COVER STORY

Bringing out the festivities
Out-of-nome

Amid talks of the slowingeconomyé& looming
recession,the festive seasonhas brought its
own cheer All Indians loosen their purse
stringsaheadof Dushehraand Diwali, the two
big festivals that also usher in the wedding
season It is when an increasingnumber of
brandsfrom all walksof life and categoryjump
on the advertisingopandwagorto cashin onthe
air of festivity.

Festiveseasonbringsin a lot of happinessto
the outdoor industry Media bookingsacross
major metros is already bumper full; in fact
there are few areaswhere there is an increase
in demand and decreasein supply situation
With the retail expansionand developmentof
new mediaformats, out of home provesto be
an attractive communication medium that
givesa new dimensionto advertising

Considering the local presence & strategic
importance of outdoor media, it is also best
suited to the local brands during the festive
season

* The content is a compilation of industry information from leading global advertising media publications & web portals.
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CocaCo | a’dancing vending

machine

Here is the latest W1 | LILI}pnjéch fiom

CocaCola,this time from Korea,where a huge
interactive dancing vending machine was
created,rewardingpeople who completedthe

taskswith free drinks,the harderthe challenge
the more free coke people scored! At first

glance A UaQrétty robustgame,poweredby a
Microsoft Kinect with image recognition to

confirm and reward people for completingthe

challengesuccessfully

On the surface, this may just look like a
marketing gimmickin which Cokemerely rips
off all the dancinggamesthat exist for the X-
Box, but A (iteeicombination of technology
herethat isreallythe intriguing part.

Vendingmachinesmay not seemlike a place
for cutting edge technology, but that is
changingand quickly Lastyear, Pepsicreateda
SociaMWendingmachinethat allowedyouto gift
a sodato a friend and the machinewould text
them with a codeto receiveit.

At the University of Texas,a robotic barista
from Briggowasinstalledthat servesup coffee
drinks ordered on site or via smartphone And
A Un@tjust drinks T an Italian companyhas
alsocreateda vendingmachinethat makesand
bakesfreshpizza

2

* The content is a compilation of industry information from leading global advertising media publications & web portals.

Consideringthe relatively low cost of a Kinect
comparedto a vendingmachine,it makessense
that a companywould try to usethe tech for its
advantage

Increasingly,Kinect sensorsare being used in
technologiesaimed at pushingthe boundaries,
suchas NAOrobots to mimic human gestures,
handheld scannersto make 3D models, and
evenMinority Reportlike interfaces
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“ J 1 tambaSath Utni JyadaBaat’
— TataDoCoMo

DoCoMocame up with a new campaignwith

the messaged WA llayiiba Sath Utni Jyada
. I . Thé campaignwas executedin Indore

and Jabalpurby Milestone Brandcomin the

month of November The communicationaims
to sellthe lifetime voiceplanto the consumers
askingthem to investfor a longerduration and

getextratalk time. ThecreativeexhibitsRanbir
with Wt K 2 2 fwling & Nappy Diwali to

people

Largeformat mediais usedfor the campaignat

the keylocationsin both the cities

Vodafone now takes to innovation

iIn OOHmMedia

Vodafonehasflaggedoff a new OOHcampaign
Thetwo campaigngunningsimultaneouslyare
W/ 2tOligls up the Mysoret | f lin®igstre
and FestiveOffersin Hyderabad

The objective of the W/ & 1O flight up the
Mysoret | f lw&s$oCpromote cyclingin the
city and spread awarenesson the health
benefits associatedwith it and also promote
highest standardsof health, safety and well-
being

As part of the initiative, a non-it 20QIBQ
hoardingat BallalCirclein Mysorewastaken

* The content is a compilation of industry information from leading global advertising media publications & web portals.

up wherethey built backlitboxesinscribedwith
the designof the Mysore Palacealong with
other prominent elementson the hoardingand
platform. Ten stationary cycleswere placed at
the palace, each connectedwith a generator
and battery. When people cycled,the batteries
got chargedandlit part of the palaceeveryday.

