T

atm/id

case study

New Look
More Shoes

High street retailer New Look ran an atmAd proximity
campaign, to reach customers who live and work close to

their stores, with a value discount on shoes.

New Look’s objective was to promote their “More

”‘I’here were fe\/\/ m ed|um S J[h ai[ Shoes” collection by reaching consumers who were
located close to stores. To encourage store visits
aHO\/\/@d us to run SUCh a h@h‘y and interest in the shoe collection, New Look offered
J[a[’g@t@ d Qampa'gn Th@ faCJ[ J[hat a significant 20% discount against a purchase.
Ian.
Key to the success of this was to incorporate a
J[he adS appeared SO C|OS@ TO branded ATM receipt, providing a take-home
our STOI/@S, as De@p‘e \/\/|J[hd|fe\/\/ reminder of the offer, enabling consumers to respond

in their own time.

money from the cash machine,
encouraged an increase in

To reach customers in close proximity to New Look

footfall through our doors.” stores

To increase awareness of, and interest in New

Look shoes with the 20% discount
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Provide a printed “take-home™ reminder of the 20%
discount
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atmAd Message Delivery

The campaign ran for 2 weeks across AIMSs located
N proximity to stores, shopping malls and high
streets, where a retall-focused audience could be
located. The on-screen animations were created
oy Supernero and engaged people with a "money
N the bank?” teaser message, before delivering
the More Shoes message and a further hook for

Friday night shoes.

Campaign Stats

166 high street, mall and convenience store locations

the ad was viewed 750,000 times

requests for branded receipts were 200,000

Four Message Impacts

atmAd is unique in that each one to one transaction incorporates four different

opportunities in which the brand message is presented to the consumer:

Impact 1

A 10 second full screen animation that
played as consumers approached the
machine, in this case the teaser
“Money in the bank?” message.

Impact 3

As the consumer removed their card
and waited for their receipt, a static
screen reminded them of the
message - 20% off More Shoes.

Impact 2

An animated message played
during the ‘dead’ time (whilst the
transaction was being processed),
highlighted a reason to have new
shoes - Friday night!

Impact 4

Each receipt was printed ‘on the spot’
with a brand message; New Look
used their branded receipt as a
reminder of the 20% discount.

Results

Research was conducted for the New
Look campaign, to measure the
audience demographics and
awareness of the campaign.

74% of respondents spontaneously
recalled the New Look campaign

86% of females asked
spontaneously recalled the
campaign

74% of respondents were high
frequency shoppers

55% of females were more likely to
visit a New Look store as a direct
result of seeing the campaign

71% of those who were more likely
to visit, were ABC1

58% were the main household
income earner

Key Reasons for
New Look using atmAd

e atmAd delivered a level of targeting
not commonly available within
outdoor media

® The campaign could be delivered in
close proximity to New Look stores

® The consumer would be in a money
frame of mind, so more open to a
value message

e atmAd complemented other media
running at the same time
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