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Bringing out the festivities 
Out-of-home 
Amid talks of the slowing economy & looming 
recession, the festive season has brought its 
own cheer. All Indians loosen their purse 
strings ahead of Dushehra and Diwali, the two 
big festivals that also usher in the wedding 
season. It is when an increasing number of 
brands from all walks of life and category jump 
on the advertising bandwagon to cash in on the 
air of festivity. 

COVER STORY 

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

Festive season brings in a lot of happiness to 
the outdoor industry. Media bookings across 
major metros is already bumper full; in fact 
there are few areas where there is an increase 
in demand and decrease in supply situation. 
With the retail expansion and development of 
new media formats, out of home proves to be 
an attractive communication medium that 
gives a new dimension to advertising. 

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



04 December 06 | 2012 

2 

Coca-Cola’s dancing vending 
machine  
Here is the latest ΨIŀǇǇƛƴŜǎǎΩ project from 
Coca-Cola, this time from Korea, where a huge 
interactive dancing vending machine was 
created, rewarding people who completed the 
tasks with free drinks, the harder the challenge 
the more free coke people scored! At first 
glance, ƛǘΩǎ a pretty robust game, powered by a 
Microsoft Kinect with image recognition to 
confirm and reward people for completing the 
challenges successfully.  

 

 

 

 

 

 

 

 

 

On the surface, this may just look like a 
marketing gimmick in which Coke merely rips 
off all the dancing games that exist for the X-
Box, but ƛǘΩǎ the combination of technology 
here that is really the intriguing part. 

 

Vending machines may not seem like a place 
for cutting edge technology, but that is 
changing and quickly. Last year, Pepsi created a 
Social Vending machine that allowed you to gift 
a soda to a friend and the machine would text 
them with a code to receive it.  

 

At the University of Texas, a robotic barista 
from Briggo was installed that serves up coffee 
drinks ordered on site or via smartphone. And 
ƛǘΩǎ not just drinks τ an Italian company has 
also created a vending machine that makes and 
bakes fresh pizza. 

 

 
Considering the relatively low cost of a Kinect 
compared to a vending machine, it makes sense 
that a company would try to use the tech for its 
advantage. 
Increasingly, Kinect sensors are being used in 
technologies aimed at pushing the boundaries, 
such as NAO robots to mimic human gestures, 
handheld scanners to make 3D models, and 
even Minority Report-like interfaces.  

COVER STORY 

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

“Jitna Lamba Sath Utni Jyada Baat” 
– Tata DoCoMo 
DoCoMo came up with a new campaign with 
the message άWƛǘƴŀ Lamba Sath Utni Jyada 
.ŀŀǘέ. The campaign was executed in Indore 
and Jabalpur by Milestone Brandcom in the 
month of November. The communication aims 
to sell the lifetime voice plan to the consumers 
asking them to invest for a longer duration and 
get extra talk time. The creative exhibits Ranbir 
with ΨtƘƻƻƭƧƘŀŘƛΩ wishing a Happy Diwali to 
people. 

Large format media is used for the campaign at 
the key locations in both the cities. 

Vodafone now takes to innovation 
in OOH media 
Vodafone has flagged off a new OOH campaign. 
The two campaigns running simultaneously are 
Ψ/ȅŎƭŜ to light up the Mysore tŀƭŀŎŜΩ in Mysore 
and Festive Offers in Hyderabad. 

The objective of the Ψ/ȅŎƭŜ to light up the 
Mysore tŀƭŀŎŜΩ was to promote cycling in the 
city and spread awareness on the health 
benefits associated with it and also promote 
highest standards of health, safety and well-
being. 

 

As part of the initiative, a non-lit 20ΩȄ10Ω 
hoarding at Ballal Circle in Mysore was taken 

up where they built backlit boxes inscribed with 
the design of the Mysore Palace along with 
other prominent elements on the hoarding and 
platform. Ten stationary cycles were placed at 
the palace, each connected with a generator 
and battery. When people cycled, the batteries 
got charged and lit part of the palace every day. 
 
Over 17,000 people cycled during the campaign 
and this resulted in the production of over 
55,000 watts of power. Also various sections of 
people in Mysore ς students, businessmen, 
government officials, army men, IT 
professionals, foreigners and tourists ς were 
present at 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 procession in a boat along 
the river Krishna in the evening.  