Over17,000 peoplecycledduringthe campaign
and this resulted in the production of over

55,000 watts of power. Alsovarioussectionsof

people in Mysore ¢ students, businessmen,
government officials, army men, IT

professionals,foreigners and tourists ¢ were

presentat the event

In Andhra Pradesh, the festival of
Theppoutsvam,performed on Dussehra,i.e.,
on the 10th day after Navratri,is a big day: It is
a boat festival during which presiding deities
are taken out in a processionin a boat along
the river Krishnain the evening

Keepingthe festival in mind, Vodafonerolled

out a festive offer in Hyderabad,wherein it

amplified a concept of Theppoutsvam of

VijaywadaKanakaDurgathrough aninnovation
at a prime location to promote the Vodafone
pre-paid plan. The innovation depicted the

TheppoutsvanBoat movingin the river on the

foot overbridgeat BanjaraHills on a 80Qx 15Q
billboard
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shelters,signagesgantries,buspanels,

pole kiosks,station branding, LEDpanelsand
trade fair brandingoptions

The campaignis an extension of the OOH
campaign that ended in September and
depictedthe messageYodafonepar payeinfull
talk-time offer, dial karein *121#. A special
innovation was executed in Jaipur with a

_ hoardingthat was designedwith a 3D cut-out
Vodafone Tailoredon OOH of the backsideof a car

Telecomgiant Vodafone has launchedseveral
impactful campaignswith high recall value
through the years,be it the useof its pug, the
Zoozoosthe Delightscampaign nternet is fun
and the Gaming campaign The current
campaign, 121, too describes the
personalisationof the talk time plansin a fun
andcatchyway.

The extensionof the campaignon the out of
home platform relates to the concept of
personalisation One of the creatives
showcaseshe variousnecklinedesignsof girls'
clothing, as described to the tailor, while
another showsthe designsof beardsgiven by
boysto their barbersin the salon

The messageon the hoardingsis, Vodafone
‘Made for You'Offer, Dial* 121#.

The communicationis amplified through a mix
of large and small format media across
geographiedo target eachand everyVodafone
customer

The sixweek campaignis currently active pan

India on TV, radio and OOH, with particular
focus on markets like Gujarat, Uttar Pradesh,
Maharashtra,West Bengal,Delhi, Tamil Nadu,
Rajasthan Karnatakaand Bihar At last count,

more than 600 surfaceswere employed to

carrythe campaignjncludingbillboards,bus

4
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Star Pl gaspaigh Gaur

With increasingcompetition in the Hindi GEC
space, every channel is in the race to be

different whenit comesto marketingshows To
break the clutter and create noise for its

upcoming show Wa dz2 Kécls KehtXYeh
Y K| Y 2 a &tarRBlusefe@ted mysteryteaser
campaign

The campaignrevolvesaround the news of a

gil ¥ D I .d&NA y Brdughtup in London,who

goes missing on her arrival in India

As a part of the promotional activity, the
channelhasputup WY A a @odtefsactdssbus
backs, bus panels, bus queue shelters,
hoardings, railway stations, trains, etc. Static
clips are also being aired in theatres and
cinema  halls in different cities

Thoughthe extensivecampaignhas managed
to attract viewer attention, it has garnered
mixed reactionswith somepeople highlighting
that it might not be morally appropriateto use
WY A azhMdEIDNnceptas well asrope in a
news channel for the same, keeping the
sentimentsof peoplein mind.

Age : 21 yrs

Eyes . Brown
MHair : Black
Height : 56"
Weight : 52 kg.
Compilexion  Fair

Gauri is missing from Southampton, London
and is likely to be in India.

* The content is a compilation of industry information from leading global advertising media publications & web portals.

in the cluttered media spacethat we are in
today, curiosity and recall value are some of
the core aspectthat are missingin outdoor
campaigns While outdoor is one of the most
spent sectorsin media, it is merely usedas a
supporting channel

Through Wa A & 4 Ky ¥ &4Staf Plids has
alreadygrabbedinterest of the viewers It has
projecteditselfto be showthat is a mustwatch
irrespectiveof some negativereactionsthat it
has garnered A thumbsup to the campaign
becauseit has already boosted conversations
aboutthe showway beforeits launch

Life Ok extensively uses OOH media
t o mazrékle’

Life Ok hastakenthe outdoor route to market
its to-be-launched show ®612X) The story of
P61 Xrevolves around terrorism, and how a
simple KG teacher finds herself involved in a
terror plot that is more than 26/11 (Mumbai
terror attack),a plot knownas'2612X)

The channelhasuseda mix of traditional and
new media formats such as bus panels,
hoardings,drapesat airports and gantries The
15-day campaignis currently activein Mumbai
andDelhi

