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Cows are stupid.
Cows are passive.
They sit in a field, munching.
They wait.

They wait to be fed.

They wait to be milked.
They will eat whatever you
put in front of them.

























Since TV took off 50 years ago, the battle for consumer leisure




Since TV took off 50 years ago, the battle for consumer leisure

1960

TV channels

per home:
57

Magazine
titles:
8,400

Radio

Stations:

4,400

2004

TV channels Magazine

per home: titles:
82,4 17,300

Radio
Stations:
13,500

4.4 billion
pages indexed
by Google

Internet
broadcast stations:
25,000+

Source: April 2004
Forrester Research



In response to fragmentation, many marketers and agencies have
adopted a carpet-bombing.mindset... driving. mass media prices up
and saturating audiences with advertising messages. But clutter
impairs message recall

Adult evening TV viewers able to name, without prompting,
a brand or product advertised in show just seen

—=o Cable goes mainstream

—=o Remote control introduced

e World wide
web arrives

1965 1974 1981 1986 2000 Source: April 2004

Forrester Research




Media habits are chanqgin




Media habits are changinc

Wikis
Online gaming




Viewing habits of youth and younqg adults are chanaqi

TV Consumption as viewers age,
hours per week (UK)

Born in the
1960s &
1970s

Born in
1989

T T T T T T T T T T T T T T 1 Age
10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33

Source: Digital Homes
Project analysis of
BARB data, 1995 Q4 to
2002 Q4 by Age; Annual
Reviews of BBC
Audience Research
Findings (1970 to 1992);
BBC People’s Activities
1965 & 1974/75










Kids without car seats .
Crime

Global warming

Cot death Air pollution

Airplane accidents |
Modern diesel  Biodiversity ~ Terrorism
emissions Car accidents
Nuclear power
High-fat Mobile phones Carbohydrates

foods in petrol stations




Kids without car seats .
Crime

Cot death
Airplane accidents

Alir pollution

Terrorism

Nuclear power

Mobile phones Carbohydrates
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“Horror-inducing” outcome

Under personal control

No personal control

“Sad, but let's move on” outcome
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“Horror-inducing” outcome

Under personal control

No personal control
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Freedom

Quality of life
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Equality

The spirit of
cooperation

Social
security/welfare
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Purchasing
power

Working
conditions
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Personal safety

Morality, ethics

The
environment

Employment
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actualisation
needs

Esteem needs

Social needs

Safety needs

Physiological needs
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m 1997 2002

90%

80%
70%
60%
50%
40%
30%
20%
10%

0%

Italy Sweden France Spain Denmark Germany

Source: 'Changing Lives in Europe'/Continuous Tracking Survey/nVision Base: 1,000 people aged 15+ per country













But consumers are beset by
an over-abundance of
information and responsibility

‘I don’t have the energy or time to use the information |
have to its full advantage’

54 56 of
52
49 47

UK US Germany France Italy Spain  Japan
Source:HenleyWorld 2003




Source:HenleyWorld 2003;Marylyn Carrigan and Ahmad Attalla, “The myth of the ethical consumer — do
ethics matter in purchase behaviour?” Journal of Consumer Marketing, 18(7), 2001, pp. 560-577.







Be memorable !
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