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Why We Are Constantly Developing the Adbreak

• It was invented for a linear TV world
• Audiences maybe drifting away
• Younger audiences can be ad avoiders
• Effectiveness is more important than CPT
• New formats can create new revenues
• Advertisers love innovation
• Engagement is the keyword
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Hollyoaks centre break drop off – worsens over 
time (especially via Digital Satellite )

Hollyoaks 16-34’s Centre Break drop off:
Break TVR indexed on programme TVR 5 mins prior to break
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Source:  BARB/Techedge, 2010,  Consolidated viewing, 18:30 transmission on C4 only



Skins – 36% total audience loss adbreak 
vs programme

Break Drop off index :  Skins 2010 Series – E4 
Channel

Centre break 
viewing

2010 
Live

2010 
Playback

2010 
Consolidated

Skins – 16-34 85 16 64

Source; BARB/Advantedge, 2010, 16-34 adults, centre breaks only 

15% of the live 
audience drop off 
in the centre break

Total break drop off from both PVR 
FF and live switching is 36%

84% of the PVR audience FF



Reinventing The Adbreak



Airtime – What Are The Rules ?

• Break Pattern set by broadcaster
• 3½ minutes in length
• 7 or 8 advertisers
• Recorded Commercials
• Traffic decide order of commercials and promos
• No relationship to programme content

WRONG, WRONG, WRONG, WRONG, WRONG, WRONG



The danger is that we let self 
imposed rules limit our 
creativity in TV, rules which creativity in TV, rules which 
don’t necessarily exist !



Breaking Out of the Box 
ExamplesExamples
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O2 Load and Go





Introducing the break

Using editorial idents to 
introduce ads in the Ad 

Break



Fairtrade Break



Wolfman Adbreak



Themed Adbreaks

How Channel 4 invented the How Channel 4 invented the 
themed Adbreak



Bing



Orange Movie Zone

Creating a destination adbreak –Creating a destination adbreak –
a model that worked for Orange 

and the film distributors



Orange Movie Zone
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The Audience Likes The Break

79%

78%

This themed ad break reminded me of watching film
trailers at the cinema

I liked the ad break

75%

75%

72%

70%

Themed ad breaks like this are a good idea

The themed ad break reminded me about Orange
Wednesdays 2 for 1 cinema tickets

I paid more attention to this ad break than others

The themed ad break made me more likely to
consider watching the films shown at the cinema



Viewer Stickiness

3 out of 4 young adults that watched the Movie 
Zone adbreak on Channel 4, E4 or Film 4 stayed Zone adbreak on Channel 4, E4 or Film 4 stayed 
with the entire break – over 10% more than 
equivalent breaks on other weekdays

Source : BARB (4th Aug – 10th Nov 2009)



AFP in the Adbreak

How we helped to bring about the 
unthinkable- making the Adbreak as unthinkable- making the Adbreak as 
engaging as the programme itself



Comedy Hijack



Adidas In Skins 



Audience retention across breaks in Skins
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Impact of Adidas Break
- Network homes, 16-34 year old men 
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Three 90 second advertisements shown over 
consecutive commercial breaks – the 1st of their 
kind 

Film features an ‘everyday heroine’ who entered 
a competition to star in the campaign

Max Factor make over break

DOUG TO INSERT FILM 
HERE 

Over the three adverts she is given a glam new 
look using products from Max Factor and P&G

The campaign aired exclusively on C4 
and E4



Max Factor Narrative



The makeover ad performs better than the three 
‘normal’ ads tested for; likeability , paid more 
attention , wanted to keep watching , made me think 
about brands in a new way and seeing the ad as 
different to normal ads

65% said that Significantly 

Max Factor make over break
The results 

65% said that 
they paid more 

attention to the ad

69% said ‘I liked 
the ad’ 

67% said I 
preferred 

watching these 
ads to other ads

69% say Channel 
4 is the right 

channel to show 
innovative ads 

more likely to 
purchase 

Strong impact 
on brand image 



Procurement vs Creative?

• Max Factor Makeover Break;
– Multibrand usage
– No short timelength premiums
– Single creative cost

• O2 Load & Go 20 different executions

• Orange Movie Zone;
– Created ownership of ad break for Orange
– More engaged audience for film distributors



Don’t be constrained by rules, 
case studies, or what somebody 
else has already done.  Just get 
going and invent something new!



Top Tips

• Environment and context are key
• The best place for AFP is in the Ad Break
• Using talent in the break is a big opportunity
• There are more conventions than rules• There are more conventions than rules
• Old media planning rules are ripe for change
• Engagement not interruption is the word
• Creative, media agency, client and broadcaster make 

quite a powerful team
• Cut through for advertisers, additional £s for 

broadcasters, better experience for viewers



For all of these and other innovations 
from Channel 4 please go to 

mparker@channel4.co.uk  

from Channel 4 please go to 
Channel4sales.com under innovation 
and case studies