 

Keeping the festival in mind, Vodafone rolled 
out a festive offer in Hyderabad, wherein it 
amplified a concept of Theppoutsvam of 
Vijaywada Kanaka Durga through an innovation 
at a prime location to promote the Vodafone 
pre-paid plan. The innovation depicted the 
Theppoutsvam Boat moving in the river on the 
foot overbridge at Banjara Hills on a 80Ω x 15Ω 
billboard. 

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

http://www.bestmediainfo.com/wp-content/uploads/2012/11/Mysore-vodafone-1.jpg
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Vodafone: Tailored on OOH 
Telecom giant Vodafone has launched several 
impactful campaigns with high recall value 
through the years, be it the use of its pug, the 
Zoozoos, the Delights campaign, Internet is fun 
and the Gaming campaign. The current 
campaign, 121, too describes the 
personalisation of the talk time plans in a fun 
and catchy way. 

 

The extension of the campaign on the out of 
home platform relates to the concept of 
personalisation. One of the creatives 
showcases the various neckline designs of girls' 
clothing, as described to the tailor, while 
another shows the designs of beards given by 
boys to their barbers in the salon.  

The message on the hoardings is, Vodafone 
'Made for You' Offer, Dial *121#. 

 

The communication is amplified through a mix 
of large and small format media across 
geographies to target each and every Vodafone 
customer. 

 

The six-week campaign is 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, Karnataka and Bihar. At last count, 
more than 600 surfaces were employed to 
carry the campaign, including billboards, bus 

shelters, signages, gantries, bus panels,  

pole kiosks, station branding, LED panels and 
trade fair branding options. 

 

The campaign is an extension of the OOH 
campaign that ended in September and 
depicted the message, Vodafone par payein full 
talk-time offer, dial karein *121#. A special 
innovation was executed in Jaipur with a 
hoarding that was designed with a 3D cut-out 
of the backside of a car. 

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

http://www.bestmediainfo.com/wp-content/uploads/2012/11/Mysore-vodafone.jpg
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Life Ok extensively uses OOH media 
to market ‘2612’ 
Life Ok has taken the outdoor route to market 
its to-be-launched show Ψ2612Ω. The story of 
Ψ2612Ω revolves 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 known as Ψ2612Ω. 

 

 

 

 

 

 

 

 

 

The channel has used a mix of traditional and 
new media formats such as bus panels, 
hoardings, drapes at airports and gantries. The 
15-day campaign is currently active in Mumbai 
and Delhi. 

Unlike other GECs, Life Ok off-late is also using 
the OOH medium to promote key peak points 
in the storyline of its on-going shows to garner 
audience attention. It will be interesting to see 
how the channel will portray the highlights of 
this show on outdoor in the coming days 

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

Star Plus’ ‘Gauri’ campaign 
With increasing competition in the Hindi GEC 
space, every channel is in the race to be 
different when it comes to marketing shows. To 
break the clutter and create noise for its 
upcoming show ΨaǳƧƘǎŜ Kuch KehtiΧYeh 
YƘŀƳƻǎƘƛȅŀƴΩ Star Plus created mystery teaser 
campaign.  

The campaign revolves around the news of a 
girl ΨDŀǳǊƛ .ƘƻƴǎƭŜΩΣ brought up in London, who 
goes missing on her arrival in India. 

 
As a part of the promotional activity, the 
channel has put up ΨƳƛǎǎƛƴƎΩ posters across bus 
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. 

 
Though the extensive campaign has managed 
to attract viewer attention, it has garnered 
mixed reactions with some people highlighting 
that it might not be morally appropriate to use 
ΨƳƛǎǎƛƴƎ ƎƛǊƭΩ as a concept as well as rope in a 
news channel for the same, keeping the 
sentiments of people in mind.  

In the cluttered media space that we are in 
today, curiosity and recall value are some of 
the core aspect that are missing in outdoor 
campaigns. While outdoor is one of the most 
spent sectors in media, it is merely used as a 
supporting channel. 

 
Through ΨaƛǎǎƛƴƎ .ƘƻƴǎƭŜΩΣ Star Plus has 
already grabbed interest of the viewers. It has 
projected itself to be show that is a must-watch 
irrespective of some negative reactions that it 
has garnered. A thumbs-up to the campaign 
because it has already boosted conversations 
about the show way before its launch.  
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Frooti uses 205 OOH spots in 20 
cities for 21 days 
The festival season saw many FMCG brands 
heavily advertise on outdoor. Parle !ƎǊƻΩǎ 
Frooti was one such brand that extensively 
used OOH to convey the ǎŜŀǎƻƴΩǎ greetings.  
 

