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Total Australian Advertising Market 

$AUD  

 2012  2015 

 

 $14b  $16b 
 

 CAGR 4.4% per annum 



Source: pwc media and entertainment Outlook 2011-2015; Aug 2011 

Advertising expenditure $AU millions 2006-2015 
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Sources: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates, IAB Australia.

 .   



Share of total advertising expenditure 

 

Source: pwc media and entertainment Outlook 2011-2015; Aug 2011 

Note: excludes print directories adex 
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$AUD Jul 2010-Jun 2011 Retail FMCG 

Television     $777,890,411 $496,486,110 

Newspapers     $335,259,356    $14,627,847 
 

Digital       $63,673,914    $42,711,389 

TOTALS $1,467,155,653 $706,327,416 
 

Advertising Expenditure 

Note: Media agencies expenditure only ï see www.smi-mediaindex.com for details 

SMI Advertiser Category Data at June 30, 2011 

http://www.smi-mediaindex.com/
http://www.smi-mediaindex.com/
http://www.smi-mediaindex.com/
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Forecast: Social Media Revenue Worldwide  
2010-2015 (Gartner 11 Oct 2011) 

 

$US billions 
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Global social media expenditure forecasts 
e-marketer 
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US social network advertising revenues 
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What Works ς THE CONSUMER PERSPECTIVE 

 

 

ñItôs difficult to just talk about social campaigns without creating 
linkage to social communities & networks.ò 

 
The opportunity of engaging consumers is as strong as ever, 

however the rules of engagement have changed. 
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TODAY: 
1.SETTING THE SOCIAL SCENE IN AU 

2. TRUST & ENGAGEMENT WITH SOCIAL ADS 
3. SOCIAL RESEARCH LEADING CAMPAIGNS 
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Starting at the end ς what do we already know?  

 

Å Upwards brand shifts have already been proven through online advertising. We have 

moved beyond the click through  

Å Brand advertising does work in the social environment but recommendation is a 

critical play. 

Å Australians are engaging more with social ï time spent on social sites vs non-social 

Å Marketers focused on ñpush marketingò have struggled with social concepts. 

Å Australian consumers trust highly in peer recommendations and social media is the 

next best thing for recommendation  

 

 

 



 

19 Copyright © 2011 The Nielsen Company. Confidential and proprietary. 

SETTING THE SOCIAL SCENE IN AU 
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Online advertising now represents one fifth of total ad spend, and 
rising 

Online advertising share of main 

media ad spend 
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Relevance and utility improve acceptance of online advertising but 
privacy remains a concern 
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Exposure to online advertising via mobile phone is growing 
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Those with a smartphone are far more likely to have been exposed to online 
advertising via mobile 
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Social Gaming ς Making it work 

And what about Social Gaming?  

Å Speaking of high levels of engagement. Eg: Zynga games 

ï farmville, words with friends, scramble with friends, 

hanging with friends. 

Å Zynga's games on Facebook have over 240 million 

monthly active users  

Å Creative execution is critical to shift engagement from the 

game play. 

Entice & allow consumer to share. 
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Social media has quickly become a mainstream category in the 
Australian media landscape 
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More than 2 in 3 online Australians have a social media profile, 
most likely on Facebook 

Source:  Nielsen Online Ratings, November 2011 

The average Facebook user spends 

3x more time on-site each month than 

other main publishers 
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Facebook shows no signs of decline, but many Australians utilise 
multiple social media platforms 
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Social mobile continues to show solid year on year growth 
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Australians are increasingly consuming online content & services in 
ǘƘŜƛǊ ΨŘƻǿƴ ǘƛƳŜΩ ŀƴŘ ΨǎƻŎƛŀƭ ǘƛƳŜΩ 
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Brand-related engagement on social media saw the greatest 
increase in adoption in 2011 
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TRUST & ENGAGEMENT WITH SOCIAL ADS 
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Our region in particular has 

higher levels of trust in 

general advertising.  
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Brand-related engagement on social media saw the greatest 
increase in adoption in 2011 

