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T read your last feture of the year
looking backat 2007 and precicting
some future trends for 2008, and
fieel that the focus on digital was spot
on (11 Decerber, page 23).

My agency aperates in th digial
marketing sector and we have seen
rapid growth over the past 12
months, s cients have begun to
realise the importance of dgital
‘performance marketing channels.

“This year will indoubtedly sce
his rend continue and, in my opin-
fon,lents will ncresingly bring
digital disciplines under “one roof”.

“The fact 1 tha online response
media can no longer be panned i
isolaton as the strtegies employed
for paid search, search engine opt-
misation, afffates and media are
now incxtriably ntertwined.

For exampl, within the direct
respanse arena, media can now be
{raded on a response basts, while
aflstes have developed to the point
of becoming media owners and
search specialists in their own right.

A5 hae been reporced in Medi
Weck,Google ageney commission
il resrnded this vear and il
be veryinterestin t0 s how the
hree media channels will be man-
aged by agenciesna manner thatis
dientcentric,vithoutnereasing the
overallcost o clens,

“The acouisition of The Search
Works by radeDouble could show
the vy forvard. Wih s response-
based media necwork iy estab-
ished,the group can now benefit
from harmcnising the benefits of &

R.0.EVE: specialised marketing

cost-per-action search offering
(which may not be commission
dependent) with a strong afliate
and response-based media nervvork.

‘When combined with their v
‘proprictary technology, we may well
be looking at the shape of esponse-
based digital agencies of tomorro,
orisittoday?

customer publishingisset
forbranded contenthoom

Julia Hutchison
Chief operating officer
‘Assaciation of Publishing Agencles.
165 a new year and with it come
new opportunities and challenges
for the media community. Given
the growing trend of consumer
empowerment over media con-
sumption, the marketing mantra
“seaching the right customer at the
right time, with the right message,
through the right channel” has
never been sovalid,

“This year must be less about
demographics and more focused
on really gerting under the skin of
individual consumers and under-
standing what s relevant o them.

‘While branded content has been
around for eons, st year there was
a massive resurgence of interest
and debate raged about which
media specialists were best placed





