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C H R I S P A S H

E D I T O R

Ihave only met one person who admitted he once
had a job where he felt he was being paid a bit more

than he was worth. This sad confession came near
the end of a big lunch.

His long-lost benefits included a bulging bag of cash,
a car and a driver on call 24 hours a day, an apartment
overlooking Hong Kong
Harbour, someone to book
impossible tables at the best res-
taurants and a long line of syco-
phants who stood on the other
side of shy when it came to tell-
ing him how clever he was.

But most of us are gov-
erned by a universal law that
says: you will never be paid
what you’re worth.

That just-got-a-pay-rise
feeling is good for a short time
before underappreciation
kicks in again. But pay is a rel-
ative measure. One person’s
sumptuous is the low end of
the scale for another.

In the Australian advertis-
ing world most senior pays are
not publicly revealed but
industry insiders say agency
CEOs get between $400,000
and $700,000 a year and GMs/
MDs $275,000 to $450,000.
For most, the rate is a long way south of these levels.

We do know how much CEOs of ASX-listed compa-
nies are paid because this information is included in
the thick paperwork lodged with authorities each year.

This year, the popular Pippa Leary moved from
Nine, after a long sales career in digital, to ASX-listed
advertising solutions provider Swift Media. As CEO, her
base pay is $365,000, plus superannuation. She also
has an option package, the value of which will be deter-
mined by future share prices.

At WPP AUNZ, the new CEO, Jens Monsees, started
on a base of $1.5 million, almost 58% higher than that
of his predecessor, Mike Connaghan, who got
$950,000. Monsees also has a list of incentives which
could in future years bring his take-home cheque to
around $5 million.

Brendon Cook, the founder
and CEO of oOh!media, was paid
$1,578,064 in 2018, calculated
on a statutory basis. His com-
pany had annual revenue of
$482.65 million.

The heads of the big media
companies do better.

Hugh Marks at Nine earned
a bit more than $5 million
in 2018. The revenue for 2018
was $1.32 billion and that
will go significantly higher
with the addition of the Fairfax
Media business.

But advertising and media
pay doesn’t measure up to
some. Each year the Australian
Council of Superannuation
Investors has a league table of
CEOs at ASX-listed companies.

Alan Joyce, the CEO of
Qantas, won this year with
$23,876,351 of what is called
realised pay. This is different

to the number required to be reported in annual
reports. It calculates pay as the cash received and the
actual value of equity that vested during the year.
Money in the pocket.

Joyce’s pay was boosted by the value of shares. He
was the architect of one of the biggest corporate turn-
arounds in Australian business history, posting a loss
of $2.8 billion in 2014 and a share price of a little more
than $1. This year underlying profit before tax was 
$1.3 billion and the share price raced past $6. 

Pay confessions: work for nothing and clicks for free
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Ending the year answering one
of the biggest questions across

adland, AdNews called on DDB
Sydney to create a cover to reflect
our investigation into where CMOs
are spending their budgets. The
resulting cover sees an industry
dinner party turn into a “battle”
with executives from across the
advertising and marketing sector
vying for a piece of the pie.

AdNe ws journal ist Pa ige
Murphy spoke with DDB Sydney
about how all these industry heav-
yweights came together for the big 
adland spoof fight.

What were your initial
thoughts on the brief at hand?
The theme has never been more
pertinent. As an industry there are
a plethora of channels and part-
ners for marketers to choose from 
and often smaller budgets.

Post first brief chat, what
went through your mind and
what were the next steps?
Over a couple of beers, creative
team Richard Shaw and Jeremy
Hogg started thinking about the
conversations we, as an agency,
have every day. How much do we
have to spend? What channels do
we use to best execute the idea?

It didn’t take long to turn this con-
versation into the idea of every facet
of the industry having a “fight” over 

client budgets with a pie on the table, 
to signify the marketing budget.

How did you know you’d
landed on the best concept?
Once we heard that some of
Australia’s most high-profile
agency leaders had agreed to take
part, we knew we had landed a
great concept.

Who from the team was
largely involved and what
were their roles?
It’s ironic that for an AdNews issue
discussing budgets, one of the
major issues with the idea was
budget. Thankfully, Sean Izzard
and the team at Pool Collective
loved the idea. With their support,
we knew it was going to be a great
shot. Next Limehouse put up their
hand to do the retouching. The
final product couldn’t have hap-
pened without the hours of editing
Duncan and his team invested.

But this whole thing would be
nothing without the industry peo-
ple involved.

What were the biggest
hurdles?
We’ve covered budget. Then one of
the most difficult tasks fell to
Lindsay Bennett, our marketing and
new business director, in recruiting
the most senior leaders from across
the industry. Lindsay wrangled

diaries (potentially bribed PAs) to
make it happen. Sean shot for a
night and a day to fit everyone in.

Tell us about the actual
creation techniques.
We knew we had limited time to
shoot each industry executive, so
we had to know the actions before
their arrival. This meant calling on
Noah Regan’s skillset and setting up
a rough version of the scene using a
few people from the agency. This
gave us a detailed outline and the
only conversation left was who was 
happy to wrestle who.

Biggest challenges with the
whole process?
Until you start to see things come
together, you always have the crea-
tive paranoia that it’s going to look
average. Thankfully the likes of Mark
Green, Russel Howcroft, Andy
DiLallo,andMichaelRichiewerefirst
up to be shot. When you see people
like that throw themselves into the
idea you know it’s going to be okay.

Best bit about the process?
The best moment was the response
from the industry to the idea. It
goes to show that while we may all
be “fighting” over a piece of the pie,
we still all back brave ideas and
want to see them happen. The
shoot is the ultimate sign of indus-
try collaboration. 

Adland’s battle of the pie

The creative
contingent of adland
is the beating heart
of the industry. To
fully embrace this,
and with a mission to
create awesome and
inspiring covers, each
month AdNews hand-
picks an agency to 
work its magic.

Credits
DDB Sydney
Chief Creative Officer Ben Welsh

Head of Art Noah Regan

Senior Copywriter Richard Shaw

Senior Art Director Jeremy Hogg

Senior Print Producer John Wood

Marketing and New Business Director 
Lindsay Bennett

Pool Collective
Photographer Sean Izzard

Producer Bridget Curtis

Art director Karla Milat

Limehouse
James Lucas – Head of Retouching

Ashlee Savins – Post Producer

Duncan Harriss – Managing Director

P A I G E M U R P H Y

W O R D S  B Y

A limited editionbespoke AdNews ‘A’trophy is also up forgrabs for the winner.
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Time in current role/time at the 
company? BossDog.

How would you describe what the
company does? Type continuously,
eat really yummy-looking food, and
let strangers into the office even
when I’ve almost scared them away 
with my ferocious bark.

What do you do day-to-day?
Mostly stare at my favourite ball
until someone throws it. I also love a 
good cuddle or two.

Define your job in one word? 
Protect, greet, fetch.

I got into digital marketing
because? It runs in the family.

Where do you turn for
inspiration? My high-bounce ball.
It has taught me to always keep at
it. As long as it’s rolling, I’m chasing.

Who is your right hand person/
who guides you day to day?
Mum brings me into the office.
I like to think everyone is my
right-hand man. Pick up my  
poop hoomans!

Whose job have you set your
sights on in the future? I’m
hoping to work in acquiring new
business. I’m definitely the reason 
clients choose Wired!

My favourite advert is? The new
iPhone 11 ad. That is one fine pooch!

My best trick is? My epic
concentration. I will stare at my
ball UNBROKEN until it moves, or 
I’m moved.

Tell us one thing people at
work don’t know about you?
I come across tough but I’m really  
a big softie.

We look at our
furry friends across 
the advertising,
adtech, marketing
and media sector,
shedding a light
on these stars and 
how they help
adland get results.
This month Paige
Murphy speaks to
BossDog, Archie, at
digital marketing
firm The Wired
Agency in Manly.

Manly’s digital BossDog

P A I G E M U R P H Y

W O R D S  B Y
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“Good evening, and welcome
to television.” Those were

the f irst words uttered on
Australian television in 1956, when
we welcomed the television set
into homes for the first time. A lot
has changed since Bruce Gyngell
said those words. But a lot hasn’t.
We’re now staring down the barrel
of a new decade, but before we talk
about the future of television, let’s
indulge a look back first.

TV fast became a dominant fea-
ture in Aussie homes, with shows
that became household favourites
and part of the fabric of Australian
culture. Four Corners and Play
School have been with us since the
60s. In 1975 the ABC brought col-
our to living room screens for the
first time, the 90s brought sub-
scription TV and the 24/7 news
cycle and now, courtesy of
Gogglebox, we even watch a TV
show about people watching TV
shows. That’s how deep our obses-
sion with television runs.

The emotional power of TV to
connect with audiences is undis-
puted. Everyone remembers where
they were for historic events like
the Moon Landing, when 9/11 hap-
pened, or Princess Diana’s funeral —
because they watched it on TV along
with millions of others. The Opening 

Ceremony of the Sydney Olympics
brought the nation together to
watch Cathy Freeman light the
Olympic flame in 2000, Kevin Rudd
and Julia Gillard’s on-screen debate
rapt the nation, Julie Goodwin win-
ning the first series of Masterchef
in 2009 changed foodie television
forever, we all sat on the edge of our
seats as Melbourne’s criminal gangs
played out in Underbelly, and now
Australia has been captivated by The
Masked Singer.

TV has always connected people,
and there is no doubt it will keep
doing that for decades to come, but
the way it connects is evolving.
Whether it’s watching global politics
or cultural phenomena happen, or
being gripped by a drama unfolding,
TV content is the focal point. Not the
schedule it’s watched on.

Television still dominates cul-
ture in Australia, reaching 92% of
the population every month, and
while mass audience, shared view-
ing experiences on linear television
still deliver the lion’s share of
household viewing, there is an irre-
versible shift of consumer behav-
iour towards on-demand viewing.
According to PWC, BVOD viewing
is on the rise, up 43% a year from
February 2018, and more than nine
million Australians are already

TV is dead, long live TV

TV is on the
consumer’s terms
now. The advertising
should be too. Data
and technology are
ushering in the new
era of viewing — and 
it’s addressable,
says Brett Poole,
managing director
of Finecast, part of 
GroupM.

Brett Poole, managing director, Finecast

using connected TV devices like
smart TVs and casting devices to
watch TV.

Meanwhile, ThinkTV says,
BVOD is up 35%, and experiencing
record growth in terms of both
audiences and advertising spend.

It all points to TV being on the
consumer’s terms now. The adver-
tising should be too.

Whether it’s viewers who can’t
get enough of The Bachelor and
Bachelorette, or the behind the
scenes drama on The Block, avid
sports fans who tune into Kayo
for their fix on the field, or drama
fans bingeing episodes back-to-
back, everyone is streaming at
home and on the go.

As TV audiences fragment
across a range of platforms and
viewing behaviours evolve, TV
advertisers are grappling with how
to continue making the best use of
their most trusted medium.

But rather than spell the down-
fall of television — it opens doors
of opportunity to reach audiences
on the living room TV screen like
never before. As viewers switch to
on-demand, accurate audience
data is more important than ever
and unlocks the future of TV in a
way nothing else can.

Data and technology are usher-
ing in a new era of viewing — and
it’s addressable. At Finecast we’re
working hard to help change the
way advertisers and viewers
connect though TV by evolving
traditional TV plans into modern
TV plans that reflect the changing
nature of television.

We process tonnes of data,
household level audiences, first-
party and third-party data from
reliable and trusted data partners.
This means advertisers can seg-
ment the audience, and reach the
right people with relevant and
timely ads, and audiences see
things they are interested in.

Pairing the unrivalled reach and
large captive audience of the living
room TV, with the capabilities to
enhance and target advertising to
viewers and audiences delivers the
best of both worlds — the power of
TV, with the precision of data.

As 2020 approaches, the future
of television is already here. It’s
technology-led and planning it is 
data-driven. 

10in partnership with
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The year 2019 has been a chal-
lenging one. With a slowing

economy (resulting in stagnating
or reduced client spend), and the
ever-increasing demand to create
more for less, the pressure contin-
ues to mount on growth in our
sector and in our business.

Our industry model is experi-
encing dramatic and necessary
transformational change, driven
by technology. A commitment to,
and investment in, upskilling
employees and building capacity
in our martech capabilities is
essential for our future, and that
of our clients.

In 2020, we predict similar
headwinds with economic uncer-
tainty driven by local and global
factors including housing, stag-
nant wages growth, low inflation,
consumer spend, Brexit and global
trade wars. All of these impact con-
sumer confidence and community
sentiment. This will continue to
put pressure on our industry and
our businesses.

At the same time, we need to
ensure that we have the best peo-
ple doing the best work in the best
environment we can create. As we
head into 2020 with Jens Monsees
as our new CEO, we will continue
to focus on driving excellence in
our culture.

We will achieve this by ensur-
ing that our focus is on all of our
employees, how we train and
develop them, how we create a
diverse and inclusive company,
and where we have the right level
of work and life balance.

Sustainability and mental
health are mandatories and as an
industry, we have to continue to
address these. The ACCC inquiry
into Digital Platforms and the
results of its findings will also be
interesting to monitor.

While there are challenges that
face the industry there are also
great opportunities. It will be those
who face these challenges with 
optimism who will prosper. 

The best people doing their best work
John Steedman, executive director, WPP AUNZ

Portrait by Rocket Weijers www.rocketk.co
using a Samsung Galaxy Note10+ smartphone

Perspectives



Add value and keep evolving
Peter Horgan, CEO, Omnicom Media
Group Australia and New Zealand

Portrait by Rocket Weijers www.rocketk.co
using a Samsung Galaxy Note10+ smartphone

Looking at the big themes over
the past 12 months, they align

with some of the imperatives for
how we improve media agency
structures for a sustainable and
prosperous future.

Let’s start with value.
The value agencies create, and

the contribution they make in driv-
ing client outcomes. Our challenge
has been to pivot from a cost of input
narrative, where the cost of exper-
tise and pricing risk is outsourced to
an agency entity for low margin and
variable strategic recognition.

The conversation, this year are
shifting to value creation. To deliver
on the ambition, agencies need to
improve their navigation across the
consumer journey and hone their
attribution capabilities to prove and
drive marketing return.

In this environment smart mar-
keters are compelled to ask how
quickly we can scale, rather than
allowing procurement to control
the priorities. There is much work
still to be done, but huge progress
is being made.

The importance of the pivot to
effectivenessismirroredbytheMFA’s
decision to pause their awards pro-
grammeforoverayearandrelaunch
in October with a single-minded
focus on client outcomes.

CMOs are under duress in many
organisations and in defining agency
contributions in commercial terms,
we help them win internally in their
ownBoardstructuresandexternally
in their industry verticals.

Trust is another theme where
the dialogue has become a lot
more open in the past 12 months.

Granted, we are coming from a
low base and there is a long way to
go, but for the first time, the MFA
and AANA are unpacking Mark
Prichard’s murky supply chain
with refreshing candour.

The contracting principles
released in September are a big
step forward. They unpack the
questions clients should ask in
seeking transparency.

They challenge the nebulous
definition of agency and clarify that 

in the media world, agencies are in
fact contractors that aggregate
expertise and market leverage. They
owe a primary duty to shareholders
and staff. The duty they owe to cli-
ents is to add value, and that self-reg-
ulating notion dictates that bad agen-
cies should not have many clients.

The final and most progressive
recognition, openly called out by
the AANA and MFA, is that there is
a spectrum of behaviour on both
sides. There are agencies who have
not being doing the right thing by
clients and there are clients that
have no interest in paying for the
expertise they access. In short,
those two entities deserve each
other, and they should not contam-
inate the best practice endeavours
of the rest of the industry in seek-
ing to provide value and transpar-
ency for fair clients.

In a year of more frank dis-
course between agencies and cli-
ents, Matt Baxter’s Ditch the Pitch
cri de coeur, while being unlikely
to gain lasting traction in its own
right, has been a catalyst for sensi-
ble reflection across the industry.
Trigger happy pitch behaviour is
destroying value for clients and
agencies. The pitch pageant is a
terrible way to pick a sustainable
strategic partner. Industry rela-
tionship experts like Darren
Woolley have endorsed this senti-
ment saying unless a relationship
is fundamentally broken, a client
is better off investing the time in
fixing it and reflecting on their role
in shortfalls. If a client is calling a
pitch to turn the screw on pricing,
they will end up with the service
structure they deserve. Not the
best, but the most desperate.

Personal challenges for 2020.
Well, it’s a high attrition business.
Few of my peers from 18 months
ago are still in the same roles. My
own challenge is the same as the
challenge for our industry.

Demonstrate you are adding
value and keep evolving. For
Omnicom Media Group, that
means prove and drive effective-
ness and help your CMOs win. 

