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Sponsors statement

    MIVA is proud to sponsor Netimperative's Online Publishing report.
     MIVA is the leading independent Performance Marketing Network, working with 100,000+ clients worldwide. Being independent means we don’t compete with our partners for Internet users - we do not have a destination site, and focus on working with our partners to deliver more value per page.

    We help online publishers turn their website traffic into revenue by providing a wide range of website monetisation tools. MIVA's Pay-Per-Click based monetisation products include web search, content, directory, expandable banner and domain parking solutions. We also recently launched our pioneering Pay-Per-Call service in the UK, and started offering custom branded toolbars for our partners.
    Thousands of online publishers worldwide use MIVA's customised website monetisation solutions, including Dennis Publishing (publishers of Maxim, PC Pro, Auto Express and more), Emap (publishers of FHM, Aloud, Empire and more), the Sun, the Mirror Group, the Daily Express, lastminute.com, Supanet and more.

   If you would like to see more information on MIVA's partner products, please go to www.miva.com/uk/partners or contact MIVA's Partner Solutions team at bizdev.uk@miva.com.
ANALYSIS

Goodbye radio?

By Mike Butcher
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Can it really be true that online media is now bigger than radio? Pinch yourself - it is.

No less a body than PricewaterhouseCoopers, surveying the media for the Interactive Advertising Bureau, has said so.


Let's just check those figures again.


In 2004 online ad spend hit £653.3m, 60% higher than 2003's £407.8m, taking its share of the total ad market to 3.9% for the year, and overtaking radio which was managed 3.8% last year. But it doesn't stop there - online ads finished on 4.3% in the second half.


So now online, after overtaking radio, is now breathing down the neck of outdoor advertising. The next big climb will be direct mail, on 14.6%. It’s a lot, but this does not seem inconceivable at this rate of growth. And the economics of email marketing far outweigh paper.


And here's a satisfying reference to the past: Ad revenues are now more than four times bigger than they were at the height of the dotcom boom in 2000. Stick that in your share certificates and smoke it.


The IAB is putting the growth down to "cheap broadband, cheaper technology" and something called "compelling content," whatever that is. 


This last reference seems like something of a sop to IAB member companies. 


The brutal truth is that people prefer the always-on nature of broadband, and their whole range of online experience improves, from email to web surfing to - in particular - digital downloads like music, software and online video. It is no wonder people are simply "consuming" more advertising impressions just through a simple increase in overall usage.


According to Nielsen NetRatings, broadband users now account for half of all UK internet users and they spend twice as long online as dial-up counterparts. And they shop more as a result. Some £14.5bn was spent by people shopping online in 2004 (IMRG, Jan 2005).


The third and fourth quarter of last year also set successive quarterly records – £177.1 in Q3 peaking in Q4 at £196.7 – the single biggest quarter of investment since the tracking research began, says the research.  


Indeed the third quarter of 2004 saw the largest quarterly rise in the history of online marketing in the UK.


Online also bucked the overall advertising trend as total UK expenditure rose 5.8% in 2004 to £16.9 billion in 2004 (according to Advertising Association/World Advertising Research Centre figures).


And the PWC figures chime more or less with WARC which last month put British online ad sales at just below radio ad sales.


So what are we to make of all this?

Well it's commonly agreed that although commanding an ever growing reach compared to other media, spend for online advertising is still not up to par with its actual impact. 


But before we go and start buying Internet stocks again, a note of cynicism (what else would you expect?).


Firstly, online may be outpacing radio - but radio will do very well out of online.


Conside the growth in online radio, for starters, both via streaming and now "podcasting". Only last month Virgin Radio – the biggest online radio station in the UK and one of the biggest in the world - started broadcasting on 3G services, and is now beginning podcasting trials - syndicated time-shifted radio via MP3.


Even as online advertising increases its market share because of broadband, the broadband "halo effect" is helping other digital media along the way.


The next big thing to emerge in the next two years will be IPTV - TV over Internet networks. 


The lines are already starting to blur between what is online media and what is broadcast.


Secondly, it’s not clear form the IAB how much of this growth is in the search market. Anecdotal evidence would suggest paid-search advertising is out-pacing all other forms.


But for now, let's savour the news that all those years of pushing natty little banner ads is paying-off. 

Are we running out of ad space?

By Deborah Bonello 
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It was only a few years ago that internet advertising was being proclaimed dead in the water by the press and advertising agencies. Now, conversely, online media owners have the opposite problem on their hands.

According to recent reports, they’re not going to have enough ad inventory to fulfil demand from brands wanting to advertise online.


This is an amazing turnaround, compared to recent times.


Rewind back three years and specialist divisions that had been set up during the dot com gold rush were getting subsumed back into their traditional parent advertising agencies. The rugs pulled over their slightly embarrassing brand names - all largely late 90s variants of Boo.com or Yo! Sushi. And media owners beta their breasts over having over-invested in all things digital. Even Murdoch.


Now, the trend has come full-circle.


The very same media owners who sustained losses during the dot com land grab are now, across the Atlantic at least, starting to worry that their existing sites aren’t going to be able to keep up with demand.


Over here, the UK’s main media shops are indicating that online operators might also have something to worry about. 


They’re falling over each other  to predict rises in online advertising over the coming years, which since its inception has reported growth virtually year on year on year, despite expectations to the contrary after the bubble burst.


Could it be that the UK’s online operators have yet another dot com problem on their hands, this time of a different kind?


The idea of demand outstripping supply is ironic given the history of the internet, but also has implications for the price of online campaigns. If inventory becomes scarce, then presumably prices will go up.


Indeed, we are already beginning to see ad inventory being auctioned on ebay, at least in the nascient blogging world. Could big media web sites be up next?


There is one footnote from history to put this into context. AdAuction.com launched during the boom because there was such a rush on online advertising. Needless to say they don't exist anymore. Now of course, we have ebay.


Suffice it to say that the "problem" of a dearth of inventory is a problem the industry is - almost - happy to have. At least there is no limit on a web site's size. From here on the issue is one of fiercer competition between sites and (daresay we whisper it) more jobs for content creators (like journalists).

RECENT MEDIA NEWS FROM NETIMPERATIVE

Reuters hires This is Money editor for digital role

11-08-2005

Reuters has appointed Guy Dresser, editor of ANM’s This is Money, as UK editor of its digital media outlets.


Dresser will lead editorial programming and direction for Reuter.co.uk, and the company’s mobile and interactive TV services.


The appointment forms part of Reuters plans to grow its media business by developing a series of new digital services targeted at consumers in the areas of news, business information and financial investments.


Based in London, Guy will manage editorial coverage for these services in the UK reporting to global managing editor for consumer services Dean Wright, who recently joined Reuters from MSNBC.com.


Prior to This is Money, Dresser launched and ran the BBC’s Business and Money website working with a range of BBC programming and divisions.


In a similar move across the Atlantic, Reuters has appointed Emily Church, formerly London bureau chief for Market Watch, as US Editor of its digital media outlets.

AOP members get tough on tardy ad agencies

05-08-2005

The Association of Online Publishers (AOP) is looking to develop voluntary guidelines for publishers, as a result of increased frustration among its members over the late delivery of advertising copy by agencies.


Alexandra White, director of AOP said: “While the ability to respond quickly and effectively is one of the strengths of online compared to other media, it’s just not practical for copy to be delivered at the eleventh hour – or in many cases, well after the campaign was due to launch.


"AOP members have decided to raise awareness of this problem and want agencies and clients to work together with them to set some limits.”

The trade body said that many of its members see delivery of reduced inventory as a more effective, and less administratively-heavy penalty, than charging a cash fee.


