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fame 
academy
Recent research projects at Kinetic and
CBS have provided essential insight into
the minds of consumers which will aid
the planning of Out of Home campaigns.

Kinetic conducted two focus groups in
London and Leeds looking at the youth
audience (18-24). The main objectives
were to look at their travel habits as well
as their perception of media and Out of
Home advertising in particular. The
research covered environment, location,
size and format and how relevant they
are in enforcing advertising messages.
We also covered new technologies such
as Bluetooth and WiFi.

As perhaps expected, the levels of
technological sophistication and travel
habits differed greatly between the
London and Leeds groups. Londoners

were greater users of mobile music
devices, although both groups use
Bluetooth and WiFi increasingly. Posters
received high levels of recall and both
groups showed a preference for original
ads with intelligent photography, sexual
connotations and celebrity endorsement.

The CBS research looked at the
effectiveness of bus advertising.
Methodology was conducted in two
parts. The first stage involved
interviewing a selection of clients,
agencies and specialists. The second
stage involved running 10 consumer
group research sessions, an online
discussion forum and over 1,000 online
surveys. The aim was to dispel the myths
that bus advertising is down-market and
old-fashioned as well as illustrating how

best to use the format creatively. The
research examined the sectors that
consumers believe work best on buses,
how appropriate certain categories are
on the format, perceptions of the format,
the relevance of certain brands, and what
effects these views.

The findings showed that consumers
believed buses were part of the
community. They also agreed that bus
advertising is an ideal medium to reach
large audiences throughout the day and
to target different environments such as
city centres and suburbs. The main
conclusions were that bus advertising
delivers a good return on your
investment, is a national medium and can
carry a whole range of brand categories.



storm warning:
Kinetic on Digital Alert
By Chris O’Donnell,

Business Development Director, Kinetic
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Armed with what some observers have
called the ‘Perfect Storm’ of technology
– where vastly increasing bandwidth,
memory and processing power
coalesce simultaneously – users with
£500 lap tops are creating their own
music, TV stations, editing suites and 
social networks.

Up to 70% of web content will be user
generated within three years according
to industry experts.

This has caused media owners to
radically change their brand positioning.

Look at this quote from a new US study
on the ‘State of the ‘Media’ from the
Project for Excellence in Journalism.

“Institutions that were once in different
industries will be joined together on 
one single field of battle. Online. The
Washington Post will not be a newspaper
but a text, video and picture news
provider. CBS News will not be a
broadcaster. It too will be a text, video
and picture news provider.”

These are big, big changes
and the UK companies have
been alert to them.

The Telegraph Media Group and News
International have aligned themselves
into hubs forsaking the old silos 
of digital, print and sponsorship
departments. The decline in print sales 

doesn’t mean the end of journalism or 
a halt to users consuming – or even
creating – the brand.

So against this context – a consumer
revolutionising their media habits, and
their media owners following them to
remain central to their lives – how will 
the media agencies and outdoor 
specialists respond?

Kinetic have begun this process of
examination, and in a new Futures
Presentation analyse the implications and
new opportunities for media agencies
(very) generally, and for the Out of Home
specialist in particular. 

Outdoor’s technologies, it is true, will
evolve, and we highlight some of the
innovations coming out of the laboratory
and onto the nation’s streets in the next
year or so. 

But the far bigger picture is
the impact of digital on
society as a whole.

The presentation shows how Kinetic plan
to meet these changes with new services
and thought processes for our agencies
and clients.

The old technology of paper and print
limit the ability to explain these

challenges here, so if the thought 
of Future Enlightenment appeals 
then contact Chris O’Donnell.

The Futures debate is by no means
definitive, so we would welcome an
exchange of views on our view of how we
can develop. When we do meet, feel free
to add your thoughts, and collectively
add to the knowledge we are assembling
that will ultimately shape Out of Home’s
development.

chris.odonnell@kineticww.com

‘Digital outdoor’ is only 5% 
of a 10% medium and
realistically isn’t going to 
change that much in 
revenue terms is it?

Wrong, wrong, wrong. It is precisely
because the changes are so personal 
that they have become relevant to the
media professional. Web 2.0 (think
MySpace, YouTube where the web is two
way rather than one dimensional) has
transformed how we look at media.

There has been enough
written and presented about
the global technological
revolution to cause many
eyes over the age of 21 
to glaze over at the 
enormity of it all.

WiFi, WiMax Bluetooth Blu-Ray, terabytes
and petabytes; a whole new lexicon and
behaviour set is emerging as the
technological world changes before us.

