, 

the problem of clutter. Clutter is the 

common term we use to describe 

the over-application of advertising 

messages to a particular medium. 

This over-application ultimately leads 

to lower effectiveness and can, in 

some cases, result in the medium 

itself becoming undermined. 

Over time as the medium 

became more and more cluttered, 

the advertising messages became 

increasingly extrovert and annoying 

to stand out. Where once there were 

fi ve billboards, there are now four 

moving video walls and a 3D maxi-
screen. The marketing solution to 
clutter is to create more clutter and 
thereby make the clutter worse.

A great example of the growth 
and ultimate impact of clutter 
is the direct marketing industry. 
When Lester Wunderman invented 
direct marketing, pretty much 
single-handedly, in the post-WWII 
US, he had a clear vision of its 
potential advantages. Compared 
to mass marketing techniques like 
advertising, the new direct marketing 
industry would be aimed specifi cally 
at a particular consumer. It would use 
knowledge of his or her interests and 
hobbies to make the communication 
relevant and useful and, as a result, 
direct marketing messages would be 
welcomed by its target consumers.

Jump forward half a century 
and, of course, Wunderman’s vision 
has turned to piss. Rather than 
welcoming it, we abhor direct mail 
and telemarketing with a passion. So 
endemic is our hatred we call it ‘junk 
mail’ and actual bills and letters have 
to exclaim ‘REAL LETTER, DO NOT 
THROW OUT’ to avoid being binned 
with all the marketing missives 
we receive and immediately trash 
without opening. 

Professor Mark Ritson 
is an internationally 
renowned marketing 
consultant and teaches 
marketing and brand 
management on MBA 
programs at London 
Business School, MIT 
Sloan, the University of 
Minnesota, Singapore 
Management University 
and Melbourne Business 
School. Tweet him at 
@markritson
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THE CONTENT ISSUE

Instead of targeted, useful mailings, 

we are all bombarded with offers 

for entirely irrelevant products and 

services because, provided one 

percent of the target group are 

interested, pissing off the other 99 

percent of the audience still delivers 

very strong ROI for direct mail. 

That may make direct marketing 

profi table, but it certainly does not 

sound anything like the vision offered 

by Wunderman in 1949. What 

began as a targeted, revolutionary 

marketing tool has been ruined by 

clutter.

And now we have the latest 

manifestation of marketing 

communications, and its own 

struggle with the threat of clutter. 

Content marketing is barely out of its 

tactical starting blocks and already 

many exponents are complaining 

about the increasing amount of 

content being created and the 

corresponding decline in audience 

impact. Every minute of the day a 

million pieces of content are shared 

on Facebook, 500,000 tweets are 

posted on Twitter and 100 hours of 

video are uploaded to YouTube.

“You’ve probably noticed that it’s 

becoming rather diffi cult to make 

your content stand out from the 

digital noise,” author Ekaterina Walter 

recently observed. 

“If you’re wondering what on earth 

is happening, here is your answer: 

people can only consume so much 

content at any given time. And there’s

simply too much out there these 

days.”

The problem for content 

marketers is twofold. They have 

managed to convince themselves 

that they are not in the business of 

actually selling anything. but rather 

that they are specialists in the 

generation of content. So, perhaps 

unsurprisingly, the general solution 

to the current clutter problem if you 

ask content marketers is… more 

content done in a better way.

This is very much like the 

argument that having had very bad 

plastic surgery transform your face 

into a doll-like representation of 

permanent surprise, your best bet 

is to fi nd a different surgeon to have 

another a go at it. The answer to 

clutter is not more clutter done in a 

different way.

Be more targeted. Be more 

daring. Create content with more 

A broader awareness of the
discipline of marketing would help
content marketers understand the
nature of clutter and the fallacy
that it can be somehow avoided.

“ 

”
passion. Create content with more 

objectivity. Be less product-centric. 

Be more product-centric. There 

seems to be an unending and 

entirely contradictory corpus on what 

content marketers need to do to get 

their content to be seen and read. 

And none of it makes any sense.

