INSIGHT

MEDIA NEW BUSINESS MODELS

Agency platforms offer
new revenue streams

The development of proprietary media adds credibility o agencies and
value for clients, The challenge is balancing resources, By Emily Tan

It i= no secret that both media
and creative agency profit
MAarging are continuing to
ghrink. & recent report by fi-
nancial conglomerate Momu-
1a pins them at between 13
and 14 per vent over the past
BEVEIL FEATS,

In an effort to build new
revenue streams, Sgencies
have tried making books,
iPad cazes and in the case of
creative agency Mother, can-
dles. Of late though, technol-
opy has piven apencies a more
viable nvenu= in the form of
digital produocts that can be
used as advertising mediums
in their own righr,

“If a guy in a bedroom ecan
become an enline success,
why wouldn't agencies be do-
g ¥ nsks TWT Singapore's
head of planning, Michael
Chadwick. “It’s been talked
abour for so long bur mose
apencies really haven's moyved
into this spaoe.”

Sorne pxceptions are BEH,
with its product incubation
agency Eag and Wieden
+Eennedy Amsterdam with

Dam Armada. In Asia, Dentau
hins besn investing in digital
PE oduct de ve]upme at for
years. Some of its products,
like Suwappu — block-like
ey that inferset with an sug-
mented realiny (AR environ-
ment — never really ook off
in the advertising field.

Umce In a while an agency
hits gold, such as the case of
iButterfly — a mohile app that
combines AR, [ocation-based
and eoupon marketing and
enclal garming.

Originally created as a
standalone gimmick for o
campaign by Dentsu in To-
kye, Media Palette Hong
Kong decided that it had the
potential to stand alone as a
new mabile ad platform, "I
was looking for something
that we could implement in
this market to build percep-
tion,” says Ken Matsumura,
the agency’s president.

Margurmara’s ploy gueceed-
ed. Since its lunch in May the
app has become an boon bn the
i le mariksting worki and
been exported o campalgns

les’ latest developments

220K

Number of times the
iButterfly app has
bhaan downloaded in
Hong Kong

Regional markels the
platform has boen
usad in

14%

Magimum average
agency profit margin

in Singapore and Malaysia. In
Homg Kong it has ran promoe-
tions with brands like adidas,
Pacifle Coffee and Samsung.
“iButterfly has schieved eve-
rything I had hoped for and
mure,” enthuses Matsomura.

The challenge for agencies
maving into this spacs is re-
sources and sustainabiliry.
Many don’t have the man-
power or time 1o indulge in
research that n't direetly cli-
ent-work related,

“Many agencies find it
tonzgh to crents and ma nage
maltiple forms of digital con-
tent,” notes Stephen Li, re-
giomal chief execative officer
ar MEC. “Fundamentally it's
about diversifying and inte-
prating the agency skill base "
he says. “If content is at the
heart of your communbea-
tiong strategy you can’t have
that skill-set stuck in same
‘dark arts” room no-one feels
com fortable approsching.”

Making iButterlly a sus-
tainable plarform required
sabstantial investment oo the
part af Medin Paleste. Tt part-

|Butterfiy.... the platform has

nered with digital agency
Cherrypicks to develop the
platioormm, & process that took
six months, and even when
there are no promational
campaigns lined up Media
Palerte hag to offer content to
keep the platform alive and its
nserd engaged.

“it’s hard to commirt time
anid PesHUICes 10 an internal
project,” admits Chadwick.
“Agencies need po have a plan
to either make it a comtimanl
revene stream, of tosell it
There's tirtde chance of them
turning into media owmers”

There are upsides 1o strik-
img a balance |:I1|:r|,|§-_ll1, :P'TIJ"![i-
etary plarforms can strength-
en client relationships by
adding value; they can also
contribute to talent acquisi=
ticm and retention — because
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generated strong uptake from a variety of clients since its unvelling by Dentsu st year

EXPERT COMMENT Masashi Kawamura

product and platform design
offiers people a stimulating
extra dimension to &y cliens-
specific projects.

Al eVEryone is operating
with similar assets and con-
stralns no single diseipline
currently leads the space.
“Compelling content ideas
can come from any agency,”
Lisays. “Media agencies, for
example, ars 1.'.-|-I'I-p|a|_'|:d, 1o
MANAZe ContenL”

Chadwiek predicts the
trend is likely to gain momen-
rum with mediz-defined ad
vertising &t an end and aundi-
BOCEE COnSuming content
Erom wrious sources, provid-
ing it has value. “The futuwre is
abwsat creating useful and en-
terRaining communicalions
rather than just creating tra-
drsonal ads,” he says.

