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An Advertisers
View of Trends in
Media



Media is experiencing….

Innovation

Re-invention

Upheaval



Show: Did You Know? 2.0
http://youtube.com/watch?v=pMcfrLYDm2U



Trend

Media Consumption
Will Increase
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Worldwide, consumers
are spending more time with media.

• TV usage will rise as
VOD and DVRs present
more choices

• As Broadband penetration
increases, Internet use
will also rise

• Simultaneous media usage
will add to total time spent

* Shaded areas represent time spent multi-tasking
with other media; net hours spent with media
count multitasking minutes only once
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Trend

But, What They Consume
is Changing and Will
Continue to Change



There has been a seismic shift . . .

. . . in the way people interact with media



US VOD Penetration
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Source: eMarketer

- Over a third of the world’s
population carries a mobile
phone

− 2.8 billion

- 238 million US mobile subscribers

− Every 3 in 4 HHs

- 1.8 billion estimated mobile data
users worldwide in 2007

− 2.5 billon projected by 2011
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Transformations are Real



Controlling for seasonality, aggregate radio
listenership declines by .062% points each

quarter

Persons Using Radio (P12+)

% Listening AQH Mon-Sun
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Quarterly Rating Declines (%)
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Radio: Death by a thousand digital cuts



Persons Using Radio (P12+)

% Listening AQH Mon-Sun
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Radio: Death by a thousand digital cuts

(Spring 99)
Napster Debuts

(Fall 01) Apple
launches iPod

14

(Spring 00)
Automated music
recommender and
Internet radio service
opens its doors

(Spring 03) Morpheus
P2P reopens service

15

(Fall 99) Internet radio
LaunchCast debuts

(Spring 01) Y! buys
LaunchCast for $12M

(Spring 05) iTunes sells over
350M songs; iPod surpasses
42M in sales

(Winter 04) Walmart
opens digital music
store; songs for $0.88



Daily & Sunday Circulation (1956-2006)
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Sunday Circulation
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(Spring 2002)
Google News
enters public
beta (moved
out of beta in
Winter 2006)

(Fall 1994)
First Web
browser,
Mosaic
Netscape,
launches

(Winter 2002)
NYT.com opens its
RSS service

(Winter 2005) New
content always free
for 60 days online

Newspaper: Conceding audiences to digital
distribution of content



Total Minutes Spent

US Internet Users
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And are Creating New Brands



Trend

Consumer Media Control
and Influence… It’s Just

the Beginning



wikis

Social Networks

Blogging &
Publishing

Content Sharing

Personal
Expression

Consumer-Created
Ads

Widgets/mash-ups

Participatory Sites



Trend

The Method of
Delivery Will Expand



Many new formats, delivery channels,
business models and playback experiences
4,800+ possibilities
Content Formats Delivery

channels
Business
models

Playback
experiences

Physical store

Mail

Kiosk

Download

Streaming

Webcast

Cable

Cell phone

Satellite

Terrestrial
broadcast

Movies & TV

Games

Music

DVDs

High-def DVDs

Electronic files

Other(s) physical
formats

Broadcast signal

Purchase

Rental

Subscription

Advertising
supported

DVD player

PC

TV

Portable

Mobile

Digital cinema

5 10 4 64 4,800x x x x =

User-generated



M O B I L E

Emerging Media



Trend

Digital Distribution



TIME CROWDS PLACE

Today’s customers are capable of transcending:







Trend

Country Level Media
Investment Will Change



FROMFROM TOTO

Growth/Consumption MarketsGrowth/Consumption Markets

CurrencyCurrency –– US$ vs. Local CurrencyUS$ vs. Local Currency

Higher Media Value per $ SpentHigher Media Value per $ Spent

Technology Gains/Jumping CyclesTechnology Gains/Jumping Cycles



Trend

Skill Sets



In Demand and Changing…

•Digital

•International

•Project Management

•Analytic

•Creative

•Technology

•Venture Capitalist

•Social Media



Trend

Media Automation
and Integration



•Predictability

•Transparency

•Specific Message Targeting

•Increase Human Capital Output

•Metric Consistency

•Change a Campaign on a Moments
Notice

•1,440 Minutes Aggressive Marketing

•System Congruence



Strategy &
Targeting Creation Execution Metrics

e-Media
Exchange

Project

Supply
Chain

Supply Chain
alerts CRM
System of
Supply Issue

CRM
determines best
customer target

Content
Created and
trafficked

Media is
purchased
based on target
and cost req.