Unlike other GECsl.ife Ok off-late is alsousing
the OOHmMediumto promote key peak points
in the storyline of its on-goingshowsto garner
audienceattention. It will be interestingto see
how the channelwill portray the highlightsof
this showon outdoor in the comingdays

milestone
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Frooti uses 205 OOH spots in 20 EasyCabpassengersvatchingFlo

citiesfor 21 days ax X ip=

_ This initiative comes under the umbrella
The festival seasonsaw many FMCGbrands campaignof W/ K 2yaui ddvn gift at Shoppers
heavily advertise on outdoor Parle ! 3 NR {Qé 2Hal(s runningtill Januaryl, 2013 Unlike

Frooti was one such brand that extensively giher advertisements,this one was designed
used OOHto conveythe a S| a greegs  gpeciallyto optimally utilise C t &tr@rigths

Frootiundertooka 21-daycampaigro createa
top-of-the-mind recall The initiative was
spread across20 cities and used almost 205 —

| Ty werd £ S000 & jot » Gootest wasder mars * 500
B e Py oy ben 10D 10 VT b 0

traditional media surfaces
Billboards bus shelters,Delhimetro pillarsand
flag signson the road were the formatsused It
was launched in Mumbai, Delhi, Chennai,
Bangalore, Ahmedabad, Hyderabad, Pune,
Nagpur, Gurgaon,Noida, Mysore, Vijayawada,
Surat, Indore, Bhopal, Goa, Cochin,Lucknow, Flo hasan audio visual,touch screeninterface
Jaipur and Patna In addition to the regular that allows passengerso interact with brands
creatives, mango cut-outs were used on the  during their cab journey ShoppersStop has
billboardsto attract attention. used an interactive animation that asks
passengersd 2 K SwmhAs the last time you
treated & 2 dzNA 8dorF dicking a button,
4 | | / +  interested passengersare redirected to a
landing page speciallycreatedto give out the
SMScodesthey can useto avail the exclusive
discount Along with this, side banners have
beenusedfor recallpurposes

Shoppers Stop taps consumerson
the movewith in-cabadvertising

Retail giant ShoppersStop has partnered with
En Route Media for its in-cab interactive TV
network Fla ShoppersStop has a first-mover
advantageand has launcheda campaignthat
presentsa specialdiscountoffer exclusivelyfor
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Shi v SenaBdasahabi b

Mumbai mourned the demise of Shiv Sena
Supremo Bal Thackareylast weekend While
the city cameto a standstillwith the news, his
followers and well-wishers captured the
outdoor landscape with various goodbye
messages

Bal ¢ KI O lpibtises @ere acrossvarious
mediaformats spotted acrossvariouslocations
from Chembur to South Mumbai, South
Mumbaito Worli, Andherito Powai,etc.

The outdoor sites ¢ from shop fronts to

billboardsto bus back panels¢ are at an eye
level, they were seenand observedeffectively

Also, all the formats that are dedicatedto the

tribute have a clean singularmessagelt is a
fact that the human brain cannot process
complicatedthingswhenyou havefraction of a
secondtill the next outdoor site appearsand
this is the main reasonthat this campaignwas
soeffectivelyvisible

Sony Bravia displays a riot of
colourson outdoors

Sonyindiahasbeenon an overdrivethis festive
season Based on customer feedback, the
electronics major developed Wy Spicture
& S G ( whicH Bagedeen customisedas per
the likingsof Indian customers In an effort to
market this proposition, Sony rolled out a
televisioncampaignwhereinthe protagonist,a
little boy, playfully capturesthe moon in a jar
and releasesdit in a festive setting, makingthe
celebrationsbrighter, more vivid and more fun.
In keepingwith its tagline

1

* The content is a compilation of industry information from leading global advertising media publications & web portals.

WibreeBrigtt Mwpre Vivid More W2 éh@ Sony
Braviaad seeksto showL Yy R Apref@rén@efor
brighter displaysand sharpercontrastsin their
televisions Thesamehasbeencapturedin the
outdoor campaign

The outdoor campaign has a pan India
presence Started in mid-October, the
campaign will continue till the end of

November The outdoor media include
hoardingsand shopfront promotions
=2 # =
& P
SONY -

T D

.u e gt Vo Vv :
‘ ’ ‘

BRAVIA scanis ve

Tata Manza targets 40 cities via
outdoor campaign

Tata Manzais one of the most premier and
successfulbrands in the Tata Motors brand
portfolio. Takingthe brand proposition a step
further, Tata Motors is currently using the
creativeof Wb Svianzac TheClub{ S R foy/ Q
its outdoor campaign to showcase three
premiumup-gradationto the car