Viewed in isolation this can be seen as
just clever geeks making cool things for
a new generation. Sky+ gives you the
Sopranos on demand, DAB offers a
thousand US dance stations through your
Bose speakers; iPod’s personal music
and podcasting can make even tube
journeys happy occasions.

So what? You might say. Posters aren’t
really going to change that much
overnight are they?

For the Outdoorasaurus this is a natural
reaction. Generally it is very easy to see
the digital tidal wave as being great fun 
to ride personally, but of none or little
interest professionally.
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interview
Dave McEvoy
Marketing Director
JCDecaux

All around the world the
two fastest growing
media are Outdoor and
the internet and most
forecasters see this

continuing. Why? There is real structural
change in our lives. Since 1995 we are
spending on average 51% more time
out of the home and this is set to
increase by a further 25% by 2012.
What this means is we will on average
be spending more time out-of-home than
in-home awake. OUT is becoming the
new IN, as mobile telephony makes
communication and entertainment on
the move ever more popular. There is a
generation coming through the

demograph, the Mobile Generation, who
have only ever known mobile phones.
Mobility is a way of life for them. 

Similarly a recent report by Price
Waterhouse Coopers showed that 27%
of media time is now on the internet.
Speed of access, speed of search and
a generation who see the internet as a
social and entertainment channel as
opposed to an information and
shopping channel highlight the growing
importance of the internet to their lives.

Media revenue follows audience and
that audience is moving away from the
traditional media of press and television
to internet and out of home. And these
changes are structural. That is why the
oldest and newest media are forecast
to keep on growing. 

Stephen Dunn
Group Sales Director
Titan Outdoor

Similar to the “oldest
profession” it’s not really a
surprise the oldest
medium is still gaining
strength. Both have kept

ahead of changing fashions and fads by
sticking to the basics while offering a little
extra for those with alternative tastes.
For the oldest medium the basics are a
very visible canvas on which to display
effective and sometimes clever creative
to be seen by lots of people. Since the
early Circus posters of 1835 the basic
concept remains the same with only size
and techniques evolving. Take a look at
the photos of old billboard campaigns in
the Smithsonian and you will see creative
elements still in use today.

When it comes to the newest medium I
understand the fuss but not all the
shouting. As a resource the internet is a
fact of life. As an advertising medium that
will change the face of the planet, well I
remain to be convinced. I do book flights
and hotels online. But I can count on one
hand the number of banner ads,
skyscrapers or paid search I have clicked
through. To speed up the search process
I avoid everything except what I am
looking for. My suspicion is over the next
few years paid for search advertising will
plateau out for general products and
establish itself well for specific services.

My prediction for the oldest medium.
With Outdoor’s pedigree and history in
the face of fragmented new media, the
future bodes well for continued growth.

And the oldest profession? Probably
likewise.

James Copley
Client Development
Director, Kinetic

As brands build ever more successful
online business models the need for real
life ‘signposts’ driving their awareness
becomes ever greater. It is also
important for online brands to
differentiate themselves from the
increasingly homogenous products and
services on offer. 

The original strengths of Out of Home –
impact and mass audience – coupled
with increasingly creative methods of
targeting and stimulating specific
audiences offers huge appeal to these
advertisers. 

The underlying trends affecting our
medium – increasing audiences,
improving quality and choice of product
and the ‘technology perfect storm’
allowing people to do more on the go
that Chris takes us through on page 2
will continue to drive growth. 

james.copley@kineticww.com

opinionWith Online and Out of Home being the only mediums to show
any significant growth recently, why do you think it is that the
‘oldest’ and ‘newest’ mediums are doing so well? And do you
see this continuing?
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This brings the total number of DEP
screens to 578. 54 LCD screens are also
in operation across 12 stations.

There are over 2,700 dry-posted sites on
the Underground network with the first
campaign beginning on the Media Wall at
Bond Street. The Media Wall at Euston is
currently under construction.

The CBS Transformation is gathering
pace with much more to come.

Clear Channel Outdoor Wins
Premium Street Furniture 
Contract for Glasgow 
Clear Channel has won an exclusive
contract to sell advertising space on 300
panels across the city of Glasgow.

Clear Channel will supply and maintain
the street furniture and have the
provision for a pedestrian tourist sign
system incorporating more than 200
maps and information panels. They will
also install free-standing scrolling 
6-sheets across the city.

