ad:tech Conference – Jenny Williams

Jenny: Well, good morning everybody and welcome to ad:tech.  There are about  500 people in here and a whole bunch of people downstairs. I’m talking to you across a bunch of different sort of monitors and so forth so bear with me.  But, about four years ago I was asked to come and present at a conference called IMAT which was the pre-runner to ad:tech.  And at the time I introduced this concept that the digital industry in Australia is a bit like a beach and playing in it is a bit like surfing. And you know, at the time there was about 300 people just at IMAT alone and most of us I think, were kind of geeks.  We were all passionate about digital.  
Only this year we’ve got about 1,300 registered people to attend and it spans the industry in terms of advertisers, 246 advertisers, 262 publishers, 327 agencies and 308 solutions providers.  So it’s a completely different landscape now.  And the reason that it’s different is now that that we’re talking real money the advertising spend in digital in the last twelve months has grown by 42%.  So now it’s sitting about $1.4B dollars.  And indeed, I read yesterday that AMIA is launching something to measure what actually happens beyond that and that in fact, that measurement alone is just the tip of the iceberg.  That in fact, the spend in digital is significantly greater than that.  So digital is now mainstream.  
This year at ad:tech we’ve got one 112, speakers of whom, 13 are actually CEOs.  These are senior players who are here to talk to you about the industry and about what’s going on. The grid which Beth has affectionately been referring to for the last couple of months, covers a wide range of topics.  Over the next two days we’ve got 36 different presentations, four keynotes and three streams. And those streams are divided up to help you try to understand what the thrust of the different presentations are all about.  
Maybe just to give you a bit of an idea of the trends that we’re covering within this, um, I want you to think as you approach ad:tech today, it’s a bit like a workout.  It’s a workout for your brain, it’s not something where you’re going to sit down and learn a bunch of stuff you already know.  Hopefully, it’s something that’s really going to stretch you and stretch your capabilities in the digital market space.  So the advertising landscape is fundamentally changing.  Broadband is continuing to grow.  And this is a study that just came out from Nielsen which is suggesting that 90% of all Australian connections are going to be broadband by the end of this year, most of which are going to be ADSL.  
The real and the virtual worlds are starting to blur and we’re seeing the impact of that.  So, this connection is really what’s starting to drive the biggest changes in our industry.  Fifty five percent of Australians used social networking in the last 12 months and they’re really engaged.  Again this is from a Nielsen study on consumer generated media and it’s indicating that about 84% of Australians and 88% of New Zealanders use Web 2.0 to upload and share content.  Now I could make a comment about why is it that New Zealand is so far ahead of Australia but I’ll save that for the New Zealanders at the break. And they are talking about our brands, and this is the most fundamental thing that we need to start to tap into.  We’re looking also at the evolution of content itself.  So device independence.  People can access this sort of content from any type of digital device.  
Network mobility and initiatives like open social which are going to enable people to move from one network to another.  And then shareable content like the creation of widgets and applications.  All of these things are evolving us to a completely new point.
The questions we have to ask ourselves are how do we generate engagement? How do we start a conversation? And how do we have a meaningful dialogue?  In this social networking space alone we’re seeing incredible amounts of investment.  The chart at the bottom here is E-Marketers worldwide stats which puts us currently at something like $1.9B.  Australians are spending - Australian advertisers are spending somewhere in the region of $9 million.  And we’re seeing new environments starting to be developed in the space of virtual worlds and we’ve got quite a bit of content on that over the next couple of days.  This research study that I’ve found indicated that advertisers are going to spend somewhere in the region of $150M in the virtual world by 2012 and that excludes creation of actual environments or worlds.  
Interestingly when you look at a site like Second Life, there are a lot of Australian locations already in place in these environments.  Second Life has a total population of about 12 million, 28 million hours per month being spent in this environment.  But interestingly only 10,000 of those are Australian.  However what you’re seeing is quite a lot of companies starting to create that space.  Now right now those companies tend to be educational institutions, media institutions and of course, travel.  But of course it does beg the question, if you’re an educational institution or travel company, should you be playing in that space?  But I guess the thing that I wanted to consider for a moment is why is it that our population is so low?  
Well, Australians actually have the second highest broadband index in the world according to the study that was done about two years ago by Forrester.  Second only to China and well ahead of countries like the United States and the UK.  Our appetite for this sort of content is certainly there.  However, our broadband connection is not.  If you have a look at this chart you’ll see that we are somewhere down - my pointers not working - but somewhere down just above the Czech Republic.  Which is great isn’t it?  However, our Labor government has promised to fix our broadband connection.  And I guess the proposition that I’m making here is we have the appetite for this sort of content and if we get our infrastructure sorted out, imagine where this country could be in terms of its (7:15).
We’re already starting to see that high bandwidth content coming through and our appetite for video.  So online video has become mainstream.  YouTube has something like seven million hours of video online at the moment and seven hours of which are uploaded every day.  And all you have to do is actually look at the selector ranking which shows the massive growth in page use, how rapidly audiences have taken up this medium.  And it’s gone well beyond the 30 second spot.  So when you think as an advertiser of how you use YouTube, don’t think about how you can put the TVC online, because it’s much more than that.  We’re now starting to see other broadcast mediums being used quite effectively in the digital space.  So podcasting, vodcasting and RSS -and we’ve got a session on podcasting, later on.  
And then when you start thinking about devices, well Australia’s got nearly 100% percent penetration of mobile phones.  We’ve got 20 million - 21 million people, over 20 million of whom are mobile subscribers.  Twenty five percent of those have a 3G connection and that’s increasing every day.  What that means is that the type of content that they can absorb through those devices is ever expanding.  And the predictions are - and I read this on Monday - that in fact entertainment services are going to take over voice in terms of revenues to broadband and mobile devices.  And of course the implications of that for media companies are that advertising revenue that has previously gone to broadcasters may well now end up in mobile.
But the thing about content is the niche and grassroots content is starting to grow.  People are creating content in their kitchens, in their living rooms.  And this is starting to compete.  Now you may kind of think that most of it’s a bit hokey, but I want to introduce to this guy, this is Ask A Ninja.  Ask A Ninja is about three guys and they create these little funny skits that they upload on YouTube and their own site.  These guys make $100,000 a month in advertising revenue.  
Now that may seem pretty trivial when you compare it to revenues of News and Fairfax but you’ve got to think about the long tale.  Imagine 100 of those, 1,000 of those, 10,000 of those.  That’s suddenly a lot of money that advertisers may be spending in media properties that are very small and very niche.  But it is also means that our market is becoming increasingly cluttered.  There is more and more content out there now that consumers have to sift their way through and search is becoming one of the most critical components for understanding and finding that, both for the consumer and for the advertiser in terms of being found.  The main reason why search and directories currently make up around half of the online advertising spend in Australia. 