Technology
todey affards
MaEny more
apporunities io
create platforms
from scratch, with the
godential to reach a wider
audignce and create more
angaging content.

A a creative, the full
control it grants is great. For
example, Party has created
an onling gEme anvironment
for Tayata called Social
Metwork Racer, a 30 racing
ity devaloped for
Faceboolk, Wi didn't want it
to be a one-off project and
so far it's been used for
special races around the
world, user-generated

ocompetitions and
championships and a
promaotion with & celebrity -
there's so much you can do
whan you own the platform.

For consumaers, long-
living platforme are taken
mare seriously than tramdy
oni-offs. They Know you're
dedicatid to the messags
you're looking to comey and
will in turn be more loyal,

As an agency though,
bullding platforms shouldn't
b the main objective. It
should be an option thal can
b browght to the table to
sobve a protlem,

flasashl Kawamva is
co-founder and OO of P

At the recent Creative
Sandbox show 2011 in
Shanghal, Google unwvesed
samee of the [atest
developments In Google
Goggles. As someone from
the advertising world, this
caplured my atbention, and |
decided to give it o fow test
T in Hong Kong.
Owverall, the app is fast
and the user axperience is
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seambess. What's lacking is
a micaly deslgned interface
— the look and feal. The
Interfaca colour ls quite dull,
ahawing only black and
white on my Galaxy Mote,
Wien it cormes to feature
capability, PFm definitely
Impressed by the image
recagnition power of the
AP, whach always returms
me the correct resulis of
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“similar image.” | did somme
tasting to sew if the app
waould resognise some of
the local brands here in
Hiong Kang. Thay all worked
aut nicely, The only
downskie |5 the return
results of ‘place nearby' are
not necessarily ahways
correct. The ability
recognise text (in English)
works wall, except if the text

i% ot in the form of a
paragraph or llst.

Google originally
pasitioned Gogples as the
prdiuict thal would make
search ewven more imtelligant
with ils search-by-voice
recognition technology and
abllity to provide snappers.
with additional information
about the a4 or product.

Looking at this
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technology agsin today, it
doesn't seem to be that
differemt frarm what we sea
advertisars doing with (R
codes. However, Goggles is
amare powerful toed as it
ocoid potantially be applied
to any object in the world,
Recantly, | axparimentad
with another smartphone
image recognition app
called ‘U lie® by JCDecau,

CAVPRIONAZE, COM

which works if 8 very samilar
wiay to Google Gogales,
Froam & user perspective,
aenapping a photo of a hig
print ad {00H) on & busy
gireat or at MTR station in
Homg Kong may seam like
mizsion impossible, it took
me ahout four minutes just
1o successiully snap a
picture as people Just kept
walking by, S0 for Google

Goggles ads to work well,
e giza of the ad and the
environment matter,

Aa always, the best way to
bring creative idess to life
and to yield the best results
i& to loak at the problam
from a user perspective.
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Marcel Fenez on Media...
Consumers’ growing
mobile enthusiasm

Tracking consumer behaviour during 2011 has
left o doubt that smartphones are now a lifestyle
rather than just a way of making calls or
checking emails. From downboading videns,
checking bank balances to updating Facebook,
conaumers refy on their phones faran
astonishing range of activities — most of them
legal. In the next two vears, consumer
enthustasm will intensify and PwC research
highlights location-based services and apps,
rather than browser-based access, will be areas
where consumers will engage more,

Although there is currently a skew towards the
18-24 age group in terms of location-based
service usage, this is likely to change as anindes
among baby hoomers evolve, With apps, all
consumers feel they are easicr and quicker,

Certain business challenges will shape and
influence the rare of growth during the nexr two
years, For example;

« Mokile eommerce growth hinges on changes
in consumer attitudes ward security and
comvenience. The key questions for & consumer:
is it seeure enough; is the screen big enough to
view purchasing details and 1o enter payment
informarion?; how comfortable am I using
A mobile deviee a5 a payment mechanism
or virtual wallet?

» Marketing RO1 growth for mohile
advertising depends on consumer
artitudes rowards privacy. At the
MAOMERT CONSUIEETE APPEar mone
trusting of their mobile services
carrier than of third party internet
sources. A key here will be whether
existing generational differences in
attitude can be mitigated by the
rightt walue proposition?

One smartphone use should be
eliminated. | refer to that annoying
habit of friends and colleagues who
feel it is acceptable to interact with a
device when at dinner or ina
mesting. My Mew Year's wish:
smartpihone social education.
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