The campaign commenced on October 17,
2012 and will continue for a month. The
campaignspansover 40 cities where car sales
are high. Premium large format billboards,
innovative airport media such as airport wall
branding,FIDSandin-flight brandinghavebeen
used to communicate the messageto the
target groupof MalesSecAB(25to 45 years)

milestone
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[ Mi |l estone’s | atest c¢campa

Bajaj Discover Tata DoCoMo TataDoCoMo

Bajaj discover campaign executed Mall Media Faster Broadband. Lower Price Band
across north India.

- J__n,"_\ 5 s

M
Garnier Dark Fantasy

Unlimited 5% Cashback Hair shines with a new strength Choco Fills

Maybelline ICAE] Binani Cement

Vivid Electra Collection 1% Cash Back Home Loans Sadiyon Ke Liye

Fastrack DSP Blackrock
20% off on watches Sanctuary Wildlife Awards 2012
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[ Mi |l estone’s | atest c¢campa

Son of Sardar Colors Colors

Movie Launch Zindagi abhi baaki hai Peoples Choice Awards

e -

\ _ o ] I 1 ol
Signature Fastrack Mc Dowells
Success is living in the spotlight Bags Dostika no. 1 spirit

Wastrach
X

o

Yippe Fosters Titan Eye Plus

Noodles Now Available, Fosters strong 40% off

LA CTT N Ve

Pantaloons British Airways Tanishq
In love with fashion Alan Kingshott invites India to his Now open @ R City Mall

Britain
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[ Mi |l estone’s | atest campa
Seacod Zoya Loreal Paris
Seacod Greece Collection No1l. Color Riche
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[~ Mo n "t hsxis

Automobile Electronic

Teleocom 3% Durables
Media 4% 3%

4%\

TheOrganizedRetailsectorsawa rise in spends
giventhe festive season It wasfollowed closely

by Real Estate, Consumer Services,FMCG &
FinanciaBervices

Media, Telecom& Automobilewithnesseda slow
down.

1

* The content is a compilation of industry information from leading global advertising media publications & web portals.
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Berlin Marathon: The Five Stages of " Y
a Marathon

The Berlin Marathon beganin 1974 and has
firmly placeditself on the WY d&&2n@arathon
checklistand has a running field of 40,000
participants, finishing right next to the
BrandenburgGate,one of the O A (mdsfiéonic
landmarks Thecourseis extremelyflat andfast
so providesideal conditionsif you want to run
your first marathonor are trying to set a new
personalbest!

On September30th 2012 over 40,000 athletes
set off on the fastest marathon coursein the
world, cheeredon by a million spectatorsand
more than 70 live bands, the 39%th BMW
BERLINVARATHONwill once again captivate
the Germancapital

Adidasbuilt 5 custom built stages that gave
the audienceand 40,000 participants of the
marathon the chanceto literally look inside a
marathon runner. Each stage expressedthe
physicaland mental condition of a marathon
runner at a particularspot alongthe track with
an unexpected and entertaining artistic
interpretation.

. . !

Km3 : Excitement!

Km 42: Celebration!

12
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Aziatage ParAsian Cafe: Chopsticks

Dragon

AziatagepanAsiancafé was about to openin
Yekaterinburgcity. We needed to attract the
attention of city residentto the openingandto
create a footfall at the first period of café
working An art project was developedfor the
O A Ucén®aipedestrianstreet This coincided
with the ChineseDragonFestivalwhich is the
day when, the legendhasit, all wishescome
true.

AngryBirds— Outdoors!

In order to raiseinterest and salesfor the print
publication, the PuUblico Newspaper Angry
Outdoors marketing ploy used the chaotic
fowls from the Angry Birds app to wreck
buildingsin Lisbon

The companywas low on funds and had no
budgetfor advertisingexceptfor what may be
usedto promote itself in its own paper Since
there are many structuresin Lisbonthat are
brokendown or dilapidated,Publicothought it
would be comicallycreativeif it were to place
images of the Angry Birds taking down the
structures These photos were made into
stickersand handedout in a bookletto people
on the streets Not only did it displaya quirky
sideto the newspaperput it alsoexpandedhe
clienteleandreadershipaudienceby

13
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We encouragedeveryoneto get involved and
gavethe city anewlandmark

A board with 11,000 holesin it appearednear
the cafe Chopsticksvere handedout. Having
split the sticks,you pushedone into the board
makinga wish. Theother, branded, stick gives
you a discount In just under 6 hoursa dragon
wasborn. It now advertiseghe cafe
Asaresultof the execution,

- Over10,000wishesmade

- Freemediaof over $25,000

- Cafefull up during the campaignday ¢ and
thereafter

- 3019 people exchangedtheir chopsticksto
reductionon dinner at Aziatagerestaurant

cateringto a youngercrowd.