The new sites will add to Clear Channel’s
extensive portfolio of street furniture
contracts, especially with major Scottish
cities, as they have a similar agreement
with Edinburgh and Aberdeen. The sites
will also complement the recent
acquisition by the media owner of the
contract to build 10 “Gateway” locations
in Glasgow.

UK and Global Ad Revenues on 
the Rise
Second quarter figures in the UK saw the
Outdoor advertising industry take
£242.3 million, an 8.5% rise on figures
for the same period in 2006. This marks
the 20th consecutive quarter that
Outdoor has seen a year on year rise.

Entertainment & Media is once again the
biggest spending category followed by
Telecoms. Online Retail saw the biggest
yoy increase with big advertisers such
as Ebay and Lastminute.com.

GroupM has predicted that the UK will
double its advertising growth in 2007.
It has also revealed that a 6% increase
in global advertising spend is expected
in 2007, and a further 7% rise in 2008
spend. These rises will be as a result of
the 2008 Beijing Olympics and the US
Presidential Election. Asia Pacific
currently contribute 30% towards
global spend, rising to 38% in 2008.

light news
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innovation
Pioneering Campaign for 
Red Bull World Series
Red Bull generated a buzz in the run up to
the London leg of their Air World Series by
creating the world’s largest poster site.

The huge ad targeted air traffic at
Heathrow and Gatwick, with two fields
adjacent to the main airport runways
emblazoned with the campaign creative.
The Air Race logo printed on the
Heathrow flightpath was the size of 60
tennis courts, 125,000 square feet,
smashing previous records. 

The campaign featured another media
first with Red Bull being the first advertiser
to feature on Ryanair’s Aeropanels.

Bacardi Digital Shelters
Bacardi launched an OOH campaign
across various formats using clips of
their new innovative TV ads, showcasing
the rum as a versatile drink which may be
mixed with seven different mixers.

The digital bus shelters were produced
by Esprit Digital using ImageFlow
technology and feature one of seven
creative mini-movies which run just long
enough for pedestrians to watch as
they stroll past. These ran in Leeds,
Edinburgh and Brighton.

New Format Showcases IBM 
and Wimbledon 2007 
In their quest to advertise Wimbledon in a
more innovative way, IBM created a media
first to coincide with this year’s tournament.

Sensitive Walls appeared in business
class airport lounges where they could
benefit from high dwell time and
appropriate consumer targeting. The 63
inch plasma screens allowed consumers
to control the content such as scores
and commentary. In addition, the “What
makes you special?” campaign was
presented in 90-second vignettes, as
part of a larger campaign involving
Cabvision and Heathrow Express TV.

For more information on these 
and other stories, contact 
Kinetic’s marketing team on 
020 7544 4600.

SMG agree sale of Primesight  
Scottish Media Group has finally agreed
the sale of Primesight to a private equity
group GMT Communications Partners
for a total value of £62m.

GMT Communications partners are an
independent investment firm focused
exclusively on the Communications
sector across Europe.  They have been in
discussions with SMG and the Primesight
management team since last year and
have excellent experience in the outdoor
advertising sector in Europe. 

The senior management team of Naren
Patel, Nigel Clarkson, Terry Dyer and
Paul Daniels remain fully committed to
Primesight and will continue to work
with their new partners.

Eye Introduces Digital Eyelites into
East Midlands Airport
After the success of their digital
network installed at Manchester Airport,
global media owner Eye have now
added Digital Eyelites at East Midlands
Airport to their portfolio.

Eye guarantee that the Eyelites deliver
two advertiser impacts per minute with
no third party content as well as
reaching 200 million people a year, with
35 million in the UK alone.

Kinetic Success with the Vodafone
Outdoor Network 
Beginning on the 18th June 2007, the
largest ever permanent poster holding of
over 900 premium sites for one year
was launched. Since then we have seen
some impressive installations including
innovative creative and special builds. A
prime example is the Eureka! site on the
Cromwell Road Premiere 1,000,
involving the installation of extra spot
lighting. Such high profile poster sites
are crucial in the optimum
communication of the brand message to
as many consumers as possible. 

CBS Digital Update
CBS are currently in the testing stages of
XTP (cross track projection). They are
beginning installation of the half tonne
projectors at Euston station and the first
trial is planned to go ahead in September
on the southbound Victoria Line platform.

The number of Underground stations with
runs of DEP’s has risen to nine, with
Embankment, Baker Street and Green
Park switching theirs on recently. 
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1. Vodafone Eureka
2. CBS LCD screen
3. Eye Digital Eyelite
4. Red Bull flightpath
5. Bacardi Digital Shelter
6. IBM Sensitive Wall
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