
		
			[image: Hengel_Ebook.jpg]
		

	
		
			Praise for All-Inclusive TV


			“Hengel asked the right questions to turn TV advertising’s traditional process on its head. A must-read for anyone looking for a better way to grow their business.” 

			—Gary B. Cohen, managing partner, CO2 Partners; best-selling author of Just Ask Leadership: Why Great Managers Always Ask the Right Questions

			“This book goes beyond brilliant marketing. Hengel calls us to step up and into taking bold action, to invest in those big moves that propel us forward and ahead of our competition. Reading these pages is like entering into a vast supermarket. You’ll find on each page a rich variety of quality for every leader hungry to savor the satisfying taste of scalable, profitable growth and richer organizational vitality.” 

			—Jay Steven Levin, principal, WinThinking

			“I have seen firsthand the impact that Hengel has had on emerging brands leveraging TV advertising to grow their businesses; this book is a must-read for anyone looking for a practical guide with real–world examples on how to best leverage TV advertising.”

			—David Horowitz, founder and CEO, Touchdown Ventures

			“Chuck Hengel was one of the early pioneers of direct-response radio before entering TV. He’s well known for developing innovative strategies and one-of-a-kind solutions that continue to be widely used today. Chuck is a visionary in this industry, yet highly approachable, working tirelessly to establish Marketing Architects as one of the most respected leaders in this business.” 

			—Colleen Szot, member of the Direct Response Hall of Fame
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Dedication

			There is never a right time to start a company.

			The year 1996 was that time for me. I was leaving a good agency job just as we were putting an offer in for our first home, with my wife pregnant and due in three months. But there was something vital being drained from the agency I had just spent seven years loving and growing, and I needed to find that again. More on that in a minute.

			After five business plans had been written and abandoned, and with confidence turning to fear, my wife, Cindy, sat down quietly next to me, now just a week before our baby was due, and asked, “How are you doing?” Her question could have been, “What the h— are you doing?” But her supportive inquiry invited my honest response: “I don’t know what’s next, and I’m concerned.”

			That short conversation uncovered the idea that led to the business I’m still running twenty-five years later. That’s a long time for an entrepreneur to hang a shingle in one place. But I still love it. And she is still my hero. And that model of help has now unfolded literally thousands of times for me—the power of banding together with a team member to elevate thinking with the potential to change lives.

			The mission to change lives is still the founding principle and driving purpose of our company—a bold goal from a business anchored to advertising, but one we’ve seen achieved again and again through the growth of our clients’ companies and the advancement of the people who power those businesses.

			This book resulted from the efforts of the little girl born just a week after the idea for this business was formed because of her mother. Thank you, Elena. The manuscript was brought to life by a young marketer beginning her career journey at Marketing Architects, Aiyanna. My oldest inspired her dad to venture boldly—you rock, Julia! And the “baby” of the family, Michael, asked me the questions necessary to change my life by leaving my CEO role at work (and out of our home).

			This book is dedicated to the entire team at Marketing Architects who are my heroes: Paul, Brent, Rob, Angela, and the many more who are part of the transformative journey to passionately build what’s next. Because it’s not the marketing work we do that’s kept me engaged all these years—it’s the lives we’ve changed. I’m thankful for and proud of the talented team, great clients, valuable partners, and industry supporters who are part of this story. Thank you to all of you.

			I believe advertising has the power for transformative good. You can make a strong argument that it’s the most powerful form of speech. At the very least, it creates value that improves the condition of nearly every product and service on the planet.

			Research from McKinsey suggests that only one in seventeen hundred companies get to the level of growth our company has achieved. (As a statistician, I must quote at least one metric before signing off on this opening.) But it’s not that outcome of which I’m most proud—it’s the stories of crisis and failures overcome.

			So why did I leave an agency I loved to start another one? I left because the agency environment too often conspires against great teamwork and bold creative thinking by excessively pressuring the talented creators with financial, accounting, and reporting structures that suppress, rather than foster, breakthroughs. Our “All-Inclusive” model breaks that mold.

			This book is dedicated to our team and to driving change into the advertising industry to support the creators who make this all possible.