Perspectives



This year we are seeing the
beginning of actual market-

ing. Figuring out the brand tone.
Keeping it simple. Having a clear
narrative. Having an ACTUAL ben-
efit. Applying the “less is more”
approach. Great storytelling —
KFC, ALDI, Westpac, Bunnings,
Afterpay. Using technology to con-
nect people in a smart and fast
way, rather than as the answer to
every problem ever mentioned in
any boardroom anywhere.

Spend is recovering. The part
that hasn’t moved is our ability to
accurately account for all the
places and ways it is being spent.

Attribution is better, not perfect.
My one recommendation? If you

are a leader, lead. Have a point-of-
view. A vision. Make it brilliant. And
a strategy that is so smart, it becomes
easy to rally the troops. Sitting on the
fence makes the derriere very sore.
Pick a side. And for Pete’s sake, lose
the buzzword buffet.

Resolution? Be better. Every
day. In small ways, in big ways.
Lead by example. Make it a
hugely fun place in which to
thrive. Encourage excellence. Be
kind. Laugh a lot. A little bit of
black humour can (usual ly) 
lighten the load. 

Lead by example, lose 
the buzzword buffet
Rose Herceg, chief strategy officer, WPP AUNZ

Portrait by Rocket Weijers www.rocketk.co using a Samsung Galaxy Note10+ smartphone
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Will the ad market
return to growth in 2020?
John Broome, CEO, Australian Association of National Advertisers

The year 2019: the marketing
industry trod water and had a

cold hard look at itself. It would
have to mark itself a C-minus at
best. Growth was lackluster, ad
spend was down and various par-
t ies used the ACCC Dig ital
Platforms inquiry to push their
sectoral interests.

Is 2019 a year to fade into the
vanilla of time? Perhaps not.
There have been notable, bright
moments particularly from two
brands that have reminded us that
a clear strategy, amazing creativ-
ity, a distinctive proposition and
a strong dose of courage add up to
effectiveness and business out-
comes. I am talking about the new
campaigns from Westpac and
NRMA Insurance. Both are great
examples of brand-led growth
strategies and a beacon to the
industry. These campaigns high-
light what the industry is begin-
ning to recalibrate around,
namely that we must be long and
short, mass and targeted, and in
Greg Creed’s words at RESET
“bold and simple”.

For the past few years, we have
been trying to work out how all
the new toys available to us per-
form and deliver results. This has
distracted us from the fundamen-
tals, the core competencies and
the empirical evidence of what
works. I think we will see a lot of
recalibration in 2020.

But what else for 2020?
Impacting the industry, we will
see the government take at least
some, if not all, of the ACCC
inquiry recommendations for-
ward into legislation. Other than
leveling the playing field on news
journalism, we can expect a
strong focus on data privacy and
an attempt to rein in the market
power of the digital platforms.

Australia needs its version of
GDPR. Trust is the foundation of
a healthy and vibrant online eco-
system for the industry and the
community. We should work
together to rebuild this.

Will we see the ad market
return to growth? Perhaps. But I
suspect it will not be across the
board. With consumer confidence
at a four-year low, marketers will
need to work differently and
harder. I cannot see businesses
opening their wallets. But these
are the ideal circumstances for
the brave to step up and show how
marketing can deliver.

The digitisation of everything
and use of data will open up fresh
insights and options for growth.
The media industry will continue
to transform. Expect media agen-
cies to embrace data, reposition-
ing themselves more in line with
the big four consultancies with a
holistic offer. Christian Juhl’s
appointment to GroupM globally
will be interesting to watch. Will
we see a shift from traditional
buying shop to a professional ser-
vices company where Al and data
are the foundation of a more
attractive media services propo-
sition to marketers? I suspect
GroupM will at least try to do this.

And finally, outdoor is my pick
for the channel to watch next. Yes,
further digitisation of sites will
drive revenue growth, but the real
opportunity is digital cities where
large, iconic digitised screens link
together to monopolise attention,
to deliver a campaign idea with
impact. A brand can progress
from a row of bus stops to a com-
plete takeover of a city centre,
several times a day.

So, another tough year to come
but such is our industry! Would you 
swap it for any other? No way. 

Perspectives



One certainty looms large
when considering 2020 and

the new decade: while life and
business will go on, it’s unlikely
that next year, as with every year
in the media, will be one as usual.

One prediction I’ll venture
upfront: expect a strong, uniquely
Australian flavour.

From a big-picture perspective
it’s likely the past decade of media
growth will taper, setting 2020 up
as a year for agencies, clients and
media companies to reset their
models and priorities.

This may spark consolidation.
Content leaders will be big

winners, as will those who’ve
used the growth years to build
brand portfolios and develop a
range of partnerships.

That’s because our business is,
in the end, a people business.
Effective relationships in our
game are as fundamental as
they’ve ever been.

At a more micro level, market
share will be the key metric.

And the dynamic closely asso-
ciated with both market share
and content is trust.

In a febrile world, trusted
brands with reputations for look-
ing after customers and clients
can only get stronger. Trust is a
competitive advantage.

And despite, or perhaps
because, of our increasingly global
world the focus is more and more
on what’s happening locally, in our
backyards.

Local, trusted content will
increasingly be a key differentia-
tor for Australian media.

This means regional media
can expect some time in the sun,
with advertisers overdue to
reconsider its offers. As the
Boomtown initiative makes clear,
some 36% of us live in regional
Australia, yet it accounts for
barely 10% of advertising budgets.
Something has to give.

It’s no coincidence News Corp

Disrupting the disruptors
Michael Miller, executive chairman, 
News Corp Australasia

Australia’s highest-growth digital 
mastheads are in regional areas, 
and we’ve recently unveiled 
seven digital-only mastheads in 
local markets where we’ve never 
had a previous presence. More 
will follow.

One factor above all will shape 
the year ahead and the long-term 
future: the federal government’s 
response to the ACCC Digital 
Platforms report.

The report gives cause for opti-
mism that the era of digital plat-
forms freeloading on others’ 
intellectual property is ending, 
part of a fundamental shift under-
way internationally.

The public interest case that 
the aptly named FAANG stocks be 
torn of their bite remains over-
whelming, hav ing damaged 
Australian media and our ability 
to serve our communities with 
reliable information.

The time for these disruptors 
to be disrupted is upon us.

Anything less than a ban on 
digital platforms using a pub-
lisher’s content without at least 
the major news publishers also 
agreeing on a fair price is pro-
foundly insufficient.

If such a response kicks 
the year off, then 2020 may 
be neatly bookended by the 
opportunities emerging from 
the prohibitively expensive 
Australian delivery market 
for local retailers to also 
turn the tables on big tech.

Once factored in, the 
attractive price points pre-
sented by online shopping 
fade fast to false promises, 
allowing room for local retail-
ers to bite back.

This development would be 
positive for media, nicely round-
ing 2020 off as the year when 
strong Australian traits were reaf-
firmed in key parts of our cultural 
and business lives.

Bring on the twenty-twenties. 
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What are we going to say about
2020? That the traditional

holding company model needs to
be replaced? That consultancies
will ruin the creativity we’ve
worked for? That the end of the ad
world is nigh? Bad news sells. And
generalisations are easy. Too easy.

What we have to do in 2020 is
to stop generalising. It’s lazy and
it’s inaccurate.

What we have to make known is
that the industry has evolved now
and will continue to go through a lot
of change. Each agency and each
network will adapt to meet those
changes in its own time and its own
way. And that’s appropriate.

There is no universal advertising
or media agency model. There are
mature agencies and young start-
ups. Network agencies and indies.
There are some who might be totally
well adapted already. They might be
thriving. There might be others still
trying to work it out, still battling
with old ways of thinking, still trying
to be all things to all people. They’re
likely to find 2020 just as challeng-
ing as the year that preceded it.

Not all are created equal
Mike Rebelo, CEO,
Publicis Groupe
Australia & NZ

Not all creative agencies are
created equal. Some are still try-
ing to work out how they fit into
this new ad-world order. Some
are wrestling with the conserva-
tive appetite of the market, oth-
ers are seeing that as an oppor-
tunity. Not all have the talent, the
ideas and rigour to help clients
take the leaps of faith needed.
They might fall by the wayside.
And that’s appropriate too. Some
are clear on their purpose, prod-
uct and their creative agenda.
Some are not. And all of this is
true whether you’re an independ-
ent or a multinational. Game-
changing ideas are agnostic to
ownership structures.

Yes, some traditional holding
companies are going to struggle.
Monoliths are slow to move and
difficult to budge. Others are likely
to find the grass a lot greener in
2020, because they’ve already
accelerated and changed into con-
nected platforms. They’ve already
built a structure that has the client
at the core, cultivated adaptability
and the agility to flex, and thrive

in, a shifting landscape. They have
already become what 2020
demands of them.

There’s not a single threat
called consultancies. One enemy
to obsess over like some did in
2019. Again, not all things are cre-
ated equal, just ask the consultan-
cies themselves. Yes, they’ve
entered our industry, which I find
reassuring, but each has a differ-
ent proposition or approach to the
marketing sector. There’s one or
two that I’m keeping an eye on and
there are others I won’t be losing
sleep over.

When it comes to the industry
changes that are occurring, and
who is best placed to navigate
that, we have to be far more
forensic and less general about
our commentary, observations
and predictions.

The one thing our industry
can’t withstand is a lack of trust
in what we do. We will be doing
our industry a massive service if
we realise that not all things are
created equal, and we and they 
assess us one by one. 

Portrait by Rocket Weijers www.rocketk.co
using a Samsung Galaxy Note10+ smartphone
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The end of the year has a
shocking way of sneaking up

on you, especially when it’s been
a busy one. And that’s never been
more true for M&C Saatchi. We’ve
been flat out producing brutally
simple ideas for our clients. As a
result, it has been our most suc-
cessful year ever.

We began 2019 with some
major client wins: Tourism
Australia was followed by TAB,
and we’ve already delivered some
seriously impressive work for
these two brands.

For Tourism Australia, we
turned Australia into a business
with the launch of Australia Inc.
And in August, we launched an all-
new brand platform for TAB, Long
May We Play, which continues to
roll out as we speak.

We opened an of f ice in
New Zealand growing our foot-
print alongside our relationship
with Woolworths as we welcomed 
Countdown as a client.

Brutally simple ideas
Jaimes Leggett,  
group CEO,
M&C Saatchi Australia

And the work didn’t stop there.
We also oversaw the extension of
the Commbank brand platform and
the Better for You campaign, in
addition to the Lexus Experience
amazing work. We’ve seen the
Woolworths “That’s why I picked
Woolies” approach evolve, and we
launched Big W’s “Every day’s a big
day” brand platform.

Our CX team also created
Minnie, an AI-powered image
decoder that can analyse stills and
film, documenting trends in
language and imagery. Minnie pro-
vides insights into how diversity is
portrayed for individual brands and
the advertising industry as a whole.
But her possibilities for growth and
application are endless.

Work aside, a major highlight this
year was being named Australia’s
Most Innovative Marketing and
Media Agency by the AFR’s Most
Innovative Companies list. It’s the
fifth year running we’ve appeared
on this coveted list.

It’s been a great year and we
couldn’t have done it without the
hard work and dedication of our
people. But we’re not done and from
where I’m standing, 2020 is shaping
up to be even more exciting.

We’ve been thinking about
what the agency will look like in
five years time and next year is the
first step in that direction.

Like our clients, we need to
diversify and today, M&C Saatchi
develops products, services, utili-
ties and experiences as well as
communications.

Diversification is vital, not only
in our work but also in our think-
ing. Diversity of Thought is a well
established M&C Saatchi pillar and
to us, it means having a voice at the
table for all of the audiences we
speak to. We’re committed to
diversity and in 2020, we will con-
tinue to instil this in the business
through the way we hire as well as
through the work we produce.

The reality is that the war for
the consumer’s attention is only
intensifying and agencies are
being challenged every day to find
new ways to cut through. With
challenge comes opportunity and
this is where Brutal Simplicity of
Thought comes into play.

Simple strateg ies inspire
change. Simple ideas find their
way into culture. Simple processes
get things done. And simple inno-
vations change the world. We build
brands with simple ideas at their
core for a reason: it gives them lon-
gevity. It gives them the flexibility
to keep up with culture because
platform ideas live beyond cam-
paigns and build long-term equity
over time. It’s simple. It works. And
it defines our creative product.

With the ability to connect and
move people, to take them on an
emotional journey while surpris-
ing, delighting and rewarding con-
sumers for their attention, creativ-
ity is the last legal form of compet-
itive advantage.

Next year, expect to hear more
from us as we celebrate the ongoing
efforts of our team and our clients.

Bring on 2020. 

Portrait by Rocket Weijers www.rocketk.co
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Embrace marketing, 
creativity, the
power of media
Henry Tajer, CEO, Dentsu Aegis Network, 
Australia and New Zealand

Portrait by Rocket Weijers
www.rocketk.co using a
Samsung Galaxy Note10+ 
smartphone

The year 2019 has undoubtedly
been pivotal – for Dentsu, the

broader market, and for myself.
Against a backdrop of some

pretty challenging economic indi-
cators, I think it’s safe to say that
we’ve probably all found ourselves
‘in the thick of it’ at one time or
another. And hopefully we’re all
coming out the other side a whole
lot stronger for it.

Ref lecting on the journey
Dentsu is on, it’s one of simplifica-
tion, optimisation and customer
centricity.

As a business we’ve chosen a
new pathway; a pathway of trust,
that started with the truth. The
truth isn’t always pretty, but we’ve

faced it, owned it, and seized it as an
opportunity to be better. Not just for
our business, but for our clients,
their customers, and for our people.
It has been remarkable to see how
being honest with the team and the
broader marketplace has garnered
support and engagement.

One of the first things we did
to achieve this was to reinforce
an open, honest, two-way dia-
logue within the business — set-
ting up a culture where everyone
knows they have a voice, are
heard, and understands the role
they play in realising our future
goals. In my view, with the sup-
port of some truly fantastic lead-
ers in the group, this approach
has helped us to align as a team
of more than 1,800 people.

Next year will be a springboard
one for Dentsu in ANZ. Further
simplification of our offering and
our businesses will ensure our
future is what we want it to be, and
help our clients engage and
enhance their customer relation-
ships, customer engagement and,
ultimately, customer value.

On a personal front, reconnect-
ing with the Australian and New
Zealand marketplace via my role
at Dentsu has really reinvigorated
me. It’s been a busy year with lots
of challenges and opportunities to
chase. But, having had the great
fortune of working in this industry
for more than 25 years, I am still
inspired and motivated by work-
ing with such amazing people day
in, day out. We all talk about the
pace and pressure that exists in
the marketing and advertising
industry, but I think we are lucky
to have it. It guarantees every day
is full of surprises, good and bad!

The old saying, “when the
going gets tough, the tough get
going” is so relevant today. It has
been a tough year, for some more
than others, but a tough one in
anyone’s books. Thankfully, as an
industry, we are tough as nails.
And, in my view, we should be
using this strength to genuinely
work together for growth.

Now is the time to embrace the
role of marketing, the impact of
creativity, the power of media, and
technology’s ability to connect to
help drive growth for our collec-
tive clients. Let’s get going! 
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In 2020, marketers more than
ever will need to be more strate-

gic about who they partner with
and how they achieve cut-through
with consumers.

What is the true marketing
power of a medium like television?
Simply put: it’s an effective medium
for marketers. The research shows
it. More effective than every other
available medium. And why?
Because television brings together
an audience of millions of people
each night around a single screen
in an environment where market-
ers’ messages are delivered full-
screen, with sound on, in an
environment where audiences are
truly engaged with the premium
content they have chosen to watch.

There is no doubt that consum-
ers’ habits are evolving, and this
has impacted on audience volumes
for linear television. But the televi-
sion of today is so much more than
linear. First, on-demand television
offered by all products is growing
its audiences and its reach at a
rapid pace. And second, with the
VOZ panel to be in full operation
from next year, what we will in fact
see is that the reach of television,
across linear and now on-demand,
is much the same as it was 10 years
ago. The early VOZ data tests show
this to be the fact.

It means the television of next
year and the future will always
remain the powerhouse for mar-
keters, with linear audiences of
substantial scale and impact com-
plemented by the incremental
reach offered by on-demand. Even
better, the VOZ panel will enable
buying based on behavioural data
in addition to age and sex demo-
graphics. This mix will be by far the
best way for marketers to achieve
their outcomes, aided by the new
sales technology that we at Nine
continue to invest in to make the
process easier and more defined.

At the same time, we have seen
certain parts of the media ecosystem
actively seeking to muddy the waters 

Creating an emotional connection
Hugh Marks, CEO, Nine with vanity metrics designed to con-

fuse the market (most notably with
PwC’s flawed video report on behalf
of Facebook) about the effectiveness
of television, be it linear or broadcast
video on demand.

Too often these reports over-in-
flate the viewership of an ad on
certain social platforms, or worse,
selectively misrepresent the true
reach of television. Or make false
claims that you can buy incremen-
tal reach on these platforms.
Marketers should be very con-
cerned about allocating brand
money to social platforms. Or even
over-indexing to performance mar-
keting over brand marketing, based 

on cost metrics that don’t consider
cost on any effectiveness basis. Or
even on an apples-for-apples basis,
such as cost-per-completed view.

