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Jenny:  Our next session is really looking at the evolution of the media market place and can I just ask our panellists if they could come up to the stage?  Just, yeah, take a minute and then we will kick off our next session.
Take your seats for the next session.

So this morning’s session is a panel with some of the most senior players in the digital media space.  Looking most fundamentally at what are the changes that are happening in this environment and how is that impacting our industry?  So I’d like to start by introducing the panellists. First of all we have Jack Matthews who is the Chief Executive Officer at Fairfax Digital.  I am sure you all know Fairfax Digital, but obviously leading companies such as the Sydney Morning Herald and The Age, as well as a variety of other pure digital players.  Next to him we have Damian Smith from Channel 10.  Again, a strong player in the television space and moving into digital.  To my right I have Chris Smith from Sensis.  Chris is responsible for sensis.com.au and the other interactive properties in the Sensis group. And next to him we have Warren Lee from APN Online.  So APN again, a major publisher across the Asia Pacific marketplace.

So I’d like to kind off start of guys with just a question that perhaps will challenge you in terms of your companies and where that sits in the current digital marketplace and I’ll start with you Jack.

In terms of content we’ve heard a lot this morning for instance about consumer generated content.  I’m interested what the perspectives are from a publishing company which indeed leverages editorial content as its primary means of attracting audiences.  Where do you see that going in terms of how the market’s going to evolve and the challenges it poses for your business?

Jack:  (2:14) Publishers like Fairfax really survive not anymore about controlling (2:29) more about sense of a very fragmented world.  So from that sense more content is (2:35) so we just have to be very careful that user generated content actually adds value (2:56).  If its good user generated we support it, we encourage it, we facilitate it.  But we really don’t make any apologies for modelling and (3:07) making sure nothing.  But just, we want it to add value (3:12) but philosophically we want to use it more to add value (3:20).
Jenny: Now Damian, the shift that we’re starting to see from traditional television into online, particularly in terms of shared voice and audience attention.  What do you think that poses as a future for both traditional television and how your business has to evolve into the digital market?
Damian:  (3:42) the fact that over the next five years there’s some pretty fundamental shifts in (3:50) if unaddressed is leads to (3:58) but I guess we come back to what the central premise of the relationship with our agencies and that is predominantly about big brands, predominantly about big strong content programming brands some of which emerge from nowhere, some of which have a lifespan of some years and then die, some of which seem to go forever.  
But the user’s relationship with us is about those brands, it’s not about us necessarily as a vehicle.  If we can leverage their relationship with those brands into other places where they are going to be spending their time then I think we’ve got something to work with.  If we don’t have that then clearly over the next five plus years we would get a (4:37) In relation to that some of the user generated content.  We’ve had one wildly successful example of that where we managed to take the fundamental premise of a TV program, which was to get real people involved in a reality (4:51) and take the logical next step and ask those people to audition online in the case of Big Brother.  Now when we - when we crack it on things like that it works to its natural advantage.  When we try to graft it on - I think if we try to graft it on to our news for example, I don’t think it’s terribly authentic, it doesn’t work very well.
Jenny:  Now, sort of moving right along.  Chris, in terms of Sensis, I guess the search market has seen enormous surge in the search market, but we still have one dominant player.  You know at the end of the day Google still dominates (5:28) so I guess the question for you is, Sensis is a local search engine, how do you see local search evolving?  How do you see that balance starting to get addressed?

Chris: Okay. Just a little bit (5:43) how to define search too.  As you know the search engine (5:52).  Sensis has a lot of strength to go online (5:58) taking it one step to the next level and that is searching for actual (6:03) so where we really differentiate and necessarily don’t think that (6:09) we get about six million referrals a month (6:16).  The other thing is that we’re trying to convert from let’s say a search engine to contact business have really long (6:26) yellow online.  (6:33)
The second half of your question (6:46) we see a deeper content (6:51)
Jenny:  Now Warren, your organisation spans both publishing and radio.  Correct?  How do you see - I was thinking about (7:48) how do you see consumer engagement model and the (7:53)
Warren:  Now I may be getting into controversy here, but after extensive research I have determined that not all news generated is (9:56) - it’s true.  There is some user generated content out there; I won’t show of any of it, that’s really, really bad.  I think that traditional media has a role to play in helping people to find the good from the bad without having to trawl through all of it themselves.  I mean you know what’s interesting is television is trawling YouTube, and that almost sounds kind of bizarre.  But the role they play is that as the media as new media gets more and more of that stuff, everyone publishes more and more stuff, the role of the (10:32) becomes more important.  And I think that’s an important role for us. (10:38)