Nielsen analyzed results from 79 

Facebook campaigns over a period 

of six months to determine how well 

ads with social messages 

succeeded at breaking through to 

the audience.  
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Brand-related engagement on social media saw the greatest 
increase in adoption in 2011 

On average, social ads 

generate a 55% 

greater lift in ad recall 
than non-social ads, though 

individual cases may vary.  
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This shouldnôt come as 

a surprise as existing 

Online Advertising has 

already been proven in 

Australia with upward 

shifts across brand 

measures.    

Brand-related engagement on social media saw the greatest 
increase in adoption in 2011 
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Retailers moved into #1 position as the most popular sector to 
engage with via social media 

65%  general updates and information 

56%  offers / deals / coupons 

49%  access to exclusive information 
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SOCIAL RESEARCH LEADING CAMPAIGNS 
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Social Research Leading Campaigns 

 

 

 

 
1. LANGUAGE OF THE CONSUMER 

OPPORTUNITY: ADVERTISING MESSAGING 
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Social Research Leading Campaigns 
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A Tale of Two Communities 
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Comparison of Two Communities ς Discussion Topics 
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A Tale of Two Communities ς Discussion Topics 
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A Tale of Two Communities ς Discussion Topics 
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Language used: 

ñDHò or ñDSò or ñDDò ?? 

 

Social Research Leading Campaigns 

Audience Size: 

300k monthly unique 

Female skewed. 

 

 

 
Dearest Husband 

Dearest Son 

Dearest Daughter 

 

 

 

Think about what language resonates 
with your audience 
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What Works - Consumer 

Å Share with your consumers ς they will take ownership of your brand if you allow 
ǘƘŜƳ ǘƻΦ LǘΩǎ ŀ ƎǊŜŀǘ ǎƻǳǊŎŜ ƻŦ ǊŜǎŜŀǊŎƘ ōǳǘ ǿƛƭƭ ŀƭǎƻ ŀƭƭƻǿ ŀ ōŜǘǘŜǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ 
of how to market to them. 

Å¸ƻǳǊ ŀŘǾŜǊǘƛǎƛƴƎ ƴŜŜŘǎ ǎƘƻǿ ǎƻƳŜ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ŎƻƴǎǳƳŜǊΣ ȅƻǳΩǊŜ ǇƭŀȅƛƴƎ ƛƴ 
their space ς they are the publisher, author & moderator. 

Å Activate your consumers and they will be advocates within social media. Push 
method is not natural within social.  

Å Get better efficiency from your Ad spend through understanding the platform you 
advertising on. Listen. 

Å Think about how brands can also connect using creative messaging and leveraging 
the trust of friends (Facebook). 

 

Final Thoughts 
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5 things, Social Advertising  



1 ï Target the individual, not the demographic 

 

2 ï Ensure creative aligns with targeting 

 

3 ï Optimise, optimise, optimise  

 

4 ï Drive qualified traffic  

 

5 ï Adapt the fastest  

Hello 



Target the individual, not the demographic 



Old School 



New School  



Picture your perfect consumer 



Granular, specific targeting = win 



Ensure creative aligns with targeting 



#Winning 

Creative 

Targeting 



#Winning 

Creative 

Targeting 



The most important word of all 



Optimisation 



Static versus Dynamic  



Static 



Dynamic 



Media agencies 



Traffic isnôt good enough anymore 



Qualified Traffic is  



What is qualified traffic?  



Benefits of Qualified traffic 

Higher dwell time 

Higher engagement 

Higher conversions 

Higher likelihood of repeat visits 



Being first in, pays off 



Social moves so fast.  

 

Advertisers who adapt just as 

fast, benefit.  