Frooti undertook a 21-day campaign to create a 
top-of-the-mind recall. The initiative was 
spread across 20 cities and used almost 205 
traditional media surfaces. 

 
Billboards, bus shelters, Delhi metro pillars and 
flag signs on the road were the formats used. It 
was launched in Mumbai, Delhi, Chennai, 
Bangalore, Ahmedabad, Hyderabad, Pune, 
Nagpur, Gurgaon, Noida, Mysore, Vijayawada, 
Surat, Indore, Bhopal, Goa, Cochin, Lucknow, 
Jaipur and Patna. In addition to the regular 
creatives, mango cut-outs were used on the 
billboards to attract attention. 

 

Shoppers Stop taps consumers on 
the move with in-cab advertising 
Retail giant Shoppers Stop has partnered with 
En Route Media for its in-cab interactive TV 
network Flo. Shoppers Stop has a first-mover 
advantage and has launched a campaign that 
presents a special discount offer exclusively for 

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

EasyCabs passengers watching Flo. 
 
This initiative comes under the umbrella 
campaign of Ψ/ƘƻƻǎŜ your own gift at Shoppers 
{ǘƻǇΩ that is running till  January 1, 2013. Unlike 
other advertisements, this one was designed 
specially to optimally utilise CƭƻΩǎ strengths. 

 

Flo has an audio visual, touch screen interface 
that allows passengers to interact with brands 
during their cab journey. Shoppers Stop has 
used an interactive animation that asks 
passengers ά²ƘŜƴ was the last time you 
treated ȅƻǳǊǎŜƭŦΚέ; upon clicking a button, 
interested passengers are redirected to a 
landing page specially created to give out the 
SMS codes they can use to avail the exclusive 
discount. Along with this, side banners have 
been used for recall purposes. 
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Shiv Sena’s tribute to Balasaheb 
Mumbai mourned the demise of Shiv Sena 
Supremo Bal Thackarey last weekend. While 
the city came to a standstill with the news, his 
followers and well-wishers captured the 
outdoor landscape with various good-bye 
messages. 

 

 

 

 

 

 

Bal ¢ƘŀŎƪŀǊŜȅΩǎ pictures were across various 
media formats spotted across various locations 
from Chembur to South Mumbai, South 
Mumbai to Worli, Andheri to Powai, etc.  

 

The outdoor sites ς from shop fronts to 
billboards to bus back panels ς are at an eye 
level, they were seen and observed effectively. 
Also, all the formats that are dedicated to the 
tribute have a clean singular message. It is a 
fact that the human brain cannot process 
complicated things when you have fraction of a 
second till  the next outdoor site appears and 
this is the main reason that this campaign was 
so effectively visible. 

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

ΨMore Bright More Vivid More WƻȅΩΣ the Sony 
Bravia ad seeks to show LƴŘƛŀƴǎΩ preference for 
brighter displays and sharper contrasts in their 
televisions. The same has been captured in 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 
hoardings and shop-front promotions. 

Sony Bravia displays a riot  of 
colours on outdoors 
Sony India has been on an overdrive this festive 
season. Based on customer feedback, the 
electronics major developed ΨƴŜǿ picture 
ǎŜǘǘƛƴƎǎΩΣ which have been customised as per 
the likings of Indian customers. In an effort to 
market this proposition, Sony rolled out a 
television campaign, wherein the protagonist, a 
little boy, playfully captures the moon in a jar 
and releases it in a festive setting, making the 
celebrations brighter, more vivid and more fun. 
In keeping with its tagline:  

 

Tata Manza targets 40 cities via 
outdoor campaign 
Tata Manza is one of the most premier and 
successful brands in the Tata Motors brand 
portfolio. Taking the brand proposition a step 
further, Tata Motors is currently using the 
creative of ΨbŜǿ Manza ς The Club {ŜŘŀƴΩ for 
its outdoor campaign to showcase three 
premium up-gradation to the car. 

 

The campaign commenced on October 17, 
2012 and will continue for a month. The 
campaign spans over 40 cities where car sales 
are high. Premium large format billboards, 
innovative airport media such as airport wall 
branding, FIDS and in-flight branding have been 
used to communicate the message to the 
target group of Males Sec AB (25 to 45 years). 
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Tata DoCoMo  Tata DoCoMo  

OOH INDUSTRY UPDATES 
[Milestone’s latest campaigns] 

Bajaj discover campaign executed 
across north  India. 

