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When you think of
outdoorinteractive
media, kiosks
spring to mind, but
now postersand
billboards canbe
interactive too.Rob
McLuhandiscovers
how new mediais
making traditional
outdoor campaigns
work for their
money
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Oneofnew media’ssellingpoints has always been its ability to
provide exactinformation abouthow many consumers see and
actonads. Butbeinghighly measurableisadouble-edged
sword. Whentheresultsare poor, asthey often can be with
bannerclickthroughs, itshowsthe mediuminabad light.

Some argue thattraditional media would be shownto perform
justasindifferentlyifitcould be measuredtothe same degree.
Recordingevery ‘hit'ofaTVadorposterisimpossible, no matter
how sophisticated trackingtechniques may be, they pointout.

However, thatstartstochange when advertisementsinvite a
calltoaction, sincetheireffectiveness canthen be judged by the
size oftheresponse. Digital mediahasanincreasingroleto play
inthis, combiningwith offline formatsto provide a greaterlevel of
accountability through directresponse mechanisms.

That'sespeciallythe case with postersand otherambientadson
taxis, inwashrooms, and on coffee cupsand carrierbags. Not
everyonewantsthe hassle and expense of holdinga conversation
fromthe street. Butifthey could texta message oraccess a WAP
siteand getspecificinformation the response mightbe higher.

Thetheoryhasbeen tested successfully by Rtn2Sndr, a
wireless marketingagency based in Dublin, which handles
campaignsforbrandssuch as Nescafé and Fanta. Partnering
with Viacom Outdoor, which handlestransportmedia sales
includingLondon Underground andthe UK's buses, itrecently

ranapostercampaign offeringfree cinema ticketsto commuters
who couldidentify the numberbywhich James Bond is known.
Thiswon 2,000 responseswithin 14 days, five times greaterthan
thelevelto be expected fromafreephone number.

“Accountabilityissomethingposteradvertisersare notusedto,
sotheyloveitwhentheygetan effectivenessreportatthe end of
every campaign,”saysdirectorDonald Douglas. “The traditional
new-media metrics ofimpressionsand clickthroughs canbe
madetoapplytothemasmuchastotheweb.”

Oneadvantage of SMSisitcan extend the longevity of outdoor
campaigns, Douglasadds. Consumerswhoreceive a text
message back willinmany casesstoreitand useittoaccessa
websiteaslongasfive weeks afterthe postershave come down.

Butasanyonewhohastriedto dialinto a WAP site knows,
tappinginalongstringoflettersand digitsonahandsetisa
frustratingprocess. Thatbarrierisbeingaddressed by Bango.net,
aservicewhich providesanumericequivalenttoweb addresses
inpartnershipwith BT and operators of WAP portals.

Foraslittleas £19 each,acompany canregisternumbersthat
link directlyto complicated web addresses, greatly reducingthe
time ittakesto create alink. “Mobile usersfind itdifficultto enter
longstrings of characters, and some don'teven know how to
enteraforwardslash,”says Anil Malhotra, chiefalliances officer
atBango.net. “Diallinganumberissecond nature.”
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Responsesare channelled to Bango, which provides detailed
reportstohelptheclienttrackreturnoninvestment. Aswellas
revealinghow many responses each posterachieves, itcanalso
analysethe datatohelp advertiserstarget particularsegments.

“We know how many timesanumberisusedandwhatkind of
deviceisusedtoenterit,”Malhotra says. “We can also tell what
make of phoneitis by the way the browseris behaving. For
instance, a Spanish Nokia identifiesitselfassuchthroughthe
network, and we can sendthisinformation onto the content
providerto helpittailorits offeringaccordingly.”

Thedeviceisbeingexploited by service providersto give
information asvariousastraveltimes, currency exchange rates,
shop prices, andfootball results, with British Airways,
ManchesterUnited and Film Fouramongits users. Itisalso being
used by printpublicationstotracktheresponsetoleisure ads.

The potential formeasurability in combining outdoorwith new
mediaisalsostartingtointerestadvertisingand marketing
agencies. “Ourclientshave neverhadthe chancetotrack the
successoftheirpostercampaignsapartfromdoing market
researchinthe street. Sothisisanovelexperience forthem,”
says Neil Wooding, head of pervasive media at Ogilvy Interactive.