			—Chuck Hengel

			CEO, Marketing Architects

			
Introduction

			“There’s been a change in airport operations,” the voice crackled over the speaker. “Please check the monitors as you exit the plane and enter the terminal.”

			It had been an early flight to Kansas City. Just four years since founding a direct-response radio agency called Marketing Architects, I was traveling often and was scheduled to meet with a client that morning.

			Walking into the terminal, I noticed a crowd hovering around the nearest monitor, gawking at the screen showing clouds of gray smoke billowing off the top of a skyscraper. The World Trade Center, I realized, sharing in the shock of the crowd.

			“Terrorism,” an older man next to me muttered, disgusted.

			Terrorism? Surely not. Some sort of terrible accident, maybe. Still, it was clear air travel would be a problem for the rest of the day. I hurried to Hertz for a rental car. The man in front of me stepped up to the counter.

			“How long will you need the car?” asked the salesperson.

			The man reached into his suit jacket and pulled out a badge with the words Federal Bureau of Investigation emblazoned in gold. “I’m not sure,” he said, “but I’m headed to DC.”

			The FBI. I couldn’t believe it. What was happening? By the time I left the airport terminal, keys in hand, there were at least fifty people waiting for cars, the line stretching down the parking lot.

			I attended the client meeting as scheduled. But it wasn’t long before we were interrupted with instructions to turn on the news. The South Tower had collapsed, and the president had just spoken to the nation. The man at the airport had been right. The client and I sat in the conference room and watched in horror.

			We ended the meeting immediately. I began the seven-hour drive home to Minneapolis, the car radio turned up. There were no songs, no shows, no commercials. Just the same terrifying news: that morning, September 11, 2001, the United States of America had been attacked.

			The business implications hit me the next day. Unsure what would come next, businesses cut their advertising spend. Radio was no exception. Marketing Architects was barely beyond start-up mode at this point. There was no way we could handle all our clients leaving radio indefinitely. If we wanted to stay in business, we would have to get advertisers back on the air—and quickly.

			We presented our clients with a compromise. We would guarantee performance if they maintained their spend. If they did not achieve the targeted sales goals, we would pay the difference. It was a risk but was our only way to give clients the confidence to go back on air. Seven out of eight advertisers agreed, which put us in the market for another client.

			Air travel resumed, and a colleague and I booked one of the first flights to DC. If we were going to cold-call prospective clients that week, it felt important to pay our respects. We were the only passengers on the plane. Upon our arrival, Dulles airport was essentially empty. Driving into the city, we saw that not a single car traveled in the same direction as ours. DC was the last place anyone wanted to be.

			The prospect we visited was angry. “You came here, with everything that’s happened?” he asked.

			We invited the prospect to lunch and explained that we had come to DC because we knew he needed to start advertising again to stay in business. And we believed consumers would respond if he did. By the end of the day, we once again had eight clients.

			Still, we weren’t hoping for much from ad performance. The company braced for a brutal stretch. But the response from consumers surprised us. The sales were three times what we expected.

			We assumed our media was overclearing. After companies began pulling their advertising, it seemed like our commercials were among only a few remaining on the radio across the United States. While we typically cleared about half our media order, the loss of other advertisers likely meant our airing frequency skyrocketed. We started calling radio stations. If clients were overclearing, our agency would have to pay for it.

			But the stations all said the same thing: “You’re clearing the same as before. We figured you would want that capped. And honestly, we appreciate you airing anything when big-name advertisers are pulling back.”

			We were stunned. If clearance hadn’t changed, then performance had really improved. People were responding at double the rate of just a week before. Turning to radio for news, but also eager for any semblance of normalcy and control during this time, more consumers than ever were calling the 1-800 numbers listed at the end of each commercial, ready to buy.

			We had expected disaster. But it was the most successful year to date for our clients based on their advertising goals—and the fastest growth the agency had seen. 

			We had taken a risk in going against the status quo. But it paid off—for us, for the new employees we were able to hire, for consumers looking to regain stability and order. And for our clients.