Mall Media Faster Broadband. Lower Price Band 

Croma 
Unlimited 5% Cashback 

Garnier 
Hair shines with a new strength 

Dark Fantasy 
Choco Fills 

Maybelline  
Vivid Electra Collection 

ICICI  
1% Cash Back Home Loans 

Binani Cement 
Sadiyon Ke Liye 

Tata Sky DSP Blackrock 
HD Sanctuary Wildlife Awards 2012 

Fastrack 
20% off on watches 

8 

 



04 December 06 | 2012 

Son of Sardar Colors Colors 

OOH INDUSTRY UPDATES 
[Milestone’s latest campaigns] 

Movie Launch Zindagi abhi baaki hai Peoples Choice Awards 

Signature 
Success is living in the spotlight 

Fastrack 
Bags 

Mc Dowells 
Dosti ka no. 1 spirit 

Yippe 
Noodles 

Fosters 
Now Available, Fosters strong 

Titan Eye Plus 
40% off 

Tanishq Pantaloons 
In love with fashion Now open @ R City Mall 

British Airways 
Alan Kingshott invites India to his 
Britain 

9 
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OOH INDUSTRY UPDATES 
[Milestone’s latest campaigns] 

Seacod Greece Collection No1. Color Riche 

10 
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Miscellaneous 
39% 

Organized Retail 
15% 

Real Estate & 
Construction 

10% 

Consumer Services 
8% 

FMCG 
7% 

Financial Services 
7% 

Media 
4% 

Telecom 
4% 

Automobile 
3% 

Electronic 
Durables 

3% 

The Organized Retail sector saw a rise in spends 
given the festive season. It was followed closely 
by Real Estate, Consumer Services, FMCG & 
Financial Services.  

 

Media, Telecom & Automobile witnessed a slow 
down. 



04 December 06 | 2012 

INTERNATIONAL OOH 

12 

Berlin Marathon: The Five Stages of 
a Marathon 
The Berlin Marathon began in 1974 and has 
firmly placed itself on the ΨƳǳǎǘ ŘƻΩ marathon 
checklist and has a running field of 40,000 
participants, finishing right next to the 
Brandenburg Gate, one of the ŎƛǘȅΩǎ most iconic 
landmarks. The course is extremely flat and fast 
so provides ideal conditions if you want to run 
your first marathon or are trying to set a new 
personal best! 

 

On September 30th 2012, over 40,000 athletes 
set off on the fastest marathon course in the 
world, cheered on by a million spectators and 
more than 70 live bands, the 39th BMW 
BERLIN MARATHON will once again captivate 
the German capital. 

 

Adidas built 5 custom built stages  that gave 
the audience and 40,000 participants of the 
marathon the chance to literally look inside a 
marathon runner. Each stage expressed the 
physical and mental condition of a marathon 
runner at a particular spot along the track with 
an unexpected and entertaining artistic 
interpretation. 

Km 3 : Excitement! 

Km 12 : Flow! 

Km 22 : Euphoria! 

Km 38 : Pain! 

Km 42 : Celebration! 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Aziatage Pan-Asian Cafe: Chopsticks 
Dragon 
Aziatage pan-Asian café was about to open in 
Yekaterinburg city. We needed to attract the 
attention of city resident to the opening and to 
create a footfall at the first period of café 
working. An art project was developed for the 
ŎƛǘȅΩǎ central pedestrian street. This coincided 
with the Chinese Dragon Festival which is the 
day when, the legend has it, all wishes come 
true.  

We encouraged everyone to get involved and 
gave the city a new landmark.  

A board with 11,000 holes in it appeared near 
the cafe. Chopsticks were handed out. Having 
split the sticks, you pushed one into the board 
making a wish. The other, branded, stick gives 
you a discount. In just under 6 hours a dragon 
was born. It now advertises the cafe.  

As a result of the execution, 

- Over 10,000 wishes made 

- Free media of over $25,000 

- Cafe full up during the campaign day ς and 
thereafter 

- 3019 people exchanged their chopsticks to 
reduction on dinner at Aziatage restaurant 

 

 Angry Birds – Outdoors! 
In order to raise interest and sales for the print 
publication, the Público Newspaper Angry 
Outdoors marketing ploy used the chaotic 
fowls from the Angry Birds app to wreck 
buildings in Lisbon. 

