
The  
Unmissable

After the highs of the Rugby World Cup came the lows of 2012 for the 
outdoor sector. But a top summer and increasing appreciation of out-of-

home’s merits means its mojo is returning, writes Lynda Brendish. 

Clockwise from top 
left: Asahi’s future 
billboard on APN 
Outdoor’s prime 
Ponsonby site; 
iSite’s full bus wrap 
for Fly Buys; iSite’s 
3D billboard for 
EECA in Wellington; 
Omnigraphics’ wrap 
on Vodafone HQ 
in Auckland; and 
Adshel’s creative 
shelter on Ponsonby 
Road to promote the 
World of Wearable 
Arts.  
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Apologies to Any drought-

stricken rural folk, but for townie 

new Zealand this summer’s been a corker, 

with record sunlight hours and maximum beach 

time. it’s meant kiwis have been heading outdoors 

in droves to soak up the sun and, along the way, 

helped spearhead a return to form for an outdoor 

advertising industry experiencing a rugby World 

cup-sized hangover.

Out-of-home (OOH) encompasses not only 

billboards, but everything from airport ads and bus 

shelters, to vehicle wraps and billposters. And with 

the advent and incorporation of new technologies, 

there are many new ways for the public to engage, 

and even interact, with outdoor media. So for a 

medium that most laypeople consider static, the 

future of the industry looks anything but.

Outdoor as a medium doesn’t share many of 

the same challenges from digital formats that other 

channels do. “You can’t change the channel, move 

the station or flip the page on it,” says Steven Spear, 

Omnigraphics’ general manager. “It’s there and it’s 

constant, and if the creative is executed properly, it’s 

hugely effective.” According to the Outdoor Media 

Association (OMANZ), changing media consump-

tion habits affect OOH less than for content-based 

Outdoor’s biggest strength may be its imme-

diacy on the physical path to purchase. A British 

study intercepting shoppers at mall entrances 

found that of those aware of advertising in the 

prior 30 minutes (the “last window of influence”), 

88 percent recalled outdoor advertising. The next 

highest segment—radio—was 18 percent. The im-

plications are obvious for OOH properties placed 

close to, and inside, retail spaces. 

OOH’s locational nature means it can be 

targeted not just in proximity to malls, arenas, 

universities or ATMs, but directionally too. It’s 

why you might see ads for fast food breakfasts on 

a popular morning commuter route, but ads for 

dinner, or a news programme, on the return. “With 

consumers still commuting, playing and living 

outside of the home, the importance our medium 

plays in not just delivering, but connecting, various 

campaign elements and will only continue to grow,” 

says Nick Vile, general manager at Adshel. 

Such optimism might not seem warranted on 

the back of recently released ASA industry turnover 

figures that showed a sharp drop in revenue from 

$83 million in 2011 (3.8 percent of the total) to $67 

million in 2012 (3.1 percent of the total). The results 

sit somewhere between disappointing and alarming, 

mediums such as television, radio or print because, 

unlike those channels, the outdoor medium is the 

message. “OOH has a kind of a purity and simplicity 

about it because it’s not relying on any content,” says 

Wayne Chapman, iSite Media chief executive and 

newly elected OMANZ chair. “People view out-of-

home as a bit of a boredom buster. If the creative 

offers entertainment, humour or education, it’s a 

good value exchange.”

Nielsen Consumer and Media Insights (Q1 – 

Q4 2012) showed 2.4 million Kiwis aged 10+ have 

seen outdoor advertising in the past seven days, 

with 941,000 exposed to some form at least once a 

day. And global research suggests OOH creates a 

multiplier effect and increases memory of TV and 

online campaigns. Locally, Adshel quantitative 

and ethnographic research looked at consumers 

in Auckland, Wellington and Christchurch and re-

searchers followed participants in three categories—

Main Household Shopper, Adultescents, and Socio 

1 & 2—for a day to see how media and technology 

played into day-to-day behaviour. It found outdoor 

not only reached consumers where other media 

might not (especially in the case of Adultescents), 

but participants used OOH reminders in conjunction 

with technology to drive purchase decisions.  

depending on who you talk to. But the decline wasn’t 

unexpected: after the 2011 high water mark, itself 

a huge growth over 2010 largely thanks to one-off 

investment from international advertisers around 

the Rugby World Cup, Kiwi media owners knew 

they were in for a challenging time in the follow-up. 