			The Power of Advertising

			It might seem strange to begin a book about TV advertising with a story from Marketing Architects’ radio days, but it’s important to establish something before we address TV: advertising is powerful. An integral part of our everyday lives, advertising keeps the economy churning. It transforms brands. It equips companies to better serve their customers, hire more employees, and have a greater impact on the world.

			But, to borrow a cliché, with great power comes great responsibility. In advertising, we have a responsibility to society to select the types of companies we work with thoughtfully. We have a responsibility to our clients to use this incredible tool as effectively and wisely as possible. And at Marketing Architects, we have a responsibility to share the insight we’ve gained after more than two decades in the industry.

			That’s exactly why I’m writing this book. Over the years, I’ve learned that achieving transformative results through advertising sometimes requires moving against the crowd. Driving into DC when every other car on the road is driving out. Risking everything to keep advertisers on the air when no one else is.

			Marketing Architects has never been afraid to try something new. It’s why we transitioned from radio to television. We saw how radio’s value for advertisers was decreasing over time, while TV’s remained strong. So we scheduled a company-wide announcement, played the Buggles’ “Video Killed the Radio Star” over the loudspeakers, and jumped right into figuring out how to develop a new approach to the traditional television industry.

			We challenged every convention. Due to the typical high cost of launching a campaign, TV has long been viewed as a channel restricted to the biggest brands with even bigger budgets. We blew up legacy best practices to produce creative, buy media, drive consumer response, and measure results at a price point that made TV a major growth multiplier.

			Today, we call our approach All-Inclusive TV. It’s disrupted the high-cost structure of traditional TV agencies by providing all the services required to craft world-class campaigns while only billing for one.

			The Power of TV

			And a lot has changed since we joined the TV space over ten years ago. Linear television viewership is decreasing, while new streaming platforms grow. Today, there’s no shortage of articles declaring traditional TV dead and gone.

			I see two problems with this claim. First, TV advertising is changing, not dying.  It remains a powerful way to build brands and drive sales, even as it evolves into formats beyond linear.

			Second, the doom and gloom around the “death of linear” is premature. Many brands are so focused on the shiny new object that is streaming TV that they miss the huge opportunity remaining on traditional television.

			I’m going to make a case for TV’s value and share what Marketing Architects has learned from delivering this value to clients over the years. I hope this book allows you to see TV advertising in a new way and to master it. Because, when done right, television advertising can change everything for your business.

			
Part One

			
WHY TELEVISION ADVERTISING?

			
Chapter 1

			TV IS ALIVE!

			As often as I had visited New York City, I wasn’t sure if I’d ever seen a view like this. On this day, it wasn’t the classic skyline that drew my attention. Instead, I was watching the young founder of a Silicon Valley start-up called Touch of Modern sit on stage beside the CEO of multibillion-dollar exercise equipment company Peloton.

			Despite leading very different companies, both leaders had invested heavily in TV advertising that year. Their brands were selected by the Video Advertising Bureau (VAB) to be featured in their “You Innovate, TV Elevates” founders campaign, which profiles the success stories of the innovative leaders behind profitable direct-to-consumer companies.

			As an insights-driven research and marketing company, and the voice of the video industry, VAB wanted to create a national multiscreen commercial promoting TV itself in order to encourage more marketers to test the channel. And the company wanted that commercial to highlight TV campaigns from Touch of Modern and Peloton as examples of the medium’s power. The stories of these two companies would showcase the important role TV advertising played in driving brand awareness, consumer action, and business growth for their digitally native, data-driven businesses.

			In my opinion, only a marketing channel like TV could accomplish this feat. Only TV could bring these leaders and innovators together from vastly different businesses and opposite sides of the country to celebrate their success advertising on the same channel.

			That said, nearly every third article on advertising these days reads something like “TV’s days are numbered.” Occasionally, an article is more blatant, declaring TV’s death in its headline. But rumors of TV’s irrelevance have circulated for years. Declining viewership due to cord-cutting, changing consumer habits, and the rise of new entertainment platforms has contributed to this narrative.

			The truth? TV is not just alive. It’s thriving.