The companysaidthat the PublicoNewspaper
Angry Outdoors marketing campaigncontains
the same & R S &itiINfR &ititude that the

bashingfowls possess

milestone
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Huawei mediapad fountain of
wealth projection

Saatchi & Saatchi China recreated a digital
campaignfor Huawei Mediapad Gamingfans
had the chanceto play a 3D gameon a giant
outdoor screenat the world-renowned Suntec
City Fountain of Wealth in Singapore this
September The sensational creative video
show of the Huawei MediaPad 10 FHD and
HuaweiAscendD1 QuadCoreXLmobile phone
was stagedin the Plazathere. A large number
of Huawei lovers broke out their Huawei
AscendD1 QuadCore XL as the joystick, and
their Huawei MediaPad10 FHDas the game
consoleto enjoy a 3D fighting gameon a close
to 1000m2 screen,with the help of the most
advancedprojectiontechnology

BranasSkiResort— A RealChristmas

The best gift you cangive your family ¢ A real
Christmasvacationat BranasSkiResort

HaloweenBacon

To promote the early November opening of
Rashers, a shop dedicated to bacon
sandwichesthe greatestHalloweentreat was
created: chunksof crispy,salty double-smoked
bacon wrapped to look like traditional
Halloweengoodies

4
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HandHit billboard

Upstairs Downstairs is a show about two
classesunder one roof in 193Gs England To
demonstrate this clear and often cruel class
division, two "downstairs" servants were
employedto tend to the lighting needsof the
"upstairs"portion of the caston the billboard

The servantsstood vigil sevennights straight,
rain or shine and naturally, on top of their
lighting duties, invited onlookersto tune in for
the premiere

Laneor Avenue?

Compact city cars Daewoo Matiz are very
familiar to the Ukranian citizens The car is
often boughtin order to get from the suburbs
to the center Thereare manynarrow streetsin
the city center and there are many problems
with congestionand parking Theobjectivewas
to tell citizensthat with matiz, this was not a
problem

To communicatethis messagebillboardswith
directions close to driveways,lanes and side
roads were placedaround the city. Thuswith
Matiz, lanesbecomeavenues!

Free Eye Test

An innovativebillboard with reducingtext was
taken up to conveythe free eye test available
at PearlOpticians

Theletters were arrangedin the samereducing
order correspondingo font at the eyetest.

19
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SchoolarshiBusiness Cards

Schoolarshipis an organizationthat provides 1 g
education grants to students in need They '
created a business card that visually
demonstrates how Schoolarshipgrants can
help postsecondary students achieve ¢ a
diploma/degree

Bronx Skate Store Business Card

Basedon the usethat skatersdo to covertorn
parts of the sneakersa businessardhasbeen
developedfor BronxSkateStore

In casethe skater has his sneakertorn, he is
alsoableto usethe cardto coverthe damaged
sneaker

Bangedup carflier

Initiative carried out at toll stationsby the Rio
Grandedo SulDepartmentof Motor Vehicles
Driverswere handedout completelycrumpled
fliers. As they straightened them out, they

would see a messagewarning againstreckless Ra
driving 2T
.—.. = i
16
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L G’ s Hiectmracs Showk012

Milestone Connecttied up with LGElectronics
India Private Limited to manage the Home
ElectronicsShow2012during October26-28 at

PragatiMaidan,New Delhi,India. HESs India's
first everinternational exhibitionon Consumer
Electronics, ICT & Digital lifestyle LG
showcasedts most premiumrangeof products
in this Expo

Thestall designincorporatedthe displayof the
World RecordProductsand hero modelsof all
product categories Thisdesignwasat par with
IFA, the ¢ 2 NX IRa@idg trade show for
ConsumelElectronicsand Home Appliancesit
spokeof the premium quality deliveredby LG
to its consumersOnlytwo colors¢ White & LG
Redwere usedthroughout the stall. Only, the
World Record Products, 55¢ 3D TV - The
2 2 NIn&@Qwiestbezel3D TV& Refrigerator-
The? 2 NIFiRstDaor-in-DoorApplied

