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Will Branded Content Work for Your Brand? 

Bill Gash – Director, Partners in Television
There’s no question that brands, frustrated by the restrictions placed on broadcasters by the regulator Ofcom, are starting to explore broadband as a delivery platform for branded content. Indeed my letter published in MediaWeek last month, in response to Lucy Rouse’s feature on that subject, showed what is possible, beyond a pre-roll ad model for clients willing to be adventurous. 

But TV and the Web are simply not substitutes for one another, so brands should also pay close attention the how TV is changing. The fact that TV remains, for millions, the most popular and trusted medium should not be overlooked either. It is entirely possible today for a brand to deliver its own programme while retaining control over the content, promotion, commercialisation and, crucially, the delivery, using digital TV. 

How TV is commercialised and regulated has changed little in fifty years, but new broadcast services businesses, like Information TV, now allow brands to buy broadcast hours, not advertising minutes, to air their own programmes on digital TV, making this branded content accessible to millions of homes. The brand needs to create its own audience for this – just as they ‘drive traffic’ to their website, call centre or retail network. But as a brand, whose audience would you rather engage with? Your own - made up of interested, self selecting, targeted and receptive viewers, choosing to watch your programme? Or the less specific, more fickle larger and more expensive audience who might happen to chance upon you AFP (assuming they recognise it as such) on the mainstream channels’ schedule?
So my point is – you can be just as adventurous with digital TV, but only if you rewrite the rules and talk to the true pioneers.