For content companies like
Nine, our challenge and also our
opportunity remains the same: to
seek to own the national conversa-
tion around our shows, and in so
doing give marketers the platform
to market themselves on. I would
argue that with content like
Married at First Sight or the NRL
and tennis, which all capture audi-
ences in the millions, we define the
water-cooler conversation for
weeks and months on end — across
all media and all platforms.

But equally it’s the power of
franchises like Lego Masters, The
Voice and Australian Ninja Warrior
with their ability to bring the
family together around a shared
experience, what we call co-view-
ing, that illustrates why great
content matters to advertisers.

For the advertiser’s message to
work the content must connect
and the message must be seen. As
the owners of brands, we should
not allow ourselves to give the
same weight to a two-second news-
feed “view” in a crowd environ-
ment that we do to a full-screen,
30-second TV commercial, espe-
cially when it comes to brand
building and creating an affinity
with the brand.

There is no doubt that the social
platforms have an important place
in the marketing and distribution
ecosystem. But we need to continue
to examine the pendulum and how
far it should swing towards plat-
forms that focus on the bottom of
the marketing funnel. The compet-
itive advantage all content compa-
nies have is that we operate higher
up in the brand-building journey
(although we have also built out our
own data propositions).

We are skilled at creating an
emotional connection/journey
and ensuring that both our con-
tent, and our partners’ content,
continues to resonate with the mil-
lions of people who engage with
our properties on a daily basis. 
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The audio sector is in the sweet
spot in 2020. A key trend iden-

tified for the future of media is
that audio is the new media. While
radio continues to prove its resil-
ience and grow audiences, oppor-
tunities across the audio spec-
trum will continue to expand and
accelerate — capturing larger audi-
ences and advertiser revenue.

The buzzword for 2020 will be
“personalisation” as consumers
seek personalised experiences
and marketers seek a piece of the
action. Audiences are increasingly
looking for experiences that are
more intentional, enjoyable,
long-lasting and of a higher
quality. This is where audio, in all
its forms, delivers.

According to PwC’s latest
Entertainment & Media Outlook:
“Unlike many other sectors where
t he t r ad i t ion a l bro adc a s t
mediums have suffered cannibal-
isation at the hands of new digital
distribution methods, the terres-
trial radio industry has shown
that a strong traditional, and
growing digital revenue stream
can coexist.

“The audio sector is being
bolstered by t wo fac tors:
increased supply due to the ability
to access streamed audio content
via hardware technology like
smart speakers and voice assis-
tants in the home, and the data
and analytics that streaming
services offer advertisers.”

It should add that we are
bringing non-traditional listeners
into the audio ecosystem and
providing advertisers with brand-
safe, intimate listener experi-
ences combined with addressable
advertising.

Audio entertainment listening
is up by seven minutes year-on-
year. Radio remains a growth
sector, accounting for 61.3% of
daily listening, the GfK Australian
Share of Audio study says. But the
growth rate of streaming and
podcasting has jumped. Total

streaming ad revenue including
podcasting is predicted to reach
$773 million by 2023 and $987
million on terrestrial radio,
PwC says.

I predict that growth next year
will come from:
• DAB+ stations that provide

incremental and unduplicated
listening

• Podcasting, which now has a
7.3% share of listening in
Australia, almost double that
of last year and overtaking
owned music

• Smart speakers — by 2021,
around two billion people
worldwide will be using a voice
assistant and 70% say they are
listening to more audio than
they did before they owned
a speaker

• FM radio and its ability to
provide hyper-localism that
drives audience engagement
on a mass scale

• Addressable advertising on
audio platforms that allows
dynamic insertion of live and
personalised ads.

As the largest audio provider in
the Southern Hemisphere, SCA
has committed $5 million in the
next 12 months to develop new
audio products — via new and
existing platforms — ensuring
we remain at the forefront of
innovation moving forward.

Our challenge is education and
it’s two-fold: educating audiences
about new forms of audio such as
DAB+ and podcasting, and bring-
ing more listeners on board. The
rad io i ndu st r y ’s DA B+ ad
campaign will help achieve this.
The other is education of adver-
tisers who are grappling with the
search for growth, the data del-
uge and the advent of voice.
Audio ticks a lot of boxes, it is
brand safe, it provides a rich,
mass linear reach and a person-
alised premium on-demand con-
sumer experience culminating in 
further incremental reach. 

Hitting the sweet spot
Grant Blackley, CEO, Southern Cross Austereo
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A growing beast
Ciaran Davis, CEO and MD, HT&E

In the past few years we have seen 
audiences’ appetite for audio 

content grow exponentially and that 
trend continued into 2019, so it’s an 
exciting time for ARN and audio 
operators.

What is most important about 
this trend is that radio audiences 
continue to grow and other forms 
of audio content like podcasts are 
complementary, expanding our 
audience base as we broaden our 
audio offering.

Radio continues to be a thriving 
part of the audio landscape. Content 
is live, local and free, delivered by 
trusted on-air talent setting it apart 
from other audio offerings. While it’s 
acknowledged that we are in a soft 
media market and that has been a 
challenge in 2019, radio has contin-
ued to play to its strengths in offering 
advertisers a targeted, f lexible, 
immediate and cost-effective way to 
reach their audiences.

In 2020, I see radio as being in a 
prime position to take more of a lead 
within the audio space as the indus-
try works together to create a data 
led offering — like a podcast ranker, 
audience measurement — to ensure 
a more comprehensive offering for 
advertisers. We see the continued 
growth of podcasts as a significant 
opportunity, and ARN will be work-
ing in this space with an integrated, 
data-led offering to cross promote 
radio and podcasts for the benefit of 
our audiences and advertisers.

There will be continued pressure 
across the industry to deliver on 
spend. But radio has an opportunity 
to excel in a tough economic climate, 
if savvy marketers and commercial 
teams leverage its strong ROI and 
increased data capability to fully cap-
italise on its unique offering.

I think we will continue to see 
consolidation of the market, so it’s 
more important than ever to put con-
sumer audiences, clients and share-
holders at the centre of every deci-
sion — what provides real value for 
consumer audiences and clients will 
benefit shareholders long term. 
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From elect ions, to Royal
Commissions to global trade

wars, 2019 has been challenging
in economic terms.

While the downturn of 2019
has been more prolonged than
expected, we will see some mar-
ginal improvements into next year
with some growth in business con-
fidence now starting to show.
Sectors such as automotive and
finance which are large spenders
in radio, will reset for growth.

Radio will continue to show
resilience in the longer term, with
advertisers depending on the
medium for its large and growing
audiences, its tactical f lexibility
and its natural strength in the
growing world of digital audio.
2020 will be another year of
strong growth in digital audio, as
advertisers increasingly explore
formats such as podcasting and
new forms of on-demand audio.

We w i l l s e e i nc re a s i n g
sophistication in the measure-
ment of digital audio with initi-
atives such as the first Podcast
Tracker announced in October
2019. Commercial radio wil l
continue to innovate around the
measurement of listening, with
pilot studies planned for 2020
as supplementary forms of col-
lecting listening data.

I am predicting a continuation
of the more united and collegiate
approach to radio sector growth,
driven by the major operators
across metro and regional radio.

Radio has done a good job of
taking control of its own destiny
though initiatives such as an
industry-wide radio stat ion
streaming app “Radio App”, auto-
mated holdings across the indus-
try to prepare the medium to
compete programmatically and
podcast ratings, showing radio’s
natural strength and leadership 
in this medium. 

The natural
strength of radio
Cathy O'Connor, CEO, Nova Entertainment  
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We’re advancing  
TV advertising experiences 

for brands and viewers



Last year Australian businesses
lost out on $43.4 billion1 of cus-

tomer spend because of friction in
their customer experience.

Clearly then, while brands have
previously tinkered with the con-
cept, ensuring a seamless, inspir-
ing and pain-free customer jour-
ney is now a strategic necessity.

Too often, friction within the
research and buying journey has
left potential customers frus-
trated, def lated and ultimately
jumping ship to a competitor. And
it’s not only external barriers that
have scuppered so many sales.
Friction can also paralyse busi-
nesses internally with poor com-
munication and sub-standard
technology leaving them unable 
to react.

Facebook has partnered with
globa l futur ist A nders Sör-
man-Nilsson to explore how
Australian brands are progress-
ing towards a Zero Frict ion
Future, including an interview
series with four leading brand
executives.

Among the industries aiming to
pioneer new processes is the Quick
Service Restaurant (QSR) sector,
which by its very nature needs to
provide speed and convenience.

KFC South Pacific marketing
director Michael Forster spoke to
Sörman-Nilsson, stressing that the
business is not only focused on
getting the most from its digital
and delivery channels, but assess-
ing where the next wave of
demand will emerge.

KFC’s ethos was about “learn-
ing fast and building capability for
the future,” he says.

“What’s interesting is how
quickly the future becomes com-
pletely normal,” Forster tells
Sörman-Nilsson. “We think that
voice is going to be huge. So we
launched re-ordering through
Alexa, and enabled ordering
directly from Messenger. This
means that as our consumers

How four
brands are
building a
frictionless 
future
Inadequate customer experiences saw
Australian business lose out on billions of
dollars last year. But is the tide beginning to
turn? In Facebook’s Zero Friction Future series, 
four industry leaders sat down with global
futurist Anders Sörman-Nilsson to discuss
their strategies to create a frictionless future — 
for their customers and their employees.

move to these places, we’re not
behind the eight ball.”

KFC is also pursuing personal-
isation, with its app storing cus-
tomers’ favourite choices and
enabling them to re-order with-
out trawling through the menu.

Pre-ordering on mobile to
bypass queues has also been piv-
otal in removing in-store friction,
Forster says.

Noting the multitude of ways
customers can now connect with
the brand (w ith a recent
Australian study revealing one in
four Australian Millennials say
they use direct messaging to con-
nect with a brand or business at
least once per week2 for example),
he adds: “It’s interesting how
norms of behaviour can shift in
the category.”

While a legacy sector like QSR
has been forced to reinvent itself
for a new reality, Australian
graphic design and publishing
start-up Canva learned historical
lessons which helped it grow to a
$4 billion company since found-
ing in 2012.

For Melanie Perkins, Canva’s
Founder and Chief Executive,
developing a frictionless customer 



experience became a core funda-
mental from the outset. Such a
philosophy, she explains, emerged
from her days as a tutor where she
witnessed students struggling
with technology.

“When you design you use
desktop software, but then you
must go online to source photogra-
phy, go somewhere else for illus-
trations, another place for fonts
and then you need to pull all that
together in a design,” Perkins says.

“It was a huge problem for
small businesses because they
didn’t have all the expertise. So we
built the product in the early days
to solve this exact pain point.”

Simplify ing often-baff l ing
technology allows true creativity
to flourish, she adds, and enables
indiv iduals and businesses
to communicate ideas “without
any friction”.

Canva has recently launched
Canva for Enterprise, which allows
CMOs to put design “railtracks” in
place for all employees to create
consistent assets, such as presenta-
tions, across all departments.

But if a brand’s external barri-
ers are experienced directly by
customers, the origins can often 

be found much closer to home;
inside the business itself.

For example, a quarter of
employees say they have had an
idea but never voiced it to manage-
ment according to a report3, which
also shows just 3% of employees
feel connected to their C-Suite and
14% to their business headquar-
ters. But overcoming internal
issues can have a massive impact
for brands and marketers, with
one study showing companies with
highly engaged employees outper-
form competitors by 147%4.

Speaking to Sörman-Nilsson,
the Chief Executive Officer of nib,
Mark Fitzgibbon reveals how the
health insurer is adopting new
technology platforms, Workplace
by Facebook among them, to
inject a greater sense of collabo-
rat ion and innovat ion into
the workplace.

Such communication platforms
give employees, which number
1,500 at nib, “a rich sense of how
they contribute towards the
greater purpose of the business,”
Fitzgibbon says.

“Courtesy of technologies like
Workplace by Facebook staff can
coordinate with col leagues,

share ideas, share experiences,
experiment and deploy all those
mechanisms to innovate and
improve how the business oper-
ates,” he says.

The experimentation aspect
was singled out by Fitzgibbon, who
points out: “We have, as our cul-
ture, a belief that in order to exper-
iment you have a licence to fail.”

The v ision for nib and
Fitzgibbon, is to move beyond
what he describes as the historic
one-size-fits-all “sick-care system”
which only kicks in when health
begins to suffer.

“You have to believe that tech-
nology is going to contribute
towards a healthier population
and well-being, and it’s being
assisted by the amazing advances
we’re seeing in data science,”
Fitzgibbon adds.

“If we are going to be a health-
care company rather than a sick-
care company, we are going to
have to be very good at under-
standing who people are biologi-
cally, psychologically, genetically
and socially and interpreting that
data, understanding the conse-
quences and making informed
judgments about their health.”

ABOVE LEFT: Melanie Perkins,
CEO and co-founder, Canva, and
Anders Sörman-Nilsson
ABOVE RIGHT: Alex McLean,
head of marketing, MINI
Australia & New Zealand, and
Anders Sörman-Nilsson
FAR LEFT: KFC enables customers 
to place orders through
Facebook Messenger

25in partnership with



While eliminating friction can
smooth the purchase journey and
unlock earnings potential, busi-
nesses also have an obligation to
provide a post-purchase experi-
ence with an eye on driving long-
term value for customers, creating
loyalty and community with them.

In the case of automotive
brand MINI, some cars built to
order can take six months to
arrive. In contrast, customers
spend only four weeks in the deci-
sion making phase.

MINI Head of Marketing for
Australia and New Zealand, Alex
McLean, says the brand strives
to “excite” customers by keeping
them closely informed about the
vehicle’s design and construc-
tion progress.

“We’ve established a commu-
nicat ions stream where we

update customers the moment
their car reaches different points
on that production process,” he
says. “It’s a significant invest-
ment, particularly an emotional
brand such as MINI, so providing
these updates and this visualis-
ation of where their car is, is val-
idating that purchase.”

That emotional allure has
spawned hundreds of fan groups,
or ‘MINI Clubs’ across the world.
These are amplified through social
platforms, especially Facebook
groups which McLean says creates
enthusiastic advocacy.

Unsurprisingly, reaching con-
sumers through social platforms
has also become pivotal. McLean
said Mini has distinct approaches
for each platform, with Instagram
and Facebook users targeted with
personalised marketing messages.

“Today’s luxury
is tomorrow’s
expectation.
Compressed
consumer journeys
mean businesses
need to remove
friction and put
customers at
the centre of the 
dialogue”

He explains: “So with Instagram
we focus on brand aesthetics and
engagement,whereaswithFacebook
we look at lead ads and other ad
units. It allows us to be much more
focused on that transition or trans-
action-based consumer.”

MINI has also upped its game in
the compressed pre-purchase
cycle, with McLean emphasising
the need to provide a seamless
experience on its most crucial
marketing platform — its website.
Too often in the automotive indus-
try, brands forget the importance
of the experience and demand
tedious form filling of their pro-
spective customers, he says.

“That’s because the automo-
tive industry has traditionally
been focused on lead generation
and capturing data,” McLean
explains. “We’re removing all
those barriers.

“Our research suggests if
someone visits our website 10
times or more in a four week
period, they are 10 times more
likely to end up buying a car. It’s
so important that consumers get
the processes and user experi-
ence they are looking for.”

While progress — and sizeable
investment — is being made by
some brands, it’s clear just as
many have a long way to go to
meet customer expectations.

With at least $43.4 billion1 on
the table for businesses which
offer customers the best experi-
ences, that should be all the
incentive needed for companies
to raise their game.

You can see all the interviews
from the Zero Friction Future
series and learn more about how
Facebook can partner with your
business to overcome friction at 
https://fb.me/zff-au 

1. Boston Consulting Group Data Analysis, Mar
2018; Exchange rate used as $1 USD = $1.49 AUD 
from XE.com, Sep 2019

2. “Messenger Study” by YouGov Galaxy
(Facebook-commissioned study of 1080
respondents, ages 18+, Australia), May 2019

3. Source: “Deskless not Voiceless Report” by
Workplace (Facebook-commissioned survey of 
4000 respondents in UK, US), 2018

4. “The Un-ignorable Link Between Employee
Experience and Customer Experience” by Blake 
Morgan, Forbes.com, 23 Feb 2018

Anders Sörman-Nilsson, 
Futurist, Speaker 
& Author

BUILD YOUR 
ZERO FRICTION JOURNEY

SHORTEN THE PATH TO PURCHASE
Once customers have discovered your product, let

them buy as easily as possible. Shopping on Instagram
allows customers to find what they love, then go

straight to your site to convert or save and revisit later.

LET CUSTOMERS CONVERT WHERE THEY LIKE
Use Dynamic Ads to automatically show your most relevant
products to people; then help customers seamlessly connect
online discovery with in-store purchases through Store
Traffic Objective and Store Sales Optimisation solutions.