17
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Refrigerator were showcased at an island
platform with Goldfinish. Everyhero model of
each categorywas highlightedthrough the LG
Red demarcation within the design The
lighting of the entire stallwasconcealedwithin
the header which ran throughout the design
The entire lighting of the stall was White, to
maintainthe originaltone of the design

LG showcased its latest technologically
advancedproductslike 84¢ Ultra Definition 3D
TVwith the resolutionof 3,840x 2,160. This4K
TV offers quadruple the detail of a full HD
108(p unit, offering 8,000,000 pixels Also,The
2 2 NI Rarawest 3D Video Wall was
displayed In Home appliances Zone, LG
showcasedits high end technology- Inverter
linear compressor, direct drive, lightwave,
Kompressorvia its premium products Also,
highlightedwere the productsfrom GSM,IT &
Air Conditioner categories A special display
wascreatedto exhibitthe Accessorieby LG

Four agencieswere invited for the pitch but
Milestone Connectwon the pitch on the basis
of the understandingof the brand and the
designscrafted by the team.
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LGshowcasegheir 84 inch Ultra
High Definition 3D TV at Stuff
Gadget2012

Milestone Connectrecently executedthe LG
exhibition at Stuff Gadget 2012 from 1st
Novemberc¢ 4th November2012 which was
conducted in MMRDA Ground, Bandra Kurla
Complex After a pitch processwhich involved
sixagenciesMilestone Connectbaggedthis LG
exhibitionon the basisof the stalldesign

G { (GEFg&Show201% aimedto bringto life
a fantastic array of gadgets,technology and
lifestyle products which you might have
probablyseen,but neverexperienced

When it comes to technology and lifestyle
products, how can LG electronics,the leading
lifestyle electronicbrand of the country not be
a part of sucha show With their Cinema3D
Smart TV to be showcased,the highlight in
Stuff Gadget Show, 2012 was their recently
launched 84-inch Ultra High Definition 3D TV
(84LM9600.

The brief given was to design a stall to
showcasehe LGCinema3D SmartTVin a way,
which looks premium and R 2 S &tak€aivay
the limelightfrom the products

18
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The team at Milestone came up with a sleek
and open design The whole stall was fairly
simple so that the products remain the hero
andnot the stalldesign

Apartfrom 84-inch Ultra HighDefinition 3D TV,
LG showcasedheir 55 inch Cinema3D Smart
TVwith 2 2 NIn&rOwestBezel

Alongwith these,LGhad different TVsinstalled

highlighting the features of Cinema3D Smart
TV rangelike 2D to 3D conversion,Dual Play,
Large Screenrange and Smart Sharing and

showcasedheir accessoriefike lightweight3D

glasses,Dual Play Glasses,Clip on Glasses,
SkypeCamera\Wi FiDongleand MagicMotion

Remote

Multiple touch points- American Embassy
School

milestone
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Ambuja Cement Road Show

Ambuja Cement manufactures the highest
strength cement The core brand promise of
AmbujaCementis strength Keepingthe above
in mind Milestone Connectderived a concept
G , S#&gatKabhinai ¢ dzii STHelsttength we
are talking about is physical] emotional &
mental strength

The primary objective of this activity was to
touch basewith the customerandto makethe
brand more visible and more acceptable The
brand image & price premium neededto be  p————

highlighted Theinfluencersof this categoryare
the contractors, masons along with the
individualhousebuilders

Canters(TATA407) were thematicallydesigned
to conduct this activity in Delhi NCR and
Haryana In total 120 man days were put in
reaching out to almost 150 Ambuja cement
dealersacrosDelhiandHaryana

Distribution of gifts

Canter

19
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C a n oPhdtoMarathon

Canonlaunched a Photo Marathon 2012 in
New Delhiat KalkajiPublicSchool,New Delhi
This event is a subset of the extremely
acclaimedCanonPhotoMarathonAsia2012