Jenny:  I mean I guess that sort of leads on to the next part, which is - I mean each of you guys are responsible for a big piece of your organisation, however your organisations for the most part have come from the traditional, very traditional media products and what we’re starting to see is that the ways in which media companies organise themselves in this collaboration between digital and traditional is starting to emerge as a very strong point of diversification.  Not necessarily depreciation but certainly diversification.  And I’m interested in, first of all the rationale, and why you think your approach might work?  You know different editorial teams, integrated editorial teams, sales teams, integration versus separate.  Opening it up to when we (11:29).
Chris:  From Sensis’ perspective – and not many people know we have two sales groups forming online special sales force and (11:39) sales force, and each have their own expertise in about 2003.  And in 2004 we slammed those two together and what we saw was a tremendous spike in online believe it or not.  And what we found is just being able to have one contact with one message to say, “Look, you need to spend (11:59) and then to reach to your audience you need to spend online.” And we also see that as a company collection challenge too. You’re going out there, you're collecting things like opening hours, catalogues, all that digital information which then can suck back into the engine of Sensis and then push out (12:16).  So for us, we’ve been very lucky and very successful, I think, in collapsing that and moving those guys to the sort of (12:25) sale of digital (12:26). It’s not as separating.
Jenny:  Anybody got a different model?

