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Finding the future: search
moves BEYOND THE COMPUTER

The vanishing mass market - we must accept that there is no ‘mass’
in ‘mass media’ anymore and leverage more targeted approaches.
-Jim Stengel, CMO, Proctor & Gamble.

-re mass media market is swiftly diminishing
-to be savvy is to target. People will always
want access to information, but new platforms
mean information can be delivered on demand,
regardless of location. Marketers generally fall into
two categories: they either struggle to keep up with
technology and are bamboozled at the sheer speed
of change, or they are innovators and first in the
queue when the latest trend arrives.

Innovation is the word being bandied around
businesses, with everyone seemingly wanting to be
seen as a trendsetter. Because of technology, com-
munication has never been so effortless, fast and
convenient. But technology can also be vague. So,
what future trends await marketers?

“It's important (for marketers) to have a balanced
strategy, taking advantage of the wide variety of
avenues that can be used for customer acquisition,”
says Gavin Appel, senior vice-president, product
development for Hitwise Inc. When developing a
strategy, remember to remain focused on return on
investment and continue to test new channels to
drive traffic and customers.”

New media, or any other moniker, can be a
confusing collection of terminologies describ-

ing the latest technological developments. New
technologies open the door for exploration, enabling
marketers to own advertisements which can be deliv-
ered over numerous platforms and devices, including
mobile, web, print media and future portable devices.

While marketers have yearned for the gift to pre-
dict the future, keeping one eye firmly fixed on what’s
around the corner is vital. An example of technol-
ogy giving marketers more room for effectiveness
in delivering a marketing communication is mobile
advertising.

Google recently launched mobile ads in Japan
which is available to all advertisers in that country
whilst they are currently running pilot tests in the
US, UK and Germany. Advertisers can promote
their products and services specifically to the rapidly
growing population of mobile users and with mobile
ads, advertisers can point the user to their mobile
website and/or enable the user to call them directly
by clicking on the mobile ad, where the advertiser
and not the user, pays for the cost of the call.

In addition to this, it is clear that Google’s ad
vision is to provide advertisers with one platform
where they can effectively reach consumers across a
number of channels. Recent experiments using their

current advertising auction system and newly devel-
oped technologies to place print ads in magazines,
as well as the integration of radio advertising technol-
ogy into their AdWords platform over the course of
this year illustrates this ambition. dMarc Broadcasting
was acquired by Google in February, and its technol-
ogy connects advertisers directly with radio stations,
allowing them to create ads, schedule, place and
purchase inventory and track results. Whilst it is clear
that Google is only just beginning to experiment and
refine these media offerings, it is obvious the future
holds infinite technological solutions to the world of
media and advertising and the choice and acces-
sibility of these media, which used to be beyond the
reach of the small to medium sized advertiser, has
opened up a whole new world of possibility.

Itis an exciting time for advertisers, marketers
and web publishers. The scale, efficiency and
accessibility of media choices, ad formats, pricing
structures, targeting options, platforms and so on
are ushering in a new age of advertising account-
ability and effectiveness in communicating with your
target market. Mass-media might not be dead, but
it certainly looks old and grey compared to what is
around the corner. G
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Good-bye to advertising that
doesn’'t make sense.

Let’s face it, consumers aren’t always enthusiastic about advertising.
Website visitors assailed by pop-ups, for example, are known to have
strong feelings about the subject. That's why smart publishers are careful
about the ads that appear on their sites, and why so many of them have
signed up for Google AdSense.” This program makes sure AdWords" ads
served on your site are seen only by those prospects who are most likely
to have an interest in those particular products and services. AdSense
does that by delivering unobtrusive text, image and video ads that are
relevant to what visitors see on your pages, enabling you to earn ad revenue
without alienating your customers.

Visit google.com.au/adsense to learn how you can safely monetise
your content.
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