Remove friction from the consumer path-to-purchase and 
enable seamless experiences with the Facebook family of apps.

IGNITE DISCOVERY
Fuel awareness of your brand and provide relevant product 
information through thumb-stopping stories and video 
experiences which are optimised to appeal to the on-the-go 
mobile consumer.

Learn more at fb.me/zff-au
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Where’s the money?
CMOs, their focus, challenges and what are they doing with their mounds of cash?

Raja Rajamannar, global CMO of
Mastercard and the current president

of the World Federation of Advertisers,
tells his team that advertising is dead. The
comment is designed to get the crew
thinking. He’s only half joking.

Six years ago, Mastercard decided to
not rely on advertising as its main path-
way to consumers. Now it’s about expe-
riences. Experiential.

“Storytelling is dead, advertising is
dead. It’s all about story making,” says
Rajamannar. “If I have to fast forward 10
years, the marketing and advertising mix
is going to be completely different.
Experiences will be predominant.”

He’s shifted a lot of budget from tradi-
tional advertising to experiences. An
example is the Priceless Cities campaign
which has run a series of experiences,
including recreating famous restaurants,
for cardholders.

Many speak of a reduced flow of dollars
to traditional advertising. And the latest
analysis from Gartner shows that market-
ing budgets overall are shrinking, just a bit,
at least in North America and the UK.

In Australia, the flow of dollars to
media agencies has been weaker over the
last year, with a sharp fall in advertising
spend by banks and car companies.

The money is still out there and mar-
keters are still spending, albeit at a
reduced rate, but their focus has shifted.
They are going where the consumers are
– digital and social media.

On the world stage, reports keep com-
ing of the bigger advertisers spending less
on agencies. And many see a changing of
the guard ahead when the big advertisers
are replaced by technology companies.

P&G, one of the world’s biggest adver-
tisers, has cut its advertising spend by $US1
billion over the last four years. And it wants
that number to be $US2 billion by 2021.

Analysts at research house Forrester
describe what’s happening with market-
ing: “Digital is ubiquitous, the advertising
and marketing services landscape is in
flux, and the lines between marketing
and customer experience are forever

blurred — all while customer expecta-
tions continue to rise. CMOs who con-
tinue to live by the campaign will die by
the campaign.”

The pressure on CMOs and their budg-
ets keeps increasing. Gone are the big
blast campaigns, shooting off in all direc-
tions. Speed, driven by the promise of
technology, is the keyword.

Increasingly everything happens in
real-time or near-time, chasing data,
making best-bet decisions on where and
how to place ads, and then moving on.

The role of the marketer is also chang-
ing, with more direct responsibility for
growing the customer base. But this is
forcing more short term thinking.

Most marketers are focused on the
short term, a result of being drawn into
the digital vortex – get customers in, and
get them now.

CMOs are simply not incentivised to
deliver long-term change, according to the
2019 Dentsu Aegis Network CMO survey.

They are primarily accountable for
growing the customer base, while
medium/long-term brand health and dig-
ital transformation are way down the
pecking order.

And CMOs don’t feel safe in their roles.
They have the shortest average tenure of
anyone in the C-suite. In the US, it’s three
and a half years. If you know you probably
won’t be around that long, why do any long-
range planning or do deeper work to iden-
tify trends shaping consumer behaviour?

Nearly half of the 1000 CMOs sur-
veyed have strategic plans that look
ahead for just two years or less.

Analysisshowsthevalueofa longer-term
view: those companies with a longer strat-
egy horizon have higher revenue growth.

Brent Smart, CMO of Australia’s IAG,
says every marketer faces the challenge of
balancing long-term brand building against
the commercial drive for short-term sales.

“Getting that balance right is a real
talent,” he told AdNews. “It’s tempting to
to dial up the short-term activations
because they show an immediate bang 
for buck.”

C H R I S P A S H

W O R D S  B Y
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expect to increase investment in marketing in 2019. This is significantly
behind the proportion of CEOs that expect to increase spending in other
capabilities such as technology (74%), people and culture (64%), and R&D
and innovation (60%).

But the CMOs themselves are confident. Almost two-thirds (61%)
expect their budgets to rebound in 2020.

A telling statistic from the Dentsu Aegis Network CMO survey for 2019
is that 81% of Australian CMOs expect that they will have to work harder
to engage customers consistently across the whole value chain.

“When we think about the proliferation of avenues to reach the cus-
tomer that CMOs encompass, we know what that means for budgets that
are stagnant/low growth; they become even more fractured and pres-
sured,” says Angela Tangas, chief commercial officer, Dentsu Aegis
Network ANZ.

“As such, ‘traditional’ advertising’s position in the marketing mix is
at risk of becoming even more vulnerable.

“This is emphasised by Australian CMOs being revealed as the biggest
believers globally that customers’ intolerance of advertising is a signifi-
cant barrier to forming relationships (55%).”

And just staying current is a big task for CMOs as technologies and
tools continue to advance and digital channels fragment.

Just a few years ago, marketing was about digital, mobile, and social,
according to the Boston Consulting Group.

Now social media alone has broken into multiple platforms – Facebook,
Instagram, Snapchat, Pinterest, and YouTube. In China, they also have
WeChat, Douyin and Youku. Then there are the influencers, the gaming
platforms and messaging platforms such as WhatsApp.

“New channels and types of channels, including vision ambience,
voice ambience, and ever more precise and interactive geolocation, are
entering the mainstream,” says the Boston Consulting Group.

“Artificial intelligence (AI) is automating internal processes and enabling
new forms of consumer engagement. Measurement and ROI tools are better
than ever—for those that can harness them and the relevant data.”

And consumer expectations keep rising. And so do the internal
pressures on CMOs.

Keith Johnston, a vice president and research director at Forrester,
points to an emerging trend of CMOs being replaced with chief growth/
revenue officers (CGOs).

“Companies are learning that many CGOs are living up to their titles,
and some have even been able to thrive without a CMO,” he says.

“While marketing’s job security may not be in dire
straits yet, there is cause for alarm, with over 60% of

marketing leaders sharing that their primary
C-suite communication challenge is

demonstrating marketing’s impact 
on financial outcomes.

“It’s not easy being
a CMO. Quote me 
on that.”

Mark Cripps, CMO,
The Economist.

And that’s become a problem,
particularly in Australia, he says.

“I think every CMO has that
same pressure to deliver results
and that’s part of the job,” he says.

“As a CMO you’ve got to be
aligned with the vision and objec-
tives of the senior leadership team
and make sure you have got a
really clear mandate on what’s
important to the business.”

Smart says he hears from other
marketers that they all face the same
challenge of budget pressure.

“I think it’s about doing fewer
things really well with bigger
impact as opposed to try and do
more with budget constraints,” he
says. ING, according to Roy
Morgan, has at 90.9% the highest
banking customer satisfaction rat-
ings among both home loan and 
non-home loan customers.

Opening wallets
Will we see the advertising market
return to growth in 2020?

John Broome, CEO of the
Australian Association of National
Advertisers, sees another tough
year and suspects any recovery
won’t be across the board.

“With consumer confidence at a
four-year low, marketers will need to
work differently and harder if they
want to deliver growth,” he says.

“I cannot see businesses open-
ing their wallets anytime soon. But
these are the ideal circumstances
for the brave to step up and show
how marketing can deliver.”

CMOs spoken to by AdNews tell
different stories about budgets.
The bigger players appear to have
growing budgets, the smaller busi-
nesses, and challengers, are under
pressure.

Analysts at Gartner have been
calling out marketing budgetary
challenges for some time. This
goes deeper than the broad eco-
nomic outlook, such as trade dis-
putes, tariffs and Brexit.

It touches on the level of confi-
dence that CEOs have in market-
ing. Gartner’s CMO Spend Survey
2019-2020 shows that overall mar-
keting budgets have shifted down-
wards, dropping to 10.5% as a pro-
portion of overall company reve-
nue in 2019 from 11.2% in 2018.

The survey shows more than
half (56%) of CEOs report that they 
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“That’s just it: The expectations of the role of the CMO have changed,
yet we keep justifying marketing as if the “M” alone is the answer to
creating, sustaining, or even branding a successful business in this age
of the customer.”

To stay relevant CMOs have to talk the talk with CFOs and CIOs as
well as CEOs.

Jane Danziger, who leads the local Marketing, Sales & Pricing Practice
for Boston Consulting Group, regularly talks to CMOs in Australia. They
tell her they are under pressure to demonstrate their budgets are sup-
porting the goals of the business. Each dollar they spend must get a result.

Their work is faster, takes place in the digital space, and increasingly
includes tracking the entire journey of a customer with a brand.

“Marketing has changed more in the last two years than it has in the
last 50,” says Danziger.

“What I’m seeing is a shift, partly driven by the realisation that the
customer, obviously, is so critical, but that the role of marketing is no
longer just a push function.

“It’s a recognition that the entire customer journey needs to be
acknowledged and every interaction needs to be managed in a way that
the customer feels listened to.

“Brands have so much data on their customers and customers are
more and more willing to share their data but they do expect something
in return, and they do expect the data that brands have on them to be 
used in a way that ensures every interaction is a useful interaction.”

Staying relevant
The role of marketing has broadened. CMOs have expanded their remit
to thinking about how the customer interaction impacts all parts of the
organisation.

“They are being forced to evolve and grow the set of capabilities within
their teams and that requires some new skills … being able to measure
performance and measure the impact each different interaction has with
a customer,” says Danziger.

Danziger is seeing a shift to in-house creations, partly driven by the 
rising importance of speed, control and data ownership.

This gives marketers the ability
to make changes on the fly.

“It’s partly a cost thing but actu-
ally it’s much more about speed and
the ownership of data that’s driving
the in-house shift,” she says.

“It actually doesn’t mean that
in-house will be the only answer,
but I think that we have seen, and
will continue to see, some shift
towards in-house creation.”

We live in the customer’s world,
according to Henry Tajer, CEO,
Dentsu Aegis Network ANZ.

“They are more knowledgeable
and demanding, making faster
decisions than ever before,” he
told AdNews.

“Engagement must be relevant,
simple and add value to the cus-
tomer at each and every interac-
tion. That’s both the business chal-
lenge of today and opportunity for
tomorrow. It’s not just about mar-
keting but creating meaningful,
connected experiences.

“The convergence of data and
technology requires businesses to go
beyond marketing to unlock sustain-
able brand growth and profitability.
Doing this requires intimate under-
standing of customers’ behaviours,
motivations and emotions, and
responding in real time. Integration
is critical. When executed well, it
creates brand experiences that mat-
ter and helps businesses achieve
accelerated customer growth. 
Customisation at its core.”

Trends
Mark Read, CEO at WPP, is recast-
ing the world’s biggest advertising
group following the departure of
founder Sir Martin Sorrell.

He sees FMCG, consumer
health and some pharma compa-
nies shifting their spend into digi-
tal channels aggressively.

“What we have to do is move our
business to serve them in those new
channels, and we have had, I’d say,
some success in that,” he told ana-
lysts. “And we expect to have more
success in the future.”

Read sees a shift in economic
power and spending.

“We want to be on the right side
of that trend,” he says.

“When I think three, four, five
of the world’s largest companies
are technology companies, it
wouldn’t surprise you that they 

Investment
increases

MARKETING:

56%

TECHNOLOGY:

74%

CULTURE:

64%

INNOVATION:

60%

www.adnews.com.au | November-December 2019 31



may also be the world’s largest
advertisers. Google is WPP’s third
largest client today, so we already
have surpassed a number of the
FMCG clients.”

The agency industry still has a
lot of potential to produce substan-
tial ongoing value to marketers,
according to GroupM’s Brian
Wieser, global president of busi-
ness intelligence.

“The more complex marketing
becomes, the greater the value
that can emerge from agencies,
which concentrate relevant exper-
tise to a degree that no marketer
can,” he says.

“However, value is not always
connected with spending or pric-
ing. While that doesn’t mean the
industry’s turnover or profits will
grow as fast as we want it to in any
given year, it does mean that it
will be durable.

“As to what agencies will look
like as time progresses, I think there
will be almost as many varieties of
agency business models as there are
marketers with different organisa-
tional structures of their own.

“For that reason, agency parent
companies need to find ways to max-
imise flexibility of structure while
concurrently providing scale wher-
ever they can.”

While there is a softening mar-
ket in many areas, Wieser believes 

“I cannot see
businesses opening
their wallets
anytime soon. But
these are the ideal
circumstances for
the brave to step
up and show how
marketing can 
deliver.”

John Broome,
CEO, AANA

that media agencies are generally doing reasonably well around the world.
He acknowledges that this will not be true for some countries.

Within agency holding companies, it has usually been the traditional
“creative” agencies which have struggled.

“This trend goes back to the differences between value provided and
client willingness or ability to pay for those services, relative to the alter-
natives available to them,” he says.

“Right now, creative agencies have found they need to reinvent their
offerings to better match what clients are willing to pay for, such as digital
experiences and high-volume, low-cost creative assets.”

The brands to watch are those owned by digital companies – such as
Google, Uber, Netflix, Expedia, Ebay. They account for a disproportionate
share of the industry’s spending growth.

“They have very different needs than the brands they replaced, or the
industries they are displacing,” says Wieser. “This is causing advertising
growth that is faster than might otherwise have been expected in at least
some countries – such as the United States.”

Packaged goods, or FMCG, is a category that is cutting spending in
general, partly in response to significant revenue growth challenges the
sector was facing in recent years, but which appear to be easing now.

Gartner’s 2019 Marketing Organisational Survey reported that 63% of
marketers have moved part of their delivery from third-party agencies
to in-house teams.

However, this has not eroded the significant value CMOs still place in
external service providers. Spending on marketing agencies still accounts
for nearly a quarter (22%) of total marketing budgets.

“While in-housing may be à la mode, agencies still offer an unparal-
leled breadth of scope, economies of scale and an ability to offer much-
needed, external strategic input,” says Ewan McIntyre, vice president
analyst in Gartner’s marketing practice.

Rustom Dastoor, senior vice president, marketing and communica-
tions, Asia Pacific, Mastercard, says CMO budgets are growing and agen-
cies are still relevant.

“Agencies continue to be centres of creative excellence, and a source
of consumer and cultural knowledge,” says Dastoor.

“Today, our agency partners are evolving to find innovative ways for us
to bring the Mastercard brand to life by connecting consumers to their
passions, and stakeholders to the issues that matter for them. Agencies
should embrace creativity as an attitude, not as a form factor or channel.”

As consumers do more things digitally, advertising dollars have fol-
lowed them online. “Being able to closely connect marketing spend with
revenue recognition on one platform is a powerful capability that mar-
keters will increasingly put to good use,” says Dastoor.

Worldwide digital ad spend is expected to hit $US333.25 billion
this year. By 2021, that number is projected to increase 12.8% to
US$376 billion.

Kate Keenan, co-founder and CMO at Judo Bank, a challenger bank in 
Australia, thinks everyone has to be more nimble today.

“It’s fairly tough economic conditions out there,” she says.
“All are being asked to do more with less and digital is helping that

cause. We are having to think more outside the box, which I love. It’s
exciting for me and that’s why we haven’t focused on traditional media
such as TV, but if we did, we’d do it in a more nimble way. There are other
ways to reach your target market now.”

Much of the work is being done in-house. She works directly with a
creative director, Jim Ritchie, formerly of DDB Melbourne, with his

own shop, Us&Us.
“He takes the same approach as me,” says Keenan. “He loves

dealing directly and hates having to get briefed from three differ-
ent suits to then get something that’s not quite right. Then he spends

time creating it which goes back to the client and it’s not right and you’ve
paid for everything in between.

“I don’t want to deal with anyone else in between. I want to deal 
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directly with the creative director, to tell him or her exactly what I’m
looking for, for them to then come up with the fantastic idea or creative
and to get my feedback directly.

“It works so well for me because I don’t have to deal with some service
manager on the phone saying that they don’t really understand what I’m
saying. It’s a much more enjoyable process.”

Mark Cripps, CMO at The Economist, says advertising spend is grow-
ing year-on-year. “It’s all about where it’s going,” he told AdNews. “I think
it’s going into the platforms more than it is to the agencies or the tradi-
tional media outlets. I don’t think that the agencies stats reflect that.
That’s the issue.”

The big platforms, such as Google and Facebook, offer scale, reach
and technology. It’s also easy to target and track performance.

“A few of them are also bundling in other services, such as creative as
part of the overall offering,” says Cripps.

“Some of those costs can be hidden, so you don’t see what you’re
buying. It’s bundled into the media cost, so it looks like it’s a good cost 
effective buy.”

Half life
Cripps believes short-termism is a big challenge in the industry. “Budgets
are going into what we call performance marketing or activation market-
ing exactly because of that,” he says.

“Youcanseeanimmediatereturnornear immediatereturn.That’scausing
some challenges structurally in the industry that’s affecting where the money
goes, of course, and the window that you look at to get the returns.”