Then once you start to get somebody into your environment, how do you maintain and drive that loyalty?  Fundamental aspects of user engagement strategies and communication strategies become very important considerations.  And as we evolve we’re seeing maturity in our industry around things like measurement, analytics and optimisation.  We have some interesting sessions over the next couple of days that are going to take you through some of the more rigorous aspects on how you do that.  
The media landscape also is evolving.  And an interesting chart that I got from Nielsen just the other day indicates, for the first time ever, that television has decreased and that the internet has now taken over in terms of share of voice.  We’ve tipped over the balance in terms of how much time people are spending online versus on television.  So media companies have to evolve.  They’re starting to question, you know, what content? What ad package? What model do they need in order to deliver against this?  And our keynote forum second up this morning is going to explore some of those concepts.
We’re already seeing in terms of media companies in Australia that their remit is expanding.  The number of companies that they have and what they’re buying is also changing.  There isn’t a media company in Australia that doesn’t have some sort of digital play in place.  Many of them are doing it differently, however everybody’s doing something.  
Except that, suddenly then you find, out of nowhere these guys who, you know, again, probably started in their kitchens and their living rooms, overnight  turn into success stories that suddenly make us stop and rethink the model.  
Now when it comes to working within the digital environment, I think the interesting thing is we still operate in silos, we still think about things as separate units and separate entities.  And that is one of the reasons why even though as I said, internet is now starting to almost dominate television and other mediums, we’re still in a position where 26% of all advertising still ends up on television and only 11% on the internet.  That’s a balance that we’re going to have to look at how we can shift.

Clients are not without their challenges either.  There’s issues selling digital into senior management.  And we have a session talking specifically about that tomorrow I think.  We’ve got the IT/Marketing relationships and the tension that exists between them.  We’ve got the technology investment that’s required and how do you justify the ROI associated with that.  And then we’ve got general uncertainty about where it’s going and what to do next.

The big challenge that everybody’s facing is how do we integrate digital into everything else.  And there are many ways to do it.  This applies to agencies as much as it does to clients.  The other problem is that there’s just so many different things we can do, so many ways to go, so many different types of digital executions we can employ.  And, once you start to go down that route, do you need specialists or do you need generalists?  
I’m interested actually, to ask the audience this question.  How many of you have been at an agency briefing, client side or agency side, with more than three companies in the room and more than ten people?  Quite a few isn’t it?  Do we really need that many people?  How many people does it take to actually generate a campaign?  Do we really need the right people there?  Is there a possibility that you can have in the ultimate integrated suit on the business? And we’ve got a session on that tomorrow I think, on that.
And that of course leads us to the question, what’s the role of the big idea?  Is there a big idea?  Digital poses real challenges around that area and we’ve got to a keynote tomorrow morning um on just that topic.

So in summary, what I would say is as you go through the next two days and you look at what’s going on, think differently about advertising.  And the reason I say that is that we are in a state of quite fundamental change.  Maybe to set the scene I want you to think about a couple of business that have already started to go through that change.  The information industry, the photography industry, the music industry.  All of these business have fundamentally turned on their heads in the last ten years as the result of the impact of digital.  And advertising as an industry is no different, we may only be ten to 12 years old.  And as an industry we struggle with lack of knowledge, shortages of staff, salary inflation issues, lack of proper funding or recognition, a lack of consistency in measurement and of course the inadequate broadband speeds. I could go on with all the challenges we face but we are well on our way to becoming one of the leading digital market places in the world.

So, back to the beach analogy - it’s about surfing, it’s about having fun and I want you to enjoy today’s conference, and tomorrow, and remember to just think differently.  Now with that I’m going to introduce you to our first keynote for today.  Mike Murphy is the VP of Sales for Facebook. 

End of Recording.
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