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McDonald's franchisees in the

Kansas City area rented 13
programmable digital billboards to
promote the chain’s Angus Third
Pounders. Industry experts point
to the well-planned and executed
out-of-home effort as a symbol of
how far the outdoor marketing
industry has evolved in using

today’s newest technology.

Consider: The Lamar Outdoor Advertising-
owned billboards invited people to go to
a Web site and supply two words that
could be used as a headline for the new
burgers. Would-be ad men and women in
the area suggested taglines such as
“Magnificent Mouthful” and “Dinner
Winner.” Then, with the near instanta-
neous velocity of the digital era, the slo-
gans (once they were checked for
appropriateness) were beamed up to the
huge billboards, signed with the authors’
first names and last initials. In all, some
6,000 submission were collected for a
24-hour period, and the McDonald’s fran-
chisees had a buzz-worthy success on
their hands.

The campaign was indicative of the
high level of flexibility and control that
the out-of-home industry is providing to
marketers these days.

"What campaigns like that have done
is to give advertisers far more control
than they’ve ever had before with out-of-

Last September, a group of

of 1.4 percent.

That growth, many in the industry feel,
will be fueled by a new out-of-home rat-
ing system that was rolled out on Jan. 1.
The Eyes On Ratings system, which was
designed by the Traffic Audit Bureau for
Media Measurement and funded by its
membership, is a major step in giving out-
of-home advertisers the kind of metrics
they enjoy with other media platforms.

Eyes On is a new currency for buying
and selling out-of-home that includes
billboards, posters, junior posters, transit
shelters, phone kiosks and the like.
Available in more than 200 markets
nationwide, it provides marketers with
audience impressions and ratings for
individual panels and displays, demo-
graphic analysis and reporting on audi-
ences that actually notice the ad (as
opposed to just driving or walking by).

“Marketers will be able to view out-of-
home with renewed confidence now that
there are ways to accurately quantify
their return on investment,” says Diane
Cimine, president of Cimine Enterprises
and an industry veteran who served as
chief marketing officer for the OAAA in
the 1990s. “I don't think it's unrealistic to
say that with all these new advances, the
out-of-home industry could double in
size. The venues are out there. And now
the data will be there as well.”

These days, Cimine provides an array
of marketing services to companies such
as Intelligent Proof Inc, the River Forest,
lll.-based firm that has developed a high-
ly dynamic post-buy system to track the

Marketers will be able to view
out-of-home with renewed confidence
now that there are ways to accurately

quantify return on investment.

home,” says Jeff Golimowski, communi-
cations director for the Outdoor
Advertising Association of America
(OAAA). “They can now create cam-
paigns far more quickly and they can
fine-tune them far more easily. And |
think it's going to make a huge differ-
ence down the road for the whole out-
of-home business.”

Golimowski is not alone. Consulting
and research firm BIA/Kelsey recently
reported that the out-of-home indus-
try—and the digital out-of-home seg-
ment (DOOH) in particular—is poised for
success. The firm is calling for DOOH to
hit $3.7 billion in revenue by 2013 with a
compound annual growth rate of 13.5
percent. The traditional OOH component
is forecast to reach $4.6 billion in three
years at a compound annual growth rate

—Diane Cimine, Cimine Enterprises

efficacy of an OOH campaign. With the
company’s proprietary analysis system,
clients get a sophisticated granular track-
ing tool that is delivered via Web-based
dashboards that help advertisers make
informed decisions about what parts of
their campaigns are working or not. The
combination of the new Eyes On ratings
system and Intelligent Proof's post-buy
analysis gives out-of-home advertisers
unprecedented validation, according to
Janice Mattheis, IP’s president.

"Between the Eyes On system on the
front end and Intelligent Proof on the
back end, there is a heightened level of
metrics for an industry whose measure-
ments have barely changed in 70 years,”
she says. “Together, | think this is going
to increase the industry’s piece of the
media pie.”

OOH2

Mattheis says that while the out-of-
home industry has held its own during
the recession, it is well-situated for siz-
able growth because of OOH's reinvigo-
rated metrics.

"Outdoor is such a powerful, effective
vehicle,” she says. “And | believe that
improved measurement and accounta-
bility will not only lead current advertis-
ers to increase their investments, but it
also will make those who are sitting on
the sidelines step up and get involved.”

Bill Borneman, CEO of Newport Beach-
based PowerDirect Marketing, is finding
a similar dynamic. Back in 2001,
Borneman helped found the company
with the goal of changing the way ad
agencies, media buyers and advertisers
view front-door marketing.

At the time, local companies used
door fliers to advertise their services, a
method that ran the gamut from poten-
tially effective to being ignored com-
pletely. PowerDirect introduced what it
describes as a mini-billboard: a jumbo-
size door hanger measuring 17 inches by
5.5 inches. PowerDirect's door hang-
ers—unlike old-fashioned examples—
are printed on thick, glossy stock and
can carry product giveaways or special
discounts. The result is a sophisticated

Diane Cimine, President,
Cimine Enterprises

sales piece that many homeowners
might be happy to see.

PowerDirect also can target clusters
of homes that index high for response
and conversion. To achieve this goal, the
company uses predictive consumer
response modeling incorporating geo-
demographic and behavioral segmenta-
tion tools such as MRI, Simmons and
Nielsen Claritas’ Prizm system.

When Borneman'’s company was start-
ing out, the traditional direct marketing
industry was facing big challenges,
including a hefty postal increase and the
launch of the nationwide do-not-call list.

“Those developments made direct
mail more challenging at about the same
time that we were developing this com-
pany,” he says. “So when the recession
hit, it worked in our favor because what
we offer is a very impactful, attractive
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