The initiative was proposed at a meeting of the AOP Commercial Working Group, which comprises of the commercial heads of AOP member organisations including ANM, BSkyB, Channel4, CNET, Emap, Future Publishing, FT.com, GCap Media, Guardian Unlimited, Haymarket, and News International among others.


Giuseppe Troisi, chair of the working group and consultant to GCap Media, commented: “AOP is a group of premium media owners; our content is premium and therefore our inventory is at a premium.


"Late copy and its possible knock-on effect to all commercial partners puts undue pressure on our ability to meet our own high standards in delivery, customer service and trafficking, which on a larger scale can reflect poorly on what is a dynamic and successful medium,” Troisi added. 

Guardian launches online campaign to drive US subscriptions

04-08-2005

Digital marketing agency Tribal DDB has launched a geo-targeted online ad campaign for news digest publication The Guardian Weekly.


The two-month campaign will appear on www.guardian.co.uk, and uses geo-targeting to focus on website visitors from America. The campaign’s objective is to encourage subscriptions of the newspaper within the US.


Using animated banners and skyscrapers, the ads satirise American TV broadcasters.


Three news presenters appear in quick succession, each with an all-American smile and perfectly pressed suit. The only difference between them are the colour of their suits and immaculately coiffed hair.


Patrick Ensor, Editor at The Guardian Weekly, said: “Tribal DDB’s clever ads highlight the blandness and homogeneity of much of the news broadcasting these days. If it helps persuade intelligent Americans to sample The Guardian’s sharp writing and the insights of its many international correspondents, the campaign will have done a fine job.” 

The Guardian Weekly offers a digest of The Guardian, The Observer, Le Monde, and The Washington Post.

Live 8 creates record traffic for BBC

02-08-2005

The BBC has said that its Live 8 website generated an unprecedented 14.6 million page impressions during three days in early July, representing the largest ever volume of traffic to a BBC radio and music website over a three-day period.


In addition, the Live 8 WAP site for mobile phones generated 112,000 page impressions over the same three days.


The BBC's Glastonbury Interactive, which spanned five websites (Radio 1, 6 Music, BBC Somerset, BBC THREE and /music), was three times as popular as last year, generating 13.4 million page impressions in the fortnight of the festival.


Away from the festivals, BBC Five Live Sports Extra's commentary on Wimbledon and the NatWest One Day Series contributed to 295,000 hours of live online listening for the network during June - its largest monthly listening total for nine months.


Wimbledon also contributed to a strong month for BBC Radio Five Live, which recorded its second highest number of monthly unique users and showed significant growth on last June, despite last year’s Euro 2004 coverage in the same month.

Hello! launches WAP portal

02-08-2005

Hellomagazine.com, the sister site of celebrity magazine Hello!, has launched a new WAP portal.


The new portal,  which expands on the magazine’s existing SMS and JAVA mobile services, allows users to access daily celebrity stories and photos on their mobile phone, updated every weekday.


To access the site, users text GO HELLOMAG to 85080.  A bookmark will then be sent to the user’s phone to enable them to link directly to the portal.


Users can browse the latest headlines for free, but must pay a £3 monthly subscription fee to read the full stories.


Tree Elven, website editor, said:  “We're pumping out great pics and authoritative news every day on hellomagazine.com – people don't want to miss the latest titbits just because they're on the go,  so a WAP site is the perfect solution.”

Elven added that the firm plan to add wallpapers, ringtones and other mobile content to the portal in the future.


Hello! Mobile Services have been developed in collaboration with new media firm PlayerMedia.

Yahoo! provides search on ITV.com

28-07-2005

Yahoo! UK & Ireland has inked a deal with broadcaster ITV to provide search technology, sponsored search and contextual advertising on every page of the ITV.com website.


A Yahoo! Search box will appear the top of each page within the site, across all sections, which include soaps, motors and football.


Users can perform an internal search within ITV.com or extend their search to include the Web, including image, video and news content.


In addition to Yahoo’s Search box, the site will also display Overture’s sponsored search listings on both the search results page and throughout the ITV.com site as contextual advertising.  

Jeremy Rosenberg, online sales account manager at ITV Sales said: “The ITV integrated search partnership with Yahoo is the first time ITV.com has fully embraced all elements of search functionalities.


"The integrated approach will be setup within the look and feel of each ITV section and searches will be tailored to our user profile and habits to ensure optimisation and relevancy,” Rosenberg added.


In addition, Yahoo! will also include all of ITV.com’s online content through its content acquisition programme, meaning Yahoo Search will index all if ITV.com’s content as it is updated.

Real Networks begins UK affiliate campaign

27-07-2005

Digital Media firm RealNetworks has selected online marketing company TradeDoubler as its affiliate partner in the UK.


The deal will see TradeDoubler market Real's music, video, games and premium player services through its network of UK publishers.


TradeDoubler currently has over 900 clients across Europe and a network of over 500,000 publishers subscribing to its affiliate programme.


Its list of consumer clients includes John Lewis and Apple Store and this move will see Real reaching out to a similar target demographic in the consumer audience.


Piers Heaton-Armstrong, European marketing director at RealNetworks, said: "We have a great set of consumer services which traditionally we have only marketed through our own distribution channels. 

"With a large percentage of the UK population now on broadband, and this number growing rapidly, we feel that now is the right time to look at other channels," Armstrong added.

Associated Press to stream video news

25-07-2005

News cooperative group The Associated Press is planning to launch an ad sponsored video network for US-based newspaper, TV, and radio sites.


Planned for launch in the forth quarter of 2005, the service will provide web site publishers with their own branded video player to display their video, along with AP video and other Web content.


In exchange, AP members will share in revenue from the streaming video advertising carried on the network, while members will collect all the revenue from advertising generated by their own video.


It will be aimed at the AP's members, but will also be available to non-member sites.


The service, which is free to consumers, will be supported by advertising sold through an as yet undisclosed agency.

MIVA signs search deal with Express papers

09-08-2005

Paid search firm MIVA, formerly e-spotting.com, has signed an exclusive search and content deal with Express Newspapers, making it the default search partner to the publisher's web sites.


MIVA claims to have triumphed over Yahoo!'s Search Marketing Solutions (formely Overture) and Infospace to win the contract to provide search functionality and keyword advertising across the Daily Express , Daily Star, OK Magazine, Happy Magazine and Daily Snack.


Daily Snack, which launched at the beginning of August, aggregates content from all Express titles to provide 'lunch-time reading'  for users.


The deal with MIVA is part of Express Newspapers' new push into the online arena following the long awaited relaunch of its  newspaper sites.


"We chose MIVA because the company showed a willingness to work closely with us to develop bespoke solutions that will complement our brand and enhance our readers' online experience." said Farzad Jamal, internet development controller of Express Newspapers. 


Seb Bishop, chief marketing officer, MIVA said: "As well as providing our advertisers with another source of quality traffic, the deal also highlights our capability to deliver tailored solutions that meet our customers' business requirements." 


Northern and Shell, owner of Express Newspapers, has not done a great deal with its online presence in recent years, so the deal marks a breaking of the drought of online at Express, which, in 1998/99 was something of a leader online. Since then it has lost significant ground to Associated's Daily Mail and other newspaper groups. Until recently the Express site was simply a picture of the front page of the newspaper.

Trinity Mirror buys new housing portal

19-07-2005

Publisher Trinity Mirror has expanded into the online property services market, buying Smart Media Services, the owner of house portal smartnewhomes.com.


Trinity is paying an initial £11.3m for Smart Media, while a further 5.3m is payable depending on future earnings of the business.


Smartnewhomes.com is an Internet marketing portal for new-build homes, and currently claims to attract more than 400,000 visitors a month.


