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Mediavista CredentialS _

Independent communications consultancy in
the out of home digital market

Over 5 years expertise in delivering effective,
screen communication solutions in shopping
malls, retail, health and leisure environments

Original founders of POPtv — specialist
out of home media sales company.




Agenda
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Objectives of network

Marketing and communication
Customer information

Increasing sales at point of purchase
Generating advertising revenue
Entertainment

Increased compliance for point of purchase
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Define your audience _

Define the demographic breakdown

Does the audience change by time of day?

Consider scheduling content strands which vary during
times of the day and week

Alter frequency of content during key periods

Consider ways of zoning screens to reflect changes in
audience

Do you require different information for each site or
screen?




Media consumption _

Are they transient or stationary?

What is the dwell time in front of the screens?
What is the viewing distance?

Is audio appropriate?

How frequently will they view the screens?

What is the pace of the environment?
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Screen content _

Screen content must
and
audiences with content that is
to them and to

their




Content mix

Branding
Identity
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Content delivery

Manually by DVD/ hard drive
Dial up connectivity ISDN
Mobile (GPRS/ 3G)

DSL Broadband connectivity
Existing corporate WAN
Satellite

VSat — 2 way satellite

Hybrid
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Scheduling software -

Flexible and scaleable

Compatible with all screens and file formats
Ablility to stream live news feeds, web content and TV
Updating content and rescheduling in real time
ADbility to create zones and day parts easily

Time required to schedule — automatic scheduling
Multi window layouts if required

Remote management and diagnostics

Accurate, easy to read audit reports

Investment and future software developments .




Scheduling process _

Create an ideal content mix to meet objectives - use
percentage weighting per hour / loop

target by day part
target by time
target by location

target by customer profile

deliver your message
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World News

One of Britain’s leading airport retailers for drinks,
confectionery, newspapers, books and magazines
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Audience mindset

Top-flight shops
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‘The mindset of the airport traveller often explains their willingness to spend .
...[from] last minute distress purchase to being in the holiday mood which
encourages people to entertain and indulge  themselves by shopping. For the

high flying business travellers  this enforced waiting around is often their

iny opportunity to shop " /




Concept

Relevant and timely content engages consumers throughout
their retail experience

Entices customers into the store
Influences sales with shelf edge screens located at point of sale

Prompts last minute sales at the till . O
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Concourse solution

First opportunity to engage consumers
Highly visible

Eye catching short content

Showcase products and promotions
World News branding

Drive consumers in store



In-store experience

Moveable shelf edge
screens engage at POP

5 key categories / 5 schedules
Category exclusive content
Utilises selective audio to attract attention

Designed to increase sales/trial new products/up sell to higher
value/ higher margin items

Target content by location and time of day



Impulse purchases

Screens at till points

2 schedules with content
varied by store

Flight information constantly displayed to reassure customers and
encourage them to stay in the queue.

Additional screens show content to influence last minute impulse
purchases e.g. phonecards, E Top Up, confectionery.
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Bullring, Birmingham

UK’s busiest shopping mall
attracting 37million visits a year

Variety of objectives:

Bullring branding

Customer information

Centre marketing

Revenue — national, regional, retailer and exhibitors
Supporting retailers and driving footfall in-store

Increasing sales at point of purchase



Bullring audience

Varying consumer profile within different

areas of the mall and time of day/week

Transient audience with limited availability

to view
Short dwell times In front of the screens

Consumers primed to purchase



Bullring content

Bullring idents to reinforce
mall branding

Content to promote
forthcoming events

Template based content,
easy to update and cost
effective

Content is 10 — 20 seconds
maximum



Bullring content
CLINIQUE

Zoned across 8 areas of the BONUS TIME

. Pree! 8-piece gift!
mall based on consumer Profile  winanywoormre Cinique purchases.

. . See in-store for details A :
and location specific content '

Exclusively at
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Retailer advertising drives

footfall to stores

Promotes local events



The Life Channel

TV channel broadcasting to GP waiting rooms across UK.

Emphasis of channel is based on healthy living

Channel objectives:

To provide an information and entertainment channel which
attracts advertiser revenue

To provide accurate info re surgeries

To provide health education in line with DOH/PCT criteria



Audience

Mothers with children and the over 55’s
Similar profile to daytime TV

Mindset

Bored with limited distraction
Trusted environment, perceived endorsement by health
professionals

Dwell time = 18 minutes with average 2 visits per year



Hourly Breakdown

15 mins

5 mins [ Editorial

Bl National Advertising
5 mins

B Local Advertising

5 mins [ Adfunded content

@ Localised surgery
info

30 mins

Content updated monthly
Vital information transmitted 3 times per hour
Live news creates up-to-date feel



Sponsorship

Bored with limited distraction
Reduces content creation costs

Offers brands more subtle way to
communicate messages

Association of editorial features to

encompass particular brand values

Sponsorship credits either side of programme

Can be linked to advertising for call to action






Funded content

Advertorial approach

Short programmes 2-3 minutes in length
Effective, detailed communication of brand
Information and benefits
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