
This article is not about real-time 
bidding, algorithmic trading or any 
of these media buying-oriented, 
optimisation-focused deployments 

of data. It is about the potential impact of 
data on media planning. Let’s start with a 
couple of definitions.
• Data: facts and statistics collected 

together for reference or analysis.
• Media planning: the art and science 

of connecting brands to people through 
content.
Let’s also be clear from the start that 

media planning has always been about data, 
whether qualitatively or quantitatively 
oriented. We all know that the volume of 
available noise has increased hugely over the 
past few years, fuelled by the tech revolution 
and visualised by a million charts about 
bit-rates, byte sizes and server farms. Our 
ability to see the signal within this noise is the 
new frontier for media agencies.

So this is an article about two key 
frontier towns: real people and emergent 
platforms. What I mean by these is the real 
behaviour of real people in the real world 
(not the Matrix); and what we can learn from 
behaviour on individual platforms.

It is also an article that offers a point of 
view on what may come next. Understanding 
the inter-relationships between different 
connections, and how people move through 
the stories we are sequencing, is our single 
biggest challenge; screen-neutral planning is 
our biggest failure.

We need a move to much more

deliberate screen-specific based planning: 
different screens are not neutral, they are 
different. We also need to move away from 
Excel and into journey visualisation. Excel is 
the last bastion of the old world. It must die.

Not everyone will agree with all this, but 
that is fine. We’re interested in the dialectic 
because it will push our industry on, and if 
one thing is for sure it’s that now is the time 
for us to push on.

EMERGENT PLATFORMS

A number of key platforms have emerged 
over the past few years; all of them heralded 
another revolution. All these platforms are 
interesting in their own right - and all of 
them have made businesses evolve or pivot, 
significantly affected human behaviour and 
‘stolen’ adspend from other media. More 
significantly, however (at least for this 
article), they have created massive maps 
of human behaviour. Google, Facebook, 
YouTube and Twitter are the world’s biggest 
media planning tools.

Here we will look at two of these 
platforms: YouTube and Twitter. We will 
look at the data they produce and the impact 
the signals in this data could have on media 
planning.

Before we get into YouTube, let’s start 
with its big brother, Google. It has long been 
the case that websites have been developed 
using a data-driven approach which leads to 
the best SEO positions: effectively, Google 
data sets influencing structure and content;

in fact, Google data effectively helping to 
balance out the in-built bias of the focus 
group. We will see more of this as the two 
are mashed together to ensure that the 
overly controlled and unrealistic experience 
of the focus group is not the sole driver of 
seven-figure decisions.

Two years ago we used search data to
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influence how we brought back the TV 
show Eat Yourself Thin on Channel 4, for 
the GSK weight-loss aid Alii. There is also 
the example of the chat show in Denmark 
that uses Google trends as the sole driver 
for the topics put up for discussion, and 
Good to Know magazine uses it to influence 
editorial topics. These are all examples of old 
media building something better out of new 
platform data.

These are examples of data influencing 
the nature and content of a connection. But

what of data influencing which content gets 
developed and made in the first place? Well, 
that’s where YouTube comes into its own.
It’s a big part of the impact YouTube can and 
will have on the future of media planning.

Take for example Machinima, a YouTube 
channel for the gaming community. The 
content on there ranges from videos of folks 
playing new games, to content developed and 
tested on the platform before being green-lit 
for movie development (Mortal Kombat). This 
green-lighting idea has huge implications for

the future of communications. If we look at 
how YouTube is starting to suggest people 
validate pieces of video content (effectively a 
video love index score), we get the formula:
LI = [(Likes - Dislikes) /organic views] x 1,000

We can logically extrapolate this to suggest 
a potential challenge to the creative 
development process. Why spend north of 
£500K on developing one piece of content, 
researched with a handful of people in 
a focus group, when you can develop a 
number of different executions? You can 
then test these on YouTube, measure 
public reaction and further support the 
best-performing executions. Over time, 
you could then calibrate this approach with 
other types of during- and post-activity 
measurement, such as brand-tracking or 
revenue return modelling.

YOUTUBE, VIDEO AND 
THE NEW QUAL

Technologies such as YouTube and Skype 
have taught people how to talk directly 
to computers (well, webcams). This is an 
opportunity for the qualitative research 
community. At MediaCom, we have built an 
ethnographic video panel called Real World 
Britain, which brings together 36 households 
across the UK, getting us to qualitative insight 
much more quickly than has been possible 
in the past. The approach also allows us to 
talk to the same people over long periods of 
time (currently three years), building deeper 
relationships than we can in a series of focus 
groups.