The company was low on funds and had no 
budget for advertising except for what may be 
used to promote itself in its own paper. Since 
there are many structures in Lisbon that are 
broken down or dilapidated, Público thought it 
would be comically creative if it were to place 
images of the Angry Birds taking down the 
structures. These photos were made into 
stickers and handed out in a booklet to people 
on the streets. Not only did it display a quirky 
side to the newspaper, but it also expanded the 
clientele and readership audience by  

catering to a younger crowd. 

The company said that the Público Newspaper 
Angry Outdoors marketing campaign contains 
the same άŘŜǎǘǊƻȅ-it-ŀƭƭέ attitude that the 
bashing fowls possess.  

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



04 December 06 | 2012 

INTERNATIONAL OOH 

14 

Huawei mediapad fountain of 
wealth projection 
Saatchi & Saatchi China recreated a digital 
campaign for Huawei Mediapad. Gaming fans 
had the chance to play a 3D game on a giant 
outdoor screen at the world-renowned Suntec 
City- Fountain of Wealth in Singapore this 
September. The sensational creative video 
show of the Huawei MediaPad 10 FHD and 
Huawei Ascend D1 Quad-Core XL mobile phone 
was staged in the Plaza there. A large number 
of Huawei lovers broke out their Huawei 
Ascend D1 Quad-Core XL as the joystick, and 
their Huawei MediaPad 10 FHD as the game 
console to enjoy a 3D fighting game on a close 
to 1000m2 screen, with the help of the most 
advanced projection technology. 

Branas Ski Resort – A Real Christmas 
The best gift you can give your family ς A real 
Christmas  vacation at Branas  Ski Resort. 

Haloween Bacon 
To promote the early November opening of 
Rashers, a shop dedicated to bacon 
sandwiches, the greatest Halloween treat was 
created : chunks of crispy, salty double-smoked 
bacon wrapped to look like traditional 
Halloween goodies. 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Hand-lit  billboard 
Upstairs Downstairs is a show about two 
classes under one roof in 1930s England. To 
demonstrate this clear and often cruel class 
division, two "downstairs" servants were 
employed to tend to the lighting needs of the 
"upstairs" portion of the cast on the billboard.  

 

The servants stood vigil seven nights straight, 
rain or shine and naturally, on top of their 
lighting duties, invited onlookers to tune in for 
the premiere.  

Lane or Avenue? 
Compact city cars Daewoo Matiz are very 
familiar to the Ukranian citizens. The car is 
often bought in order to get from the suburbs 
to the center. There are many narrow streets in 
the city center and there are many problems 
with congestion and parking. The objective was 
to tell citizens that with matiz, this was not a 
problem. 

 

To communicate this message, billboards with 
directions close to driveways, lanes and side 
roads were placed around the city. Thus with 
Matiz, lanes become avenues! 

 

Free Eye Test 
An innovative billboard with reducing text was 
taken up to convey the free eye test available 
at Pearl Opticians.  

 

The letters were arranged in the same reducing 
order corresponding to font at the eye test. 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Schoolarship Business Cards 
Schoolarship is an organization that provides 
education grants to students in need. They 
created a business card that visually 
demonstrates how Schoolarship grants can 
help post-secondary students achieve ς a 
diploma/degree. 

Banged up car flier 
Initiative carried out at toll stations by the Rio 
Grande do Sul Department of Motor Vehicles. 
Drivers were handed out completely crumpled 
fliers. As they straightened them out, they 
would see a message warning against reckless 
driving. 

Bronx Skate Store Business Card 
Based on the use that skaters do to cover torn 
parts of the sneakers, a business card has been 
developed for Bronx Skate Store. 

In case the skater has his sneaker torn, he is 
also able to use the card to cover the damaged 
sneaker. 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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LG’s Home Electronics Show 2012 
Milestone Connect tied up with LG Electronics 
India Private Limited to manage the Home 
Electronics Show 2012 during October 26-28 at 
Pragati Maidan, New Delhi, India . HES is India's 
first ever international exhibition on Consumer 
Electronics, ICT & Digital lifestyle. LG 
showcased its most premium range of products 
in this Expo.  