Established in 1999, the site offers customers choice from over 120 developers, more than 4,000 developments and over 140,000 new homes per year.  The firm said 85% of all UK developers advertise their new properties on the site.


SmartNewHomes.com has formed online partnerships with Ask Jeeves, Channel 4, Google and The Telegraph. 

Murdoch buys myspace firm for $580m

27-07-2005

News Corporation, the media firm owned by Rupert Murdoch, has bought Intermix Media, owners of more than 30 marketing and entertainment websites, for $580m (£333m).


Los Angeles-based Intermix has a portfolio of sites that includes social networking and blogging site Myspace.com and entertainment site flowgo.com.


Formed in 2003, Myspace.com lets people create blogs and then share their entries with friends and families to create an online social network.


The move represents a new strategy my News Corp to capitalise on of the surge in Internet advertising.


Last week, the media giant, which owns The Sun and Times newspapers broadcaster BskyB in the UK, launched a stand alone Internet division to hold the firm’s sports, news and entertainment sites.

CNN launches online video news

18-07-2005

CNN has launched an on demand broadband video service that gives Web users access to the news broadcaster’s video services.


CNN Pipeline will offer multiple live video streams, video archives and on-demand news clips, available internationally in selected markets.


 The new service, which follows the introduction of new free video on CNN.com in June, requires subscribers to download a video player.


Subscribers can also access CNN.com free features such as an on-demand “Video” section that showcases the best and most popular content, a “Browse Video” tool and “Now in the News,” an hourly web-exclusive news update. 

Users can also sign up for personalized alerts based on selected topics.

The Sun streams video news bulletins

15-07-2005

The Sun has become the first UK newspaper to display video news bulletins on its website, following a deal with the Press Association (PA).


Launched at the end of June, the deal sees thesun.co.uk streaming an own-branded news bulletin produced by PA's multimedia team.


The minute-and-a-half bulletins will be updated four times every weekday, but major breaking stories will be updated more frequently.


The service will also include a weekly entertainment bulletin focusing on a single ‘red carpet event’, such as a film premiere.


Sun Online's editorial team is working with the PA to ensure the content reflects the paper's own news agenda.


Danny Rogers, marketing manager for Sun Online, said: "Without doubt newspapers will have to develop more multimedia channels. There has been a rapid take-up of broadband internet and people want to see broadcast images."

The Video service can be accessed via the site’s front page and open directly inside the browser, without the need for a separate media player.

BBC to premiere comedy show on Internet

08-07-2005

BBC Three is to stream the new series of comedy The Mighty Boosh from 19 July 2005

, a week ahead of its TV transmission on 26 July.


The broadcaster said it plans to premiere a number of other comedies via broadband in the coming months on www.bbc.co.uk/bbcthree.


All episodes will be available to view for up to seven days after the final programme of the series transmits on BBC Three.


Jana Bennett, BBC director of television, said: "It is one of a number of pilots that BBC Television will be undertaking over the next few months, exploiting the opportunities that new technologies offer to look at how programmes might be delivered beyond the traditional linear broadcast."

Produced by Steve Coogan and Henry Normal'sBaby Cow Productions, The first series of The Mighty Boosh was nominated for Best Comedy Newcomer at the 2004 British Comedy Awards.

C4 to stream all TV programmes online

11-07-2005

Broadcaster Channel 4 is planning to stream all of its TV programming via its website, at the same time as it is aired on terrestrial TV.


Planned to launch by the end of 2005, the broadcaster said that broadband users will seen be able to watch Channel 4, just as they would on TV, via its site using simulcast.



Earlier this year, Channel 4 ended its contract with media software firm RealNetworks to work on its own video player.


Channel 4 currently offers a limited number of programes to view via its site, such as repeats of Jamie’s School Dinners.


It's currently possible to watch Big Brother on live streaming for a cost of £1.99 a day - the success of which has probably led Channel 4 to make this move.

Mobile content boom on the way

07-07-2005

Consumer demand for mobile downloads is set to triple in the next 12 months, creating a EUR7.6 billion global market for mobile content by this time next year, according to new research.


The survey by LogicaCMG found that one fifth of mobile phone owners worldwide have already experienced downloading content to their handsets, a percentage expected to rise to 60 per cent in the next 12 months.


The survey - covering Europe, Asia Pacific, North and South America - also revealed that average monthly download spend per subscriber is currently EUR6.32, with more than 40 per cent of respondents expressing an expectation for it to rise next year.


The number of mobile users is currently over 1.5 billion, and predicted to reach 2 billion by the end of 2005, worldwide. 

Even conservative estimates predict that the global market for downloading content will become a multi-billion euro industry within a year, said the company.

Yahoo! opens maps to Web publishers

30-06-2005

Yahoo! has extended its application-programming interface (API) service in the US, allowing anyone wanting to publish online to use and customise Yahoo!’s maps on their own websites.


The free Yahoo Maps API http://developer.yahoo.net/maps/ enables developers to create customised maps by overlaying content on Yahoo!’s SmartView Technology.


Developers can create customised maps by overlaying a variety of content onto an existing Yahoo! Map including weather reports, school district boundaries, open houses, garage sales or holiday photos.


Yahoo! also provides space on the page for partner branding and links to go back to the referral page. 

Yahoo! Maps  API is based on geoRSS, RSS 2.0 and w3c geo extension.


The service follows a similar move by rival Google, which launched Google Maps API, on Wednesday.


Google’s beta service is available free to consumers, but the search firm said it retains the right to put advertising on the map in the future.

ABC accredits geo-location firm

01-08-2005

ABC Electronic has accredited the Internet geography services from technology firm Quova, which are now being made available to the online auditor’s publishing clients.


The move means that members of ABC Electronic will now get more data on the physical location of their audience.


Quova’s GeoPoint maps billions of IP (Internet Protocol) addresses worldwide to pinpoint the real-world location of Web users. The GeoPoint service is used in Internet fraud detection, regulatory compliance, marketing and network security.


Steve Sawyer, business development director for Quova, said:  “Using GeoPoint, online media can now tailor content specifically to the user’s location, enabling editorial and advertising decisions based on the same geographic principles employed by print media.”

Founded in 1996, ABC Electronic is the electronic arm of the Audit Bureau of Circulations UK & Ireland. It works on behalf of advertisers, media buyers and media owners to provide third party independent verification and certification for data related to electronic media.


Richard Foan, MD at ABC Electronic, said: “Tools such as Quova’s GeoPoint are important in supporting our clients in achieving certification and using the information provided by their traffic data and audited figures successfully.”

Boots sells share of handbag.com

30-03-2005

Women’s lifestyle site handbag.com has announced that publishing giant Press Holdings Ltd has taken full ownership of the business, buying the 50% share from its joint venture partner, Boots.


The deal means handbag.com will become part of the Press Holdings' stable of publishing brands which includes The Spectator, The Business, The Scotsman, Scotsman.com, and Apollo.


Nancy Cruickshank, handbag.com's managing director, will report to Press Holdings chief executive and editor in chief Andrew Neil.


Cruickshank said: "handbag.com and its sister site getlippy.com are clear market-leaders; by using Press Holdings' group expertise, we aim to develop the brands into new and exciting areas."

Press Holdings Ltd has acquired the Boots share of handbag.com, which was a joint venture between the previous owners (Hollinger) of Telegraph Newspapers and Boots.


Both owned 50% and the Telegraph share passed to Sir David & Sir Frederick Barclay on their acquisition of the Telegraph.


Commenting on the new deal, Neil said: "The latest ABC figures reveal that handbag.com is far and away the leader in its sector. With a host of blue chip companies in its advertising client base, it is fast becoming a highly successful mainstream media business."