			TV advertising has evolved exponentially since the industry’s start in 1941, when the Bulova Watch Company aired the first television commercial. It was black and white, ten seconds long, and it aired only in New York. It’s hard to imagine such a commercial today, when the biggest brands dedicate billions of dollars to creative production every year.

			I’ve watched drastic transformations take place across the entire advertising industry since founding a direct-response radio agency over two decades ago. The pace of change in just the last five years—or even the past six months—is staggering.

			Companies and platforms have come and gone. Targeting and measurement capabilities have completely transformed. We experience media in an entirely new way and have shifted expectations for advertising. All this change isn’t showing any sign of slowing.

			In 1997, I was stuck in choosing among a few names for the business I wanted to build, so I resolved to draw the name out of a hat. The result? Marketing Architects. I stuck with it because both words communicated a pairing of art and science that is critical to our success. The best marketers and the best architects are both creative and technical, inventive and precise.

			Over the last two and a half decades, our name hasn’t changed, but our agency has. When the glory days of radio faded, while TV surged, we followed the trend and refocused only on TV. As years passed, employees, clients, and business plans came and went—and then came back again as we entered new eras. We built our own custom, state-of-the-art technology after throwing our hands up in frustration at what was available on the market. Most recently, we transitioned from a centralized Minneapolis office to a still-tight-knit but now remote team working across the country. Even so, one thing hasn’t changed much at all—TV’s power to transform brands and drive extraordinary business growth.

			After seeing firsthand what TV has accomplished for our clients, I have full confidence in its impact. Whether the aim is to shift a business model, achieve aggressive sales goals, or increase stock price, TV has proven to be effective. In fact, in all my years in the marketing industry, I have not found another channel that delivers results quite like TV. 

			Consider TV’s scale and reach. It has unparalleled ability to simultaneously connect with a small-business owner in Santa Fe, a teacher in Boston, and a corporate executive in Seattle. Worldwide, TV reaches more people than any other content-based channel.1 No other single marketing medium has that same power. Take it from the more than 120 million American households with televisions—120 million. That’s nearly 94 percent of all homes in the United States, and most of those homes have more than one TV. TV is everywhere. That much is undeniable. Television, and its advertising, shapes the way we as consumers learn new information, stay connected to the world around us, and perceive our own society.

			I’m a big fan of television advertising, but I promise you this book isn’t merely a love letter to TV. It’s a reflection on television’s triumphs—and challenges. And it’s a humble guide to using TV as effectively as possible.

			A Touch of TV

			Founded in 2012, the San Francisco–based e-commerce app Touch of Modern caters to male trendsetters with curated collections of unique, cutting-edge products. Beyond that, they don’t follow many category rules. You are equally likely to discover a one-of-a-kind high-scale watch, a mobile infrared camera system, and a portable tree house while browsing their site.

			Inc. 5000 named the brand one of the five hundred fastest-growing private companies in America two years in a row. By the end of 2015, Touch of Modern had increased its annual orders thirtyfold and transformed from a four-person start-up to a company of one hundred employees casually receiving its one millionth order. Today, the platform boasts over twenty-two million users.

			All this is to say that Touch of Modern knows a thing or two about achieving stunning growth. They lead the pack by pushing the limits of what’s possible.

			For them, TV advertising was an experiment. Could an app targeting a younger demographic of stylish millennials drive results through TV? In true entrepreneurial spirit, they were willing to find out.

			When Touch of Modern first launched TV in 2017, they had high expectations and aggressive growth goals. At first, campaign results were lackluster. The campaign showed early promise, but it wasn’t meeting Touch of Modern’s aggressive goals. For TV to remain a core marketing channel, they needed to do better.

			Surprising to some, young disruptors can do especially well on TV. In 2018, “emerging” brands saw a 93 percent average lift in website traffic after launching television.2 And Touch of Modern sat comfortably within a direct-to-consumer category that’s popular on TV. Theoretically, television was exactly what they needed to gain familiarity with a broader audience, including purchase influencers and undiscovered customer segments. We believed the marketing channel wasn’t the problem. There was real potential with the right approach.