The UK’s Institute of Practitioners in Advertising research, The Long
and the Short of It, shows that revenue, profit and market share are
greater with a long-term view. The researchers, Les Binet and Peter
Field, looked at the balance of short and long term planning, the rela-
tionship between short-term sales and brand building leading to long-
term growth

Their work suggests that the budget should be split 60% in terms of emo-
tional, or above the line, and 40% in terms of activation performance.

“It’s not easy being a CMO.
Quote me on that,” Cripps says.

“The internal pressure is to do
everything to the organisation
and affect growth. Sometimes
growth is more than marketing. It
can be product development, it
can be distribution strategies,
things like that. So the marketer
has to get involved in all of that to
make a difference.”

“The rest of the C-suite don’t
really understand what contribu-
tion marketing makes to sales and
the growth side of things. CEOs,
for example, sometimes don’t
understand what CMOs are talking
about. There’s a big job to do for
marketers. Marketers need to mar-
ket themselves a bit more.

“They have to align with goals.
And our goals are growth, revenue
growth. The days of presenting
flowery brand ads with no demon-
strable return or no demonstrable
business outcome as a result are
gone or going. Agencies really do
need to align to what’s keeping us
up at night.”

“Marketing is becoming less of
a popular career, and certainly
advertising is globally. I think we
lost 5,000 jobs in the US last year
in the media industry alone. We’ve 

Spending plans 

The Gartner CMO Spend Survey 2019-2020, drawing
on responses from more than 340 marketing executives
in North America and the UK, recorded marketing
budgets dropping below 11% of total company revenue  
for the first time since 2014.

Key Findings
• Marketing expense budgets have fallen to 10.5% of

company revenue from 11.2% last year.
• CMOs, despite signs of future financial uncertainty,

feel confident on future economic conditions. Most
CMOs surveyed believe the global economic outlook
will have a positive impact on their business in the
next 18 to 24 months.

• Analytics and insights remain the most strategically 
important marketing capabilities.

• The once-unglamorous function of marketing
operations rises in strategic prominence.

• Agency investment still commands almost a quarter
of total budgets, indicating the flight to inhousing
capabilities once delivered by agencies is overstated.
Meanwhile, marketing technology (martech)
investments drop 3 percentage points year over year.

Marketing Budget Evolution: 2014-2019
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got to make it an attractive career
again and nurture those young
people coming on board.

“All the signs are there that the
industry needs to have a deep
think about where it’s going, and
what it wants to do. We need to
reinvent ourselves, and become
relevant and trusted again.”

Ben Carter, the managing direc-
tor in Australia of online food deliv-
ery platform Menulog, says agen-
cies remain an important part of
the group’s marketing brains trust
in providing key strategic input and
effective execution of activity.

Carter,whojoinedMenulog’spar-
ent, Just Eat Group, in January 2016
as UK marketing director, appointed
UM as agency. UM Australia was ear-
lier this year appointed to the $10
million media account.

“I can only speak for the
Menulog business but we are in a
highly competitive, ever-expand-
ing market and have aggressive
growth plans,” says Carter. “Our
budgets reflect the market and our
strategy for success accordingly.”

Menulog invests in a range of
mass media and targeted channels
including TV, out of home, radio,
online video, digital, social, CRM,
PR and events.

“The channel mix is continually
optimised to ensure we can continue
to drive ongoing growth,” he says.

“We want to ensure Menulog
is part of the social conversation
so we will continue to invest in
brand building channels whilst
driving performance through
highly targeted channels and
frameworks.

“One of the unique dynamics in
our industry is the opportunity to
grow and scale the business at a
national mass market level, whilst
mainta ining a hyper local
approach in everything we do.

“Marketplace businesses are
always striving for scale but at the
same time our customers only
care about the restaurants in their
area that are available and rele-
vant to them at any given time.
This interesting dynamic presents
a lot of opportunities for a more
personalised approach for our
customers, as well as opportuni-
ties with our restaurant partners
to grow their businesses at a local 
community level.”

“It’s fairly
tough economic
conditions out
there. All are being
asked to do more
with less and
digital is helping
that cause. We are
having to think
more outside the
box, which I love.”

Kate Keenan,
CMO at Judo Bank

Sascha Hunt, head of marketing at Aussie Home Loans, thinks most
marketing budgets are flat at the moment.

“If you have the right media strategy and you have the relevant mes-
saging, how you use that is more important than the dollars associated
with it,” she says.

“It’s becoming a smarter market. It used to be about spending big and
who’s screaming the loudest. I think we’re shifting from this to more
sophisticated ways of attracting and engaging with consumers and there’s
a whole raft of media that is available.

“I think the key thing that matters at the moment is relevance. The
days of blasting marketing campaigns to all medium channels everywhere
are slowly drifting away.

“There’s a lot of messages out there for consumers, whether it be from
a marketing standpoint or just a general interest. So, you’ve got to be
really relevant and pick the right media and messaging mix.”

Carmen Bekker, partner, KPMG Customer Brand and Marketing
Advisory, says it’s about strategic value to the business rather than the
size of budget.

“The role of the CMO is more important than ever and therefore budg-
ets are being extended far beyond where they were, moving into technol-
ogy, regulation, data science,” she says.

“Some are in-sourcing more, some are outsourcing more and some
are leaning on shared functions to provide a holistic customer focused
experience. They key is the value a CMO derives relative to the budget
rather than the budget itself.”

Advertising agencies have and will continue to play an important role
in the marketing and customer ecosystem, she says.

“They are especially important to the role of the CMO in delivering
the customer and business needs. Agencies that provide a great product,
talented people, differentiated service and behave with transparency are
very attractive to clients,” she says.

“We are seeing great opportunities for agencies that offer talented,
flexible, blended client and agency teams and are willing to provide seam-
less integration into client systems.

“Agencies have the perfect opportunity to partner with clients to
fulfil that need,” says Bekker. “However, the focus needs to be on
improving the link between outcomes, message and channels to sure 
up future investment.” 

Investigation
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Australian Magazine Award Winners
The Australian Magazine Awards were once again a vibrant occasion, marking out all of the great initiatives offered by the
sector’s magazine brands, while Medium Rare boss Gerry Reynolds was recognised for his contribution to the business as the 
Hall of Fame recipient.

Magazine Brand of the Year
Delicious, News Corp Australia

Fashion Magazine Brand
of the Year
VOGUE Australia, News Corp Australia

Food Magazine Brand
of the Year (sponsored by 
Ovato)
taste.com.au Magazine,
News Corp Australia

General Interest Magazine
Brand of the Year
New Idea Magazine, Pacific Magazines

Special Interest Magazine
Brand of the Year
VOGUE Living, News Corp Australia

Newspaper Inserted
Magazine Brand of the Year
The Australian Financial Review 
Magazine, NINE

Regional Magazine Brand 
of the Year
The Farmer,
Medium Rare Content Agency

Digital Magazine
Brand of the Year
delicious.com.au,
News Corp Australia

Event of the Year
(B2B or Consumer)
Women’s Health
Women in Sport Awards 2018, 
Pacific Magazines

Custom Magazine
of the Year
Company Director,
Medium Rare Content Agency

Editor of the Year
Julie Lee, Coles Magazine –
Medium Rare Content Agency

Feature Writer of the Year
Tim Elliott,
Good Weekend – NINE

Photographer of the Year
Tim Bauer,
Good Weekend – NINE

Designer of the Year
Natasha Allen, VOGUE Living – 
News Corp Australia

Sales Person/Team 
of the Year
Qantas Magazine,
Medium Rare Content Agency

Podcast of the Year
that’s life! How I survived

Cover of the Year
(sponsored by Ovato)
The Monthly –
April Edition,
Schwartz Media

Best Use Research
taste.com.au, News Corp Australia

The Impact Award
(sponsored by Emma)
Anna Preston, Bauer Media

Gerry Reynolds
on looking for
something to do

M A R I A M C H E I K - H U S S E I N

W O R D S  B Y

Content marketing is growing in Australia and
Gerry Reynolds is right at the centre of it. We
catch up with the co-founder of Medium Rare
and this year’s Australian Magazine Awards 
Hall of Fame inductee Gerry Reynolds.

After a year spent backpacking
in Asia, Gerry Reynolds found

himself in Australia with no job,
no cash and no plan.

“I came on a whim, I didn’t come
looking for a job,” Reynolds says sit-
ting in Medium Rare’s head office on
JonesBayWharfinSydney’sPyrmont.
“I was in my 20s and loved my life in
Dublin.I lovedmyjob,mycar,andmy
apartment. But my friends were all
about to marry each other and I was
becoming scared that would be my
life, so I just went travelling.”

Arriving in Sydney in 1986,
Reynolds’ first gig in Australian
media was freelancing, writing a
piece for Dolly magazine on young
Australian politicians, “which was
instructive, because I had arrived
off the plane that week and knew
nothing about Australia, never
mind its politics,” he says. “My first
impression was wow, there are so
many jobs and so many outlets,
particularly in magazines.”

He then zigzagged through the
local media landscape, working at
some of Australia’s biggest publish-
ing houses along the way.

His resume traverses what
appears to be a more diverse media
industry, with companies such as
ACP Magazines, Century Magazines 

and Magazine Promotions, later
renamed Fairfax Magazines, that
have since shut, merged or been
swallowed up by other businesses
– which then went on to be picked
up by the remaining big players.

However, Reynolds pushes
back against the idea the media
landscape is less diverse now, say-
ing that while old companies have
disappeared, new breeds of media
businesses, such as Junkee Media,
Concrete Playground and his own
Medium Rare, have popped up.

“When disruption happens, it’s
easy to think a larger company is a
safe harbour because of its size, but
history would suggest that they’re 

Australian Magazine Awards



the ones who find it more difficult
to actually turn the boat around.

“On the other hand, the smaller
players can be more nimble and
react to disruption, and find the
opportunity to get on with it. I
think that’s what’s happened.” This
shift has led to a “crisis in confi-
dence” over the past decade that
the industry is only just shaking off.

“The one constant is change.
We’ve seen brands come and go.
People get scared when titles fall
or distribution methods change,”
he says. “People’s desire for infor-
mation and entertainment hasn’t
changed; it’s just how they receive
content that has changed. For every
negative, there’s an opportunity.”

After Reynolds’ first “proper
job” at Magazine Promotions as a
sub-editor — a role he thought he
was always better suited to than a
journalist — he then set up a small
publishing company with his wife,
Helen, creating “one shots” for the
larger publishing houses.

After that he teamed up with
Michael Mohi, who hadlaunchedthe
music magazine Countdown, to set
up Trielle Corporation, which spe-
cialised in licensed publications for a
young audience. The business
worked with titles such as Teenage
NinjaTurtles,FIFAWorldCupandThe
Simpsons, which was still a short on
the Tracey Ullman Show when
Reynolds recognised its potential.

“I thought it was fantastic and
heard they were planning to spilt
it off and that it was going to be
big,” Reynolds says.

Reynolds headed over to LA
where he was introduced to Matt
Groening’s lawyer, Susan A Grode.
He and Mohi were awarded the
licence to launch a quarterly mag-
azine, The Simpsons Illustrated.
“We were a company of four peo-
ple and The Simpsons gave us the
licence instead of the big publish-
ers. I think Matt Groening liked the
fact that we were the underdogs,”
he says. “We were the first people

outside of The Simpsons employees
to be allowed to write in the voices
of the characters which we were
chuffed about. That was fun.”

But along with some big wins,
Reynolds took his share of failures.
In partnership with Babe Scott, he
launched the first “lad’s mag” (a
UK invention) in Australia, called
Men’s STUFF. “We wanted to create
the ultimate men’s magazine that
we’d actually like to read, without
the prerequisite glossy paper and
scantily clad women — and of
course, it failed,” he says.

Rather than being knocked
back, Reynolds says he’s “proud”
to have failed and still manage to
pay his bills. He then joined Scott’s
custom publishing company,
Propaganda Print, as managing
partner, and the business went on
to create magazines for clients such
as Weight Watchers and Video Ezy.

They later sold Propaganda to
Eric Beecher’s Text Media, with
Reynolds staying on as editorial
director for a couple of years.

“After that I took a break and
tried to figure out what I wanted
to be when I grew up which I still
don’t know,” he says.

Following a phone call from
ACP’s managing director Phil Scott
in 2004, Reynolds joined the busi-
ness to build its custom publishing
division. Working closely with
Medium Rare co-founder Sally
Wright, he grew the division with
clients such as Myer, Telstra,
Westfield, Coles and Qantas.

Reynolds and Wright also
helped set up ACP Hong Kong off
the back of securing the business of
Cathay Pacific and Dragon Air. In
2011, Reynolds was appointed pub-
lishing director across all of ACP’s
consumer, custom and book titles.

“I enjoyed my time there, it was
fun, but towards the end it was
difficult,” he says. “Being at a large
publisher when the market was
changing so quickly and so radi-
cally was definitely interesting.

Presenting Partner Founding Partner Media PartnerSupporting Sponsors

“Ultimately, you end up spend-
ing more of your time looking at
how to make cost cuts without
affecting the product and trying to
protect the editorial teams when
really, the focus should be on how
to create better editorial.”

After a nine year stint at ACP,
which was later sold by Nine
Entertainment to Bauer Media,
Reynolds again found himself a
free man. That’s when he and Sally
Wright set up Medium Rare in 2014
with the backing of News Corp
Australia. The deal with the news
media business was secured with
Nicole Sheffield, who was head of
NewsLifeMedia at the time.

Reynolds and Wright saw it as
the perfect partnership. News
Corp wanted to enter the content
marketing space more deeply, and
Medium Rare needed the research
and insights the media organisa-
tion could provide.

Timing was once again in his
favour when Coles decided to ten-
der its magazine, which Reynolds
had launched at ACP, as he and
Wright were setting up Medium
Rare. And despite not being offi-
cially launched, the duo went for
the account and won it.

Now,MediumRarehasmorethan
200staffacrossoffices inMelbourne,
Sydney,SingaporeandNewZealand.
It also produces content across print,
digital and social platforms for big
brands such as Qantas, Jetstar, David
Jones and Bunnings among others,
and added a new branded content
division, Rare Creative.

With more than 30 years’ in the
industry, Reynolds rejects the idea
that magazines are dead, saying
there’s still a big appetite for them
and brands have become the new
publishers instead.

“On the whole, readers are as
satisfied with this shift with a couple
of provisos,” he says. “One, brands
can only create content in areas they
have authority in, and two, the con-
tent has to be really, really good.” 

Australian Magazine Awards



Congratulations to all
winners and finalists of the 
2019 Australian Magazine Awards
Nielsen Consumer & Media View and emma. 

Delivering the only accurate cross platform audience measurement 
based on industry endorsed print and digital currencies.  

Visit emma.com.au to find out more
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What is a magazine? Once a
simple quest ion, now

increasingly difficult to answer as
publishers move to multi-platform
integrated offerings, events, mer-
chandising and various other acti-
vations of their content.

P ubl i sher s h ave move d
beyond traditional models in
adapting to changing consumer
habits and technology. A live
event can be used to generate
content for website-hosted video,
print feature articles and social
media posts. This creates new,
exciting ways for publishers to
connect with consumers as well
as new avenues for brands to con-
nect with audiences.

This is why we introduced The
Impact Award to this year’s
Australian Magazine Awards. To
capture the significant contribution
being made by inspired individuals
across publishers, driving this new
multi-platform thinking and turn-
ing it into reality.

All of the entries were inspiring
but it was the three finalists who
stood out, showcasing the smart
thinking that is helping to drive the 
magazine industry forward.

Each finalist was unique.
Angela stepped outside her role

as the Commissioner of Content to
that of Content Creator. She has
increased the level of video pub-
l i sh ing on the Austra l ian
Geographic website and social
channels, creating editorial and
branded content for advertisers.

Anna is a key driver behind
Bauer’s activist agenda that has
delivered major research projects
and renewed purpose-led activity
that is making real change in
women’s lives.

Magazines: a fast-changing,
vibrant business
Emma sponsored this year’s Australian 
Magazine Awards, and introduced
the Impact Award to recognise the
individuals who have contributed most to
this ever-changing and vibrant business.

Jen is part of the Pacif ic
Magazines team putting data and
insights at the heart of their
offering by developing new cam-
paign measurement products for
their clients.

But there was one underlying
theme to all of these entries: pas-
sion. Each of the finalists has deliv-
ered above and beyond expecta-
tions due to their commitment to,
and passion for, their audiences.

It is this understanding that is
reflected in the latest emma data,
which shows how Australian mag-
azine brands continue to deliver
significant and engaged audi-
ences. This success is fueled by
the depth and diversity of offer-
ings, as well as publishers’ ability
to tap into key passion points of
their audiences.

We also see the variety of busi-
ness models that are available to
publishers. The two most read
magazines are custom magazines
distributed through the supermar-
kets, both delivering large and
significant audiences. The next
four are the key monthly and
weekly paid competitors in the
major women’s category. In fact,
seven magazines deliver audiences
of over one million Australians,
and each Top 20 publication deliv-
ers over 500,000 people, even
before you add in digital audiences
and other brand touchpoints.