Being first in, pays off 



SUPRÉ 

75,000 fans for 4k 

 

=  

 

0.053c a fan in mid 2009 



Crunchy Nut Cornflakes 

100,000 fans for 90k 
 

=  
 

0.9c a fan in early 2011 



1 ï Target the individual, not the demographic 

 

2 ï Ensure creative aligns with targeting 

 

3 ï Optimise, optimise, optimise  

 

4 ï Drive qualified traffic  

 

5 ï Adapt the fastest  

Recap 



Thanks! 

Mike Watkins  

 

@digiocial  

 
2nd May 2012 
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ADVERTISING IN  

SOCIAL MEDIA  
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Social Landscape  

ÅFacebook 

ÅStumbleUpon 

ÅTwitter 

ÅReddit 
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You can also include  

ÅAdwords with Google+  

ÅYoutube 

ÅLinkedIn 

ÅeBay 

ÅFlickr 

ÅPinterest 

ÅForums 

 

Niche is nice! 

Å TripAdvisor 

Å Yelp! 

Å Dribble 

Å Deviant Art 

Å Spotify 
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Traffic drivers  

http://gs.statcounter.com/
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A quick overview  

1. Be selective 

2. All require different strategies = lots of work 

3. Direct response 

4. Buzz can be deceiving 

5. Have a goal 
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What is your goal?  

ÅMore fans? 

ÅMore engagement? 

ÅProduct Education? 

ÅApp installs? 

ÅVideo Views? 

ÅEvent RSVPs? 

ÅWeb traffic? 

ÅBrand awareness? 
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STUMBLEUPON.COM  
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What is StumbleUpon?  

ÅSimple web/mobile tool bar 

ÅClick to visit ñrandomò site based on profile 

ÅLike or ñhateò any page 

Å25 Million worldwide and growing by 1M a month 

Å~400k+ Aussies 

ÅOld news = no buzz 
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Is that it?  
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I guess people like it  
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What is Nanotechnology?  
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Targetingé too easy 

Bad targeting 

Good initial test 
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How much?  

Å5c ï 20c per ñstumbleò 

ÅNo min spend 

ÅMax spend based on audience 
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FREE!?  
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http://9by9.tv/
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When to use?  

ÅGoal: Want to drive traffic 

ÅWhen you have interesting content 

Å& you can define the targets interests 

Å& supplement other advertising 
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Final Tip  

Stumble to Facebook = BAD 
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TWITTER  
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Twitter Promoted Tweets/Hashtags  

ÅYour tweet or #hashtag promoted to users 

ÅPay $120k per day 

ÅCan only device & geo target 

ÅGuaranteed hijacking 

ïUsers 

ïSpambots 

 

 

http://www.clickz.com/clickz/news/2076931/twitter-builds-sales-force-eyes-japan
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Hashtag Hijacking  

= 
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When to use?  

ÅWhen you want to get fired 
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When to use?  

ÅGoal: Want to generate buzz 

ÅUse #hashtags with more creativity & less $$$  

http://mashable.com/2012/03/23/twitter-hashtag-campaigns/
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FACEBOOK  
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SHOW ME 

YOUR COST 

PER FAN  
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WHAT IS FACEBOOK?  

ÅItôs aé. 
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FACEBOOK AD MYTH  

Facebook ads are NOT a reach/branding 

medium. 

 

Reach and frequency mean little  

Frequency of 10+ is OK. 

 

CTR, Conversion Rate & Cost per Fan  

are the metrics to pay attention to.  
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BAD USER FUNNEL  
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GOOD USER FUNNEL  
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TOO MANY OPTIONS!  