Meanwhile, handbag.com has reported record readership figures of 986,695 unique users, according to an ABC audit in January 2005, an increase of 13% since the last audit in January 2004.


Launched in 1999, handbag offers edited content aimed at ABC1 25-44 women.

Future Publishing expands online focus

12-01-2005

Future Publishing is increasing its focus on the online sector, signing up to the Association of Online Publishers (AOP) and sealing a content deal on MSN’s computing channel.


Publishing director David Maher-Roberts has joined the board of the AOP, the industry body formed in 2002 to address the issues relating to all sectors of online publishing.


Future has joined other online publishers including the BBC, BSkyB, Channel 4 and News International on the board.


Future currently carries several online versions of its print titles, including www.t3.co.uk, www.gamesradar.co.uk, www.metalhammer.co.uk, www.computerarts.co.uk, and www.mbuk.com.

Murdoch in talks to buy Blinkx search engine

16-08-2005

News Corporation, the media conglomerate owned by Rupert Murdoch, is considering buying search engine Blinkx, according to a news report.


Last week, Murdoch confirmed the company was in “advanced talks” to buy a controlling interest in an undisclosed Web search engine, and had set aside $2bn for investments and strategic acquisitions.


The Los Angeles Times has cited News Corp. sources close to the deal, saying Murdoch was in talks with Blinkx, but negotiations were "not as far along" as he indicated last week.


Last month, the media giant launched a dedicated Internet division, Fox Interactive Media, to include all of News Corp.'s global Web properties, including The Sun and The Times news sites in the UK.


Launched last year, San Francisco- based Blinkx, was set up as a desktop search engine, and has since expanded into video and audio search services.

Trinity Mirror buys jobs website

16-08-2005

Trinity Mirror has bought Financial Jobs Online, owner of financial recruitment website Gaapweb.com, as the newspaper publisher continues to expand its online presence.


The deal is valued at £10.45m for the site with an additonal £2.6m dependent on earnings.


Gaapweb.com was launched in 1998 and specialises in accountancy and financial recruitment. The site will now receive cross-promotion from Trinity Mirror’s regional and national titles, including the Daily Mirror and Sunday Mirror.


The deal follows the firms acquisition of property site Smartnewhomes.com last month.


Sly Bailey, Trinity Mirror CEO, said: "Digital is a key driver of our growth strategy and recruitment is an important pillar of our advertising revenue, which makes GAAPweb a perfect fit for Trinity Mirror.


"Our strategy is a careful mix of organic and merger and acquisition opportunities which so far this year has seen the launch of 17 new magazines, newspapers and online services and two important acquisitions," Bailey added.

New head of media sales at Yahoo!

24-08-2005

Yahoo! Europe has appointed Sky Media’s Mark Chippendale to the newly created pan-European role of regional vice president of media sales.


Chippendale will be responsible for the firm’s overall European go-to-market sales strategy, building Yahoo!’s profile in the various advertising markets, and building relationships with new customers.


He will also lead the commercial media strategy and develop revenue streams across Europe

Chippendale joins Yahoo! from Sky Media where he was director of sales, responsible for the sale of all advertising including internet and interactive.


Prior to Sky, he held senior positions in the agency world and within the ITV network.


In his new role Mark will report directly to Dominique Vidal, regional vice president and managing director of Yahoo! Europe.


Commenting on his appointment, Chippendale said: “This is an exciting time of opportunity in the world of advertising. The old order is shifting. Advertisers are starting to fully appreciate the power of online advertising at the same time as internet usage is soaring.”  

Jeeves launches maps and directions

24-08-2005

Ask Jeeves UK has launched two new services that provide users with online maps and travel directions.


Powered by technology from mapping data firm Navteq, the Map service allows users to type a street name or postcode into the search field to get a map of the desired area.  Users can also zoom in or out to get their preferred scale.


Meanwhile, the directions link provides driving or walking directions between a selected start point and destination.


To commemorate the launch, Ask Jeeves commissioned YouGov research to reveal the orienteering abilities of the UK population.


The research reveals that 36% of us are not able to read a map properly and have even come close to missing out on a meeting as a result.


A further 7% don’t turn up at all, suggesting we really aren’t as expert as we’d like to think when it comes to map reading.


“Despite the fact that 66% of those surveyed claimed to read maps regularly, the time-stretched traveller still gets baffled when faced with your average A-Z,” said Ask Jeeves VP of European product development Tony Macklin.


“Having hectic lives often means back-to-back appointments, and more opportunities to lose your way. Offering concise online directions for even the least map-literate individual just makes life easier.”

Daily Mail group buys two more job sites

26-08-2005

Associated New Ventures, a division of Associated Newspapers (DMGT), has bought two recruitment sites in a deal worth $4.1m.


The group, which publishes the Daily Mail, The Mail On Sunday, Evening Standard and Metro, has bought Zambeasy, the owner of Top-Consultant.com and Office Recruit, the owner of officerecruit.co.uk.


The move follows the acquisition of Jobsite by DMGT in March 2004 for £35m and is a part of a larger strategy by the company to target new markets, and expand its online presence across Europe.


The deal will see Top Consultant and Office Recruit will retain their brand, and will join DMGT’s Jobsite network.


Top-Consultant is a UK recruitment site for management consultants, and was bought for £2.25m. The management team, led by Paul Chantry and Tony Restell, will continue to run the business as a separate operation.


Meanwhile, Officerecruit.co.uk operates a recruitment portal for the commercial sector, and was acquired for £1.85m. The management team led by Jim Ryan and Lucien Sullivan will also run as a stand-alone business.


Both acquisitions follow the recent launch by Jobsite of three new niche sites for the pharmaceutical (emedcareers.co.uk), secretarial (secrecruit.co.uk) and for jobs in Scotland (scotrecruit) part of Jobsite’s strategy to provide candidates and recruiters an expanded option of vacancies to choose from.

BBC plans music and video downloads

30-08-2005

BBC director-general Mark Thompson has revealed that the broadcaster intends to offer a digital music and video download service, and is seeking business partners to help it enter the market.


The corporation is currently testing software called MyBBCPlayer to allow users to download its TV and radio programming.


Speaking at the Edinburgh Television Festival, Thompson said: "Everything we know about the online world suggests that it's the big brands - the eBays , the Amazons, the Microsofts- that punch through, and the BBC is one of the big brands."

The BBC plans to a launch a trial incorporating parts of MyBBCPlayer next month, with a full roll-out in 2006.


The plan is to offer on-demand TV and radio programing, live streaming of BBC channels, and access to the broadcaster's archives.


Thompson added that BBC Radio 1 online listeners will one day be able to click on a link to buy a song being broadcast.


The BBC already offers select radio programmes available for post-broadcast listening on its site.

Murdoch continues Net spending spree with IGN buy

09-09-2005

News Corpopration, the media group owned by Rupert Murdoch, has bought video games and entertainment firm IGN Entertainment for $650m in cash.


The IGN network includes numerous gaming sites such as Gamespy.com, along with men’s lifestyle site askmen.com and film site Rotten Tomatoes. All its sites are targeted at young men.


Along with the $650 in cash, News Corp. will also take on $50m of IGN's debt.


The buy forms part of the media groups renewed strategy to expand its online presence.  So far this year, the group has spent more than $1.5bn on buying up Internet firms.


Murdoch has also acquired community site Intermix, sports site Scout Media and is currently in talks to buy search engine Blinkx.


Murdoch said the buy had made News Corp "the fifth most trafficked presence on the web".


"By acquiring IGN and its compelling sites, we now have top entertainment sites to go along with FOXSports.com, as well as our myriad news sites, headlined by FoxNews.com,” Murdoch said in a statement.