 

 

 

 

 

 

 

 

 

The stall design incorporated the display of the 
World Record Products and hero models of all 
product categories. This design was at par with 
IFA, the ǿƻǊƭŘΩǎ leading trade show for 
Consumer Electronics and Home Appliances. It 
spoke of the premium quality delivered by LG 
to its consumers. Only two colors ς White & LG 
Red were used throughout the stall. Only, the 
World Record Products, 55έ 3D TV - The 
²ƻǊƭŘΩǎ narrowest bezel 3D TV & Refrigerator - 
The ²ƻǊƭŘΩǎ First Door-in-Door Applied 

Refrigerator were showcased at an island 
platform with Gold finish. Every hero model of 
each category was highlighted through the LG 
Red demarcation within the design. The 
lighting of the entire stall was concealed within 
the header which ran throughout the design. 
The entire lighting of the stall was White, to 
maintain the original tone of the design. 

 

LG showcased its latest technologically 
advanced products like 84έ Ultra Definition 3D 
TV with the resolution of 3,840 x 2,160. This 4K 
TV offers quadruple the detail of a full HD 
1080p unit, offering 8,000,000 pixels. Also, The 
²ƻǊƭŘΩǎ narrowest 3D Video Wall was 
displayed. In Home appliances Zone, LG 
showcased its high end technology - Inverter 
linear compressor, direct drive, lightwave, 
Kompressor via its premium products. Also, 
highlighted were the products from GSM, IT & 
Air Conditioner categories. A special display 
was created to exhibit the Accessories by LG.  

 

Four agencies were invited for the pitch but 
Milestone Connect won the pitch on the basis 
of the understanding of the brand and the 
designs crafted by the team.  

 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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LG showcases their 84 inch Ultra 
High Definition 3D TV at Stuff 
Gadget 2012 
Milestone Connect recently executed the LG 
exhibition at Stuff Gadget 2012 from 1st 
November ς 4th November 2012, which was 
conducted in MMRDA Ground, Bandra Kurla 
Complex. After a pitch process which involved 
six agencies, Milestone Connect bagged this LG 
exhibition on the basis of the stall design.  

 

ά{ǘǳŦŦ Gadget Show 2012έ aimed to bring to life 
a fantastic array of gadgets, technology and 
lifestyle products which you might have 
probably seen, but never experienced. 

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 
and not the stall design. 

Apart from 84-inch Ultra High Definition 3D TV, 
LG showcased their 55 inch Cinema 3D Smart 
TV with ²ƻǊƭŘΩǎ narrowest Bezel.  

 

Along with these, LG had different TVs installed 
highlighting the features of Cinema 3D Smart 
TV range like 2D to 3D conversion, Dual Play, 
Large Screen range and Smart Sharing and 
showcased their accessories like lightweight 3D 
glasses, Dual Play Glasses, Clip on Glasses, 
Skype Camera, Wi Fi Dongle and Magic Motion 
Remote. 

When it comes to technology and lifestyle 
products, how can LG electronics, the leading 
lifestyle electronic brand of the country not be 
a part of such a show. With their Cinema 3D 
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 
showcase the LG Cinema 3D Smart TV in a way, 
which looks premium and ŘƻŜǎƴΩǘ take away 
the limelight from the products. 

Multiple touch points -  American Embassy 

School 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Ambuja Cement Road Show 
Ambuja Cement manufactures the highest 
strength cement. The core brand promise of 
Ambuja Cement is strength. Keeping the above 
in mind Milestone Connect derived a concept 
ά¸ŜƘ Taqat Kabhi nai ¢ǳǘŜƎƛέ. The strength we 
are talking about is physical, emotional & 
mental strength. 

 

The primary objective of this activity was to 
touch base with the customer and to make the 
brand more visible and more acceptable. The 
brand image & price premium needed to be 
highlighted. The influencers of this category are 
the contractors, masons along with the 
individual house builders. 

 

Canters (TATA 407) were thematically designed 
to conduct this activity in Delhi NCR and 
Haryana. In total 120 man days were put in 
reaching out to almost 150 Ambuja cement 
dealers across Delhi and Haryana. 

Emcee interactions 

Distribution of gifts 

Creating a buzz 

Canter  

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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TLC called on to help Adidas with its 
'Refresh Your Gear' campaign 
JOHANNESBURG: New TLC Unlimited client 
Adidas recently selected the Primedia 
Unlimited company to drive consumers into 
key Adidas stores to exchange their old running 
shoes for new Adidas ones as part of its 
'Refresh Your Gear' campaign. 