Jack:  Well we do have a different model but it’s really a point in time I think is the key. I mean, years ago – long before I was here – we were a very traditional company. Digital split off editorially and from the sales perspective and really we’re kind of a rebellious teenager who kind of threw rocks at the parents’ houses.  But as we’ve kind of grown – and you know, at Christmas dinner we sat at the kids’ table and not at the grown ups’ table – you know, we’ve grown big enough now to kind of get back…
Jenny:  I was just saying that every industry.
Jack:  I think that’s probably right. As a result of that, digital did grow up to be a pretty strong independent business.  But now what we are trying is to destroy the distinction between traditional and new, what we’re trying to be is truly integrate with the company and when you just – that comes with lots of organisational and cultural technology challenges, the cultural being some of the most difficult. But once you start thinking that way, you stop really thinking about digital versus (13:36) or radio or production, and you start thinking about how can we create content and leverage for what we really have, which very few people have, which is seven or eight hundred content creators, journalists, in the market every day, creating unique content that nobody else can replicate. 
And then how do we get that into people’s hands wherever they are, whatever time it is, whatever. And that - when you start thinking about it that way, it becomes less about digital online and print and more about just how to get it to people. And we’re not there by any stretch of the imagination, but we’re increasingly in there around the sales process. 
Probably not as much on editorial because we feel that at least for the moment, the online audience is very different from the print audience in any sense. 
One of my journalist colleagues here is bemoaning about the fact that we have too much Paris Hilton and not enough Paris, France on the SMH. You know, online Paris Hilton and Paris France can sit side by side actually, because you don't have (14:43).  So it’s a work in progress and we are probably getting back to a full circle to being more one, but we couldn’t have gotten there unless we were separate for a while.
Damian:  Can I leverage with that? I actually woke up this morning thinking, “Beautiful. On a panel with Jack Matthews, we’ll be arguing all day, this is going to be a cracker.” I have to completely agree with that.  But coming at it from a slightly different perspective. At the beginning of 2006 when I started this job, I kind of looked at it all about traffic and revenue, and in broad terms about half of the traffic was generating about 98% of the revenue, and guess what? That was the half that had a dedicated sales course. Now that tells you something. That tells you at that point in time we really weren’t that brave at selling the online product with the offline team. 
Today, that being a little being different, and in the future it will be more different. I think it is a timing thing. But I do think that the one thing that we do need to realise is that we are a very large media organisation – print, outdoor, radio and online. The radio guys do not sell print, print guys do not sell outdoor.  And I think we have to be very, very careful to make sure that just because some of the content is sourced in the same place, that buyers are going to buy it in the same way. I think ultimately it comes down to you have got to sell the (16:03).  So I mean I completely agree that it is a staging thing and I think the teenagers now are actually very, very bright. 
We recently had a look at the way newsrooms are conducted around the world. There is absolutely no consistency in the way publishers run integrated or non-integrated news. It is virtually impossible to find two people with the same model, let alone to think that there’s a consensus (16:29). There just isn’t.  Having said all of that, it’s inconceivable that in ten years, people with the same business won’t be running them more or less the same way.  Because there will be a best way to do it which we will eventually find. I think we’re just all in a state of flux. We run them separately but cooperatively. That for us works fine. Will we always do that? I don't know. 
Male Speaker:  We’ve recently had (16:57) sales integration and I think one of  the points was where we’d got (17:04) than when we (17:07), that will get better over time.  But where I think we’ve made a lot of strides is in thinking actually about our working (17:15) process. Television Ten and I think Seven and Nine and I don't think the ABC has been (17:22) with a similar direction, is that the television networks themselves make less and less of their own stuff than the vast majority of the big brands we make, and I think that will be the case for all the networks, is actually made in co-production arrangements by specialised production houses, some large, some small. I think there’s very good reasons for that. It’s not just about the cost (17:43).  It’s actually about, I think, the quality and focus that those people bring to their product, they’re actually better at doing it than we’re going to be. 
We made a very clear decision on day one that we weren’t going to try and build online editorials (17:55) content for them.  And we worked very hard to try and make sure that they do all of the online versions of everything we’re doing for broadcast media.  And given that that’s predominantly around video, that fits pretty well. But we think that’s an important premise – if the people who make So You Think You Can Dance and the people who make Big Brother, we want them to think of themselves as making it regardless of whether it’s junk. If we were to graft on a separate editorial team that then tried to create content around that, that would be a transplant and the body would reject that quickly.
Jenny:  I guess the other thing that I'm interested in knowing, and it’s sort of speaks back to this concept of content, creating and how do things get integrated. We’re currently in a space where a very large percentage of the kind of advertising that ends up being (18:45) of any of your property in a digital environment is still the banner.  However we’re seeing the effectiveness of banners decline. As people are starting to spread them out, we’re having to push barriers in terms of creative.  And a lot of what we’re going to talk about over the next two days is actually going to be about more immersive forms of advertising content.  And I guess the question for me is how well geared is your organisation, particularly if in fact you’re saying you’re still operating in the separate entities. If you’re creating this content, how do you stretch yourselves to those further levels of digital integration and more immersive content (19:27)?
Chris:  Firstly I guess from Sensis’ perspective it’s a little different. Banner ads probably kind of display advertising in general and we would see a lot of potential in the Google model where the banner ads (19:45) display type methodology of advertising, and that’s huge. (19:51) more comes from that (19:53) and that’s a massive thing to (19:56). And so we also are looking at similar affiliate models. We are pushing our content out, not so much banners which we do have quite a significant (20:07).  But yeah, that’s another thing, sort of channel that people may just write off and I assume that that’s a very viable and growing channel (20:19). So for us when we talk about (20:21) aren’t really interested as much in the brand and they're thinking about issues with their small business and part of that is getting traffic, so we’re looking at alternative (20:31).
Warren:  I think that traditional media is always understood as a distinction between above the line and below the line advertising between brand and response.  And I think in the internet we’re just beginning to learn how much of it is brand and how much of it is response. And if you think about the strengths of the product, the strengths of the product are that you can know a hell of a lot about your consumer and what your customer is doing.  And you can target messages directly to that person having known a hell of lot about where they are and what they are doing. That to me sounds more like a direct medium. 
So I think again we are seeing a bit of a transition between our first thought, which was to some extent to see the internet as being a traditional model and therefore brand building display style, and now as we’re all understanding it better we find that one of its major strengths is in a much more direct marketing response for a medium. Having said all of that, I mean I think that the banners, buttons and tiles have a long and glorious future. Will they be the greatest form of growth over the next couple of years? Maybe not. 
But television, radio, print and everything else has worked on the principle that if you put your brand in front of enough people often enough, it actually works. And you know what it actually does (21:58) stop advertising.
Jack:  I'm slightly – I finally have a chance to disagree with Warren, but not too fundamentally. I actually think that brand advertising is really underrepresented online and there’s a fantastic future for brand advertising online. I think response advertising is really easy right now because it is easily measured, but I think it is actually in some ways, in a bit of a bold in time for response advertising.  Because we as an industry just haven't done a very good job of conveying to agencies and clients the value - just like in TV or anywhere else - the value of associated (22:28) brands with a high quality, or the right kind of audience, online. 
