PRODUCT
PLACEMENT

Consumer Watch has
askedtheFTCandFCCto
mandate that consumers
are alerted toproduct
placementonTV.Sucha
requirement would fikely
kill the practice. The FTC
rejected the petition—a
victory for advertisers.
ButtheFCChasyetto
respond, and Commission-
er Jonathan S. Adelstein
recently said undisciosed
product placement could
bepayolaandillegal,
particularly inshows that
look like news.

WORD OF
MOUTH

Word-of-mouthis the
tactic dujour.Butanum-
ber of regulators, including
the much-feared New York
Attorney General Elliot
Spitzer, have cried foul un-
less the marketer tells the
consumer thatthey're be-
ing paid by an advertiser to
say nice thingsabouta
product. Consumer Watch,
characterizing WOMasin-
herently deceptive and
stealth marketing at its
worst, has petitioned the
FTC to adopt new regula-
tions. Our guess: It will!

SAG/AFTRA
NEGOTIATIONS

Collective bargaining
agreements withthe
Screen Actors Guild and
American Federation of
Televisionand Radio
Artists expire in October,
and negotiations onnew
contracts should beginin
spring. Theelephantinthe
room: Advertisers' growing
use of media{cellphones,
Internet) not covered by
union pacts. Theunions
want additional payments—
but havetobe careful not
to drive advertisersaway
fromuniontalent.

WITHER SELF
REGULATION?

Self-regulationinthe ad
industry, spearheaded by
the National Advertising
Review Counselisregarded
by the FTC as a poster child
of effective self-regulation,
with better than 95%
complianceonrulings.

But some tough rulingsby
one of its operating units,
CARU, have upset
advertisers who feelmore
consultation was needed.
This debate will heat up
andtestthebalance
betweenseif-regulation
and advertiser support.
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DTC AD
REGULATION
Spending on prescription
drugads has skyrocketed.
Themessagescan
improve lives, evensave
them. But some feel the
increased cost for drugs
and pressure ondoctorsto
over-prescribe warrant a
ban. Pharmarespondedin
‘05 with much needed ad
self-regulation, The
pressure from consumer
groups for stronger mea-
sures, however, willnot
abate. Regulationonwhen
and wheretheadscan
appear could comein ‘06.

COMPARE AND
GET SUED
ace
AGilletterazorad
suggestingits four blades
are better than Schick's
was taken off air by a Con-
necticut judge who felt its
comparative claims went
toofar. Suchoutcomesare
common in comparative
advertising and have been
considered one of the risks
of taking direct shots at ri-
vals. But thistime, Gillette
found itself, within days of
the ruling, the recipient of
class actions for deceptive
advertising and sharehold-
ervalue dilution in at least
six states.Marketers
should take note because
class actions cut deep.
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PAYMENT AND
PROCUREMENT

Pressure continuesto
increase on agenciesto
prove the valueof the
billions spent annually on
advertising. Many
measurernent efforts will
mature in ‘06, including
the Apalio program, ajoint
effort of Nielsen and Arbi-
tron, supportedby P&G. As
these proposals become
focused, procurement
departments at leadingad-
vertiserswill increase their
influence on advertising
agency compensation,
thus fueling the already
heated debate onwhatan
agency should earn. Ali of
this will reach aheadin'06.
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FLATTENED

AD WORLD
TomFriedman taught usin
'05 that the world was flat
and competition global.
Evenmedical and legaiser-
vices are being outsourced
toindiaand China. But
that can't happen withad-
vertising, right? Wrong. in
2000, SAG's strike drove
advertisers to explore off-
shore praduction of TV
commercials. Over the
past five years, offshore
productionhas increased.
Watch closelyin ‘06 for
hints of the continued de-
volution of U.S.domination
of production and media
buying as global offerings
aresoldintothe U.S.
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MAKING NAMES

As the world’s feading name development firm since 1981,
Namelab has created brand and company names like Acura,
Acuvue, Aeron, American Century, CompUSA, Compagq, Luxor,
Renova, Slice, Olive Garden, Sentra and Viactiv. We quote costs
accurately in advance and complete most projects within 4 weeks.

NAMELAB.

415 517-0803 www.namelab.com inquiry@nametab.com

ALCOHOL

' ADVERTISING

Thesuccessful regulation
of tobacco ads has spilled
over intoalcohol advertis-
ingas legislators and
attorneys take aim.
Industry self-regulation
has not stemmed pressure
torestrict ads for-spirits,
beer and wine. The FTC
and FCC have fuli plates,
so baoze ads are unlikely
to make the hot topic list
and alcohol marketers can
toast the New Year with
confidence, But the tale of
Big Tobaccohas not been
lost on the liquor leaders
who will certainly keep pur-
suing self-regulation and
messages of moderation.
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MOBILE .
MARKETING
In'05, cellphones became
major markets for ring
tone purveyors and music
promoters.Streaming
videois experiencing
exponential growthontiny
screens. To support alt this
companiesare looking to
advertisers, through prod-
uct placement or actual
commercial messages.
Consumers arecrying foul,
because all of thistime on
the phonescosts money.
But the reality is that regu-
lators lack the capacity to
keep up with the technolo-
gy. Solook for areplay.of
the Internetissues. Lots of
debate, littleregulation.
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VoD

The'06 mantra of consumers will be “{want it all and |
want it now" as broadcasters move increasingly to VOD.
And the networks would like to include the commercials.
Why not? If's more exposure for the advertisers, right?
Hold on. What about residuals for actors appearing in
the spots? What about music licenses for soundtracks
that have expired? And what about the continued avail-
ability of products offered by advertisers or, worse, sea-
sonal deals and discounts offered in the commercials?
These guestions wiltneed to be answered in ‘06.
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