The CanonPhotoMarathon2012 kicked off for
the 10th consecutiveyear globallyand for the
4th consecutiveyear in India Spanningfive
countries, this year's competition will bring
together photographic talents from India,
Indonesia, Malaysia, Singaporeand Vietnam : .
Lucky winners of the region's largest photo TLC called on to help Adidas with its
competition will be gifted all expensespaid 'Refresh Your Geacampaign

ticketsto Hungary JOHANNESBURGIew TLC Unlimited client
Adidas recently selected the Primedia
Unlimited company to drive consumersinto
key Adidasstoresto exchangeheir old running
shoes for new Adidas ones as part of its
'‘RefreshYourGear'campaign

Adidas' 'Refresh Your Gear' campaign gives
consumersthe chanceto get up to R400 off a
new pair of Adidas running shoes, while
donating their existingshoesto someoneless
fortunate. The 'Refresh Your Gear' campaign
targetedactive male and female consumersvia
TLC'sndoor mall walkwaybillboardsand large
format walkwaydecals

The agency strived to design elements of
creativity which translates seamlesslyinto a
memorable experience for the audience,
focussing both on promotional and event
basedactivation

An estimated 1,000 photography enthusiasts
were engagedthrough the initiative in India

CanonPhotoMarathonindiais a unique photo

competition that encouragesparticipants to

create photographicmasterpiecesn line with

assignedhemesc undertime pressure
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BRAND ACTIVATIONS

Citibank starts Dil vs Bill campaign
for Diwali shoppers

To tap the festive mood, Citibanklauncheda
new campaigntitled 'Tweet a cloud, Dil Se'
targeting customersin Mumbai and Delhi The
one-day activation, which targeted Diwali
shoppersover the weekend,intendedto judge
the customers' sentiments about how they
would spendfor Diwali

The campaigninitiated live Twitter feed under
#DilVsBill hashtag, where tweeple were
engagedin conversation about their Diwali
shopping Dependingon the momentumof the
tweets, the heart and rupee symbotshaped
thought clouds, made from helium and air,
were releasedfrom a kioskat DLFPromenade
mall, Delhi and High Street Phoenix Mall,
Mumbai In the evening,the thought clouds
were highlightedby flashingcolouredlights.

Bank of Baroda asks children to
'lointhed ot s

Currently kidsseemto castan aggressivdorce
when designingthe theme of any product's
branding technique Consequently, Bank of
Barodatoo hasdecidedto follow suit.

Themed around Children's Day, the bank
launched an innovative print campaign on
November 15, 2012 calling for entries for a
drawing competition for childrenrangingfrom
classsixtill standard12.

The campaign,launchedin the Timesof India
in Delhi,wasbroadlydividedinto two sections
wherein the first piece was a teaserthat said,
‘Join the dots and discoveryour new orange
friend'. To familiarise children with Bank of
Barodathe dots would form the bank'sorange
mascot
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A majority of the thought cloudsreleasedwere
heart-shaped indicating how people had

tweeted their preference in choosing
sentiments over bill while shoppingfor gifts.
Sheaddedthat the thought cloudswere eco
friendly and dissolvedatfter floating in the air
for sometime.

The activation aimed to promote Citibank's
specialEMI offer on credit cards,which offered
shoppingfor highervaluewithout incurringany
interestcharges

In the secondsegment,when one turned the
overleaf, a quarter page advertisement
showcased the invite for entries for the
drawing contest In this, it said that for the
contest, children between classsix and nine
need to paint the Bank of Baroda mascot
celebrating any festival while for children
betweenclassl0 and 12, the requirementwas
to paint the mascotpromoting a social cause
such as saving water and trees, amongst
others, andyes,the winner would be awarded
a certificatefrom the bank

It is pertinent to note herethat it is for the first
time that Bank of Baroda has decided to
interact with  children  thorough its
‘differentiated' campaign Thebrandintendsto
engagewith it consumerghrough an extensive
print campaign across India to spread
awarenessamongchildrenon bankingfacilities
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NEW MEDIA MONETIZATION

Lineage to install LED video walls at

CSTstation in Mumbai

LineageMedia has won rights to install true
colours LED video walls at CST station in
Mumbai It can sell the spacefor advertising
purposedor a periodof oneyeat

These LEDvideo walls are located between
platform 1 and 2, and platform 5 and 6 ¢ facing
the crowd at the entry and exit points towards
GeneralPostOfficeand Subway

The new media format has already attracted
few brands such as Parle ! 3 NEZr(oati,
Sundaram . 2 2 | @&dass program and
HexacorpPetrochemicalsApart from this, the
agency also has LED installations at Thane
station, local train exterior brandingand audio
commercialdrandingat local railwaysstations
of Mumbai.