And now with the kind of engagement levels all of us have with our audience, the opportunities I don't think have ever been greater.  And they aren’t just banners and things like that of course; they are going to be much more immersive and there’s going to be video that you can click in, advertising, it’s going to be much more interactive.  But we’ve just scratched the surface on brand advertising and while response and search are clearly always going to be here and are keen to grow.  Certainly in Fairfax we have a very strong view that brand advertising is largely our future.
Male Speaker:  Yeah, look, I think from the conversation this morning about the fuzzy concept of engagement. I mean let’s take one concept that is reasonably well understood in marketing language – unaided (23:29) is not the single strongest proxy for purchasing (23:32) but it’s not bad.  And unprompted recall tends to tell you a reasonable amount about what we may or may not buy. We’ve got now very clear evidence as I suspect all of the publishers here do, we've got very clear evidence that an integrated sponsorship campaign that covers TV, web and mobile and that tries to employ the same creative message across all three of those platforms, has much stronger impacts on unprompted recall than a TV campaign alone or a web campaign alone.
I guess you can put that in the official (24:05) but it’s an important insight, which is it says well we think that brand advertisers can actually have a greater impact by doing these things together than by doing any one of them separately. We’re fortunate I guess in not having to depend our legacy displayed (24:22) because we didn't have one.  But we would certainly take the view that brand products are about genuinely integrated campaigns across, with the same message across multiple platforms and that – you know, this conversation over the next two days about big ideas for us, that’s probably the starting point, is having the capability of working with agencies and clients to generate truly outstanding ideas and I wouldn’t say we’re more than five to ten per cent of the way on that path, but without truly insightful ideas that link all of these platforms, I think none of them matters.
Jenny:  And I guess that’s an interesting question, because I know we’ve got about 350-odd agencies in and around. What do you guys think the agencies have to do in order to get to that kind of integration? What is it? 
We’re not quite seeing it in what comes back, we’re not quite seeing it in the way that it all rolls out in the marketplace. What do they have to do in order to get that kind of (25:29)?
Jack:  Well I guess they’ve got to do what they want us to do. They’ve got to actually integrate it internally just like we need to integrate internally and have much better and closer communication and collaboration within our media companies about putting together the most valuable proposition that we can put out to a client. It’s probably just as frustrating for – both parties are completely frustrated to find that they and the agencies have to talk to a bunch of different people at Fairfax.  But guess what – we don't have to talk to a bunch of people at agencies too, and I think we’re having to learn this together. I also think, to some extent, this integration thing is a bit overplayed. I mean, there are some times that integration works really well and there’s other times when a very targeted campaign using the specific medium is the right way to go. So I think we just have to get through a bit of the hype and separate the (26:25) and kind of look forward to that.
Male Speaker:  Look, I mean when TV started, the way TV advertising worked is it went back to the old model which was radio, and some guy stood in front of the TV and read the radio ad. Now, that was dumb.  But it took a long time for a creative community to grasp how to use a new medium, and that’s not surprising. I think what's going on is exactly the same thing. We need bravery and creativity and probably for us to invest more time than maybe we do in explaining what the medium is capable of and giving people access to stuff that is not on the rate card to do things that are special and break the mould.
Male Speaker:  Yeah I think from our perspective, where work – the agencies that we work very well with are ones where we find we’re getting several months’ lead time to actually say, “Come back with a great idea.” Now I know that’s completely impractical and 99.9% of cases, but it’s – in terms of being able to generate an idea that’s capable of your words being immersible and actually integrating with content, it can't be less than that. I mean, we can't turn on a dime in a week and actually create something that genuinely integrates into the message we show. It’s just not possible. So from our perspective, I think lead times – I guess one learning that I've had over the last two years is that lead times ironically (27:55) for longer.  And that’s probably not what you would’ve thought ten years ago when you were thinking about what this medium would be good at.  But we’ve certainly found that lead times for genuinely creative, strong concepts need to be longer.
Male Speaker:  Yeah I think some of our experiences do look a lot like (28:14) and the – what we find in particular is this huge (28:20) mobile and what’s the understanding of the agencies (28:26) and actually puts the value (28:28) of the mobile and what we see often is that we have to go direct sometimes some of the new customers just to be able to convince them that this is a medium that can actually (28:41) where they are, what they're doing, what their (28:44) are.  And again, there’s a huge reputation that has to happen as well to sort of wrap that up and say they are traditional (28:51) we see that as (28:58).
Jenny:  Now, and the last question that I have (29:02), I kind of know what your answers are but I'm going to ask it anyway. 
Is new media cannibalising old media? Now, the proposition that I had around this having sat in agencies for many years where we looked at the same pile of money and we figured out how to divide it up. The more money digital gets, the less money somebody else gets.  And this indeed creates part of the barrier. Now unless the market is expanding, unless there's more dollars there to play with, it must be. But you guys tell me – is it happening? Is new media cannibalising on old media?
Warren:  Can I deal with that one, because I've got some fairly strong views on this one. If you took – let’s take classifieds, which is meant to be the ultimate touch point on this one. If you took all the revenue that's in online classifieds today and made the stupid assumption that it had all come out of print, there wouldn’t be print. The numbers just do not add up. So quite clearly, it’s not as if every dollar that goes into online advertising has come out of traditional media. The maths just doesn’t work. Now no-one bothers about doing the maths because what they want to do to you is tell you a very simplistic growth story. It’s not a simplistic growth story, it is a growth story that is built out of a little bit of A and a little bit of B. 
As in of course people have more choices on how to spend their media money. That has been going on for years as TV fragmented radio, radio fragmented print, and everyone co-exists. I think we need to take a much more mature approach to this and not make ludicrously simplistic assumptions. I mean, here are two media that can work tremendously well together and they seem to spend more time fighting each other. I mean, in New Zealand the readership of our papers is up, not down. I think Jack would say exactly the same thing. Now why is that? Equally on the revenue side, it cannot be the case mathematically, money that has gone into online has come out of traditional media. It can't be.
Jack:  Having said that I do think the answer is sometimes yes. I mean, you know, speaking for my colleagues I'm going to – we do take the spanking from (31:28) which is we’d rather be the cannibal than the meal. At the end of the day, people use advertising in the way that works best for them. Now I think display advertising, the answer is no. Display advertising, the pie is growing. But I think clearly with some classified sectors, it’s just when you read an ad and 3BR, 2BA, $800,000, versus going online and seeing fifteen pictures and I'm happy where it is and a bunch of information about the area, that’s a different user experience. And I think the money’s (32:08) that experience. But Warren’s fundamental point is right.  And that is if a media company is smart in how it executes its strategy, there is no reason why the pie can't grow and that’s what’s happening with Fairfax (32:25).
Warren: And I think, not one to monopolise this, but that real estate point is a really, really good one. Because if you look at the real estate section of a paper now, it’s different to what it was 20 years ago. It’s not a little lineage ad ‘2BR, 1 blah blah blah’. It’s big, glossy display housing form. It’s stitched and trimmed or whatever it is. It’s beautiful. And they’ve reinvented the product to catch something that a website can't get, which is a casual browser. Now that glossy housing product is not aimed at someone who knows they’re looking for a three bedroom house in Mosman for under $1 million - and good luck with that by the way. It’s aimed at someone who wants to look at the pretty pictures.  

