


Great	planning	lies	at	the	heart	
of	all	successful	advertising	
campaigns	and	this	is	just	as	
true	for	TV.	The	Thinkbox	TV	
Planning	Awards	are	designed	
to	recognise	and	celebrate	
the	most	inspired	and	
effective	uses	of	TV.	2008	was	
Thinkbox’s	inaugural	year	as	
the	Awards’	organiser,	having	
taken	over	from	Channel	4.

Held	in	partnership	with	the	
Campaign	and	Media	Week	
titles,	the	2008	Awards	saw	
a	significant	increase	in	the	
number	of	entries	on	previous	
years	and	a	generally	high	
standard	of	entry.	

The	awards	ceremony	itself	
was	held	at	Sketch	in	london,	
with	comedian	Al	Murray	as	
the	host.	There	were	a	total	
of	five	award	categories	and	
an	overall	Grand	Prix	winner.

The	judging	panel	was	
drawn	from	the	advertiser,	
broadcaster,	creative	and	
media	agency	communities.	

The	judges	were:

Jonathan	Allan
Managing director of OMD UK

Tom	George
Chief executive of 
Mediaedge:cia

Sue	Unerman
Chief strategy officer 
at MediaCom 

Ian	Armstrong
Manager of customer 
communications at  
Honda in the UK

Russell	Davies
Open Intelligence Agency

Paul	Evans
Media and integrated  
marketing planning manager 
EMEA at Kimberly-Clark

Jeremy	Tester
Director of insight at Sky

Steve	Barrett
Media Week editor

Simon	Orpin
Integrated planning director  
at ITV

Amanda	Walsh
Former chief executive  
of Lowe & Partners
	
Andy	Bolden
Media director of consumer 
healthcare Europe at GSK

Thinkbox TV Planning Awards

Grand	Prix	Winner	
Arena BLM 
Domino’s Pizza 
Television’s evolution drives pizza sales

Best	long-term	use	of	TV	
Arena BLM 
Domino’s Pizza 
Television’s evolution drives pizza sales

Best	use	of	editorial	marketing	
MindShare  
Rowntree’s Fruit Pastilles 
Britain’s Got Talent

Best	use	of	TV	in	an	integrated	campaign	
Carat  
Guinness Rugby World Cup 2007 

Best	newcomer	to	TV	
Edwards Groom & Saunders/ 
ITV Integrated Planning 
Farmhouse Fare 
Proper puddings for proper Sundays

Best	use	of	new	TV	technology	
MindShare  
Ford  
Ford Mondeo

in association with Campaign and Media Week
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UK broadcast TV’s continued 
growth in 2008 is built on the 
fact that its content remains	
the finest in the world.	
Its programmes and the best	
of its advertising continue	
to gather hearts and minds on 
the sofa, round the watercooler 
and in the pub in a way little 
else can.

Programmes from UK 
commercial channels 
performed excellently at 
awards ceremonies in 2008. 
The number of awards scooped 
at prestigious ceremonies 
such as the BAFTAs, the Royal 
Television Society Awards 
and the National Television 
Awards by commercial TV 
programmes is a testament to 
the high quality TV content that 
broadcasters are committed to 
consistently producing – and 
the audiences that advertisers 
can engage.

Actor	
Andrew Garfield in Boy A 
(Channel 4) 

Entertainment Performance 
Harry Hill in Harry Hill’s TV Burp 
(ITV1) 

Single Drama	
The Mark Of Cain (Channel 4/
Red Production Company) 

Drama Serial	
Britz (Channel 4/Daybreak 
Pictures) 

Single Documentary 	
Lie Of The Land (C4/RTO 
Pictures) 

Features 	
Ramsay’s Kitchen Nightmares 
(Channel 4/Optomen Television) 

Current Affairs 	
China’s Stolen Children – A 
Dispatches Special (Channel 4/
True Vision) 

News Coverage	
Glasgow Airport Attack (Sky 
News)

Sport: 	
ITV F1 Canadian Grand Prix 
Live (ITV1/North One Television) 

Entertainment Programme 
Harry Hill’s TV Burp (ITV1/
Avalon Television Ltd) 

Comedy Programme 
Fonejacker (Channel 4/Hat 
Trick Productions Ltd) 

Situation Comedy	
Peep Show (Channel 4/
Objective Productions) 

National Television Awards

Most Popular Entertainment 
Programme 	
The Paul O’Grady Show 
(Channel 4)

Outstanding Serial Drama 
Performance 	
Matt Littler in Hollyoaks 
(Channel 4)