Miva wins Mirror pay-per-click contract

09-09-2005

Search marketing firm Miva has signed a content deal with Mirror Group Newspapers (MGN), following a competitive pitch.


The deal will see Miva provide targeted pay-per-click ads across the home, article and channel pages of the Daily Mirror, Sunday Mirror, The People, Sunday Mail and Daily Record websites.


Miva’s design team will develop customised implementations that will be integrated within the five MGN sites.


Miva's top three, content driven pay-per-click Ads will be displayed on each page, with advertisers selected according to their current ranking in MIVA's real-time online auction.


Julia Smith, MGN's head of digital, said: "MIVA demonstrated a thorough understanding of our market and the benefits content-driven listings can have on both revenue and the perception of our individual brands amongst internet users."

According to the Neilsen Site Census, in July this year, the sites for the Daily Mirror, Sunday Mirror, The People, DailyRecord and Sunday Mail attracted nearly three million unique users and almost twenty million page impressions.


MGN is currently redesigning its stable of sites to create a more consistent look and feel.

Scoopt earns money for citizen journalists

14-09-2005

Citizen journalism picture agency Scoopt has announced it has signed up more than 2,300 members following its official launch in August.


The online service lets anyone with a cameraphone sell their pictures to the press on the same terms as a professional photographer.


The service uses MMS and mobile email technology to allow members to submit photographs straight from the scene within seconds. The agency then licenses these photos for publication to the mainstream media.


The firm has given examples of recent successes, including Bristol-based Stephen Bell, who  captured the immediate aftermath of a car chase, with Scoopt selling the pictures to the Bristol Evening Post.


Scoopt member James Pearson used his cameraphone to photograph and film a commuter train fire at Abbey Wood Station, London. ITV's 'London Today' news programme licensed and broadcast the video.


Another Scoopt member obtained exclusive pictures of Jodie Kidd's wedding. Scoopt sold one picture to the Sun, where it was published on Monday 12th.


Kyle MacRae, Scoopt founder said: "Six weeks ago, we had a lot to prove. Scoopt was founded on the principle that if you take a picture that' worth publishing, you should get paid for it whether you're a professional or a member of the public.


With successful sales of amateur material to the local press, to the biggest selling daily newspaper and to a national broadcaster, we can now consider the concept prove."

Traditionally, amateur photographers who submit a photo to a picture desk would sign over universal copyright in exchange for a one-off flat fee. However, Scoopt members retain copyright to their photographs, and receive 50% of every licensing and syndication deal.


In a bid to protect media buyers, Scoopt said it applies ‘vigorous measures’ to verify the authenticity of its material.


Only members can submit material and Scoopt insists upon full and legally binding disclosure about each submission.


The firm said it also uses an internal editorial policy to govern what it will handle.

Reuters teams up with Vodafone for 3G news service

14-09-2005

Reuters has launched its first direct to consumer mobile video news service on Vodafone live! with 3G in the UK.


The streaming video service includes regular updates from key financial markets around the world and clips of the biggest news stories of the day.


The subscription service is the first business and financial video to be available on the Vodafone network. It is one of a series of new mobile video service Reuters will roll out as it continues with its plans to make more of its news and information directly available to consumers.


Customers can choose from more than 20 different videos a day including market reports from London, New York, Singapore, Tokyo, Frankfurt and other major financial centres.


The service also offers interviews with CEOs and industry leaders.


The full package of Reuters services, including the new video section, is available for a monthly subscription of £3, with an initial month on free trial.


It can be accessed by selecting “Business News” from the “News & Weather” menu on the handset.


Alisa Bowen, head of Reuters.co.uk, said: “The growth in downloads of video from our websites, where over one million clips are viewed each month, made it clear just how popular video news has become.


"It was an obvious next step to make this available on mobile devices, combining it with the existing financial data and text services to offer a truly multi-media experience.”

Reuters said its text stories, pictures, and financial data are already the most popular service on the Vodafone live! business section.

Most Web campaigns hit by site failures

04-08-2005

Three quarters of Internet marketing campaigns are suffering from website failures, with 14% of failures so severe that they prevented the campaign meeting its objectives, according to new research.


The Internet Campaign Effectiveness Study from Web testing firm SciVisum, reveals that more than a third of failures were rated as ‘serious to severe’, with many customers complaining or unable to complete web transactions.


A lack of technology knowledge was identified as the key factor impacting successful Internet campaign planning.


Nearly two thirds of marketing professionals did not know how many users making transactions their websites could support, despite an average transaction value of £50 to £100, so were not able to factor this into campaign plans.


In addition, 37% of marketeers could not put a monetary value on losses caused by customers abandoning web transactions.


The study identified an ongoing ‘communication chasm’ between the marketing and IT departments as the root cause of many website failures. A quarter of organisations experienced website overloads and crashes as a direct result of a lack of communication between the two departments. 

A quarter (26%) of marketing departments admitted they never alert the IT department about impending campaigns, with a further 52% only sometimes or rarely working with the IT department before the start of a new campaign.


Only 22% of those surveyed always involve the IT department in campaigns, the report found.


Deri Jones, CEO of SciVisum, recommended that commercial and technical teams work together to map out a typical ‘User Journey’ that customers will take through the website in response to a campaign, to eliminate ‘hidden bottlenecks’.


“Mapping a User Journey focuses everyone on the same metrics and centres discussion on the evidence of measured journeys, not perceptions and prejudices, with the result that things can quickly move towards better and better web delivery,” Jones said.


The SciVisum Internet Campaign Effectiveness Study 2005

 surveyed marketing professionals from 100 UK-based organisations across the retail, financial, travel and online gaming sectors during July 2005.


A management report on the findings is available from http://www.scivisum.co.uk/campaign.

ViewLondon includes video and rich media ads

16-08-2005

London information site ViewLondon has recruited 24/7 Real Media to improve ad revenues, and help offer clients video streaming and rich media ad formats for the first time.


Billed as ‘the Londoner’s guide to London’, the site claims to attract more than 1 million unique users every month.


The firm said it had previously been using an undisclosed small media agency to sell advertising space but as traffic climbed it needed more comprehensive support.


The deal will see ViewLondon.co.uk using 24/7 Real Media’s Open AdStream technology to serve advertising on the site, and provide reporting capabilities to give ViewLondon a more detailed understanding of its audience.


In addition, 24/7 Real Media has helped ViewLondon.co.uk to redefine its website to include the latest ad formats such as video streaming and rich media.

Google/Yahoo to target traditional classified ads?

22-08-2005

Google and Yahoo! have both reportedly approached Amsterdam-based Trader Classified Media over a possible takeover or partnership, according to reports.


Trader Classified is a traditional publisher which publishes 578 print guides and runs 56 Web sites with classified ads for shoppers in 22 countries. In July it announced a strategic review. Its shares are listed in Paris. It is worth about €1.3bn.


Earlier this month its chief executive, John McCall MacBain, said the company was considering taking its Russian or Chinese units public, bringing on a partner or possibly selling the whole company after receiving approaches from several Internet firms.


Other possible interested parties could include eBay, the Sunday Times newspaper has reported.


Neither Google nor Yahoo! have commented on the report.

Elizabeth Arden begins online campaign with ANM

08-09-2005

Perfume maker Elizabeth Arden has signed a three month online advertising deal on the Daily Mail website with Associated New Media (ANM).


The deal was brokered through advertising agency Manning Gottlieb OMD.


The campaign will use the strapline “My day begins at 5:01” for its new perfume ‘After Five’.


