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Online outlets get a chance to clean up their acts
The media world is having a major

discussion regarding how some
major brands have pressed the

pause button to their ad spend on cer-
tainmedia vehicles. This is on account of
their ads being placed alongside objec-
tionable content.
The arguments and counter argu-

ments evoked memories of what my
mentor used to say while I was planning
campaigns during my early days in the
industry. He used to say that a brand is
known by its associations.
In those days when digital was just

making its presence felt and television
was the primary vehicle for advertisers,
ratings were one of the primary criteria
for scheduling TV spots.
While planning a campaign, he al-

ways used to insist on the need to get a
good understanding of the content of
the various series before deciding on the
spot schedule.
TV soaps that did not stand for values

were a strict no, even if they had high
ratings. His point was very simple. As a
brand custodian, it is our responsibility
to ensure the brand is only associated

with vehicles that will enhance the im-
age.
Anything that will affect the brand

value should be shunned and total care
should be exercised to ensure that it is
not impacted in a negative manner. To-
day, I see a similar situation in the digital
and social media sphere. It is heartening
to note many marketers have decided to
move in this direction.

Control
It goes without saying that advertisers

should have control over where their ads
are going to be placed. And when steps
are being taken to scrub clean the con-
tent through scrutiny of their subject
matter, it gives the much needed con-
fidence to advertisers who have hit the
pause button on spend.
Many brand strategists will vouch for

the fact that it is important to have a
brand-media fit. The traditionalists will
now go one step further and reiterate the
fact that it is equally important to have a
strong brand-content fit.
And that’s why the media vehicles in

question have seriously started taking a

re-look at the dynamics that are in place
now. It is understood that new filters are
being put in place that advertisers can
apply to their campaigns. More impor-
tant is to find way a way to ensure that
clean content is provided.
Taking the current uncertainty into

consideration, many mainstream me-
dia vehicles that weremarginalised have
woken up to capitalise on this and get
back the share that moved away from
them. TV channels as well as print me-
dia see a strong opportunity to bounce
back since on these media vehicles it

is easy for advertisers to control where
their ads are placed.
Everyone is now looking for opportuni-

ties to take a bite out the pie that is kept
in the limbo. The demand for those who
provide clean content is bound to go up
and soon we will see a flow of ad dollars
to platforms that ensure quality content.
At a time when consumer loyalty is quite
fickle, it is the responsibility of brand cus-
todians to ensure their brand identity is
not compromised. A consumer backlash
on account ofwrong placementwill cause
more harm to a brand.
It will take extra effort as well as high-

er media spend to recover lost ground
and hence the choice of pause button
is seen as the right decision at the mo-
ment. What is heartening to note is that
the media vehicles affected the most
have already initiated steps to find a way
out the current predicament.
That’s what marketers need to be in

the correct place and perceived in the
right manner by their target audience.

■ The writer is with the advertising and
communications agency Publilink.
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Many brand strategists
will vouch for the fact
that it is important to
have a brand-media fit.
The traditionalists
will now go one
step further and
reiterate the fact that
it is equally important
to have a strong
brand-content fit.

Digital media goes large in Dubai
BRANDSANDADVERTISERS GO BIG ONOUTDOORVIDEO SCREENS TO STANDOUT FROMTHE CROWD
DUBAI

D igital media isn’t just
showing up on your
smartphones ... in
Dubai, digital bill-
boards are getting

bigger and occupying the most
prominent consumer hotspots.
The Meraas-owned Citywalk
retail district is already awash
with giant screens — featuring
everything from Rolls-Royce
cars to Zaha Hadid home ac-
cessories — and this is being
played out elsewhere in the city.
“Just a decade ago, top-to-

bottom wrappings on the new-
est high-rises were the rage
amongmarketerswho could af-
ford it,” said Yasmeen Siddiqui,
Chairperson of Shura Adver-
tising. “Now, mega-screens as
billboards are dominating the
scene, and there’s significant
take-up among advertisers.
ShuraAdvertising recently in-

stalled a 207 squaremetre screen
near The Dubai Mall metro, and
which, given the high-volume
traffic, will expose those travel-
ling that stretch — either pedes-
trian or in a car — to up to six
minutes ofmessages.
“In marketers’ perspective,

any such direct and indirect ex-
posure could have a bearing on
influencing consumers,” said
Siddiqui.
“Currently, two of the city’s

biggest screens are located at
Citywalk, at 397 square metres
and 246 square metres. Our
Dubai Mall screen comes third
with 207 square metres.”
According tomarket sources,

a 15-second spot on digital out-
door media screens could cost
from Dh70,000 to Dh80,000 a
month.
Stretches downShaikhZayed

Road also sport instantly recog-
nisable screens, with the one at
the recently opened McLaren’s
showroom being particularly
prominent.
“How long marketers run

individual digital outdoor cam-
paigns is entirely dependent on
their budget spend plans,” said
Siddiqui. “But as an advertising
category, it is one of the fastest
growing platforms in the city
and commanding a top dol-
lar for the prime locations. The
majority of these are tactical
campaigns, to establish a brand
name among the intended au-
dience. Not, surprisingly, it’s
the visuals that do much of the
talking.” (The screens incorpo-
rate the latest in mesh technol-
ogies to ensure they can resist
extreme weather patterns.)