Most content marketers reject 

the ‘traditional marketing approach’ 

as old hat and beneath them. That’s a 

shame because a broader awareness 

of the discipline of marketing would 

help content marketers understand 

the nature of clutter and the fallacy 

that it can be somehow avoided. 

The hard, historical truth of all 

forms of marketing communication – 

from stone tablets in antiquity to the 

latest Instagram post about brand 

purpose – is that clutter is simply a 

signal that you have arrived.

Curse the clutter. Avoid the 

clutter. Write inane articles about 

how to avoid the clutter. But always 

remember that clutter means you 

are now a proper, grown-up 

marketing tool. 
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into paradigmatic-changing frenzies 

of ecstasy. Service providers, given 

the intangible nature of the product, 

are exemplars. If you are selling 

toothpaste, toilet paper or tomatoes, 

I’m sure the task is much tougher.

That isn’t to say lessons can’t 

be passed on between categories. 

It is important to recognise that 

content plays a critical role in modern 

marketing by serving as a bridge 

between what consumers are thinking 

and how this is expressed in terms of a 

connected relevance to a brand.

Brands are empowering 

consumers to create content because 

it is authentic, or at least more 

likely to be perceived as such. It is 

also far more likely to be shared, 

absorbed and, if done correctly, 

a much more cost-effective way 

to communicate. The problem, of 

course, is that not every brand can 

allow and manage such processes 

to success. Consumers aren’t always 

prone to waxing lyrical with positivity 

on every brand encounter. People 

who tend to be in the best position 

to posit such views through modern 

communication platforms have 

also realised since they became 

‘socially popular’ that criticism carries 

considerable cachet. It is a simple 

human trait that we are often drawn 

to content that castigates rather than 

compliments. 

For brands engaging with 

people who can create desirable 

lived-in content, continuity should 

be a goal no matter what criticisms 

may emerge over a relationship. In 

fact, good brands will accept the 

highlighting of occasional faults as 

a sign of endearment – it makes 

them more human-like after all – and 

seek to address them as a way of 

demonstrating responsiveness and 

empathy. 

For all brands, the move to have 

‘typical’ people create content is a 

must. Celebrity endorsers have their 

place, but the rise and rise of ‘citizen 

infl uencers’ must be embraced as 

a priority. While this group may be 

more likely to be critical, given they 

are generally not being paid large 

amounts to present a sponsored 

brand alliance message, they do 

provide higher levels of engagement 

with peers, helping propagate 

messages in ways that are seen as 

relatable, not just aspirational.

Brands need to also trust their 

audiences and, particularly in 

Australia, accept that self-deprecation 

is a desirable trait. Beware though the 

‘humble brag’, an insincere attempt at 

modesty, which will always be called 

out. The same goes at the other end 

of the spectrum for any cringeworthy 

campaigns where brands invite 

audiences to tell them why they are 

so great – an invitation to instead 

disparage if there ever was one. 

In the end, just like your mother 

taught you, honesty is the best 

policy. Don’t steer away from selling 

stuff by only focusing on fuzzier 

concepts of mutual engagement and 

co-creation since that may come 

off as disingenuous. Consumers 

have worked out that brands are 

not merely interacting with them to 

co-create content and experiences 

out of altruism. It is OK to sell and to 

be seen doing so. 

 I
’ll spare everyone the scholarly 

lecture, but brands and consumers 

apparently have a much different 

relationship with one another these 

days. This connection is one based 

on a co-creation of value that is 

facilitated by a shift towards a far 

more interactive and engaging 

approach by marketers towards 

their customers. It is no longer good 

enough to simply transmit messages 

to target audiences; they must 

somehow be infused, embedded, 

nurtured and resonated through 

various 360-degree layers, so that 

what emerges is a consumptive 

experience, not just a trolley full of 

shopping.

Or at least that is the theory. 

Marketers have long looked to add 

new facets of science to their arsenal 

and exploration of the complex 

attachments we form with brands 

is a fundamental area worthy of 

more understanding. Intuitively any 

marketer knows that there is far 

more to a brand than just a set of 

attributes.  

What of course matters most 

when it comes to engagement is 

context. Some brands and their 

categories are inherently made to 

facilitate the types of interaction and 

collaboration that send marketers 
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