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ON THE COVER: Trends for outdoor
graphic applications have shifted
in recent years, with more em-
phasis being placed on outdoor
lifestyle graphics. Story on page
30. (Image courtesy of Bluemedia,
photo by Dennis Dinsmore)
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This 30 x 150" building banner was created on mesh
for the US Airways Center. (Image courtesy Bluemedia)
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Outdoor advertising is an economical and highly effective marketing solution.

a recession means losing touch with
an even smaller pool of dollars still in
circulation.

Remaining pertinent to customers
is the business equivalent of breathing.
Companies that stop advertising when
times are rough run the risk becoming
*dead” to the customer. Even in
troubling times, there’s always somebody
who wants to spend money. It's up to
[TLiHi”L‘HS OWwWners to SE‘I(}"L'&' T.h'i..:'“'l T.I"I.L' IMost
pruﬂ[:ll‘nlu ways to 3-:pL‘nr:| Lt. (}r;tphi{:ﬁ
shop owners listen up!

TAKIN’ IT TO THE STREETS

“Qurtdoor is probably the most cost-
ettective advertising medium. People
are starting to realize that it’'s nort that
expensive to produce, and it gets better
results than TV,” says Mark Rowell,
president of Mammoth Media, in Eas
Weymouth, Mass.

For Rowell and others, outdoor
signage offers a low-cost solution for
companies to keep their names in front
{JIH J'FIJ'{TIF' CUsStOImers, llI'IL{ 15 thHU el ]Jl'{.]f‘lt['r.lt‘ll[._‘
way to keep print shop doors open.

Current examples of outdoor
advertising options include event signage,
transit graphics, vehicle wraps, building
wraps, billboards and dynamic digital
signs. The good news is most shops
already have the equipment necessary to
produce one or more types of outdoor
signage. All that remains is to sell it ro
the customer,

But outdoor advertising is a two-way
street, as Andy Salcido, account execurive
at Bluemedia, in Phoenix, points out.
When orders were low, Bluemedia kept
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Outdoor Advertising Applications
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The future may be closer than imagined. Is it time for digital signage? This LED ribbon, created for the American Broadcast Corp. by D3 LED, is one eye-catching example.
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As a sponsar for Firebird racetrack, Bluemedia estimates their billboards and car sponsorship have earned over
$266,000 worth of TV time on ESPN. Billboards were printed on the HP-Scitex XL Jet 3 using 14 oz. banner material,
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employees busy by producing a plethora
of self-promotional outdoor graphics.
They wrapped several employee cars, and
formed sponsorship agreements with local
sporting venues such as Phoenixs Coyortes
and Suns, the Arizona Diamondbacks,
and art Firebird Raceway.

The best part abour the racerrack
sponsorship: not only did it get them
advertising, but the agreement also made
them the track’s sole graphics supplier.
Salcido estimates that the sponsorship
has earned him abour $260,000 worth
of TV time.

“Sports marketing really pays,” Salcido
says. In addition to creating signage for
race tracks, Bluemedia is also wrapping
the racecars as well. That's one place
where the sun does shine.



WHAT’S SHAKIN’, BACON?

“I think vehicle wraps have absolutely
changed [outdoor advertising] without
a doubt,” says Salcido.
permitting, no sign or city ordinances
to deal with, and the number of

“There’s no

impressions a vehicle gets per day is as
huge as billboards, but withour the big
investment.”

Salcido says that right now vehicle
wraps comprise about 90 percent of sales
at his shop, and he doesn't see that slowing
down anytime soon. One of Bluemedia’s

higgust clients, Jubing.cnm, has had more
than 400 cars wrapped so far.

“It’s just a great way to adverrise,’
Salcido says. “The average vehicle wrap
costs about $3,600. Lease that car
for three years, that’s $100 a month.
You don'’t get that kind of advertising
anywhere.”

To comment on the success of vehicle
eraphics, Salcido points to one client who
called five minutes after leaving the shop
with a new wrap to report that his cell
phone was already ringing.