“We knew that big parties mean big hangovers 

and that a period of advertising malaise generally 

follows major international events,” says Chapman. 

What wasn’t expected was the added sting of a 

Eurozone crisis.

“The sovereign debt issue in Europe created 

jitters and uncertainty for large brands,” says Phil 

Clemas, general manager of APN Outdoor and 

Chapman’s predecessor at OMANZ. “That was a 

bit of a double whammy for the sector.” 

Clemas says the silver lining is that revenue 

already seems to be bouncing back, and OMANZ re-

ports a 19 percent increase in the second half of 2012, 

with growth continuing into 2013. As well as the 

weather, one source who didn’t want to be quoted 

partially attributed this growth to a combination of 

some broadcasters trying to bump up prices for TV 

media and an increase in financial activity after the 

closure of the National Bank.

There are other challenges for the industry. 

Not least seems to be council bureaucracy, which 

at best lacks humour (reference the recent ouster 

of Powershop’s ‘Gangnam Mao’ from Auckland city 

bus shelters) but usually just adds cost, complexity 

and limitations (unlike billboard companies, Adshel 

is unable to run alcohol ads because  its has a deal 

with Auckland Transport, which doesn’t want them 

to feature on the public infrastructure). Red tape 

takes the blame for the slow rate of adoption of large 

format roadside digital billboards here, compared 

with overseas territories where they’ve been avail-

able for several years. “The potential for large format 

digital exists in New Zealand, but it’s very difficult 

to find the right combination of a suitable site that’s 

acceptable to regulators,” says Chapman. “But it’s 

something all progressive operators are aware of.” 

That particular issue seems close to resolution, as 

APN Outdoor is set to introduce the country’s first 

permanent large format digital screen in July. Even 

so, to comply with regulators’ wishes, the billboard 

will only show static images—set to change every 

eight seconds—perhaps leaving some of the potential 

of the format unrealised. 

But inroads have been made in other areas. 

While the industry still lacks a single planning tool, 

Nikki Grafton, managing director at media planning 

agency Spark PHD, says consolidation among media 

owners, investment in site upgrades and premium 

product offerings have made outdoor a much more 

credible and user friendly proposition for buyers 

in recent years. On the other hand, audience meas-

urement still relies largely on traffic or pedestrian 

counts and doesn’t offer the accountability of, say, 

ratings or readership numbers. This, at least, is a 

recognised need and Vile says development of a tool 

is “being considered at an OMANZ level”. 

 Digital OOH revenues globally have outpaced 

growth rates for OOH as a whole, as well as the 

media industry overall, which bodes well for the 

industry when digital screens take hold. But that 

doesn’t mean more traditional properties are 

stagnant. Boston Digital’s director, Craig Polley, 

notes fleet management—and NZ Bus’ acquisition of 

300-400 new buses—as a particular growth area and 

iSite has recently relaunched its own transit offering 

to include a new high impact bus panel. Existing 

sites also present growth opportunities, especially 

when coupled when digital and mobile technology. 

One recent example is the Phantom Billstickers 

run of posters that put QR codes front and centre, 

making them a feature of the advertising rather 

than an afterthought. “The QR code campaigns 



Digital 
frontiers
➔➔ The large format digital billboard APN 

Outdoor is installing on Auckland’s Queen 
Street in July will be the nation’s first such per-
manent property. And while the image will be 
static—council regulations prohibit movement 
or flashing lights on the billboard—it provides 
several key advantages over traditional 
billboards. First, content can be uploaded 
quickly and changed at eight-second intervals. 
“Immediacy brings us into a different playing 
field for clients who want to have ability to 
change out and have call to action messages 
that can change almost instantaneously,” says 
Phil Clemas, APN Outdoor’s general manager. 
Second, space will be sold on a two-week 
cycle, instead of the standard month-long buy. 
“Combine this with immediacy of content and 
all of a sudden it’s a different paradigm for 
those who want to buy outdoor. We almost 
begin to play in that radio space where you can 
book space and have it start playing tomorrow.”