“Inthe pastithasbeendifficulttojustify a postercampaign, but
ifyoulinkitwithanew-mediaelementyou getuseful data
analysiscomingthrough,”he continues. “Asanagency we like to
justify ourcosts, soifwe canbackup ourclaims with actual
figures, thathasto be good.”

Woodingalso pointsoutthatinintegrated campaignsa
differentphone numbercan be used foreach medium, providing
aninstantbreakdown of effectiveness. Some Ogilvy campaigns
haveachieveda 13to024 percentresponserate with SMS, and
someofthemhave achievedasmuchas40 percent.

Unsurprisingly, outdoor
mediaownersare graspingthe
opportunities offered by new
mediawithopenarms.JC
Decauxisstartingtointroduce
aninteractive elementintoits
postercampaigns, although it
isfocusingmainly on the six-
sheetformataccessibleto
pedestriansratherthanthe 48-
sheetroadside hoardings
whichtheyarelesslikelytosee.

“The campaignopensupa

)
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whole new marketfor The CANpESNUPons
advertisersasadirectresponse upa whole new market
medium,”says PamirGelenbe, foradvertisersasa
directorof Flytxt, which is direct response
handlingtheinteractivesidefor  medium. The mixture
JCDecaux."The mixture of of texting and outdoor
textingand outdoorposters :
is a perfect match.” postersisaperfect
Onerecent postercampaign  match
wasforBacardiRum, offering Pamir Gelenbe, Flytxt

discountsviamaobile phones.

Consumersin Hull were offered a ‘double forthe price ofasingle’
byBacardiRuminatwo-week promotion atthe end of November.
The campaignranonJCDecaux’s network, withaninteractive
elementhandled by Flytxt. The posterinvited readersto text ‘Est
Cuba 1862 toanumber. Thefirst 1,000 people who did so
received avouchercode to show to barstaffatspecific outlets.
Information from the media owneron the known effectiveness
ofindividual postersites can now be extended with data on the
numberof SMS messages and redemptions. Accordingto
marketing directorMaurice Doyle this provides greater
accountabilitythan has previously been possible.
“That'swhywe gotinvolvedinthetrial of thismechanicanditis
somethingwewould do again, aswe are alwayslookingfor
creative waysto communicate with ourconsumers,” he says.
Flytxthasalso helped Sonylaunch a PlayStation game called

Jakand Daxterthrougha
treasure huntpromotion.
Inserts showingmaps of
London, Manchester, and other
UKcitieswereplacedin
Playstation magazines, with
detailsonareassuchas
London’sSoho. Readerswere
encouragedtovisitthese
locationsand look forflyposters
thatadvertised the game, each
containingeitherared, blue or
greenclueword. After
collectingall three they would
textthe codestocompete for
prizessuchasawidescreenTV,DVD, and PlayStation 2.

Measuringthe effect of postersisjustoneissue: many
advertiserscannotevenbesuretheyhave been properly putup
inalltherightplaces. Now outdoorspecialistThe More Group is
launchinganew proof-of-postingsystem called Postaweb that
willenable agenciesand advertisersto see apicture library of
theirbillboards.

Adigital photographistakenimmediately aftereach posterhas
beenputup,incoporatingthetime and date. Imagesare placed
onawebsite, wherethe advertisercan checkthateverylocation
ordered hasinfactbeenfulfilled. The methodis beingtried out
with a campaign forLavazza coffee, whichisadvertisingon giant
billboard hoardingsinLondon.

“Withthetechnology availabletodayit’'ssurprisingthat
somethinglike thishasn'tbeendevelopedsooner,” comments
OliverPreston, international media managerat AMS Media
Group, whichishandlingthe campaign.

Aseveryoneinvolvedinthisdevelopmentagrees, itisstill early
days, andthis particularcombination ofnew and traditional
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media hasyettoproveitself. Butfew doubtthe promise of greater

levels of measurability, and the excitementis palpable.

“The SMS channelwillbe incredibly valuable,” says Adam
Butterworth, salesdirectorof Adshelatthe More Group. “Aswith
alltechnologies, itwill grow asthe costcomesdownand the
knowledge of how usefulitisstartstospread.”
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POSTAWEB
Lavazza coffee is trying out the
digital camera service which
checks that posters have
actually gone up