			Touch of Modern asked us to take a second swing at their TV campaign. We approached this opportunity as about more than producing beautiful creative or clearing prime time airings. It was about building a lasting brand through TV. We saw an opportunity to prove TV still stands as a relevant marketing channel for a young, trendsetting business. How would we know if the campaign worked? Touch of Modern’s ultimate focus was driving revenue through new customer growth. With a move as big as TV, they wanted dramatic results. If TV couldn’t keep up with the brand’s goals, it wasn’t worth their investment.

			We began work to redesign and scale the campaign. With new, pretested creative and a media plan built and approved by artificial intelligence, we relaunched Touch of Modern’s TV.

			Touch of Modern’s top concern was that the channel lacked the accountability of digital advertising—an area in which they were more comfortable. They quickly discovered TV can be accurately tracked and measured with the right technology. If a campaign is set up correctly, the advertiser should absolutely know how it is impacting their brand and bottom line. 

			After the relaunch of TV, Touch of Modern quickly saw their metrics improve. Their Google search costs decreased. Cost per customer dropped. Average order value increased. Sales began to lift and then take off. Investors expressed interest, awards were won, major-label merchandisers wanted their products on the platform, and press inquiries poured in. TV catapulted Touch of Modern to a level of fame the brand had never expected.

			That’s when the VAB reached out. They were launching their annual founders campaign, and “You Innovate, TV Elevates” wanted to feature Touch of Modern as a successful and savvy direct-to-consumer brand in growth mode. Working closely with Touch of Modern’s leadership team, the VAB developed a multiscreen commercial explaining the brand’s story—and how TV went from an experiment to their primary marketing channel. The commercial aired on sixty TV networks and almost all local TV markets through the fall of 2019.

			“TV is now the biggest portion of our marketing spend,” said Jerry Hum, Touch of Modern cofounder and executive chairman, in an interview. “If I were advising another company, I would tell them to test TV. But as a competitor, I would tell them not to.”3

			The very fact that a digital-native brand targeting millennials could see incredible returns on TV advertising is evidence of TV’s continued relevance. That a start-up brand from San Francisco would be featured in a national campaign alongside one of the most well-known brands today is proof of TV’s power.

			The real beauty of the VAB campaign was that it exposed major TV misconceptions to the advertising industry as exactly that—misconceptions.

			Battling Misconceptions

			Perhaps the greatest challenge facing traditional TV today is the issue of viewership. Is anyone watching? Are vast and varied audiences still browsing channels? Are the glory days of linear TV long past? As streaming services take center stage and cord cutters become a far less exclusive club, advertisers understandably question the lasting power and relevance of linear TV—including local and national cable, broadcast, syndication, and satellite television.

			Those questions can be answered with simple statistics. The average American consumes nearly six hours of video content in a day.4 Six hours! That’s a quarter of the day. In six hours, I can fly from San Francisco to Atlanta and still have time to catch a movie once I arrive. That’s how much screen time fills our lives.

			Here’s more: audiences ages twelve to seventeen spend most of their screen time watching content on a smartphone or internet-connected device. However, TV viewers ages eighteen to thirty-four spend nearly two hours watching on a traditional television set, and those ages thirty-five and older watch over five hours daily. So, yes, if your primary purchase audience is the average American teenager, linear TV might not be the ideal fit for your brand. But if not, your customers are watching more content than ever—and much of it still on linear TV.

			What about all the supposed cord cutters opting for streaming services rather than paying for cable? For simplicity’s sake, I’ll wrap under the term “streaming TV” all of the following: advanced TV, over-the-top television, set-top-box video on demand, and addressable. This category has its own opportunities, especially as technology continues to improve. We’ve established that people watch more content than ever. The only change is how some are accessing that content. And advertising remains an option on many video-on-demand platforms like Hulu or Amazon Prime Video.

			It’s a misconception that streaming is a TV killer. Streaming is simply a new branch of TV. Streaming TV’s benefits include watchability across essentially any internet-connected device, which means that your ad could be viewed not just on a television, but also on a smartphone, laptop, or tablet. Audience targeting is also possible at a level that’s difficult to achieve with linear.