And quite often those people go, “Hey you know what, that actually looks pretty good.”  And they go. And especially in an auction driven market where the value of an incremental buyer in the room is extremely high, capturing those browsers is critically important. So in a way, those products serve different purposes and it’s a good example of how print can and does reinvent itself to still meet the needs of its advertisers, albeit in a different way.
Chris:  From the Sensis side too we’ve got corresponding views. In 2000 I heard print was dead, the whole picture book’s going to go away. In 2002, 2004, 2005, 2008.  Just to give you some facts - if you look at the facts it’s mind-blowing.  We actually grew print revenue at a record result (33:54) and we grew a record result online.  So our online deals were 20% and print was up I think six or seven per cent. So – and I think that goes back to exactly what Jack said. It’s about execution. If your people believe that print is going to die, and like at Sensis, print will die. If you believe that you can actually reach a broader audience and go with the stronger value competition, there’s an online audience, there’s a print audience, there’s a combined audience - we actually can drive more money out of the market (34:26). So I absolutely agree. I think it’s so easy to oversimplify this concept and again, facts and it just doesn’t stack up.
Male Speaker:  I mean, if you come back to the consumption though, the great paradox is that more media is being pursued than ever before. The distribution of how that sits with the individual platforms is obviously changing and some are either shrinking or growing up (34:54) levels than they were.  But more media is being consumed now than what it was five years ago it’s hard to see how more media’s (35:01) five years than it is today. 
But that doesn’t mean that every player within that is going to profit.  So we take a very simple view and we just say it’s a very simple (35:11). If we did nothing, and I think ‘we’ is probably a pretty good proxy for the TV industry, if we did nothing then in five years’ time either your growth rate is substantially lower or potentially shrinking. If you do something, there are good reasons to believe that you can actually expand a share of pie by doing those things. 
I think it’s a pretty black and white choice in that sense.  But again, the thing that just keeps jumping out at me when I look at the numbers is people aren’t actually consuming much, much more media than they ever have before.  And if they have more opportunities to do that, that growth rate is probably going to continue if you can exploit that the right way, and there’s good reasons to say you can actually get more behind it.
Jenny:  Okay, so there’s more money in the pie, which is good news for us. So I'm going to hand over to the floor now to see if you guys have some questions for our panel, and I'm going to stand up so I can see hands and so forth. Do we have a mic that we can pass around? Excellent. So anyone with some questions for our audience?
Tim:  Thank you. Tim Burrows from Digital Media magazine. You touched a little bit on perhaps agencies need to (36:36) to get opportunities, what about the clients themselves?