An Elizabeth Arden clock on the Daily Mail home page will count down the hours from midnight to 5pm leading to a homepage roadblock from 5pm till midnight.


MPUs, banners, skyscrapers and half page ads, linking to a specially created microsite, will run on all sections of the Daily Mail.


The microsite, aimed at the “modern fun loving woman” features guides to bars, restaurants and clubs across eleven key cities in the UK.  Other editorial content includes a guide on how to hold the ultimate girls’ night out and tips on flirting.


The site will also house a Safety After Dark guide as well as competitions where readers can win a range of Elizabeth Arden products.


Martin Corke, commercial director, ANM said: “In July, the Mail online had over two million unique users which offers Elizabeth Arden a huge target audience.”

Rebecca Summerfield from ANM, worked alongside Anna Barrett and Alison Gayfer at Manning Gottlieb OMD in a competitive pitch for the campaign.


Elizabeth Arden said the microsite is part of a larger integrated campaign that will see the firm sponsor radio and take out press, including In Style, Cosmopolitan, Happy and New Woman and outdoor space.


Anna Barrett, Manning Gottlieb OMD online communications manager said: “As part of the whole campaign the microsite gives us the opportunity to develop the theme of owning this timeslot of After Five. All of us end up watching the clock at some stage wishing it was 5pm – now the Daily Mail does it for you.”

Media buyers call for traffic measurement standard

09-06-2005

Related: Advertising Agencies Marketing Research

A new survey has revealed that media buyers want to see Web publishers adopt a single measurement of site traffic figures.


The research from ABC electronic revealed that 94% of media buyers questioned state that independent verification of site traffic figures by ABC electronic is critically or very important to validate media owners’ claims of traffic numbers.


Richard Foan, managing director at ABC Electronic said: “It’s very encouraging that media buyers are using industry standard independent certification to justify their buying decisions, and this demand for accountability will continue as the proportion of marketing budgets spent online increases. 

Nearly two-thirds (64%) of media buyers said ABC Electronic certification is critically or very important to justify their buying decisions to clients, while and nine out of ten (89%) said it was important.


Foan added: “A number of buyers have told me that they now open conversations with media owners with the question ‘do you have an ABC Electronic certificate’, and we look forward to this happening across the board as media owners deliver a trusted medium to advertisers.”

The research was independently conducted by Benchmark Research on behalf of ABC Electronic.

UK news sites swamped after London blasts

11-07-2005

Web users flocked to UK news sites yesterday as people sought details on the London terrorist attacks, with the BBC site being the top destination, according to new data.


Web monitoring firm Hitwise said that on Thursday, visits to news sites surged to more than one in twenty (5.56%) of all online visits, up from 3.81% on Wednesday. 

This represents an increase of 46% in visits, while pages viewed on news sites increased from 2.35% a market share of 2.35% to 3.39%, marking a 44% increase.


BBC News was the top news destination and was also the sixth most visited site in the UK yesterday, up from an overall rank of number 15 on Wednesday.


Both Sky News and Google News UK also saw a dramatic rise in traffic. The Sky News website rocketed up from an overall rank of number 367 on Wednesday to become the 62nd most visited site yesterday, while Google News UK increased from number 132 to number 58. 

Meanwhile, commuters sought updates on transport disruptions and the Transport for London website increased from an overall rank of number 500 on Wednesday to become the 70th most visited site in the UK yesterday.


In addition, alternative travel sites www.liftshare.com and www.thamesclippers.com were two of the top 10 downstream sites from Transport for London as commuters sought alternative ways to get home.


The terrorist attacks have also overshadowed online interest in the G8 conference taking place at Gleneagles, Scotland.


All G8-related websites have dropped out of the top 20 Politics sites completely despite dominating the category earlier in the week, and have been replaced by several fast-moving 'alternative' politics sites such as which offers opinions and conspiracy theories on the terrorist attacks in London.
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New blog created every second

02-08-2005

The number of personal online journals, known as weblogs, have doubled since March, with a new blog being created every second, according to a new report.


In its State of the Blogosphere report, Blog information site Technorati said that it was tracking more than 14.2 Million blogs and over 1.3 billion links at the end of July 2005

.


In March 2005, the site was tracking 7.8 million blogs, meaning the blogging community has approximately doubled during the past 5 months, continuing a similar growth rate reported in March.


Technorati said there are about 80,000 new weblogs being created every day, which means a new weblog is created about every second.


More than half (55%) of all blogs are considered active, with a posting in the last 3 months.


In addition, 13% of all weblogs, currently 1.8 Million blogs, update at least weekly, the report adds.


The firm identified the fastest growing blogging services as MSN Spaces, Blogger, LiveJournal, and AOL Journals, along with a number of international hosted services.


The use of software like Word Press and Moveable Type to provide blogs also continued to grow significantly.


In terms of location, the report identified significant growth in the US, Japan, Korea, China, France, and Brazil.

Online to overtake print in broadband boom

22-06-2005

Print publishers are under threat from new media, while broadband is set to power a media explosion according to a new report from PricewaterhouseCoopers.


Broadband internet growth will propel the value of the worldwide entertainment and media industries to $1.8 trillion (£990bn) by 2009.


Legal digital distribution of games, videos and movies is also tipped to boom over illegal file sharing. 

Total spending from new revenue streams such as broadband and digital downloads will surge from $11.4bn to $73bn over the next five years, according to PwC's report, Global Entertainment and Media Outlook: 2005

-2009.


Spending on media and entertainment around the world grew 8% last year to $1.3 trillion. This was the biggest gain since 2000. The internet was the fastest growing medium. Online advertising was up 36% and access revenues up 21%, driven by the switch from dial-up to broadband services.


The internet will continue to outpace other media, as more people access broadband and buy online. 

Marketers will take advantage of broadband media, pushing internet advertising to increase by 16% to $32bn in 2009.

Consumers want media convergence and control- study

13-06-2005

UK consumers want easy convergence of technologies and an ability to choose and control the media they consume, according to a new media trends study.


The Fishbowl Future research, conducted by SPA on behalf of ISP Wanadoo, revealed that the consumers of the future will “become their own editors” as technology puts them in control of their media consumption.


The study revealed that the emergence of technologies such as personal video recorders and wireless broadband will cause consumers to become more emotionally engaged with their media.  

This means they will have a positive response to targeted ads that appear in their chosen media, provided they are seen as relevant, the report asserted.


Dave McCall, adsales director at Wanadoo UK, said that as consumers get more control of their media, advertisers will increasingly need to ensure they target the right audience to get positive results.


“The major responsibility of the advertiser has got to be relevance.” McCall said.  “The last thing a media owner wants to do is annoy its captured audience just to give exposure to the advertiser.”

The research also found that print and radio programming in its current format will have to adapt and harness new technologies such as RSS feeds.   

The qualitative study monitored a selection of 20 frequent users of the latest communication and media technology.


In order to analyse their media consumption patterns, their lives were then monitored using web blogs and video diaries, and the results ethnographically analysed.


Deborah Sherry, managing director for portal revenues at Wanadoo UK, said: “This research makes for important reading for everyone in the advertising industry and has revealed how online is becoming more integrated into cross media planning, helping to improve its creativity.”

US ad spend to shift online, hits $26bn by 2010

05-05-2005

The total market online advertising and marketing in the US could reach $26 billion within the next five years as marketers follow the audience onto the Web, according to new research. The news chimes with recent upbeat predictions in the UK.


Forrester Research predicts total US online advertising and marketing spending $14.7 billion in overall spend this year, a 23 percent increase over 2004, and that it will almost double by 2010.


Importantly, search engine marketing in the US will grow by 33% this year, and by 2010 spending on it will hit $11.6 billion annually.