This scale of audience demon-
strates the resilience of the printed
product even as the models for
titles evolve toward multi-platform
engagement. At emma, we have
focused on developing the best in
market cross-platform readership.
This has been achieved by using
industry currency data such as the
IAB Australia-accredited Nielsen
online audience metric. Emma
remains the only cross-platform
measurement of magazines using
industry currency data.

Ultimately, it is the highly
engaged readers that attract adver-
tisers to magazine marketing oppor-
tunities, as well as the strong loyalty
that audiences have for their pre-
ferred magazine brands. Magazine
brand consumers are high value,
early adopters who are deeply
engaged and willing to pay for con-
tent, whether that’s for a printed 
product or an experience. 

40in partnership with



The average person shifts their attention every 45 seconds^. Put your brand in the hands of our readers and

you’ll stay with them for an average of 1 hour and 17 minutes or more*. In the multi-tasking world of today,

magazine brands will ensure you get your target audience in the right mindset, with their full attention.

GO DEEPER WITH MAGAZINE BRANDS

^Dr Gloria Mark *Fiftyfive5 passion response study 2016.



Covered in Creativity
Creativity is the beating heart of adland which is why at AdNews we handpick 
a creative agency to spin their magic to dream up our cover each month.

March

With International Women’s Day held on March 8, we dived 
into an investigation on the evolution of women in advertising 
for our March edition. AdNews called on LIDA Australia, part 
of M&C Saatchi Group, to not only create the cover but also 
present data-driven findings for the feature. Using its AI-
powered bot Minnie, LIDA looked at how women have been 
represented in advertising in The Australian Women’s Weekly 
from the 1930s through to today. Reflecting those findings, 
the cover shows how representation of the female gender has 
transformed from servitude to self-actualisation.

January-February

To kick off 2019, AdNews called on TBWA Sydney to create the 
year’s first cover for our investigation on the changing shape 
of the agency model. Rather than taking the ‘doom and gloom’ 
approach to the brief, the team at TBWA wanted to show how 
creativity will be the key to success for the future of agencies. 
Working with a 3D and retouching artist at Limehouse, the 
agency set itself a mission to create something that provoked 
and demanded people’s attention. An award pencil-style bullet 
smashes through an android’s skull to show how at the end of 
the day, it is a good idea that will cut through all the noisey and 
chaotic digital landscape.

Thinking. Insights. Ideas.
adnews.com.au
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CATHY O’CONNOR • VCCP • RIDESHARE ADS • ASAHI • MEDIA AGENCY CONFESSIONS • OOH EXPLORED
TBWA • AGENCY SHAPESHIFTING • TEN’S NEW SALES TEAM • ADNEWS COVER WINNER

The changing 
agency model
Will the creative idea conquer all?

February 2019
AdNews – Since 1928

From servitude to self-determination
What the data tells us about the evolution of advertising to women

Thinking. Insights. Ideas.
adnews.com.au
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March 2019

SNAPCHAT • MYER • CLEMENGER • KIM PORTRATE • LIDA • STORYATION • CAMPAIGN REVIEW
DIVERSITY CHANGES DOWN UNDER • PORTRAIT OF WOMEN • BRANDS DOING GOOD

AdNews – Since 1928

Creative Covers



Marking its first full year since the initiative launched in May 2018, cre-
ating the AdNews cover has become a revered challenge across adland.

Every issue this year, we have selected an agency to put their creative 
juices to work and produce a cover image for the monthly magazine.

Each cover reflects the edition’s investigative feature and who better 
to enlist for the challenge than some of the nation’s top agencies. We’ve 
tackled some big topics throughout the year, from mental health in 
adland to the rise of influencer marketing.

Agencies including TBWA Sydney, LIDA, Ogilvy, Thinkerbell, Host/
Havas, Special Group, BCM and DDB, as well as industry collective 
Youngbloods and artist Mulga were given briefs that challenged their 
teams, but ultimately showed the abundance of talent in the thriving 
creative industry.

AdNews readers can vote for their favourite cover on AdNews.com.au 
but in case you missed any, we have the full 2019 wrap right here.

Enjoy and happy voting! 

April

Mental health is one of the biggest issues faced by adland today. 
Last year’s Mentally Healthy study brought the issue to light 
with findings showing people in the industry displayed greater 
signs of mental illness compared to the national average. For 
our April edition, AdNews decided to launch an investigation to 
shine a light on the serious issue and find out more on how the 
industry is tackling it. Instead of calling on one agency to create 
the cover, we enlisted youth industry committee Youngbloods 
to do the job. The winning concept SAdNews uses clever, 
format–breaking wordplay coupled with a succinct subtitle and 
visual treatment to present the committee’s stance and feelings 
surrounding the findings.

May

The advertising industry is rife with different peak bodies but 
who are they and what exactly do they do? In the May edition, 
AdNews set to work to answer these questions while handing 
Ogilvy the challenge to visualise these largely faceless bodies. 
Avoiding analogies, Ogilvy wanted to keep it simple. After 
presenting three contenders to us, we were all in consensus: the 
alphabet soup. A powerful visual, it shows how adland is laden 
with these bodies and their acronyms.
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Depressio nxiety: T

April 2019
AdNews – Since 1928

n a d he real cost of our rk.

75% WORK WHILE NOT PHYSICALLY OR MENTALLY WELL • 57% SHOW SYMPTOMS OF STRESS
56% SHOW MILD TO SEVERE SYMPTOMS OF DEPRESSION • 63% FEEL NERVOUS ABOUT THEIR JOB

61% OF CREATIVES HAVE SYMPTOMS OF DEPRESSION • 73% KEPT UP AT NIGHT BY WORK
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GOODOIL • THE LION’S SHARE • ARTIFICIAL INTELLIGENCE • MEET THE TEAM VMLY&R • CLEMENGER
CON FE SSIONS OF A N EX-N ETWOR K ECD • I N DUSTRY BODI E S 101 • AOTY PHOTOS

Too many to stomach?

Thinking. Insights. Ideas.
adnews.com.au

May 2019
AdNews – Since 1928
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June 2019

t d

THINKERBELL • HAHN • THE ROYALS • EXPERIENTIAL MARKETING • RADIO’S RAPID RISE
SAMSUNG • POLITICAL ADS • ADLAND PHOTOS • VERSA • MEET THE TEAM: SEVEN

AdNews – Since 1928

Why experiential marketing runs deeperi i i

Thinking. Insights. Ideas.
adnews.com.au
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AGENCY HOUND • CONFESSIONS OF A CMO • NOSTALGIC ADS • MEET THE TEAM - OGILVY
MASTERING AD TECH • PARENTAL LEAVE BENCHMARKS • THINKERBELL • HARDHAT

July 2019
AdNews – Since 1928

The Diversity Issue

June

For the June edition on experiential marketing, we stepped 
outside of our normal agency-designed cover and reached out 
to Sydney-based artist, freelance illustrator and poet Joel Moore  
— also known as Mulga. Known for his unique intricate line work 
and bright colours, Moore brought both his signature style and 
background in producing art for brands together, to create the 
AdNews cover. The bright cover culminates in a self-portrait 
of Moore among an acid-trip explosion of colour, rainbows, 
unicorns, stars and palm trees highlighting the experience he 
and other artists create for brands.

July

One year on from our first investigation into adland’s diversity 
— or lack of — we decided to check in to see where the industry 
sits now. AdNews called on Australian hot shop Thinkerbell 
to create a cover for the July edition that would mirror the 
progress. Using the notion of discomfort as a point of tension, 
the thinkers and tinkers came up with the perfect picture 
to summarise adland’s state of diversity. The end result? An 
overstocked old white male ‘Adman CEO’ doll marked down as 
the industry paves the way for a more diverse cohort of leaders.

Creative Covers
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August 2019

UGLY ADLAND TROLLS • THE METRO BUBBLE • NINE’S LIZZIE YOUNG •  THE TRADE DESK • WOKE-WASHING
PUBLISHER’S INTERNATIONALÉ • DDB NZ’S GROWN UP OFFICE • PHOTOPLAY’S RESIDENT DOG

AdNews – Since 1928

SCREW YOU, 
CLIMATE

The dirty business of 
ignoring climate change
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September 2019
AdNews – Since 1928

August

The August edition saw AdNews delve into the hotly debated 
world of climate change and its impact on the advertising 
industry. With the launch of an offering geared toward helping 
its clients re-think the way they do business to reverse their 
impact on the planet, Host/Havas was the perfect agency to 
devise a powerful cover. The team wanted to create a visual 
that conveyed the overall attitude toward the matter. Keeping 
it simple, the subtle fingers up displayed ironically through 
industrial chimneys polluting our air and the copy ‘Screw You, 
Climate: The dirty business of ignoring climate change’ did  
just the job.

September

Love them or hate them, influencers have become a powerful 
advertising medium in today’s world. For our September 
edition, we brought Special Group Australia on board to 
deliver a cover that would reflect our first influencer marketing 
investigation. Going straight to the source of our story, the 
team enlisted a real life influencer to not only star on the cover 
but also share a sponsored post on Instagram when the issue 
came out. Emulating Instagram’s focus on aesthetically pleasing 
visual content, the team delivered an inception of @wendy_
online presenting the September issue against a wall of vibrant 
flowers at influencer hotspot and cafe Social Hideout.
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BRISBANE
STRIKES BAC

October 2019
AdNews – Since 1928
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THE IN-HOUSING WAR • LESLEY EDWARDS • ARN’S NEW STUDIOS • BCM • A BRISBANE FURLEBRITY
NEO-BANKS AND THE ADSPEND CANARY • KEEPING TALENT • MEET THE TEAM

A city reimagined

Thinking. Insights. Ideas.
adnews.com.au

Print post approved 100005345

November-December 2019

PAY CONFESSI0NS – ALL THE COVERS • THE CAMPBELL ARNOTT’S PITCH • REDEFINING MONKEY BUSINESS
PERSPECTIVES FROM INDUSTRY LEADERS • MAGAZINE AWARDS • TBWA ADELAIDE

AdNews – Since 1928

Where’s  
the money?
The fight for the marketing pie

THE ANNUAL

October

Debuting our first edition dedicated to Brisbane, we tasked 
one of the Queensland capital’s oldest agencies BCM to come 
up with a cover that illustrate the city’s accomplishments. With 
no spares in sight, the team arranged a photoshoot to present 
specially crafted bowling pins which were auctioned off at a 
charity event supported by the local industry. No two bowling 
pins are the same – a reflection of the breadth of creative 
talent in Brisbane – with techniques to create them ranging 
from traditional wood-working skills like lathing and carving to 
concrete casting and 3D printing. One was even adorned with 
more than 10,000 matchsticks.

November-December

As 2019 draws to a close, our coveted final edition of the year 
The Annual tackled the biggest question on everyone’s lips: 
where’s the money? As we attempt to determine how  
marketers are divvying up their budgets, we called on DDB 
Sydney to translate this story into one single image. The team 
gathered all arms and legs of the industry for a “last supper” 
style dinner turned battle to get their share of the pie. Everyone 
from Mike Rebelo and Brent Smart to Tara Ford, David Nobay 
and Mike Connaghan came together to help deliver a cover 
to front our biggest edition of the year. Even Sir Martin Sorrell 
makes an appearance.

Creative Covers
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In 2019, when almost 8 in 10
brands could vanish and no one

would care, brands have to work
harder than ever before to hold
their ground among the 23% of
brands that are indispensible to
people’s lives.

The perfect storm of a trust
crisis, a delivery deficit between
what consumers want and what
brands are delivering, and the rise
of the experience economy
(where content and value-added
services are expected but most
fail to connect) means you simply
can’t spend your way into solving
today’s brand challenges.

Meaning and the ability to cre-
ate meaningful connections with
consumers are the key to the
future of brands.

The problem is, most brands
are falling short. Why? Because
they’re not listening to what con-
sumers really want, to earn a place 
in culture.

What makes a
meaningful brand?
It’s a question every organisation
needs to not only answer, but
deliver on, to survive. Havas has
spent 10 years decoding what
makes brands meaningful to peo-
ple in the largest study of its kind
globally. Insights from our
Meaningful Brands Report reveal
that meaningful brands deliver
three things:
• Functional benefits — brands

that deliver the products and 
services they say they will

• Personal benefits — brands that
improve people’s lives

• Collective benefits — brands that
play a positive role in society.

This is where the delivery deficit
kicks in. While people may get the
product or service they pay for, in
most cases, their personal needs
aren’t being met, and they’re dubi-
ous about brand purpose and val-
ues.Peoplequestionwhetherbrands
are really contributing to society, or
just talking the talk. Putting the right
focus on brand communication is
equally important to reassure con-
sumers that a brand is living up to 
increasing expectations.

Leading with purpose
goes mainstream
Buying has become a political and
ethical act. Consumers expect
brands to be actively involved in
solving social and environmental
problems. With trust in govern-
ment, news and media hitting
record lows, most people (55%)
believe companies play a more
important role than governments 
in creating a better future.

People wouldn’t care if
77% of brands simply
disappeared. Red Havas 
Australia CEO Sarah
Trombetta reveals how
delivering on the three
things every consumer
wants can take a brand 
from expendable to 
indispensable.

Top tips to start
a meaningful
conversation with 
consumers

1Lead with your purpose
and values, to be a voice

for positive change in culture.

2Harness the power
of people to create

authentic, meaningful brand 
content that connects.

3Create an ecosystem of
trusted voices — from

executives to influencers with
shared values — to channel
your stories and experiences 
where it matters.

4Design brand experiences 
to deliver meaningful

moments that improve 
people’s lives.

5Measure share of
conversation around the

storytelling pillars that create
meaning — functional, personal 
and collective benefits.

Meaning the key to brand survival
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Consumers are looking for
shared values. Three in four con-
sumers will favour brands that
stand for something. And it can be
just as important to stand against
issues too. Sitting on the fence
won’t cut it in Australia anymore
— brands with CEOs and CMOs
leading with purpose as a voice
for change are earning and pre-
serving their place in culture.

But, purpose needs to be more
than a token gesture. It needs to
be authentic. Most people say
brands should be transparent
about their commitments and
promises; only one in three
believe they are. The most
resilient brands lead with purpose
and values. To join them, brands
need to shift from having a brand
purpose, to acting with purpose.

Harnessing the power of
people matters
Consumers expect more from
brands than a product: 63% of
baby boomers, 76% of Gen X, 84%
of Millennials and 87% of Gen Z
believe brands need to create
more interesting, useful or mean-
ingful content and value-added
services, beyond their usual offer.

While the ‘more’ varies by
industry, the underlying principle
remains true across generations.
People want content from brands,
in fact 90% expect it, whether that
be experiences, solutions, enter-
tainment, stories or events. They
want to be inspired, entertained,
educated, informed, helped or 

rewarded. But, most brand content
(58%) fails to meet expectation.

As 85% of consumers worry
about dimishing trust (Havas
Prosumer Report, 2019), authentic-
ity and context matter most.
Brands that harness the power of
trusted voices — as creators, story-
tellers and channels — can take
content beyond category clutte,
creating meaningful connections.

Creating a meaningful
conversation
A brand’s story needs to create a
two-way value exchange. For Red
Havas’ clients, that means start-
ing with a data-inspired Meaning-
ful Conversation Idea (MCI) to
design compellingly shareable

stories, connections and experi-
ences that communicate the right
blend of benefits as part of a cul-
tural narrative.

Driving share of conversation,
where people expect to engage
with content, creates the type of
meaningful connections that share
of voice simply can’t match. Being
heard because you’re the loudest
doesn’t build connection; earning
people’s attention does.

And the more meaningful the
brand, the greater the share of wal-
let. Meaningful brands generate
significantly higher KPIs, with
overall impressions, positive sen-
timent, purchase/repurchase
intent, advocacy and action all 
indexing highest. 

Beko’s journey to meaning more in ANZ

For category leaders, all is at
stake to stay indispensable. Red
Havas’ Brisbane team is working
with Beko, one of Europe’s leading
household appliance companies,
to shape its future as a meaningful
brand in ANZ.

Beko’s strong postioning and
global success has been grounded
in communicating functional and
personal benefits, with a line up of
innovative, energy efficient, high
quality products. However to take
on Australia’s most established
white goods brands on home 

soil the brand needed to play a
positive role in improving lives in
local communities.

Leading with its purpose and
values, Beko became a voice for
change in the cultural conversation
around childhood obesity with its
‘Eat Like A Pro’ campaign.

‘Eat Like A Pro’ mobalised sports
role models to start a meaningful
conversation, empowering
communities to sustain healthy
lifestyles; because communities
with a conscience inspire healthy 
and happy households.

The brand created a powerful
value exchange for families, fueled
by inspiring and educational
brand content in social media and
grassroots activations in schools
and sports associations, driving
record share of conversation and
doubling spontaneous brand
awareness to set a new global 
benchmark for Beko.