Male Speaker:  Clients are a pretty diverse group of folks. I think to the degree that clients make the effort to really understand themselves what’s out there and what's happening in the media in particular, then I think that’s a good thing. I think agencies have a pretty tough job, to be perfectly honest, trying to respond to the very demanding requirements of clients.  But at the same time, manage an incredibly diverse and fragmented media landscape.  And it’s getting more fragmented and diverse all the time. 
I mean, I was just amazed at the number of places, agencies.  When you see the list it’s just hundreds and it’s scary and it’s hard. But I think what we as publishers need to do is without kind of undermining the relationship that agencies have with clients, we need to do our part to get the message in the marketplace in partnership with agencies. I mean, I talk to heads of agencies all the time and we’re just as scared of this performance thing as some brand people are.  Because in the end if you're only advertising a performance.  You might as well just have a mathematician in a dark room kind of running the numbers and I'm not sure what added value agencies really bring to that equation. So I think that there’s a massive education process that needs to take place and we as a media company need to carry our share of that obligation.
Jenny:  Any other thoughts from our panel?

Male Speaker:  I think there’s a big learning process here and we’re all involved. I mean, the internet now is pretty old. Broadband, the thing that gives us the ability to do things that are interesting, cool and emotionally impacting, is actually pretty new. 
Male Speaker:  (38:37).
Male Speaker:  Yeah, absolutely right. We’re still waiting. But it’s really the beginnings of broadband that’s unleashed the ability to start being brave. So I guess sitting here at the beginning of 2008 and finding that we as an industry - and that includes clients, agencies and everyone else - hasn't cracked the code for that yet.  Isn’t that surprising? I guess what we’ve got to do is set the bar for ourselves higher and say, “We’ve got to crack the code for this.” Here is this amazing new medium that we’re probably using ten per cent of the power of, so how do we all work together a bit better to unleash the other 90%?
Jenny:  Have you got a question?

Drew:  I'm from Redsons Advertising in Brisbane, my name’s Drew. I think it’s quite interesting - thanks for coming again. The question I have is – I know we were talking about possibly, you know, one medium cannibalising the other. In the context of increasingly posted software and service-type applications that could potentially be done by publishers in terms of content production and in terms of content placement as well, don't you think perhaps we’re moving into a situation where capabilities at the publisher’s end partly cannibalises capabilities inside the agency?
Jenny:  Anybody got a creative shock?