Traditional advertisers are shifting their spend to online.


Forrester said: "Almost half of marketers plan to decrease spending in traditional advertising channels like magazines, direct mail, and newspapers to fund an increase in online ad spending in 2005." 

The spending online will eventually represent 8 percent of all advertising spending in 2010, thus rivaling ad spending on cable/satellite TV and radio.


Forrester research analyst Charlene Li said "there is a large disparity between the amount of time consumers are spending online and the money marketers are spending trying to reach them online."

She pointed out that online consumers spend over one-third of their time online, roughly the same amount of time they spend watching TV, but "marketers spend only 4 percent of ad budgets online versus 25 percent on TV."

 Unusually, compared to their normally more staid British cousins, US marketers Forrester spoke to plan to experiment with some of the newest forms of online media: "64% of respondents are interested in advertising on blogs, 57% through RSS and 52% on mobile devices, including phones and PDAs."

And marketers are "quickly losing confidence" in traditional media - 78 percent said they think search engine marketing will be more effective, while over half said TV ads would become less effective.


Li, author of the report, writing on her official Forrester blog commented: "This is not the return of "The Bubble". The growth is coming from marketers having to make tough decisions about allocating scarce advertising dollars - in many cases, funding online channels from traditional channels. Back in 1999/2000, spending often came from exuberant spending, fueled by venture money."

She continues to write that this latest growth is "more than just about search." She anticipates that search will become much more integrated into traditional brand advertising, as witnessed by what Google and Yahoo! are doing in terms of tying CPM and CPC based products into the same ad ordering system.


She says most marketers, under pressure to to make every dollar count, will shift budgets to channels they believe are more effective. 

This does not, however, mean a "wholesale flight away from traditional media" but an "adjustment in the marketing mix that takes into account the greater time and influence Internet use plays in our lives."

Forrester says a lack of online advertising standards and experience have held them back from fully embracing online channels.


The report is based on a an online survey of 99 leading US marketers and four previous forecasts

Key points of the report include:

-- Search engine marketing will grow by 33 percent in 2005, reaching $11.6 billion by 2010. Display advertising, which includes traditional banners and sponsorships, will grow at the average rate of 11 percent over the next five years to $8 billion by 2010.


-- New advertising channels will draw interest and spending from marketers. Sixty-four percent of respondents are interested in advertising on blogs, 57 percent through RSS and 52 percent on mobile devices, including phones and PDAs.


-- Marketers are quickly losing confidence in the effectiveness of traditional advertising channels and feel that online channels will become more effective over the next three years. Seventy-eight percent of survey respondents said they think search engine marketing will be more effective, compared with 53 percent of respondents who said TV advertising would become less effective.


-- The only nondigital advertising channel to reach the same level of confidence as online channels with marketers is product placement -- only 8 percent of respondents believe that product placement will become less effective over the next three years. 

B2B print mags suffer in age of the Web

28-06-2005

Online business-to-business (B2B) publishing is eating into the market share of printed business magazines, according to a new survey.


The research, from communication management firm Sift, questioned more than twenty UK B2B publishers in May 2005.


The survey showed all respondents agreeing that the online channel has reduced the usefulness of B2B magazines.


Sift’s survey aims to build upon AOP research in April which concluded that B2B websites had overtaken printed media as a preferred source of work-related information.


AOP found that 82% of business decision makers use B2B websites regularly and spend an average of one hour per day viewing them.


One in three B2B publishers (33%) said that the online channel generates more than 30% of their turnover. Almost twice as many (61%) expect that the online channel, in two years time, will generate more than 30% of their total revenue.


Alexandra White, director of AOP, said:  “Our own research has proven the effectiveness of B2B websites for targeting business professionals. Sift’s findings verify a genuine appetite amongst publishers to make online happen.”

One in five (21%) said that their business were “fully prepared” to take advantage of a shift towards online B2B publishing. A further 67% admitted that they were “prepared, but still had some work to do”.


Only 16% felt that online was likely to replace printed B2B titles, with the majority (84%) believing that print and online publications would be used equally.


Helen Trim, sales and marketing director at Sift, added: “Sift’s survey tested some of the key findings from the AOP’s B2B website research – and the results show strong support for the AOP’s conclusions, lending both substance and guidance to B2B titles wishing to engage with their audience online.”

Digital publishing to overtake print within 15 years

29-06-2005

The British Library has predicted an industry-wide switch from print to digital publishing by the year 2020, as the institution announced plans for a new national digital library

Lynne Brindley, chief executive of the British Library, said: “Most people are aware that a national switch to digital broadcasting is expected by the end of this decade. Less well known is the fact that a similar trend is underway in the world of publishing.


Brindley said that a new study by EPS, commissioned by the Library, forecast that  40% of UK research monographs will be available in electronic format only by the year 2020, while a further 50% will be produced in both print and digital.


The study predicted that just one in ten (10%) of new titles will be available in print alone by 2020.


The Library will build on its work in collecting digital items, digitising existing collections, and archiving websites, to set up the infrastructure to hold the national collection of digital items.


The collection will include both items that were 'born digital' and those items in the British Library  collections that have been digitised, such as Shakespeare’s Quartos and 19th Century newspapers. 

Over the past few years, The British Library has worked to secure the legislation needed to set up the archive.  It is also working with publishers, other libraries and with technical partners to build the systems needed.


In 2003 the Library led a national campaign in support of a Government-backed Private Member’s Bill to extend legal deposit to electronic materials, including websites. The Library now collects and provides links to e-materials from a variety of sources.


“In many ways digital material is more fragile than physical material and if we don’t manage it effectively it won’t survive for future generations,” Brindley concluded.

Internet bucks trend as report shows ad spend decline

The latest Bellwether report from the Institute of Practitioners in Advertising has shown that marketing directors have cut their budgets for the first time in nearly two years.  Internet ad spend rose sharply, but by less than it had in the previous two quarters. It now accounts for four per cent of marketing spend.


On average, marketing directors cut their budgets in the second quarter, from April to June, after boosting them for six consecutive quarters.


"The buoyant confidence seen at the start of the year has been eroded over the course of the first half of the year, with the second quarter survey signalling the first downward revision to current marketing budgets since the autumn 2003 survey," the report said.


Traditional main media advertising, including TV and press, was worst hit, sustaining the third cut in a row and the biggest cut in two years as marketing directors diverted money to cheaper internet and direct marketing in the hope of boosting sales.

AOP Census shows paid-for online content on the increase

19 May 2005

The latest AOP Census membership survey has shown that 63 per cent of AOP member companies, all creators of original, quality, branded content, now charge for content online, compared with 58 per cent in 2004.  Paid-for content now provides 19 per cent of overall revenue.  The findings reveal a decline in one-off (micro) payments, and an increase in subscription models.


Bill Murray, AOP chairman and managing director for group information strategy at Haymarket, commented: “It’s very clear that we are starting to see the end of a general perception from consumers that the web is ‘free’. Even clearer is the trust and credence that consumers attach to content delivered by established, traditional brands. The value this adds to content is, for the most part, the key to being able to successfully charge for it. With increased maturity in the online space, AOP members can look forward to developing more ambitious, profitable activity with greater confidence.”

The 2005 AOP Census, conducted independently by Fox Insight on behalf of AOP, also indicated that overall revenues are set to increase, with greater optimism and less mention of constraints within the industry than were evident in 2004.


Income

The largest source of revenue for respondents remains display advertising, supplying 47 per cent of all revenue.  More than half (58 per cent) of AOP members are now generating more than £1 million annually from advertising alone.