THE FUTURE STARTS NOW
As consumers look for meaningful
connections, and hold brands
accountable to step up and 

deliver, the future is clear for
Australia’s most ambitious
companies — it is centred on
meaningfulness, driven by data
and creativity, to earn their place
as indispensible in people’s lives.

People-powered storytelling,
connections and expeiences are
the most potent way to tackle the
delivery deficit, and tell a brand
story that communicates the
functional, personal and collective
benefits that create meaningful
brands — not the things brands 
think people they want.
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Figures based on 2019 GfK Share of Audio® – a major study of the audio consumed by Australians. In its fourth consecutive year, the study was 
conducted with a nationally representative sample of more than 1,900 metropolitan and regional Australians.

GRAB YOUR AUDIENCE BY THE EARS
Australians spend an average of 3hrs 28mins listening to audio each day and 
live Australian radio accounts for 2hrs 7mins or 6I.3%. Strong growth in podcast 
listening is helping to further drive interest and consumption of audio.

WHAT AUDIO ARE AUSTRALIANS CONSUMING?

For more information visit radioalive.com.au

P10+, share of listening (%), Mon-Sun 12mn-12mn. *Both free and paid services.

Live Australian radio

Streaming*

Podcasts*

Owned music

Online music videos

TV music channels

Other audio

Audio books

6I.3%

I5.0%

7.3%

7.0%

4.4%

I.8%

I.8%

I.5%

PODCAST LISTENERS ARE MORE LIKELY TO BE:

People 
I0-39

69.5%
vs 48.I% PI0+

Managers 
& professionals

4I.9%
vs 30.I% PI0+

Degree
qualified

49.I%
vs 38.I% PI0+

Parents  
with kids 0-I7

2I.8%
vs I9.2% PI0+





Campbell Arnott’s, a company
with a deep cupboard of iconic

Australian brands, was sending
out a good vibe, or chime, at the
very first pitch session — the brief.

The Publicis Groupe team felt
the, hopefully, client-to-be was
clear about the objectives and had
an open mind on how to get there.
The presentation was short and to
the point. They left the meeting
feeling: “This is a company that
talks about transformation in the
same way we do.”

But it was still very early in the
process. The art of pitching is often
about building knowledge and a
solution as you go. Propose some-
thing definitive too early in the
process and you risk missing
crucial information. Arrive at the
answer too late, and you may have
missed an important chance to
connect with the client and build
momentum internally.

Publicis Groupe had been
invited to pitch alongside the two
incumbents, WPP and Omnicom.

The requirements were broad,
and the pitch covered multiple
geographies, so other specialists
were brought in including public
relations. The Publicis team came
in cold, without the inside relation-
ships of the other two, both of whom
had been working with Campbell
Arnott’s for years.

But Matt Cooney, chief growth
officer at Publicis Communications,
felt an early connection.

“A lot of the conundrums that
Campbell Arnott’s were wrestling
with were challenges we’d been
through as a business,” he says.
“And a lot of the issues they faced in 

Inside the Pitch:
The Campbell Arnott’s account
A battle between the holding companies. The
prize, a suite of iconic Australian brands. AdNews 
goes inside the pitch for Campbell Arnott’s.

C H R I S P A S H

W O R D S  B Y

their industry were things that we were overcoming in ours. So the chem-
istry felt good from the start. There was a matched agenda. We weren’t
immediately proposing ‘the answer’ but there was a sense of both parties
working together to get to know each other better and identify the right
mutual solution. It helped that the shared commitment to radical change
was at the heart of the conversation from the outset. We felt that we could
help Campbell Arnott’s based on the changes, and learnings, that we had
already been through.”

The Campbell Arnott’s business was attractive and not just because
of its size in terms of advertising dollars spent. The real total value of
such pitches is rarely reported. However, Campbell Arnott’s had an
estimated $8.3 million in media spend based on Nielsen Ad Intel.

Typically a food business of this size would need input for decisions
from a head office marketing department across the world. However,
decisions on budget and creatives are made in Sydney, meaning no com-
plicated relationships with agencies who work for the parent company.

And Campbell Arnott’s has a string of iconic brands with a solid base
in the Australian cultural story, such as Tim Tams, Shapes, Mint Slice
and Campbell’s Real Stock. “We wanted the best people because we felt
we could reciprocate in a way that many other clients may not be able to
offer,” says David McNeil, chief marketing officer at Campbell Arnott’s.
McNeil found, when he joined the business about five years ago, the 
company was getting excellent work from a range of agencies.

The Kitchen Table
“But it was our opinion that the team here was spending a considerable
amount of time coordinating the efforts of all of these various providers,”
he says. “And given we do everything end to end here in North Strathfield,
the remit of an average member of my team extends from everything from
brand management to innovation, to activation, to administration, you name
it. We don’t have a Singapore, or London, or New York office to rely upon.”

The Pitch



And with a range of providers
came different contracts. That
meant the solution to any problem
was constrained by written
arrangements with each supplier.

So Campbell Arnott’s devised a
more integratedandslimmeragency
roster. The Kitchen Table was born.

“It was important that it wasn’t
Clemenger, it wasn’t Wavemaker,
and it wasn’t Campbell Arnott’s,”
says McNeil. A place where people
could sit around, like a kitchen
table at home, and offer opinions,
have conversations, to float ideas,
and to help solve problems.

“We also wanted it to be The
Kitchen Table, as opposed to The
Dining Table or other metaphors,
because we wanted it to be a fun,
risk-taking culture and pioneer
new and different ways of market-
ing,” says McNeil. “And we felt that
by creating a model and giving it
a name which embodied those
values, it would signal what we
were looking for.”

Campbell Arnott’s role was still
one of coordination but refined and
improved. “We wanted to keep
stretching ourselves as a business,
as an integrated model, so that our
teams could be adding value where
they added value best, which is in
brand management and innovation,
and not in the coordination of exter-
nal parties,” says McNeil. “That was
the catalyst for us to then go out to
market — a passion for having the
best form of integrated model we
could possibly get our hands on.”

Linda Abbott, head of integrated
communications for Campbell
Arnott’s, led a review of The 

“Part of the art of
pitching is stamina.
I’ve seen agencies
do really well in
three meetings,
only to lose it in 
the fourth.”

Matt Cooney,
chief growth
officer at Publicis
Communications

Kitchen Table model. This found that a central P/L and a leader with author-
ity to move resources around were core functions the team needed.

“We took the brief that Linda had put together and we matched that up
against individual agencies,” says McNeil. “We quickly concluded that it was
going to need to be at the holding company level to find a potential match
between that ideal brief and setup, and what was available in the market.”

The pitch
And so the big pitch was born. It started in late 2017 and went into 2018.

The Campbell Arnott’s marketing leadership team led by Linda Abbott
wanted a holding company with a fresh approach and a vision of what a
fully integrated model would look like.

McNeil sat down with each holding company, describing the desire to
bring all elements of the agency model under one roof. He researched
each holding company’s website and waved their stated capabilities back
at them, challenging them to prove their worth.

He said: “This is what is out in the marketplace and you’re purporting
to offer this as a model. What we’d like you to do is to come tell us a bit
more about that model, why you believe you could help us to achieve the
vision that I just described, and what’s the difference between your model 
and others out there.”

The briefing documents were succinct and didn’t run to length.
“We described our portfolio and the challenge of feeding the many

mouths of our portfolio efficiently and effectively,” says McNeil. “We
asked them to respond with a portfolio solution utilising their integrated
model as a case study.

“We chose not to get too much into the conventional credentials and
reels and rates and discounts and all that stuff. Some of that diligence
came much further down in the process but what we were interested in
was understanding their vision and traction on their ‘one agency’ model,
their approach to how they would solve something like a portfolio strategy
for us, who their people were that they were going to put forward and
become an extension of, in essence, my team.”

The session with holding companies was open. They were encouraged
to ask as many questions as they wanted for clarification and understand-
ing. ThentheholdingcompanieshadaweektocomebacktoCampbellArnott’s.

Michael Rebelo, CEO, Publicis Groupe, Australia/NZ, remembers tell-
ing McNeill: “Two years ago I wouldn’t have been able to, hand on heart,
answer your brief and provide the agency model you want. Today I can.”

The Pitch



Rebelo walked out feeling confident Publicis could win the pitch and 
then deliver it in reality. He says: “When you feel that at the briefing, you 
know you have a good chance.”

Cold pizza
The process generally for the industry, is on the masochistic side, getting 
off on the fact that it’s got to be done to a deadline, working all hours, 
eating cold pizza, fighting fatigue.

However, it’s becoming increasingly complex. There are more stake-
holders, including a procurement department which wants to be involved 
in everything, in detail. Then there’s a chief information officer as well 
as the chief marketing officer. And deep technical questions about data.

Matt Cooney at Publicis Communications thinks the pitch process can 
still bring out the best in the industry but that new approaches are needed.

“Historically, the ticking clock of the deadline would drive the key 
triumvirate of brand strategist, creative director and business lead to 
interpret and generate solutions at speed and intensity,” he says.

“Focusing on a core team of three traditional disciplines running a pitch 
is increasingly outdated because you’re going to need experts across a much 
wider range of skill sets and experiences. They have to work hand-in-hand 
across creativity, intelligence and technology.”

Public relations, shopper and e-commerce solutions, data platforms, 
dynamic content, tech stack optimisation, business transformation, social 
media and influencer expertise also come into play.

Cooney describes the difference between pitches a decade ago and 
now as: then it was a four-piece band jamming in a studio. Now it’s an 
entire orchestra performing at a live venue. “You’ve got so many more 
people in the room and in the conversation — at both ends.”

Cooney knew the Campbell Arnott’s pitch had to be highly specific, 
with the right model, built in the right way. A solution with a precise 
combination of disciplines and processes.

The unspoken brief
He knew what wouldn’t work, such as saying: “Hey, here is a panacea, 
here is the off the shelf silver bullet, for all your business problems.”

Cooney: “Building the right model was going to be absolutely key. So 
that meant we had to get the right people in place and in the room together 
across our entire range of capabilities: media, data, creative, shopper, 
PR and production. And right from the outset we knew we had to get 

everybody around a table and talk 
about what that solution looked 
like. To work on it in detail together. 
Not just a talking shop. Rather than 
it being led by any one discipline, as 
often happens with the more tradi-
tional creative and media agencies, 
we look at everything and listen  
to everyone.”

The biggest problem is know-
ing what the client needs. It’s a 
matter of digging in for under-
standing. With Campbell Arnott’s, 
it was obvious that they wanted 
somet h ing bespoke. “Wit h 
pitches it’s often about picking up 
on the unspoken brief, because 
you don’t know each other in the 
first meeting,” says Cooney. “You 
have to be able to pick up the 
nuance. What’s the subtext? And 
that’s become even more compli-
cated because we’ve got procure-
ment becoming far more central 
to pitch briefs.”
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This is good in a way, in that the
process is more formal and rigor-
ous, with a lot more information.
But it can be overwhelming for
agencies dealing with the amount
of data. “The best pitches are often
where you get to build that brief
and the solution together with the
client,” he says.

A brief involves constant listen-
ing, asking questions, building
understanding, finding what’s
worked and what hasn’t. “It’s often
only further along in the process
that the real opportunity for any
solution becomes clear,” he says.

“If you close off too quickly, you
probably haven’t seen the com-
plexity. The danger is, in the rush
and the adrenaline and the timing,
the ego takes over and people
quickly arrive at a solution. It’s a
balance between getting the
momentum going and keeping up
the excitement and energy, but not
rushing to the solution at such a
pace that a client you hardly know
hasn’t had a chance to give you
their point of view about what may
or may not be the actual issue.”

Campbell Arnott’s gave every
opportunity to build a conversa-
tion and keep it going. Publicis was
able to talk about its experiences
and learnings with other clients.

A single model
And the clock keeps ticking. A
finite amount of time is available
to find a solution. In the beginning,
the language is formal, a bit awk-
ward, stilted. “You’ve got a client
and an agency talking about fun-
damental business, strategic or
creative issues, and they’ve only
just learned each others’ names,”
says Cooney.

A pitch can vary from six weeks
to six months.

With Campbell Arnott’s, the
initial brief was at the start of
November, then more interim
meetings that month, and a pres-
entation from the holding compa-
nies in December.

And then in the run up to
Christmas, meetings were held
across the APAC region in
Indonesia and in Malaysia because
the deal on the table was a regional
one. After the Christmas break,
discussions continued in January 
and February.

The art of
pitching is often
about building
knowledge and a
solution as you go.
Propose something
definitive too early
in the process and
you risk missing
crucial information.

The multi geography brief added a dimension. Campbell Arnott’s
wanted to see how the holding companies would apply this model across
the company’s Southeast Asian businesses.

The Malaysian business is mainly pasta and pasta sauce, Prego and
Kimball, a local brand. In Indonesia, biscuits are the big seller. New Zealand
is also biscuits. In Australia, it’s roughly 80% biscuits and 20% meals.

McNeil at Campbell Arnott’s: “An important criteria for us was to
deliver consistency across all of our markets. And we wanted to see that
in action, so we visited each of the markets and heard how they would
translate a single model into these multiple geographic points.”

Each of the holding companies pitched in each market. Then the
Campbell Arnott’s team regrouped back to Sydney.

Linda Abbott: “We took some time to review all of the responses across
all the different geographies and put together our thoughts and consid-
erations. And that was when we were able to make a decision which would
best benefit the region.”

McNeil: “Linda and I had some advisers but we didn’t have a strict
process. We certainly spent a lot of time talking about the different pro-
posals that we had received and our thoughts around them. All the pro-
posals were of an exceptional quality.”

Cooney spend a lot of time with his teams encouraging consistency.
“Part of the art of pitching is stamina,” he says. “I’ve seen agencies do
really well in three meetings only to lose it in the fourth.”

The pressure is always on. And the deal is never done until the close,
but a phone call from Campbell Arnott’s saying Publicis was appointed 
confirmed that sense that the process was going well.

A concept Publicis called The Neighbourhood won in the end.
McNeil: “Right from the get go they got our attention with this model

they called The Neighbourhood, unique to us, that really was an exten-
sion of The Kitchen Table concept. The Neighbourhood was an outdoor
version: you live in the same street; you’re probably close; there are
people you see more often than others; you look out for one another,
you see each other on a regular basis; but you have your own inde-
pendence at times.”

Campbell Arnott’s also warmed to Publicis’ honest and transparent
approach, and the group’s global Power of One model, which aims for a more
powerful, seamless and connected experience for brands and their consum-
ers — moving beyond partial collaboration to genuine integration. 

The Pitch
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Rich with culture, internationally-acclaimed wines and some of Australia’s 
finest food, Adelaide has a lot to offer. Tasked with showcasing these 

treasures to the rest of the world, the team at TBWA\Adelaide has come to 
play a pivotal role in enticing new and returning visitors to the state.

The agency opened its doors a year ago in July, following its South 
Australian Tourism Commission (SATC) win. Since then, it has grown  
in number, picked up several new clients, and continues to work  
collaboratively with TBWA\Melbourne.

While the initial account win happened via the Melbourne office, CEO 
Kimberlee Wells and chief creative officer (CCO) Paul Reardon made it a 
priority to service the business locally from Adelaide. They also spent 
time meeting and listening to the needs of marketers on the ground before 
determining what shape the TBWA\Adelaide office should take.

Additionally, there was demand for access to the TBWA international 
network. Particularly as SA brands look to expand into new markets or, 
as is the case with SATC and University of Adelaide, attract new interna-
tional audiences to the state.

Subsequently, the agency model developed for TBWA\Adelaide brings 
together the best of local talent and multinational scale in the areas of 
creative and strategy.

Joe Godsell and James Siebert are the Adelaide office’s first team  
members and have since been joined by Emily Sherwell, Erin Phillips 
and Hannah Furnell.

Joining as executive partner, Godsell heads up the Adelaide office and 
says hiring locally as well as bringing homegrown talent back to the city 
is one of the agency’s key objectives.

“[Our objective is to] continue to grow, but at a speed that doesn’t 
compromise our ability to deliver bold thinking and world-class  
partnership to all of our clients,” Godsell says.

TBWA: BRINGING 
DISRUPTION  

TO ADELAIDE
It has been less than 18 months since 

TBWA\Adelaide opened its doors, but 
executive partner Joe Godsell says the 

agency has been quickly making its mark 
in the South Australian capital.

P A I G E M U R P H Y
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Siebert, an Adelaide native who had been working at TBWA\Melbourne 
for three years, put his hand up immediately when he learned the agency 
would be starting an office in his hometown. Likewise, Sherwell also 
jumped at the opportunity to return home after a decade of working  
in Sydney.

For the agency, Godsell says having a local team and office space is 
“absolutely invaluable” as it enables both close proximity to the client 
and a local perspective, but he also notes the value of being able to work 
closely with the Melbourne office.