 

Adidas' 'Refresh Your Gear' campaign gives 
consumers the chance to get up to R400 off a 
new pair of Adidas running shoes, while 
donating their existing shoes to someone less 
fortunate. The 'Refresh Your Gear' campaign 
targeted active male and female consumers via 
TLC's indoor mall walkway billboards and large 
format walkway decals. 

 

Canon’s Photo Marathon 
Canon launched a Photo Marathon 2012 in 
New Delhi at Kalkaji Public School, New Delhi. 
This event is a subset of the extremely 
acclaimed Canon Photo Marathon Asia 2012. 

 

The Canon PhotoMarathon 2012 kicked off for 
the 10th consecutive year globally and for the 
4th consecutive year in India. Spanning five 
countries, this year's competition will bring 
together photographic talents from India, 
Indonesia, Malaysia, Singapore and Vietnam. 
Lucky winners of the region's largest photo 
competition will be gifted all expenses paid 
tickets to Hungary. 

 

 

 

 

 

 

 

 

 

 

The agency strived to design elements of 
creativity which translates seamlessly into a 
memorable experience for the audience, 
focussing both on promotional and event 
based activation. 

 

An estimated 1,000 photography enthusiasts 
were engaged through the initiative in India. 
Canon PhotoMarathon India is a unique photo 
competition that encourages participants to 
create photographic masterpieces in line with 
assigned themes ς under time pressure. 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Citibank starts Dil vs Bill campaign 
for Diwali shoppers 
To tap the festive mood, Citibank launched a 
new campaign titled 'Tweet a cloud, Dil Se' 
targeting customers in Mumbai and Delhi. The 
one-day activation, which targeted Diwali 
shoppers over the weekend, intended to judge 
the customers' sentiments about how they 
would spend for Diwali.  

 

The campaign initiated live Twitter feed under 
#DilVsBill hashtag, where tweeple were 
engaged in conversation about their Diwali 
shopping. Depending on the momentum of the 
tweets, the heart and rupee symbol-shaped 
thought clouds, made from helium and air, 
were released from a kiosk at DLF Promenade 
mall, Delhi and High Street Phoenix Mall, 
Mumbai. In the evening, the thought clouds 
were highlighted by flashing coloured lights.  

 
Bank of Baroda asks children to 
'join the dots‘ 
Currently, kids seem to cast an aggressive force 
when designing the theme of any product's 
branding technique. Consequently, Bank of 
Baroda too has decided to 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 children ranging from 
class six till  standard 12. 

 

The campaign, launched in the Times of India 
in Delhi, was broadly divided into two sections 
wherein the first piece was a teaser that said, 
'Join the dots and discover your new orange 
friend'. To familiarise children with Bank of 
Baroda the dots would form the bank's orange 
mascot. 

A majority of the thought clouds released were 
heart-shaped, indicating how people had 
tweeted their preference in choosing 
sentiments over bill while shopping for gifts. 
She added that the thought clouds were eco-
friendly and dissolved after floating in the air 
for some time. 

The activation aimed to promote Citibank's 
special EMI offer on credit cards, which offered 
shopping for higher value without incurring any 
interest charges. 

In the second segment, 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 class six and nine 
need to paint the Bank of Baroda mascot 
celebrating any festival while for children 
between class 10 and 12, the requirement was 
to paint the mascot promoting a social cause 
such as saving water and trees, amongst 
others; and yes, the winner would be awarded 
a certificate from the bank. 

 

It is pertinent to note here that it is for the first 
time that Bank of Baroda has decided to 
interact with children thorough its 
'differentiated' campaign. The brand intends to 
engage with it consumers through an extensive 
print campaign across India to spread 
awareness among children on banking facilities 

 

* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Lineage to install LED video walls at 
CST station in Mumbai 
Lineage Media has won rights to install true 
colours LED video walls at CST station in 
Mumbai. It can sell the space for advertising 
purposes for a period of one year. 

 

These LED video walls are located between 
platform 1 and 2, and platform 5 and 6 ς facing 
the crowd at the entry and exit points towards 
General Post Office and Subway. 

 The new media format has already attracted 
few brands such as Parle !ƎǊƻΩǎ Frooti, 
Sundaram .ƻƻƪǎΩ e-class program and 
Hexacorp Petrochemicals. Apart from this, the 
agency also has LED installations at Thane 
station, local train exterior branding and audio 
commercials branding at local railways stations 
of Mumbai. 