With their ad budgets cut
drastically, more marketers
could see the virtue of com-
mitting to high visibility, high
impact outdoor campaigns.
“For the moment, digital out-
door is still a novelty in Dubai
— and because of its structure
and costs, it’s only the premi-
um brands that tend to utilise
it now,” said an ad industry
source. But to stand out from
the crowd — literally — these
screens do offer an edge.
“Because campaigns through

building wraps and traditional
billboards have started to be-
come too common.”

Captive audiences
Advertisers are looking for

any opportunity that maxim-
ises their access to captive au-
diences. Given the traffic snarls
on Dubai’s roads, it means that
outdoor media — digital and
traditional — as well as radio
stations score quite well.

“The concept of “peak
times” has little or no rele-
vance since we see traffic right
through the day,” said Glenn
Netto, Director-Buying at BPG
Maxus, the media agency.
“Hence, OOH (out-of-home)
advertising/radio advertising is
doing reasonably well in these
difficult times.
“Both are certainly cost-

effective and specific brands
(primarily retail) are using it in
a big way. OOH digital screens
as well as elevator screens in
select areas inDIFC, Downtown
or Business Bay also serve the
purpose for call-to-action or
brand recall campaigns.
“With radio advertisers now

gradually moving to content
driven messages or sponsored
capsules this is the way for-
ward. Spots are getting a bit
boring as they get aired across
quite a few stations and hence
the repetitiveness tends to
switch off the consumer.”
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■ Shura Advertising recently installed a 207 square metre screen near The Dubai Mall metro, and which, given the high-volume
traffic, will expose those travelling that stretch — either pedestrian or in a car — to 5-6 minutes of messages.

Want to show off your skills in creating outdoor digital media? Then
the LG Signage Design Competition may just be the one for you.
Sponsored by Dubai Design District in tandemwith South Korean
multimedia brand LG, the competition requires applicants to submit
their creatives fromwhich the winners will be announced in July.

“Submissions are expected to be concepts with renderings,” said
Kyuchan Her, MEA Director, Information Display, LG Electronics. “We
plan to bring the concepts of the winning submissions to life.”

The intention is to get the designers — and architects — come on
board LG’s latest signage platforms. “The challenge aims to identify
the best “techorating” skills of artistic individuals,” said Her. “And
highlight any creative concept they may have that integrates the
flexible, pencil-thin design of OLED signage and the extended wide-
format Ultra Stretch displays into functional display applications.

Winners will be named in four categories. These are Dubai Dream
Signage Design Award, which needs to use a combination of OLED
and Ultra Stretch to create a Dubai-inspired design; the OLED
Signage Design Award, based on an Open Frame OLED to create a
display design for any space; and the Ultra Stretch Signage Design
Award, where submissions must use the 86-inch and 88-inch Ultra
Stretch in artistic ways to create an immersive experience.

There is also a Vertical Vision Signage Design Award for designers
to use LG displays to design a vertical space (retail/hospitality/trans-
portation) of their choice.

—M.N.

Show off your outdoor digital skills
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■ The competition requires applicants to submit their
creatives. The winners will be announced in July
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The Gulf’s automotive
dealerships need to stop
obsessingaboutdouble-

digit volume growth each
year — there are other ways
to squeeze out decent mar-
gins. A new consultancy and
its founder believe they can
provide the difference.
“We can come in with the

diagnostics and put in place
industry best practices that
will help with profitability,”
said Karl Hamer of Adamas
Consultants.
Until recently, Hamer

headed the motoring inter-
ests at Al Habtoor Group,
whose interests straddled
brands such as Mitsubishi
and a couple of Chinese
brands to the Bentleys and
McLarens.
The region’s auto retail

industry has had a tough
time in 2016, with volume
declines of 20-30 per cent.
The first three months of
this year have been just as
dire. Thatmakes the present
a good time for changes.
“There’s a tendency

among businesses in the re-
gion to bring in consultan-
cies or traditional account-
ing firms from Europe or
the US to find solutions for
local issues. I have been in
the region for 10 years and
felt themarket could always
do with someone from the
motoring industry itself.
“Regional dealers already

know how to sell cars in
great numbers ... we are
here to help with more sub-
tle changes,” said Hamer,
who has already picked up
his first project — to oversee
the prospects for dealer-
ships in Vietnam for a man-
ufacturer.

Auto dealers
need to go
beyond
volumes
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