ÅPremium vs. Marketplace 

ÅExternal URL 

ÅStandard Page Like Ad 

ÅPage Post Ad 

ïPhoto 

ïVideo 

ïPoll 

ïText 

ÅEvents 

ÅPlaces 

ÅApplication 

ïApp used story 

ïApp share story 

ÅPage Like Story 

ÅPage Post Like Story 

ÅArgh! Ads 
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THE HARD WORKING LIKE AD  
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THE PAGE POST AD  
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THE SPONSORED STORY  
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THE EVENT AD  
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HIGHLY COMPETITIVE  
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SEASONAL  
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COST PER FAN/CLICKS: 6 MONTHS  
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SPEND LIKE A TURTLE  
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TARGETING  
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GLORIOUS DATA  

ÅFriends of Fans 

ÅAge  

ÅGender 

ÅLanguage 

ÅSexual Interest 

ÅLocation  

ÅEducation level 

ÅFamily Status 

ÅMobile 

ÅPrecise Interests 

ÅCategory Targeting  

ÅExisting Pages 
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TARGET WITH A PURPOSE  
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BUT DONõT OVER TARGET 
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OR GO TO BROAD  



IAB: SOCIAL ADVERTISING PAGE. 120 

TEST & LEARN: IMAGES  

Vs.  
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TEST & LEARN: COPY  

Sydney's newest superclub 

is almost here. Like us to be 

the first to know. 

 

See Gyroscope play a 

special FREE gig at Rock 

Lily. Click here to rock out. 

 

Love tea? 'Like' us! 

Las Vegas style clubbing is 

coming to Sydney. Click 

here to find out more 

 

FREE Gyroscope gig on the 

15th of March. Click here for 

details & get ready to rock 

 

'Like' us if you think there's 

nothing better than a cup of 

tea! 

Vs.  
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TEST & LEARN: TARGETS  

Vs.  
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ONE BIG MATRIX  
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SYNC YOUR ADS & PROFILES  
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OPTIMIZE REGULARLY  
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DONõT OVER 

DO IT  
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IF ALL ELSE FAILS USE ORANGE  

http://adage.com/article/digital/p-g-finds-orange-ads-work-facebook/232931/
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OR JUST IGNORE THE RULES  
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AND STILL GET RESULTS  
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EVERYONE LOVES BENCHMARKS  

Cost per fan 

ÅIconic brand: <$1 

ÅAverage Brand: $1-2 

ÅUnknown Brand: $2-3 

ÅHated brand: Why? 

 

CTR 

ÅExisting Fans: 0.2% 

ÅNew Fans: 0.1% 

ÅFB Average 0.04% 

ÅStop!: 0.02% 

Conversion Rate: (fans/clicks) 

ÅAim: 75% 

ÅAverage: 30% 

ÅStop: 15% 
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http://theoatmeal.com/comics/facebook_likes
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ASHLEY RINGROSE  

@100FTZOMBIE  

 

SLIDESHARE.NET/ SOAPCREATIVE  

SOAPCREATIVE.COM  

@SOAPCREATIVE  

http://www.slideshare.net/soapcreative/facebook-brand-pages-for-dummies
http://www.slideshare.net/soapcreative/2012-digital-predictions
http://www.slideshare.net/soapcreative/adage-digital-2010-6-foundations-of-great-digital-creative
http://www.slideshare.net/soapcreative/soap-creative-10-facebook-myths-busted
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what works 



Each network offers a valuable and unique proposition 

Professional Public 

Personal 



Brand relationships have evolved 

From what was once a brand controlled 

monologue 

To brand and consumer two way 

dialogue 



A truly global audience 

www.press.linkedin.com/about 

 

 17 Languages   | 25 Offices 150M+ Members | 



Connect brands with their most valuable customers to build 

strong, authentic relationships 

Audience 

Affluent, in-market: 

increases receptivity               

and decreases wastage 

Context 

Professional 

environment engenders 

trust and confidence 

Impact 

Network effect extends 

your marketing beyond  

the initial investment 



Targeting - Power and accuracy of professional profile data 

Profession 

Seniority 

Industry 

Company Size 

Geography 

Education 



LinkedIn brand engagement insights 

Who Clicked On Your Ads? 