MMRDA invites bids for
beautification under nineflyovers

The Mumbai Metropolitan Region
DevelopmentAuthority (MMRDA)has invited
expressionof interest from interested parties
for landscaping, beautification and
maintenanceof spaceunder nine flyoversin
Mumbai on sponsorshipbasis as Corporate
SociaResponsibility

The nine flyovers being offered through this
tenderare:

1. Kalanagar flyover, Bandra, Western
Expresdighway,Mumbai

2. Amarmahal Junction flyover, Chembuir,
EasternExpres$ighway,Mumbai

3. EveradNagar flyover, opposite RCFSion
Panvehighway,Mumbai

4. Turbheflyover,SanpadaNaviMumbai

22

* The content is a compilation of industry information from leading global advertising media publications & web portals.

5. Tin Hat Naka flyover, Eastern Express
highway,Thane

6. HindmataJunctionflyover, Dr. Babasaheb
Ambedkaroad, Mumbai

7. KingCircleto Tulpule Chowkflyover, Dr.
Babasahel®Ambedkamroad, Mumbai

8. Sion Hospital flyover, Dr. Babasaheb
Ambedkaroad, Mumbai

9. Bharatmata ¢ Lalbaug flyover, Dr.
Babasahel®Ambedkaroad, Mumbai

Under the terms, the landscaping and
beautificationdevelopmentwill be carried out
In 3 months or as specifiedin the work order
andthe maintenanceperiodwill be 5 years

The sponsor will be allowed to display the
corporate logo of approvedshapeand size at
approved locations For every 3 logos of the
sponsor,1 logo of MMRDAwill be displayedby
the sponsorat their own cost
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UNCONVENTIONAL MEDIA

New ideas on existing media opportunities

Boom Barrier Branding at Parking
Lots

A small yet effective media format which can
be usedfor brandingisthe Boom Barrierin the
parkinglots. Averagestoppagetime is roughly
15 -20 secondsat a Boom Barrier to get a
parking ticket or make payments Thetime is
sufficient to generate fine exposure to the
brand

Theother benefit with this mediumis that we
canactuallycalculatehow manypeoplehave

seenthis medium/ advertisementby lookingat
the numberof ticketsgeneratedon a particular
dayfrom the mall.

Thelocation of the mediacanalsobe usedfor
samplingactivity, where we have enoughtime
to distribute product leaflets with product
samplesor offers,

Forbetter visibilityandto breakthe monotony,
LEDlights canalsobe usedacrossthe creative
and can designthe cut outs of products on
offer.

Metro Station Tent Cardranding

Metro stations have become an interesting
advertisingmediaandthis mediahasa broader
reach as the number of people travelling is
huge Until now one could seebrandinginside
Metro, at the platforms, concourse and
security check,but now, it can be seenwhile
you punchin the card at the station at entry

and exit. Thisis rather more alluring because

everyonewho travelsby metro would seeand
recall the medium as well as the brand
advertisement Thissmall mediaformat is like
& / K PacketBadaDhamaka
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Regional Offices:

Delhi

249 A,

1stFloor

Okhla Industrial Estate PhaHé
NewDelht110020

Board Line011-49490300

Chennai

Golden Rays Business Centre,
Lake View Road,
WestMambalam

Chennat 600033

Board Line 04442073530

Milestone Brandcom

809810 Crystal Paradise,
Veera Desai Road,

Off Andheri LinlRbad,
Mumbai- 400053

Board Line 022-61370700

www.milestonemedia.in

Eid Ed

Bangalore

No. 946, 1st Floor,

11th Main Road

H.A.L. 2nd Stage
Indiranagatr,
Bangalore560008
BoardLine:080-40941904

Hyderabad

Plot no: 48, UBI Colony
Banjara Hills,

RoadNo : 3

Hyderabad; 500034

Board Line040-65863770
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Sheetal Jain
D:022-61370738
Sheetal.jain@milestonemedia.in

Nidhi Kavle
D:022-61370711
Nidhi.kavle@milestonemedia.in

Kolkata

Keshar Vatika

24 Floor, Flat No.2B
7A,Gurusaday Road.
Kolkata 700019

BoardLine:033-407071755

Pune

Cabin 9, 1/1,

Rambaug Colony, Opp BP petrol
pump, LBS Road, Navi Peth
Pune 411030

Board Line020-65005761
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