Traffic volumes and numbers of users are up on 2004 for nearly every AOP member organisation. Altogether they attract more than five billion page impressions per month (up from two billion in 2004), and an average of 3.5 million unique users per month, partly influenced by growth in membership. 

Other sources of revenue include: recruitment classified advertising (14 per cent), content syndication (five per cent), e-commerce, sponsorship, web-design and development, listings, newsletter advertisements, and commission on sales. Comparisons with 2004 indicate a growth in the number of new or alternative revenue streams.


Integration

In total, the AOP companies that were sampled publish as many as 1,152 different products. The majority are published as a combination of 'print and online', though AOP membership has broadened to include a number of TV and radio broadcasters in the past year, with nearly 20 per cent of members also engaged in these areas.  

Integration of online and offline teams increased to 79 per cent of companies (from 63 per cent in 2004), suggesting online is seen as more of an integral part of the wider organisation than in previous years. 

Opportunities and threats

The findings reveal a greater optimism and less mention of constraints within the industry, than were evident in 2004. The greatest opportunities at present are seen as those provided by new channels or platforms, broadband, communities, and content syndication.


The enthusiasm for the roll-out of broadband shown by AOP members in 2004 has been built on in 2005

. As many as 55 per cent of respondents now believe that broadband will have a 'very positive' impact on their business, though a small minority (13 per cent) believe that it will have little impact either way or a negative impact.  Comments from respondents indicate that some AOP companies have a very active strategic approach to taking advantage of the roll-out of broadband: “Audio and video are an essential part of our future business” and “Greater opportunities for streaming will lead to webinars and other virtual meetings etc. becoming a good source of income.” 

The greatest constraints on the online publishing industry were seen as being: distribution and streaming costs, inertia or complacency at publishers and agencies, followed by governmental or legal restrictions.


Skills and employment

The findings also revealed that the majority of its members are upping their headcount and as a result experiencing a strain on skilled personnel in the industry.  Many of the UK’s leading newspaper, magazine, radio and television companies participating in the Census noted a pressure on resources in trying to keep up with the growth in the sector.


In the past year, 40 per cent of online publishers surveyed took on more online staff, upping their headcount by 10 on average. However, the report also found that 60 per cent of publishers on the web had unfilled vacancies, with nearly eight in 10 of them urgently seeking sales and subscription staff, and nearly half looking for editorial staff.


Alexandra White, director of AOP, commented: “The findings are further testament to the incredible growth in the internet over the past three years.  The online publishing industry will need to concentrate on attracting the brightest and best, to meet the demand.”

The findings also show that the majority (79 per cent) of AOP organisations have integrated the online business into the wider company (as opposed to 63 per cent a year ago).  The most common integrated functions are editorial and content creation (89 per cent of AOP organisations), with 69 per cent having sales, marketing, advertising and subscriptions function integrated with the wider organisation and 29 per cent who have their admin teams integrated.  One in five organisations has all, or nearly all, their functions integrated.

Broadband user behaviour boosts online spend

A new report from Continental Research has shown that broadband technology has boosted online shopping.


The most popular items to be sold over the net are CDs and DVDs, bought by 40 per cent of broadband users but by just 24 per cent of those with dial-up connections.


Broadband users are twice as likely to buy train tickets, supermarket goods or clothes online than non-broadband users, and three times as likely to buy computer equipment or software.


Continental's director, Colin Shaddick, said: "The biggest impact on the internet industry is how broadband consumers have embraced online activities."

Mr Shaddick said the figures would boost the online advertising sector. "Talk of investor confidence returning to the online sector looks to be well founded.  We expect to see an increase in online advertising, with brands looking to engage these savvy consumers in increasingly creative ways."

The report also shows that broadband users are "in most instances twice or more likely" than other internet users to download music or donate online to charity.


Banking, the most popular internet activity, is carried out by 50 per cent of broadband users, compared with 35 per cent of non-broadband users.


Broadband users are also three times as likely to listen to internet radio, with 29 per cent having listened to the radio over the internet in the past year, compared with just nine per cent of narrowband users.


And while just one per cent of dial-up users engage in online betting, five times as many broadband users have a flutter.


According to Continental, some 6.6m households in the UK have broadband connections, almost half of the total online population, and another 1.5m are expected to subscribe in the next six to 12 months.  However, Nielsen//NetRatings recently put the figure of UK broadband users at 11m. 

Continental Research has been monitoring internet access and usage over the past nine years and based its report on 1,988 face-to-face interviews with people aged 16 and over in February.

Online jobs booming - over half of jobs sourced online get interview 

The National Online Recruitment Audience Survey 2005 found that online recruitment is now more successful than ever. Sixty-four per cent of those applying for a job sourced online obtained an interview (up from 59 per cent in 2004) and 51 per cent of those obtaining an interview got a job as a result of the interview (up from 44 per cent in 2004).


Additionally the results demonstrate that online is an effective way of targeting candidates from a diverse range of ethnic backgrounds, revealing that online job seekers broadly mirror the UK population in terms of ethnic background. Eighty-three per cent are from a white ethnic group, 4 per cent are from a black ethnic group, 5 per cent from an Asian ethnic group, 2 per cent mixed and 1 per cent Chinese. This is the first time that such comprehensive data has been made available regarding the ethnicity of online job seekers.


The results also show that the way in which job seekers use online recruitment sites is changing, highlighting an increasing brand loyalty and knowledge of the market amongst online job seekers and signifying a maturing industry.


The average number of sites visited by a candidate when looking for a job has decreased year on year to six, while 11 per cent of repeat visitors choose to visit a particular site because they have previously got an interview or a job through the site.


Moreover, a significant proportion of online job seekers are doing more than just looking for jobs and are taking advantage of the additional functionality offered by the internet as a job seeking tool. Thirty per cent of online job seekers visit online recruitment sites to register for and to use additional services such as uploading CV’s and registering to receive jobs by email.


NORAS is continually being developed to support and ensure its usefulness and relevance to employers wanting to use the internet as a recruitment tool.


*Participating sites: AndersElite, Blue Arrow, Brand Republic Jobs, CWJobs.co.uk, doctorjob.com, Eden Brown, eFinancialCareers, Exec-appointments.com, fish4jobs, GAAPweb, InPharm Jobs, JimFinder, jobs.ac.uk, jobsgopublic, jobs.telegraph.co.uk, jobs.scotsman.com, mad.co.uk, ManchesterOnline.co.uk, OfficeRecruit.com, Prospects.ac.uk, s1Jobs, Times Online - Jobs, TipTopJob and Totaljobs.com

Growth leads to skills shortage for web publishers

06 May 2005

New figures from AOP have revealed that the majority of its members are upping their headcount and as a result experiencing a strain on skilled personnel in the industry.


Many of the UK’s leading newspaper, magazine, radio and television companies noted a pressure on resources in trying to keep up with the growth in the sector.


The 2005 AOP Census also reveals that, in the past year, 40 per cent of all online publishers took on more online staff, upping their headcount by 10 on average.


However, the report also found that 60 per cent of publishers on the web had unfilled vacancies, with nearly eight in 10 of them urgently seeking sales and subscription staff, and nearly half looking for editorial staff.


Alexandra White, director of AOP, commented: “The findings are further testament to the incredible growth in the internet over the past three years.  The online publishing industry will need to concentrate on attracting the brightest and best, to meet the demand.”

The findings also show that the majority (79 per cent) of AOP organisations have integrated the online business into the wider company (as opposed to 63 per cent a year ago).  The most common integrated functions are editorial and content creation (89 per cent of AOP organisations), with 69 per cent having sales, marketing, advertising and subscriptions function integrated with the wider organisation and 29 per cent who have their admin teams integrated.  One in five organisations has all, or nearly all, their functions integrated.