Male Speaker:  I think it’s a very fair question. I mean, we find ourselves – I'm sure we all do – in situations where we feel extremely uncomfortable about whether we’re the right people for doing certain parts of the work.  And in the long run we’re not. While I certainly want us to get a lot better at helping to generate big ideas, I don't think it’s our domain in the long run to be the sole or dominant source of those ideas. So right now I think as an industry, we’re probably all doing more in that area that we will be in ten years, in terms of the share of the creative process. But I think Warren’s point was this is a relatively new part of the industry. But I would certainly prefer it if agencies did that, because frankly I think in the long run they’re going to get better at it and I think in the long run they’re also incented, rewarded the right way by clients to do that well and we’re ultimately not.
Drew:  Thanks for that.

Male Speaker:  I think it’s really not as simple as that – whose business model is it to do that? And it’s really more agencies.  Because they have the fundamental business model to do that. If they don't do that, agencies – if it moves to publishers being creative agencies and agencies basically buying performance advertising on a spreadsheet, I'd rather be a publisher than an agency.
Jenny:  Have you got a question? Sorry, it’s hard for me to see over there. I actually would like to ask a further question. Can I just come back to one while we’re getting a microphone – has somebody got the microphone?
Ian:  I have

Jenny:  Oh excellent. Okay, go ahead and then I’ll come back to the other question.
Ian:  My name’s Ian from AdPlus in New Zealand. Just wondering, as publishers of mainstream site technology (42:20) we obviously have huge numbers of people visiting.  How important is the collection of data about those people, including email addresses for industry-based marketing and that sort of thing? How important do you see that as the future of your advertisers?
Jack:  I'm going to jump into that just because it’s a really hot topic at Fairfax. We’ve just spent several million dollars – this goes not just to that whole integrated company kind of thing – we’ve just spent several million dollars creating a kind of corporate-wide customer database and all of the associated applications that go with it. So I would say that that that right there is as important as anything we need to do if we want to get more value, more advertisers, more (43:10). We have to have that capability and we do a really bad job of that, I'm speaking for Fairfax. 
Male Speaker:  We do an equally bad job, so I’ll see that and raise you. No, it’s vitally important. We take the view that just going beyond the ability to do more pinpoint direct marketing and just back to the Facebook example. I firmly believe that the collective structured opinions of our audience is an incredibly valuable thing. We think that our audience at scale, with the right structure around it, has opinions about products and services that are really valuable and they actually can tell you what’s the best movie. 
They can tell you what’s the best computer game. They’re pretty good at telling you which piece of online video to watch or not watch. I think they’re a lot better than us at that but we don't have any scalable way.  Because TV, like newspapers, historically hasn't been able to do that. If we’re not dramatically better at that over the next several years, then someone will eat our lunch on that. But right now, I think we recognise that’s an enormous fundamental strategic challenge that as a traditional media player we’ve just never had any competencies in that area.
Male Speaker:  I'd like to tell you all (44:29) we cracked the single customer view many years ago. I'd like to tell you that but I can't. I mean, we are beginning to think more about that.  Needless to say that’s all being done. But the email thing is a difficult thing because it does come down to this distinction between brand and direct. I mean quite clearly the more you know about your customers, the more detailed and more delineated audience you can sell your advertisers. You know, it comes down to how much of that is worthwhile and what they want to buy and I mean the best example of that is probably the loyalty cards. I mean, if you look at all the data that is collected with loyalty cards, it should be this massive, minable and credible consumer database. What actually is it? It’s a whole load of crap that nobody can actually pore through. So we certainly don't want to go down that channel either. 
Chris:  I think from our perspective that you say online and our customer base will see it is a little more complex than that. So what we see is that our whole online marketing strategy and where it’s filling that relationship up is one sort of tier. So (45:38) strategy, it’s ours, it’s future (45:42) building that relationship is critical because we want our customers to think about us not just (45:50) but every week. We can help them make a business successful with some information, that’s a huge channel. And it’s not about just pushing our cart, it’s about how can we help you be successful and then build that relationship and then up sell (46:03).  So it’s – we have 100,000 online customers today. I probably send an email, not (46:10) huge potential to (46:14). Absolutely critical, I think that’s what was said before, we don't sort out that relationship (46:19). 
Russ:  Hi, I'm Russ Litchinson from DEB. I was wondering, in your opinion, what would you say is the next big thing, or things? 
Male Speaker:  I say social networking.