There are still several other tremendous
outdoor opportunities available because
of the current economy.

Salcido points to a new windfall
Bluemedia has just stumbled upon:
vacancy graphics. The housing industry
has felt the pinch of the recession perhaps
more than any other. There are still plenty
of developers sitting on fully-constructed
buildings that remain unoccupied, and no
one wants to move into a dark and lonely
housing complex by themselves.

To give those buildings a friendlier
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Use FAST #158

The [l &
Shop Air Pollutwn

1
-

yolution

Contact us for Vour
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Mammoth Media produced these Swarovski graphics as an advertisement for a location that had not yet opened.
What better way to drum up business at a new location?

standard outdoor floor graph-
ics, such as this one featuring a
team emblem are cost effective
and outdoor durable. (Image
courtesy Mammoth Media)

Another example of lifestyle prints, these vacancy graphics produced by Bluemedia during construction of the
Orpheum Lofts condo project in downtown Phoenix, were printed on translucent backlit film and double stick
taped to the inside of the windows.
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facade, Bluemedia now prints lifestyle
graphics — bright, cheery designs made to
look like the place is full. When potential
buyers visit, they're not looking into bare
windows or empty suites. Even better than
the idea is the price rag.

Salcido recalls one company that
ordered at least $75,000 worth of graphics
that went up for a month then came down.
With a foot in the door, other developers
are now calling, and happy clients are
sending referrals.

WATCH OUT!

Just as there are upcoming applications
that pull in a hefty dollar, there are also
a few outdoor applications thar fail to
produce.

“The billboard marker is basically
gone,” laments Rowell. “To get all the
other work, we pretty much give away
billboards. Abourt three companies have
ruined the marker with lowball pricing
tacrics.

“A few years ago we were getting 500
percent margins on billboards, now we're
lucky to get 10 percent. If you can even get
fifty cents a square foor you'll still double
your money — but the price point is a little
aggressive right now in solvent.”

Rowell says that includes the price point
in vehicle graphics, because “everyone has
a Roland in their garage.”

He focuses, instead, on creative
marketing. The goal, Rowell explains, is
to provide a complete in-house markering
solution for the client. For shops with
enough equipment, selling an entire
graphics package to a client allows them
to make up for less-profitable jobs over
the long run.

Rowell also sees a lot of colliding
markets highting for outdoor advertising’s
money. The biggest, he says, is PO.I.
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Now called Mammoth Displays, the new Use FAST #57
outgrowth sells outdoor LED displays.
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See page 61 of this issue!
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Bluemedia has found its newest niche in "“lifestyle graphics™ — temporary signage used to fill empty spaces with
positive imagery. These were printed on 3M 180LJC using a Mimaki JV3,
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almost hall the electronic displays in
Times Square, in New York City. Their
latest high-profile project was to create the
ABC Super Sign seen on the Good Morning
America TV show.

According to Adriansen, LED signs
create an outdoor branding experience
and “grab the eyeballs of passersby, where

a vinyl sign just doesnt do it anymore.”

The only two places where advertising can
still caprure customer atrention are on the
[nternet and in outdoor signage, he says.

This has led ro healthy growth in the
digitization of billboards for D3, and
Adriansen sees it as the wave of the future.

“The dropping of the component
pricing on digital billboards has gotten
to a place where we're ready for full-blown
use. It's going to retool the print business.
By being able to create a business model
where you can create multiple impressions
on the same surface, people who own these
very coveted properties are able to enlarge

their businesses.”




Adriansen foresees a time when digiral
signage shops will be able to create dynamic
surfaces as cheaply as paper surfaces. Only
time will tell. In the meantime, what
the experts do agree on is thar there’s
a lot of money to be made in outdoor
advertising.

“I think the outdoor market’s going
to grow, says Rowell. Even with a
slow economy, as more people hght for

advertising space, niche applications will
COntinue to grow and turn into mainstream This upscale outdoor mall, located in Tempe, Ariz., is located near Arizona State University. Bluemedia produced
signage jr:sbs. @ multiple graphics for the location,
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