Most Popular Comedy 
Programme 	
Benidorm (ITV1)

Most Popular Entertainment 
Presenter	
Ant & Dec (ITV1)

Soap And Continuing Drama 
The Bill (A Talkbackthames 
Production for ITV)

Children’s Drama	
My Life As A Popat (Evil Granny 
Feelgood Fiction for CITV)

Formatted Documentary 	
Meet The Natives  
(Keo Films for Channel 4)

Observational Documentary: 
You’re Not Splitting Up My 
Family (Windfall Films for 
Channel 4)

Daytime Programme:	
Come Dine With Me 
(A Granada Factual London 
Production for Channel 4) 

Digital Channel Programme 
Award	
Fonejacker (A Hat Trick 
Production for E4)

Drama Serial	
Britz (A Daybreak Pictures 
Production for Channel 4) 

Actor – Male	
Matthew Macfadyen in Secret 
Life (A Kudos Production for 
Channel 4)

Actor – Female	
Sally Hawkins in Persuasion 
(Clerkenwell Films for ITV) 

Writer – Comedy	
Graham Linehan for The IT 
Crowd (A Talkbackthames 
Production for Channel 4)

Entertainment Performance 
Harry Hill for Harry Hill’s TV 
Burp Series 6 (Avalon Television 
Production for ITV)

Comedy Performance	
David Mitchell And Robert Webb 
in Peep Show (An Objective 
Production for Channel 4)

  
Programme  Awards

Royal Television Society AwardsBAFTAs
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Broadcaster highlights
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From critically acclaimed new 
series like ITV’s Lost in Austen 
and the return of Gladiators on 
Sky 1, the phenomenal success 
of Cartoon Network’s Ben 10, 
the arrival of Neighbours on 
Five, to more campaigning from 
Jamie on Channel 4, commercial 
broadcasters have maintained 	
the unrivalled environment that 	
TV provides for advertisers.	
With commercial TV viewing	
at an all time high, it is clear that 
audiences at home also enjoyed 
what was on offer on screen.

There are far too many 
programming successes from 	
2008 to do them justice in such 
a limited space (see p.33 for 
an overview of award winning 
commercial programmes). 
But even the briefest overview 
reveals the astonishing 	
breadth of quality commercial 
programming available to 	
viewers and advertisers alike.
 
In 2008, event TV got even 	
bigger with ITV’s X Factor and 
Britain’s Got Talent dominating 
conversations and creating 
participation.  Just as eventful 	
was Gordon Ramsey’s 	
Cookalong Live on Channel 4 
drawing millions together 	
to share a unique cooking 
experience. For sports fans 	
the big events of Champions 
League and Premiership on Sky 
Sports were no less compelling.

If you want to create a buzz, 	
TV wins the crown everytime. 	
With MTV’s study of Kerry 	
Katona: Crazy in Love (and 
her subsequent appearance 
on ITV1’s This Morning), nice, 
normal Rachel winning Big 
Brother, Natasha Kaplinsky’s 	
arrival at Five News, Hugh 	
Fearnley-Whittingstall taking 	
on Tesco, Heather Mills on 	
the GMTV sofa, Martina and 
Gorgeous George in the jungle, 
there was plenty to keep 
the papers busy.
 
Benidorm (ITV1), Peep Show 	
and The IT Crowd (both C4) 	
were British comedies at the	
 top of their game in 2008.  The 
fabulous 30Rock arrived from 	
NBC on Five with little fanfare 	
but went on to be one of our 
favourites. There were plenty 	
more laughs from Harry Hill, 	
Kevin Bishop and Carrs Jimmy 	
and Alan. And Peter Kay ended 	
the year sending up the talent 
show reality format in his 
affectionate but sharp spoof, 
Britain’s Got The Pop Factor.
 
Drama, the most expensive 	
and difficult genre to pull off 	
but most valued by viewers, 	
had a great year.  Sky 1 gave 
us another Discworld special, 	
The Colour of Money, alongside 	
its premium imports such as 	
Lost and 24. Other US dramas 	
like Dexter, The Wire,	
The Shield, CSI and House

found committed viewers on a 
range of channels.  ITV1’s drama 
slate is bigger than anyone’s 
running from the classy regulars 
like Wild at Heart and Lewis 
to the Drama Premieres like 	
Place of Execution and The 
Fixer.  ITV2 got its first break-out 
drama with Billie Piper in Secret 
Diary of a Call-Girl. On Channel 4 
and E4, Shameless and Skins 
continued to delight, and The 
Devil’s Whore ended the year for 
them with an ambitious English 
Civil War costume extravaganza.
 