 MMRDA invites bids for 
beautification under nine flyovers 
The Mumbai Metropolitan Region 
Development Authority (MMRDA) has invited 
expressions of interest from interested parties 
for landscaping, beautification and 
maintenance of space under nine flyovers in 
Mumbai on sponsorship basis as Corporate 
Social Responsibility . 

 

The nine flyovers being offered through this 
tender are:  

1. Kalanagar flyover, Bandra, Western 
Express highway, Mumbai  

2. Amarmahal Junction flyover, Chembur, 
Eastern Express highway, Mumbai 

3. Everad Nagar flyover, opposite RCF Sion 
Panvel highway, Mumbai  

4. Turbhe flyover, Sanpada, Navi Mumbai 

 

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

6. Hindmata Junction flyover, Dr. Babasaheb 
Ambedkar road, Mumbai  

7. King Circle to Tulpule Chowk flyover,  Dr. 
Babasaheb Ambedkar road, Mumbai  

8. Sion Hospital flyover, Dr. Babasaheb 
Ambedkar road, Mumbai  

9. Bharatmata ς Lalbaug flyover, Dr. 
Babasaheb Ambedkar road, Mumbai. 

 

Under the terms, the landscaping and 
beautification development will be carried out 
in 3 months or as specified in the work order 
and the maintenance period will be 5 years. 

 

The sponsor will be allowed to display the 
corporate logo of approved shape and size at 
approved locations. For every 3 logos of the 
sponsor, 1 logo of MMRDA will be displayed by 
the sponsor at their own cost. 

 
* The content is a compilation of industry information from leading global advertising media publications & web portals. 
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Boom Barrier Branding at Parking 
Lots 
A small yet effective media format which can 
be used for branding is the Boom  Barrier in the 
parking lots. Average stoppage time is roughly 
15 -20 seconds at a Boom Barrier to get a 
parking ticket or make payments. The time is 
sufficient to generate fine exposure to the 
brand.  

The other benefit with this medium is that we 
can actually calculate how many people have 

* The content used in this document has been taken from leading global advertising & media publishing portals. 

seen this medium/ advertisement by looking at 
the number of tickets generated on a particular 
day from the mall.  

The location of the media can also be used for 
sampling activity, where we have enough time 
to distribute product leaflets with product 
samples or offers.  

 

For better visibility and to break the monotony, 
LED lights can also be used across the creative 
and can design the cut outs of products on 
offer. 

 

 

Metro Station Tent Card Branding 
Metro stations have become an interesting 
advertising media and this media has a broader 
reach as the number of people travelling is 
huge. Until now one could see branding Inside 
Metro, at the platforms, concourse and 
security check, but now, it can be seen while 
you punch in the card at the station at entry 
and exit. This is rather more alluring because 
everyone who travels by metro would see and 
recall the medium as well as the brand 
advertisement. This small media format is like 
ά/Ƙƻǘŀ Packet Bada Dhamakaέ Metro Station Tent Card Branding 



04 December 06 | 2012 04 December 06 | 2012 

Contact Us 
Sheetal Jain 
D: 022-61370738 
Sheetal.jain@milestonemedia.in  

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

Milestone Brandcom 
 
809-810 Crystal Paradise, 
Veera Desai Road, 
Off Andheri Link Road,  
Mumbai - 400053 
Board Line : 022-61370700 
 
www.milestonemedia.in  

Delhi 
249 A,  
1st Floor 
Okhla Industrial Estate Phase-III 
New Delhi-110020 
 
Board Line: 011-49490300 

   
 
 
 

Bangalore 
No. 946, 1st Floor,  
11th Main Road 
H.A.L. 2nd Stage 
Indiranagar,  
Bangalore-560008 
Board Line: 080-4094 1904 

   
 
 
 

Kolkata 
Keshar Vatika 
2nd Floor, Flat No.2B 
7A,Gurusaday Road. 
Kolkata- 700019 
 

Board Line: 033-407071755   
 
 
 

Chennai 
Golden Rays Business Centre, 
Lake View Road,  
West Mambalam 
Chennai - 600 033 
 
Board Line : 044-42073530 

 
 
 

Hyderabad 
Plot no: 48, UBI Colony 
Banjara Hills,  
Road No : 3 
Hyderabad ς 500034 
 
Board Line: 040-65863770 

 
 
 

Pune 
Cabin 9, 1/1, 
Rambaug Colony, Opp BP petrol 
pump, LBS Road, Navi Peth 
Pune 411030 
 
Board Line: 020 -65005761 

 
 
 

Regional Offices: 
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