The Fly was on the wall in 2005 noticing the increasing presence of Internet advertising. Why Internet
advertising? Figures on advertising influence:
- the fees charged to advertisers by websites as set out in online advertising contracts,

the marketing mix for advertisers,

the business model and offerings of service providers such as advertising agencies, and

the shape of the advertising industries and the markets that rely on them.

The Fly notes these figures on unique
browsers a month  for September 2005: 3. Compare TV to online. At it's
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In the 2004-2005 financial year the Australian
online advertising revenue  grew 62.7% to
reach A$488 million. The finance industry
continues to be the top spender in the general
advertising category with the recruitment sector
maintaining its number one position for
classifieds. The A$488 million in expenditure is
reported in three broad advertising categories
noted below: Source : Press Release, 5 September
2005, Audit Bureau of Verification Services, Audit
Bureau of Circulations quoting June 2005 Online
Advertising Expenditure Report

* General Advertising worth A$154 million
(defined as display ads such as banner
advertisements of many different sizes and
formats, sponsorships, partnerships,
affiliate marketing programmes and
emails) accounted for 31.6% of total online
ad expenditure,

* Classifieds Advertising worth A$169 million
(defined as ads placed to buy or sell an
item or service) accounted for 34.6%, and

e Search and Directories Advertising worth
A$165 million (defined as online directory
or search engine listings) accounted for
33.8%.

PBL's assets. Today, it accounts for 25% and its
growth prospects are considerably more limited
than PBL's investments in other businesses
such as ninemsn, Foxtel, Seek and the Melco
International joint venture...". Source: Neil
Shoebridge, "Leading but limping: Nine Network
remains ahead of the television pack but its rivals are
closing the gap", BRW, 8-14 September 2005, p. 63.

In Australia in 2004 offline advertising revenue
excluding classified directories was spread as
follows:
* A$2,831 for free-to-air TV (including
A$22.6 million in 2004 on SBS TV),
* A$123 for Pay TV,
* A$3,637 for newspapers,
* A$842 for radio,
* A$895 for magazines,
e A$327 for outdoor and A$74 for cinema
advertising.

As can be seen free-to-air TV is second only to
newspapers in terms of share of total advertising
expenditure, accounting for more than 35 per
cent (A$3.1 billion) of all advertising in calendar
2004. It is also the preferred medium of national
advertisers, accounting for 53 per cent of all
such advertising. Figures for advertising on pay
television were available for the first time in
2002, with this medium accounting for $67
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million that year, $93 million in 2003 and $123
million in 2004. Source: Get the Picture data,
Australian  Film  Commission drawing on
information from Commercial Economic Advisory
Service of Australia (CEASA).

The leading employment, real estate and
automotive websites are fuelled by rivers of
advertising dollars. As at September 2005, the
hit parade of these websites in Australia was led
in each case by start-ups which were not
established by traditional media leaders, though
they have since bought in or are seeking to take
over. The Fly notes the September facts below:

Source : The Weekend Australian, 8-9 October 2005

citing various market research company sources.

* Top five employment websites : seek.com.au
(Seek), mycareer.com.au (Fairfax Digital),
careerone.com.au
(News Interactive),
defencejobs.gov.au
(Australian
Government),
manpower.com.au (Manpower Australia).

* Top five real estate websites
realestate.com.au (realestate.com.au Ltd),
domain.com.au (Fairfax Digital),
raywhite.com.au (Ray White Real Estate),
justlisted.com.au (Sensis), elders.com.au/real
estate (Elders). Realestate.com.au has 50%
of the market share in August 2005 having
bought competitor property.com.au from RP
Data in June 2004 according to BRW, 13-19
October 2005, p. 46 citing Nielsen NetRatings
as its source. The CEO of Realestate.com.au
Ltd is Simon Baker, who currently owns 3.5%
of the company's shares. The company is
currently subject to a takeover bid by News
Ltd. Existing substantial shareholders include
Ray White Real Estate (14.95%) and RP Data
(8%).

* Top five automotive websites
carsales.com.au (carsales.com.au Ltd),
trading post automotive (Sensis),
carpoint.ninemsn.com.au (Ninemsn),
drive.com.au (Fairfax Digital),
carsguide.com.au (News Interactive).

Amanda Houlihan, Executive Director of
marketing and communications at ING Direct,
says ING has one million customers in Australia.
A Web-based marketing campaign she led in
2005 offered for a limited time A$123 to anyone
who opened an account with ING. In the launch
month ING opened in one day as many
accounts as it normally opens in a month and a
half. Source : Amanda Houlihan, Executive Director,
ING speaking at the 15 September 2005 Slattery IT
“Rewind Fast Forward” conference. More
interestingly, since the end of the campaign less
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than 1% of those new
accounts have been closed.
The Fly also opened an
ING account after receiving
a tip-off email about the offer from a friend. The
ING campaign was discussed as an example of
Internet viral marketing, along with the Carlton
Draught ad campaign and marketing for the
XBox's Halo 2 game. In late 2004 US retailers
sold in one day 2.4 million copies of Halo 2.

“What's leading revenue growth globally?" Over
the past five years, subscription TV, DVD sell-

through and internet access spending were
the major revenue-earning stars of the global
entertainment and media sector. Between 2000
and 2004, these three spending streams
accounted for 58 per cent of total global market
growth." Source : PriceWaterhouseCoopers in report

titled Australian Entertainment & Media Outlook 2005-
20009.

The take-up of broadband has facilitated access
to content, as well as the advertising that comes
with it. What is the take-up of broadband in
Australia ? The ACCC regularly reports on this
using data it collects from eight major carriers of
broadband services. As at 30 June 2005:
« total broadband take-up was 2,183,300;
» broadband take-up has increased by
1,135,500 or 108.3 per cent, from the June
2004 figure of 1,047,800; and
« the take-up of ADSL services is now at
1,579,500.

The Fly prefers facts that come with definitions.
The definition of broadband in the ACCC
report is "any high speed connection greater
than 200kbits/sec over a mix of media. This
definition of broadband excludes PSTN dial-up
connections that run at 56 kbit/sec and ISDN
dial up connections which run at either 64 or 128
kbit/sec. Satellite services with a broadband
capability, that may or may not be being utilised,
are included in the survey." Source : Snapshot of
Broadband Deployment as at 30 June 2005.

Half of the 20 Internet sites most visited by
Australians are search engines : Source : quoting
Hitwise in - "Search Appeal" by lan Grayson, The
Australian, IT Section, 7 June 2005, p. 1.

Analysts, Frost and Sullivan, estimate Australian
companies will spend more than $70 million on
search engine marketing in 2005. Source:
"Search Appeal" by lan Grayson, The Australian, IT
Section, 7 June 2005, p. 1.
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ING’s viral campaign...
money for nothin’