The year also had many 	
examples of the new 	
creative collaborations that 	
TV commercial teams are 	
embracing with advertisers	
and agencies. Turner and 	
Viacom channels are past 	
masters at this sort of approach, 
building tailor-made solutions for 
brands across their 	
portfolios and platforms,	
but last year everyone seemed 	
to be at it, from the 122” 	
Hovis ad and the British Heart 
Foundation Steven Berkoff heart 
attack on ITV1 to the audacious 
Honda Live ad on Channel 4.  
Another commercial landmark 	
was reached when Five became 
the first terrestrial channel	
to be sponsored to mark the 
launch of the Fiat 500.



“Television is not only the 
best, most impactful, most 
accountable medium around 
but is also now priced at levels 
that haven’t been seen for over 
25 years. In short it personifies 
the best attributes of the three 
Ps: power, potency and price. 
There has never been 	
a better time to use it.”
Andy Barnes	
Sales Director, Channel 4

“Whilst the great British public 
enjoyed watching record 
amounts of television in 2008, 
PwC showed that not only did 
advertisers who took advantage 
of that audience receive	
a payback way in excess	
of their original investment, 
they continued to enhance their 
brand values beyond those 
delivered by any other media. 	
The current economic climate 
combines with all of these facts 	
to make television amazing 
value in 2009 for those looking 
to drive bottom line profitability.”
Mark White 	
Managing Director, Five

“Despite the television market 
as a whole being down year 
on year in 2008, we saw over 
200 new products appear on 
GMTV, which helped us actually 
improve our position by 2%. 
This does suggest that, even in 
times of recession, advertisers 
continue to recognise the power 
of television as a launch pad for 
their products. 

“Clearly 2009 will continue to be 
challenging, however there will 	
be brands and products that will 
prosper within tough times, 	
and Thinkbox continues	
to prove that these brands can 
do no better than use television 
advertising to maximise their 
return on investment.”
Simon Poole	
Sales and Marketing Director, 
GMTV

“Getting through this downturn 
will be a fine balance between 
battening down the hatches on 
costs without compromising 	
on quality. Our advertisers are 
looking for large audiences, 	
high shares, and, along with our 
viewers, the most interesting, 
diverse and engaging UK 
content. Our job is to deliver just 
that – building on the significant 
highs of 2008.”
David Pemsel	
Group Marketing Director, ITV

“People’s love affair with TV 
continues and viewers are 
taking more control over what 
they watch and when they 
want to watch it. The cost of 
television airtime is now such 
extraordinary value that we 
expect to see a whole new 
range of advertisers entering 	
the medium for the first time.”
Nick Milligan	
Managing Director, Sky Media

“2008 was a tough year for the 
TV industry and the economy 
in general. However in trying 
circumstances people were more 
willing to listen to new and more 
effective ways of using television. 
We managed to increase the 
effectiveness of the Television 
Advertising Pound spent with us 
last year by getting closer to our 
customers’ business. 

“2009 is setting out to be an 
even tougher environment but 
I feel cautiously optimistic as 
to the ability of TV advertising 
to help customers reach their 
objectives. What will be required 
are well informed briefs and 
a further development of the 
depth of business relationships 
between media owner, agency 
and customer.”
Simon Cox	
VP and Sales Director, 
Turner Media Innovations

“At VBS we have pretty mixed 
feelings about 2008. From 
a company perspective, we 
were pleased to have grown 
advertising revenue in share and 
absolute value terms. However, 
as the year progressed it 
became clear that the medium, 
and indeed the economy, was 
beginning to enter choppy 
waters. Choppy waters which 
have continued into 2009.
	
“How we respond to this 
challenge is extremely 
important. In any downturn 
there are opportunities for 
those that seek them. We need 
to communicate to clients and 
agencies the value the medium 
now delivers, something largely 
driven by fantastic audience 
growth.  We also need to 
continue to show that TV works 
and more often than not works 
better than any other medium.”
Nick Bampton	
SVP, Managing Director of 
Viacom Brand Solutions
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Tess Alps CEO	
pa: Helen France	
020 7630 2322
 
David Brennan	
Strategy & Research Director	
020 7630 2335

Nicole Greenfield	
Research Manager	
020 7630 2336

Zoe Fuller	
Planning Manager	
020 7630 2337

Lindsey Clay	
Marketing Director	
020 7630 2324

Simon Tunstill
PR Manager
020 7630 2326

Jamie Maskall
Marketing Communications 
Manager	
020 7630 2329
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