Insights generated from Real World
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Britain have framed our understanding of the 
very real second-screen phenomenon. There 
is nothing more telling than seeing a mum in 
Rochdale show you what she does on her 
mobile as she is watching The X-Factor.

TWITTER, TV AND CONTENT 
CONTEXT COMMUNITIES

The relationship between Twitter and TV is 
well documented (according to Twitter, 40% 
of its peak time traffic in the UK is about 
TV shows). How we use the data points this 
relationship creates will be a huge influence 
on the future of media planning. What we 
find is that different TV shows have different 
shaped social responses, different genres 
create different shapes, and so do different 
shows in a series. Some have communities 
that have arisen around them, while some 
don’t. Some create a social response during 
the show, some fuel one before or after, and 
some create no social response at all. In fact, 
what we see is that different shows create 
different shapes of response.

We have built a tool called Second Screen 
Planner to help navigate these data sets. The 
tool helps us look at the online conversations 
(these are the ones targetable in media 
execution) around programmes, cutting this 
data by genre, day part, day of week, break in 
a show - all the classic TV planning cuts that 
you would expect. We then use this data to 
influence four key decisions.
• Does a piece of content that is important 

to your audience have a social context?
• Should you do anything to engage a show’s 

‘social context’?
• Do you do it before, during or after the 

show?
• Do you ask people to do something 

specific related to the show or brand?
This is where screen-specific planning

is going. Content accessed across different 
screens is not accessed in the same way, for 
the same reasons. We need to be able to 
navigate the quantitative data that tells us 
what people are doing and balance it with the 
qualitative data of why. For example, one of 
our Real World Teens panel bloggers tells us: 
‘When it’s live then obviously no-one’s seen 
it yet, no-one knows what is going to happen 
[and] everyone is giving their opinions; it’s 
really dramatic.’

Punting a brand message in this engaged

community, asking people to do anything 
other than something show-related, would 
probably be foolhardy at best.

In this instance, our respondent is 
engaging in second-screen behaviour to be 
involved in something dramatic, for social 
inclusion. This is a very difficult moment 
for a brand to get tonally right. It requires a 
deep understanding of how the community 
around that piece of content interacts and a 
willingness to operate in at least near real
time - but not with your bidding or buying, 
with where you go and where you don’t and 
what you say when you get there.

What is very clear is that this is not for 
all brands, all the time. The best agencies 
will be advising when not to get involved in 
the conversation in order to avoid just being 
in the conversation because a conversation 
exists. That is where we come to real people, 
in the real world again.

I have already mentioned the 
opportunities that video ethnography opens 
up for media planning. One key point that 
we have found repeatedly when speaking to 
Real World Britain is the difference between 
Demand and Discover content online. We 
find that prerecorded on-demand content 
offers people the opportunity not only to 
connect with their personal interests, but to 
retreat from our over-connected world - to 
shy away from social sharing and spend time

with themselves. But then even this is not 
true for all audiences, all the time.

This behaviour is a very different modal 
node to the moment when 'it’s live [and] 
everyone is giving their opinions’. This retreat 
needs to be understood, and to be treated 
differently from the moment when someone 
fires up YouTube and uses the world’s 
second-largest search engine to discover an 
amazing piece of content about how to coach 
football, or what winged men are doing in the 
name of Red Bull.

How do you make sure you understand 
these moments and treat them in the screen- 
specific manner they need? You look at 
the data and make an educated suggestion, 
although the data is different in each case. 
With Discovery-based AV, you are using 
keyword mapping to move away from the 
irritating over-targeting of the behavioural 
school to targeting based on planned 
serendipity, which helps us to answer three 
questions.
• What are the people you want to talk to 

looking for?
• How do you use this to help them bump 

into you?
• What do you give them that is useful and 

interesting once they have bumped into 
you?
With On Demand AV, we need to fuse 

user data with storecard and other purchase 
data. However, we also need more focus on 
the mode of consumption. At the moment, 
pretty much every VOD research piece 
you read seems to suggest that it is twice 
as effective as normal TV (which is a happy 
coincidence, given that it is twice the cost). 
What is more interesting is how it is effective 
and how that works across AV platforms.

As the search for the Holy Grail of a 
single-source planning tool continues, the 
real innovation will be at the edges, where 
no-one is looking. Where bright planners 
will take layer upon layer of data to create 
bespoke ecosystems of understanding, 
fuelling pointier, more focused, simply better 
media planning and execution.

Put more simply, the geeks will inherit the 
earth, but then great media planners have 
always been a bit geeky. Should be fun.
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Caixa de texto
Fonte: Admap, Washington, v. 48, n. 7 , p.14-16 , july/aug. 2013.