			However, the very newness of streaming—the quality that makes it such an attractive, shiny option for marketers—also represents its downside. Publishers struggle with ad frequency management and capping—wasting both impressions and valuable ad dollars.5 Measurement hasn’t fully been fleshed out either. When you target by individual households, for example, evaluating response quickly becomes complicated. Admittedly, recent steps forward on the measurement front suggest this is a solvable problem given the appropriate time and technology. But we’re not there just yet.

			And for many brands, the precise targeting capabilities streaming offers don’t meet cost-cutting expectations. If, in a group of one hundred people, you only share your message with one person, you’d better have high confidence in the one with whom you’ve chosen to connect. Quite frankly, that’s more easily said than done. Predicting consumer buying preferences before they know themselves always has some element of chance.

			That brings us back to the beauty of linear television’s mass reach. When you can connect with all one hundred people for the same price as targeting just one, why not advertise to all one hundred? Why not tip the odds of converting a new customer in your favor?

			Add to these considerations the fact that instead of choosing streaming as an uncomplicated, inexpensive alternative to dozens of unused cable channels, many households are simply adding streaming services to their preexisting cable subscriptions. Prices continue rising for major players like Netflix and Hulu even as new competitors enter the picture. Given the launch of Disney+, HBO Max, and NBC’s Peacock, the streaming competitive landscape is far from the simple world it once was.

			This complexity is reflected in how people watch—or don’t watch—content. Over 70 percent of households that subscribe to any streaming service subscribe to more than one.6 Almost 20 percent subscribe to four or more. The bills can amount to more than cable did in the first place. Plus, as new streaming services launch, subscription fatigue increases.7

			It’s the paradox of choice. Too many options can lead to decision paralysis. Imagine strolling through your local supermarket without a shopping list in hand. Browsing for what you really want, what will make you the happiest and cost you the least, suddenly becomes an overwhelming chore. In the same way, viewers not only have to choose what to watch but also on which platform to watch. Over 20 percent of streaming-service users give up on watching anything if they’re not able to make up their minds. For advertisers, that’s bad news. Not watching content also means viewers are not seeing your commercial.8

			And even as streaming platforms continue battling for dominance while consumers search wearily, remotes in hands, cable companies are not letting customers defect without a fight. Offering more flexible package options with increased selectivity, personalization, and pricing has become one popular retention strategy.

			The situation is anything but simple.

			Consumers are discovering that for themselves. A surprising number are still flipping through channels—streaming services or not. Streaming consistently captures only a minority. In 2019, even millennials watched more linear television than streamed content.9

			Based on the same investment, a brand will reach ten times more people through linear than through over-the-top. Some may worry that broad reach wastes impressions on uninterested consumers, but that’s not the case if you buy quality media targeted by region and demographics. You control the networks and programs on which your commercial airs. Linear TV is still a mass-reach medium, but there is a capability for selectivity and strategy when it comes to reaching certain customers with your brand messaging. And ad relevance remains higher on linear TV than on streaming TV. Nearly half of US internet users report linear TV as being where they are most likely to see a relevant ad. Only 12 percent listed streaming TV.10



OEBPS/font/AcuminPro-Regular.otf


OEBPS/image/1.jpg
HOW BOOMING BRANDS
ARE REIMAGINING
TV ADVERTISING

Chuck Hengel

#vantage@





OEBPS/font/BarlowCondensed-BoldItalic.otf


OEBPS/font/Montserrat-Italic.otf


OEBPS/font/AGaramondPro-BoldItalic.otf


OEBPS/font/Montserrat-SemiBold.otf


OEBPS/font/AGaramondPro-Bold.otf


OEBPS/font/AGaramondPro-Italic.otf


OEBPS/font/BarlowCondensed-Bold.otf


OEBPS/image/Hengel_Ebook.jpg
ALL-
INCLUSIVE

Chuck Hengel

“A must-read for anyone looking for a better way to grow their business.”

—Gary B. Cohen, best-selling author of Just Ask Leadership
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