Going Beyond the Red Button

Out of the corner of my eye commercials flick on and off on the TV screen in my office. Usually it’s one of the news channels,  though actually ask me what’s going on and I probably won’t be able to tell you, concentration being applied to the task in hand. Can I also recommend the Irish cable feed for Sky News if the advertisements for ambulance chasing insurance companies become too much for you.

Increasingly the advertisements may carry with them the invitation to press the Red button for some sort of additional information. The whole introduction of interactive commercials has been slow and laboured, a point well made in Beyond the Red Button, a new study written by Bill Gash of Partners in TV on behalf of the Institute for Practitioners in Advertising.

According to the report too few commercials are made with interactivity at the core. My own experience bears this out. Ads that have run for months suddenly reappear with an oversized graphic containing the Red button retro fitted. 

For advertisers the problems are many fold. In a downmarket there has been little incentive for them to experiment with interactivity when their overall budgets have been trimmed. Experimentation with costly interactivity may not be the best way to spend money when you are unsure as to what the return might be.

The broadcasters themselves have been slow to enable interactive advertising and when interactivity is introduced it is more likely to be because of the need for a viewer poll in a talent contest. 

ITV’s agreement with BSkyB was only signed a few weeks ago, the channel for all its faults, is still the largest commercial channel in Britain. Even then we only have availability for interactivity on Sky and more recently from Telewest on the cable. For all the success of Freeview there is currently no return path available and even if there was the majority of the adaptors currently for sale don’t even contain a modem.

A few months back I attended a presentation given by the BBC?s Scott Gronmark. He said that the BBC’s research showed that it didn’t really matter if you put up a Red button on screen or not. The response only really took off when the viewer was prompted by the presenter. Maybe advertisers should take this to heart and add this to their salesman’s patter. Terms and conditions apply.
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