oohmedianz.com

From Auckland to 
Christchurch, we’re taking 
away from home 
to new places!
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we’ve run are, in their most simplest form, a way to 

integrate a piece of paper into a digital campaign,” 

says Robin McDonnell, operations manager at 

Phantom Billstickers. “Having something people 

can interact with is where we see digital integration 

[with OOH] going.” 

Of course, QR isn’t the only technology that 

encourages interaction. Bluetooth, Near Field 

Communication (NFC), SMS, augmented reality 

and Wi-Fi have all been used in boundary-pushing 

outdoor campaigns here and overseas, but they are 

still outliers.  

Eye (which has just been rebranded by new own-

ers Ooh! Media, the largest player in the Australian 

outdoor market), has a significant presence in shop-

ping malls and airports around the country and took 

an approach that combines several tech capabilities 

into one product with its Amplify service. “What 

we recognised is the growth of mobile phones and 

laptops, and what we’ve also seen is a clear alignment 

with that and out-of-home,” says Cameron Taylor, 

Ooh!’s general manager in New Zealand. 

Eye’s floor-based billboards prompt users to 

engage via SMS, NFC, QR or whichever technology 

suits the capability of the user or their device and 

redeem an offer. “The consumer can then walk into 

the retail store with an offer on the phone, stimulated 

by the medium. Over the past seven or eight months 

we have seen more than 14,000 interactions with 

our panels and smartphones via Amplify,” says 

Taylor. The product solves the platform proliferation 

problem by offering multiple ways to engage in just 

one asset—and in a place where proximity offers 

consumers a chance to act. 

AUT lecturer and former ad man Paul White, 

wrote his recent Masters thesis on billboard and 

poster advertising, theorising that—contrary to 

prevailing thought—outdoor advertising can and 

does engage people for longer than mere seconds. 

He cites great examples like Pascall’s inflating 

strawberry fruit burst billboard, or a New Zealand 

Army bus shelter that used Bluetooth to interact 

with people. “From something that should take a 

couple of seconds, what you’ve actually got when 

you integrate new technology is a medium that can 

do a hell of a lot more than you’ve ever done,” says 

White. “Blimmin heck, if you really think about 

this, it’s not a dead medium at all, it’s a potentially 

amazing medium. But don’t leave it to do its work 

all on its own.”  



www.adshel.co.nz

we’vechanged
It’s not y u it’s us.

DIGITAL BILLBOARD LAUNCHES JULY1st
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experiential 
experiments
➔➔ Traditionally OOH has worked best with short, 

snappy messaging coupled with clear visuals. “They call it 
copywriting at 50 miles an hour,” says Steve Kane, creative 
director at Whybin/TBWA. But so-called special builds like 
the Powerade Challenge, where runners tagged vending 
machines with RFID bracelets to compete for the best time 
and prizes, or the Pascall fruit burst billboard (which Kane 
was involved with at former employer DDB) are changing 
the game. “Because it is an experience, it is indelible. People walk away 
with a really acute sense of what the brand is for,” says Kane. “If you fuck it 
up, then people are affected accordingly. But if you do it right, people talk 
about it.” AUT lecturer Paul White’s recent thesis found such experiential 
campaigns often reach a far wider audience through social media and 
online sharing, than the physical passers-by (Y&R’s see-through billboard 
for the MetService’s real-time weather forecasts is a prime example). Robin 
McDonnell, operations manager at Phantom Billstickers, which created 
a wall of orange juice trees in Wellington for Charlie’s, says clients are 
requesting more of these experiential builds. “The real advantage is that it’s 
surprising, not what you expected,” she says. “When outdoor is surprising 
and when it makes people stop is when it works really well.” 