“To have a mixture of local knowledge and client contact on the 
ground here, matched with 130 people in Melbourne [and 13,000 around 
the globe], enables us to have quite a distinctive offer. Our world-class 
strategy, creative and production capabilities and our Disruption meth-
odology presents a unique model to Adelaide, and it seems to be working 
well,” Godsell says.

“We are fortunate that our offices are so culturally aligned. We don’t 
consider geography as a barrier. We talk about disciplines rather than 
state divides. Technology helps us further close the gap, as does plane 
travel! We really don’t feel the distance and neither do our clients.”

Furnell is the most recent hire of the team. The designer, who previ-
ously worked within the network for TBWA\Manchester, works on the 
ground in tandem with the creative department based in Melbourne.

Aside from Furnell though, Godsell says creative will remain largely 
within the other office.

“It’s currently working really well for a couple of reasons. Firstly  
having a large group of amazing creative thinkers bouncing ideas off each 
other works,” he says.

“Also, particularly with tourism, that outsider point-of-view is  
invaluable in uncovering new insights and ideas. So, it’s not something 
that we are immediately looking to change.”

As the agency does expand, Godsell says it will be the client-facing 
roles they’ll be looking to fill.

“We’ll certainly keep growing business management, strategic and 
production roles over here,” he says.

“These are the key roles that need to be in close proximity to clients’ 
business but we will continue to learn from the market needs and respond 
accordingly.”

SATC plays a crucial role as a founding client in the TBWA\Adelaide 
story. Together they have launched several campaigns already, including 
Five Days in a State of Wonder, Tell Us Where and one of the most talked 
about campaigns of the year, Don’t Feel Sorry for Old Mate.

A huge advocate for the agency 
and its work, Brent Hill, executive 
director of marketing at SATC, 
recently told AdNews how proud 
he was of what the partnership had 
achieved so far.

“The guys based here in 
Adelaide do a really great job. They 
definitely deserve some credit as 
well for working with us on some-
thing like this,” Hill said, following 
the release of the Old Mate sequel.

Since opening its doors with 
SATC, the agency has added the 
Superloop Adelaide 500 as a 
retained client and is working on 
numerous projects for clients includ-
ing Sweat, DTTI, the University of 
Adelaide, Adelaide Oval, Royal 
Flying Doctor Service and more.

In true TBWA style, it is safe to 
say the agency has lived up to its 
reputation as The Disruption 
Company. With less than two years 
under its belt, TBWA\Adelaide has 
well and truly found its feet.

“We’ve come in quietly, confi-
dently, done a good job,” Godsell says.

“The results are speaking for 
themselves, and we’ll continue to 
do that.” 
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You’re an Adelaide local who 
has been working at TBWA\
Melbourne. Why did you jump at 
the opportunity to move back to 
your hometown?
Liveability and the chance to be part 
of something new. Adelaide offers 
one of the best lifestyles for working 
professionals. It has long been known 
for its creative industries and to be a 
part of that and help shape the fabric 
of the state through tourism is a most 
rewarding challenge.

What is the Adelaide advertising 
industry’s point of differentiation 
from other cities?
I think the Adelaide industry’s 
biggest point of difference is its 
penchant for collaboration and 
the willingness to be open to 

new challenges and new ground. 
There’s an immense amount of 
talent here and I’m inspired each 
and every day as I broaden my 
circles and meet more skilled 
individuals within the industry.

What is the biggest challenge  
in your role?
The biggest challenge in my role 
is always timings and budget, as 
it is for any producer. That’s not 
to say those elements are issues, 
but they are always factors that on 
occasion can restrict your output. 
Of course, any good producer can 
work to tight budgets and timings, 
and still output a high standard of 
work, but I think good work should 
always be given the time and 
attention it needs to flourish.

Describe what you do in your role.
As a business director, my role is 
really varied, which is why I enjoy 
it. I run the Superloop Adelaide 
500 account which means I get 
to work closely with a lot of smart 
people rallying together to bring 
one of the country’s largest events 
to life. My days differ from working 
with strategy, creative, production 
teams, media, managing timelines, 
budgets and, of course, working 
closely with our lovely client 
partners. It keeps me on my toes, 
which I love.

If you could work in another role in 
the agency, which role would it be? 
Tricky question, I’d love to tell 
a good story and captivate an 

audience which creatives do 
really well or be able to turn 
something simple into a beautiful 
design. On the flip side, I do 
still really enjoy a good budget 
summary and timeline!  
 
After living and working in 
Sydney for a decade, what has 
been the best part about moving 
back to Adelaide?
The food and wine in Adelaide 
are second to none, but the best 
part of moving back is I feel like 
I’m home. I wasn’t expecting to 
fall back in love with Adelaide, but 
I really have. I’m surrounded by 
lovely people in a beautiful and 
vibrant state. What more could 
you want.

Feature



H A N N A H F U R N E L L • D E S I G N E R

E R I N P H I L L I P S • B U S I N E S S M A N A G E R

What is the most exciting part  
of your role?
It’s exciting to be working on both 
local Adelaide and national clients. 
Having such a large audience for 
my design work is very rewarding, 
especially living in a new country. 
I enjoy the disruptive nature of the 
ideas that help drive great design, 
alongside working collaboratively 
with the larger team daily. Being 
part of a new office is also an 
exciting prospect, it will be great to 
see the agency grow and to be one 
of the originals.

You have previously worked at 
TBWA\Manchester. What has kept 
you working within the network?
I have always found there to 

be a great culture within the 
network, and the fact that we are 
a worldwide agency allowed me 
to make the move easily. I jumped 
at the opportunity to work at 
TBWA\Adelaide; swapping those 
rainy Manchester days for the 
beautiful South Aussie sunshine! I 
also love how TBWA as a network 
approaches each brief and  
brings unique concepts to 
each campaign.

Words of advice for someone 
wanting to become a designer.
A few things come to mind. I 
think it is important to get out 
and be inspired, whether it’s 
attending design talks, networking 
with other designers or taking 
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How did you get into the industry?
I tried a few different marketing 
areas before landing in 
advertising. I was working in a 
digital marketing agency and a 
client of mine recommended me 
for a role in an advertising agency 
in Adelaide. So, I’m thankful that 
they put me forward because 
without that, I’m not sure I  
would be in advertising or at 
TBWA\Adelaide today!

What made you interested in 
joining TBWA?
At my first meetings with TBWA 
everyone was so lovely, friendly 
and smart. I was also so excited 
to work on the South Australian 

Tourism Commission account —   
I feel so lucky to be able to help 
share all the awesome things in SA 
and encourage people to holiday 
in my home state.

What does your average day look 
like at work?
Usually, my day is a mix of client 
catch-ups and presentations, 
working with a planner on new 
briefs, working with creative 
on concept development and 
working with SATC’s media agency 
Wavemaker. In any downtime 
I’m usually researching what 
new products we have in SA to 
see what we could feature in an 
upcoming campaign. 
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The magazine for everyone who lives 
in the Southern Highlands 

– and everyone who wishes they did.
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• A targeted and exclusive readership – in Sydney, the Southern Highlands and beyond.
• Produced six times a year and distributed in over 400 newsagencies nationally and 20 Harris Farm stores.

• Covering the best of the Southern Highlands for 24 years.

For advertising inquiries, contact Paul Lovell 02 4861 6311, advertising@highlifemag.com.au



Machine learning is not 
the same as artificial 
intelligence (AI).
Both terms are in hype cycles but 
they’re actually a lot simpler than 
made out to be.

AI is an umbrella term, simply 
describing machines that demon-
strate ‘intelligence’. It’s a vague 
concept that lacks a rigorous defi-
nition. To start, how does one even 
define human intelligence?

Machine learning on the other 
hand is a formal discipline. At its 
core, it asks ‘how can machines 
solve problems without being pro-
grammed explicitly by humans?’

There are biases in AI but, 
contrary to popular belief, 
it’s not because of the 
programmer.
Bias is another term often thrown 
around without a proper under-
standing of its cause. Making sense 
of the world requires a certain level 
of generalisation or bias. The 
human brain is constantly taking 
into account millions of signals a 
second, but your conscious mind 
only receives a few of them. To 
work out which signals to ignore 
and which to highlight, your brain 
is constantly making generalisa-
tions and assumptions — leading to 
a biased view of the real world.

When we apply techniques like 
machine learning, the same  
principle applies. 

Machines find patterns in 
observations of things that have 
already happened (data) in order 
to make inferences and decisions. 

This opens the results up to bias.
These biases can come from a

couple of root causes. The first is
in the data collection. For exam-
ple, if more data is collected on
dogs rather than cats, the machine 
will be better at detecting dogs.
But machines also find patterns,
ref lecting biases that unfortu-
nately exist in the real world. For
example, when Amazon attempted 
to use machine learning for
recruitment, it encountered a seri-
ous problem when it filtered out
female resumes based on a long
history of hiring men.

Adtech companies do care 
about privacy.
At Quantcast we take privacy
extremely seriously. Privacy-by-
design is in our DNA. We put a lot
of effort into partnering across
the industry to put consumer pri-
vacy first while helping advertis-
ers and publishers achieve their
business goals

For example, we partnered with 
the IAB and other actors across the 
ecosystem to create the transpar-
ency and consent framework (TCF). 

Mythbusting AI, what 
marketers should really know
Quantcast CTO and 
machine learning 
expert Peter Day cuts 
through the adtech 
jargon to provide a 
glimpse into the future.

We also created an easy-to-adopt 
implementation of this, Quantcast 
Choice. Launched in 2018, Choice 
is now the number one consent 
platform in the US and Europe, giv-
ing internet users the choice of who 
they want to share their data with.

Machines aren’t evil but 
they will change the future 
of work.
Like most new technologies, 
machine learning is disruptive. But 
there’s time to adapt. Unlike the 
prophesied sci-fi robot takeover, 
realistically we will see change in 
basic operational tasks where the 
gap between idea and execution is 
long. For example, transferring 
information from emails to spread-
sheets can be automated, freeing 
up time to try new creative ideas 
at a greater scale.

I’m optimistic about the future. 
We’re going to see disruption 
across all industries, particularly 
in areas where if mistakes are 
made, the damage is limited. 
Think supply chain optimisation, 
retail, transport, and more disrup-
tion within our own industry. 

ABOVE: Quantcast CTO, Peter Day, 
talks at various marketing events, 
covering the pyschology around 
technology. 
BELOW: Peter Day, Quantcast CTO

63in partnership with



Mental health, long hours and
short tenures are just of the issues
synonymous with the advertising 
industry. In Better Workplaces,
AdNews takes a look at the ways
in which agencies are changing
this through company culture,
HR initiatives and office design.

P A I G E M U R P H Y

W O R D S  B Y

Since its inception in 2006, The Monkeys has been shaking up adland
with its bold approach to creativity and provocative ideas. Initially

founded under the name Three Drunk Monkeys by Justin Drape, Scott
Nowell and Mark Green, the agency has grown from the trio to 150
people, opened an office in Melbourne and has been acquired by
Accenture Interactive.

Albeit no longer independently owned, the agency has still continued
its upwards trajectory of groundbreaking work with creativity at its core.
Achieving this though wouldn’t be possible without bringing together
some of the industry’s best talent and creating an environment which
nurtures ideas.

Moving into an iconic building in 2015, the agency stepped things up
to create a space that promotes a healthy working culture and ultimately
continues to breed the provocative ideas The Monkeys are known for.

In an industry where mental health remains an ongoing issue, the
agency has placed emphasis on developing a holistic wellbeing program
that aims to foster healthy habits both inside work and out.

To find out more about it all, The Monkeys took AdNews inside its cov-
eted Surry Hills hub to share just how it gets all its monkey business done.

Creating collaboration
In 2015, The Monkeys transformed one of Sydney’s most iconic heritage
buildings, the Antique Centre in Surry Hills, into the agency’s new mul-
ti-level creative campus.

Designed in collaboration with renowned interior designer Kelvin Ho
from Akin Creative, the open-plan, light-filled layout provides an inspiring
space to collaborate, tinker and make ideas happen.

The philosophy behind the working environment is an open space
that inspires inclusivity, creative collaboration and a healthy working
day with plenty of breakout spaces for some time out.

One key feature of the office is the open-plan seating. Highly awarded
designer and Marc Newson prodigy, Henry Wilson, designed the desks
with his signature A-Joint trademark and also contributed to the 

Redefining 
monkey
business

Better Workplaces



Fast Facts

AGENCY NAME:
THE MONKEYS, PART
OF ACCENTURE
INTERACTIVE

STAFF NUMBERS: 150

LOCATION:
SURRY HILLS

WHAT THE MONKEYS
DO: WE MAKE
PROVOCATIVE
IDEAS HAPPEN.

functional kitchen hubs, which sit on two levels . The inclusive café hub
is positioned deliberately in the centre of the space drawing staff together
for creative collaboration, which the agency partners believe is key to a
culture of creativity.

Lighting plays a central role in enhancing the open, bright space and
original brickwork, while also drawing attention to the raw 25-metre-high
ceiling, slick polished concrete floors, and floor-to-ceiling windows. A
generous addition of greenery throughout the space, including a green
wall, helps to create a sense of calm.

An upstairs viewing room adds a clever design touch while providing 
room for staff to relax and recharge.

A healthy space
There are bike racks, showers and lockers to encourage employees to
get to work in healthier and more sustainable ways. The location in
Surry Hills is a 15-minute walk from central station and even closer to
a nearby bus stop. Located opposite Moore Park, there is plenty of green
space for a lunchtime run or stroll. The two fully-equipped kitchens
have coffee machines with a choice of beans, nutri-bullets, an ice
machine and sandwich grill.

Due to popular demand, music in the bathrooms made a happy return
featuring different playlists in different restrooms.

The open-plan spaces on the downstairs floor give flexibility for those
wanting a creative breakout area or some time away from their desks.

Mind, body, soul
A holistic wellbeing program, encompassing body, heart and mind, is
offered for the team. Sponsored activities such as a weekly futsal com-
petition foster team morale, while onsite subsidised yoga and twice-
weekly fitness training in the onsite gym allow employees to begin the
day with an endorphin buzz. Towels are provided daily for those exer-
cising throughout the day. Nourishing breakfast is available and
snacks are offered, with a nutritionist available for consultation as 

part of the employee assistance
program. Hands-on nutrit ion
workshops have been run on
how to prepare balanced meals,
as well as how to get a better
night’s sleep. By focussing on
d ie t , s le ep a nd e xe rc i s e ,
employees a re engaged i n
behaviour to make them feel
good in all aspects of their life,
not just the workplace.

The employee assistance pro-
gram offers access to free coun-
selling sessions as well as online
coaching on financial wellbeing,
pa rent ing, a nd leadersh ip.
There are also f lexible work
options and progressive paren-
tal leave policies.

Promoting social conscience is
an important aspect of extending
the good feels outside the agency,
inc luding g roup act iv it ies.
Recently, employees took part in
an OzHarvest program, where
they prepared meals for disadvan-
taged people using salvaged ingre-
dients. Other initiatives include
supporting Weave Youth and
Community Services, raising
money for RUOK? Day and focus-
sing on sustainability with a swap, 
sell, buy day. 
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We know SA’s

daily digital news
Keeping thinking
South Australians
informed

 monthly magazine
The Best of Adelaide and 

South Australia

Including
SALIFE Gardens & Outdoor Living

SALIFE Food & Wine List 2019
SALIFE Homes & Interiors

In South Australia there is only one local media company 
specialising in publishing for the AB market - Solstice Media
Providing quality, local, independent journalism with a combined 
audience of over 400,000, Solstice Media produces: 

Brooke Seward l SALIFE

0417 312 699 
brooke@salife.com.au

Josh Fanning l CityMag  
0401 873 788 
jfanning@solsticemedia.com.au

Kellie Melville l InDaily and Events 
0409 698 672 

kmelville@solsticemedia.com.au

Talk to us about South Australia:

 weekly digital and  
quarterly print newspaper
The voice of the city

Masthead Studio
Content marketing about South 
Australia 

Events

40Under40 - May
SA Business Index - September 

Regional Showcase - October

For more information visit  

solsticemedia.com.au



Partner with Australia’s largest annual ticketed event

On from 3 to 14 April 2020

The Royal Agricultural Society of NSW proudly presents the Sydney Royal Easter Show.
A not-for-profit organisation, the RAS promotes and rewards agricultural excellence.

CONTACT US NOW 

Paul Bowd 
Head of Commercial

pbowd@rasnsw.com.au  |  02 9704 1151 
or visit www.eastershow.com.au/partner



REACH MORE PEOPLE. A BILLION MORE.

One billion. That’s how many more people you can reach 
with The Trade Desk than with other major platforms. That’s 
a billion more opportunities to reach new audiences across 
the globe. Like in China, where we help you tap into premier 
inventory partners like Baidu, Alibaba, and Tencent from 
anywhere in the world. 

Because growth comes from discovering new audiences. 
And we want to help you discover new audiences everywhere. 

Learn why reach matters at thetradedesk.com.

Reach.


