FIRST 4 ADOPTION

TV odverﬁsing

Considerthe following when planninga TV advertising campaign:

1.

Use areputable mediaagency or the cabinet office media buying contractor

ContacttheInstitute of Practitionersin Advertising to find out more about selectingan agency. Local
authorities should buy their media from M4C, as theyare the sole buyingagency forall of the UK
government’s paid for media. Voluntary adoption agencies could contact Mediacom the sister
agency to M4C who have regional offices throughout the UK. You could also contact thinkboxas they
are the marketing body for commercial TV in the UK and are happy to give strategic planningadvice.
Theyalso have awealth of useful information on their website. If you do enlist the services of an
agency to produce the advert make sure to writeavery tight specification, stating clearly what you
wanttoachieve and emphasise production values need to be in line with your other marketing
materials.

Knowwhoyou're targeting

Your message and scheduling will be determined by youraudience. Most broadcasters will allow you
toplaceadvertsindefined areasin orderto reachaspecific population or test messaging onasmall
group before distributing more widely. Havinga good agency to advise you on this will be critical to
yOour success.

HowdoImakea TV commercial

Youwill have to enlist the services of either a production company or an advertisingagency. You
coulddoityourself onasmallbudget but most people prefertoenlist the help of professionals. That
said,good creative ideas that resonate will have more impact onsuccess thanslick production.

Youradvert needstoadhere to the UK broadcasting code
Clearcast checkadvertsagainst the UK Code of Broadcast Advertising (the BCAP Code), which sets
outwhatisandisn’t permitted. If you're working withan agency this should be included in their
service.

How much will it cost to produce anadvert?

Thiswill depend on numerous factorsand will be based on the cost of pulling together the
component parts of the advert. Music, cast, location, creative content and quality of production will
allimpact onthefinal cost. Adverts can be producedforaslittle asafewthousand pounds if donein-
house but through anagency you will be lookingataround £15-20K and up.

Child performance licencing
Ifyoure enlisting the help of childactors (even unpaid) you will need to get a child performance
licence. Thiswilltake up to 21days to process so make sure tofactor thisinto your schedule.

When should we be broadcasting our message?

Thinkabout both numbersand mind-set of your target audience. Whenare my target audience going
tobe listeningand what s the best time of day for your message to sink in? These two factors should
be considered together when deciding when to broadcast. You should also considerondemand TV
advertisingas this can promote agood number of website referrals.


http://www.ipa.co.uk/
http://m4c.co.uk/
http://www.mediacom.com/
http://www.thinkbox.tv/
http://www.clearcast.co.uk/
https://www.gov.uk/child-performance-licence-england-scotland-wales
https://www.gov.uk/child-performance-licence-england-scotland-wales

8. Whatlengthshould ouradvert be?
Thirty seconds seems to beacommon time length. This willallow you to say the things that need to be
said, without rushing through the content. You can however,choose to create ashorteradvert
providedyou canachieve your messaging goalsin less time.

9. Howlongshould the campaignrunfor?
Fourweeks s pretty standard for most campaigns. This depends though on your objectives. Do you
wantto createaconstantlevel of awareness or do youwant to create the maximumamount of
awareness as quickly as possible? Four weeks should be the minimumamount of time to runyour
campaign as it takes time to build momentum. Depending on your budget, the longer you runyour
advertthe more awareness you'll build. You can consider runninga continuous block of adverts for
three months oryou could spread three months throughout the year in three xone month bursts.
Initial results fromthe adoption sector show that performance tails off towards the end of the period.
It may be more effective to have agap twothirds through scheduling,and running the advert againat
alaterstagetotryandrecapture theimpact of theinitial run.

10. How canwe maximise the impact of ouradvert?
Consistencyand clarity areimportant when creating TV adverts; the lookand feel of the advert
shouldreflect your online and offline brand. Integrating with your website is absolutely vital as it will
serve toreinforce the messaging and provide a place for people to find out much moreabout you.
Always include your contact number for potentialadopterinquiries and your web address. Using
images fromthe TV advert onthe website isagood way to builda consistent look and will mean that
peopleareimmediately familiar with your site.