Male Speaker:  Facebook.

Male Speaker:  I often – when people ask me for prognostications, a few of my former colleagues with them (46:56). You know, I remember landing in San Francisco at the start of my first of several (47:02) in 1997 and my spectacular record at not creating personal wealth for myself over the last ten years will tell you that you should probably never listen to me when I talk about what’s the next big thing. But you know, what I will says is whether it’s Facebook or something around that concept, I think collective, structured – structured, collective intelligence is an incredibly powerful concept. 
Search is clearly the dominant way by which people find things. Internet search is an extraordinarily effective way of people finding things in the first instance. 
Is it necessarily the most effective way of people choosing between alternatives? I don't think so, because it doesn’t really impart the kind of information through search that tells you whether A is better than B is better than C. I think the thing that tells you whether A is better than B or C is the collective, structured intelligence of your peers, of people you know and people you trust. 
Facebook is clearly further down the track on cracking that than most people.  But somewhere in that is an incredibly big idea that the best way for me to know what to buy, what to think, what to feel about what I think, who to vote for, all those sorts of things, those things are ultimately going to be influenced by my peers.  And if you can do that on a scalable structured way I think you’ve got an incredibly powerful thing that’s perhaps as big as search in terms of its ability to actually deliver purchase intent. But don't go out and buy stock on my recommendation, trust me.
Male Speaker:  I think one of the things that I see in these little mobiles - mobile phones are going to be huge. And the next big thing is going to be around the use of those.  And why I say that is because generally we underestimate how fast technology can advance. Right now at Telstra we’re working on some technology which I think is going to be released fairly soon in phones is optimal recognition. so we’re sort of taking the camera phone, snapping something that’s in print and being able to download something automatically on the your mobile. So this is optical recognition that’s going to integrate media and advertising.  And that’s something that’s happening right now, it’s going to be out in the markets. I think we’re trialling them right now. 
So that’s only one small snapshot.  But as chip speed increases, memory increases, all those things increase, the power in your head is just going to be phenomenal.  And I think in a year or two years from now, the next (49:29) environment, we go out and buy a phone, all these things are just going to (49:34).
Male Speaker:  I'm going to place my chip with search. I think that eventually the ability of mathematical algorithms to sort out stuff that is increasingly multiplying on the web at an expediential rate will start wearing thin.  And I think as we want more and deeper information about content we want – it might be emotional, it might be a whole load of other things – the ability to find that (50:04) is going to increase. So I think that we will see a major breakthrough in search at some stage. I've got no idea what it looks like. If I did I wouldn’t be here. But I've just got a funny feeling that what we today know as search, in ten years is going to look pretty daggy.
Male Speaker:  Yeah I'm kind of old-fashioned I suppose. I don't worry too much about the next really big thing. I worry about the next thing over a one year kind of window, to be perfectly honest.  And all these things I've been doing are great and I'm not unhappy being a really fast follower on some of these, but I do think that just a deeper (50:48), a deeper level of integration and understanding – an intimate understand of your customer – whether it’s micro, social networking sites, or technology that allows you to really understand what your customers – why they come to you and not someone else. 
Because we’re, as a media company, (51:06) we’re all about really deep and (51:10) in trust without having it - to me, if we get that right for us, that’s going to serve us really well for a long, long time because from everything else, that (51:20) that deep, trusting relationship with the customer. If you have that, then you’re actually in a position to take advantage to capitalise on the next big thing. If you don't have that trust, they're not going to come to you for that.
Jenny:  I'm going to wrap it up there so we can take our morning tea break. I'd like you to join me in thanking the panel for some great insights into the media marketplace. Coffee is available in the Zeba Bar and then we’re going to kick off the next round of presentations at about a quarter past eleven and all of that happens down on Level 2. So thanks very much about see you later.
End of Recording.
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