Trend

Everyone’s Role and Needs
are Changing



publishers: FIT

customers: ROSE

marketers: SOFA

Reacting to Change



REE

NTELLIGENT

RANSIMITTABLE

Is Publisher’s Content FIT?



Is Publisher’s Content FIT?
Daylife.com pools together news stories
from thousands of sources around the
world and provides them through an
intelligent interface that filters and
categorizes information

- For each story, viewers can see
the article lead as well as how the
story is connected to people and
other news and what some are
saying about it

- Adopting a more visual
presentation, Daylife shows breaking
news through its photo headlights

- Some individuals or companies
frequently in the news are tracked
by Daylife’s Timeline; it is a graph
that shows how much the topic
has moved in and out of the news



Customers Choose the ROSE

ELEVANT

PEN

IMPLE

LEGANT



Customers Choose the ROSE

Easy-to-use and elegant in design, the Apple iPod
remains the preferred choice among consumers

- 100 million iPods have been sold, resulting
in 4,000 accessories; 70 percent of US 2007-
model US autos offer iPod connectivity

- The iPod and iPod Mini have 82% market
share of hard-drive based portable music
players. Creative Technologies is a distant
second at just 4%

- For all types of music players, the iPod
has 42% market share. Rio is second
with 10%.

- As of April 2007, the iTunes store has sold
three billion songs



Marketers Demand SOFA

CALABLE

UTCOME DRIVEN

RICTION-FREE

CCOUNTABLE



Marketers Demand SOFA

Scale: AdSense, AdWords

Outcome-oriented: Click as the accounting trigger

Friction-free: Self-service auction model

Accountable: Optimize spend to sales/high value tasks

2002

2003

2004

2005

2006

Y
e
a
r

Google: Annual Revenue (2002-2006)



Trend

Media

Staying Genuine
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Case Study: Web 2.0



HP Courtside 2007 with Yahoo: Overview
•Background

•Hewlett Packard has partnered with Yahoo for several years on
media and marketing initiatives. For 2007, HP wished to create
an engaging consumer-targeted experience that could support
sales objectives across its various business groups.

•Challenge

-Raise awareness of HP PSG products and encourage printing
(IPG) by bringing to life the brand’s core message (‘the
Computer is Personal Again’) through an interactive environment
that will attract a large scale audience.

-Insight

-‘March Madness’ – while a mainstream sporting event – is also
centered on a very personal/loyal relationship between the
teams and fans who want to follow their players courtside from
start to finish.

-Idea

-HP brings together everything March Madness into one place so
fans can personalize their digital experience and involvement



1. Introductory video
unit - collapses after video
plays

2. HP widget module –
downloadable score widget
and “Activity Center” type
content

3. “Smack Talk”
generator module –
send SMS messages to
friends

4. HP Product Module -
drives to “use and learn”
content on HP.com

5. Custom Flickr Group
– upload and comment on
fan photos

6. HP “Maddest
Bracket” Contest
Module

7. Y! News module –
NCAA news and sports
content populated by Y!

8. Y! Answers
module – content is FPO
but will be populated by
Y!

Product
advertising

HP Courtside 2007 with Yahoo: Elements



HP Courtside 2007 with Yahoo: Snapshots



Program delivered large scale visibility.
Over 1.2 billion impressions were served
by Yahoo! across 11 channels and
properties.

Scores of customers interacted with the
content. Nearly 900k unique users visited
the Courtside page, helping to make the
HP widget the most popular Y! sports
widget to date with 36,000 downloads.

The program generated 1.5 million bracket
registrations as well as a promotional opt-
in rate of 42% for the HP sponsored
Maddest Bracket Contest.

Encouraged repeat visits. Nearly a quarter
of all visitors came once per day while a
fifth came multiple times per day. Research
showed a positive correlation between
frequent visits and purchase intent of HP
products and services.

HP Courtside 2007 with Yahoo: Results



Katrina – United States



Show: Katrina



Questions

www.hp.com/blogs/

TheChangingFaceofMedia


