AD-WRAPPED

Wrap Media Group’s rental vehicle campaigns
provide a win-win-win: secured reservations for
the rental agency,a deep discount to the rental
customer and a way for the advertiser to push out
its brand where billboards can't.
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: 2

Car renters visit the some destinations in the wrapped vehicles that
- ore frequented by primve candidedes for the odvertived brands, Sheets,
“an energy mouth strip eompary, stecked the rentod cars with samples.

RENTAL CARS

hen the fodnders of Wrap Media

Group ook at rental cars, they

s empLy canvases — or maybe
rnn'.'ing billbsogrds — and since lt1|m'|:|in|:'_I]||:
advertising company Aug. 12, they've wrapped
25 vehicles with ads for Budget Renta Car of
Atlanta, a licensee,

“In many cases, oubdoor advertising is dif-
ficult o measure,” says CEO and partner of
Wrap Media Group Dennis Custage, whi was
once 00 af National and Alama’s I:;I:lrl.'il{ll.
territories. But with rental cars equipped with
g'lnhal p-e'l-:.il'inn'inﬁ .'I:.'Hl:'mhl::.:["!';-l. advertisers

get an in -n;h_'plh |k 2t whiere the ad traveled,
for how long and time of day.

Sheets, an energy-boosting mouth strip
comparny, is Wrap Media Group's first rent-
al car advertiser. Warren Struhl, CEO of Pare
Bramds, which owns Sheets, says choosing
Wrap Medla s part of the company’s strategy
b reach markets that traditional :.-ll'l.'{'rlib.ing
platforms are unable to, “Wealso lke to look
at meore fresh and n,-n.,-g:.-:l.,' -elpp-nr!u.n'ili-m.' hex
says, adding, "1 saw Weap Media & a very for-
h‘.;l!'d-l:hinktrls way bo promate our borarnsd aml
get drivers engaged in our brand.”

The Wrapped Reservation

['o reserve the ad-wrapped car, customers
can reserve the vehicle on location or click the
“Spansored Rental” tab on the rental agency’s
website, which starts a qu..lliﬁralil:-n.]mxus-.-..
Pofemiial renbers answer questions abouat thedr
purpse af Eravel, '[H.1:|1n|.'q,l destinations, mum
ber in party and oher questions regarding
thedr trip, “We're trying to target leisure tray-
elers,” says David Berke, OO0 and co-part-
et of Wrap Media Groap,

The discount percentage offered may vany
since the rental agency can change the amaunt
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.;l-,-p-ndi:ng on witlization E|1n:|l.|g,.."|l.lul the ad
campaign. For example, the inasgural reners
a1 Budget Atlanta — a famnily of four — paid
absout 580 for a four-day rental that would have
cost meore than S300. Currently, though, the
wehsise lists getting “up to 50 percent aff” with
the sponsared rental. According to Custage,

Budget reports affering an average of 25 per-

cent off 1o maintain utiliztion Largets.
Wirap Media also gives the customer rec
ommended locations and botspots the adver-
tiser would ke to see the vehicle venture, In
Atlanta, which so far is the only city Wrap Me-

Prop Media Group has wrobped 25 vehicks
for Budpet Rent a Car of Atlanta. Wrap Me-
dics purys the cor rental company a fieed rate |
per vehicls for the duration of the compaign,
ond in turn the cav rental comparny affers @
dizcount fo the customer — g rate that can
be altered depending on wtilizaion,

dia has vehicles, "we really don't have a single
case where we're nat happy with where the
cars are going,” Custage says,

For those who don't qualify for the ad-
-,».;'.a|_\|,'¢\d. rerital, ﬁuﬁl_,\m' mainiains that the
partnership is still beneficial to both the ad-
vertiser and the rental agency. He says that
Budget Atlanin's website traffic has increased
significantly, and non-qualkfying customers |
tenad bo still rent a vehicle from Buadget Atlan-
ta since they're already on the site. In the first
L°1] -eLi:.'x of the affer, 448 customers Aicked
the “Sponsored Rental” tike and complet-
ed the questionnaire, according to Custage.
Those that did not qualify, were still directed
to the Budget site, and were at least exposed

1o the advertiser.

Wrap Media installs GPS on the vehicle if
it isn't alresdy, and provides training to the |
counter staff members bo make sure they un-
derstand the ad-wrapped rental. “We don't
want the car rental company b have to do
.'Il'l:-‘tl:il'lt{“’Jl.!.i.dl.' of what I]u.':: .1||:-\:.1l.1:.' hawe to
do,” l:"u-:uEr' says And for the cuslomer, Busd -
gt Atlanta hasn't reported any customer dis-
pubes, according o Cuslage.

Clear Compensation and Results
Wrap Media pays the car rental company
a fixed rate per vehicle for the duration of the

campaign. If cars aren't in reservation, Wrap
Aedia may pudl a rentad wehicle out of Beet for
a few days accompanied with a “brand ambas-
sadar” from the advertizer’s company. “The

car renfal COMpany whauld be indifferent as
i whether it's a third party renter or a driv-
€7 we've put in the -i,:J.r,"f:tIMﬂE;h.‘ says, adding
that apencies can take comdorn in getting & fied
price for the length of the ad campaign.

I giviing resulis vo the advertiser, Wirap Me-
dia is able bo show bow many miles the vehicle
traveded amd other targets set out at the begin-
ming of the ad-wrap campaign. “We dan't seem
tor have a problem making the target because
of the fact that so far the uptake on these dis
counts has been extraosdinarily good,” Custape
says, adding that GPS tracking allows proal in
meeling these Largets.

Both l:':l;mngr and Berke report a LJ.rp__l.' e
mand from patential adverttsers, and as 2 re-
sult Wrap Media ks on the hunt for additional
rendal partners. “We're looking for companies
that have coverage bn the citles and tourist sites
where we have a demand from sdvertisers”
Custage says, ackding that car sharing is amother
canvas they're boaking to potentially il

And 5o far, Budget Atlanta is pleased with
the service. “Wrap Media Group s well -man-
aged and pays a kot of attention o operating de-
kil based on their knowledge of the car rental
industry,” savs Heather Eizler, gemeral manag-
er nr'l';migﬂ Rent A Car ol Atkanta,

Wrap Media doesn’t just slap ads on rental
cars, ot acts as an infegrated advertising agen-
oy, Custage says. Depending on the advertise-
ment, Wirap Media nzes variows platiorms 1o
reach out, such as text messaging codes, prod-
ot placement at rental venuwes and other ways
ol p|.15.|1i|:|l{ ol 5u|'||.'l||.1.

In 2 Sheets vehicle, for example, renters will
fied the car stbocked with saniples as a “thank
you"” for renting. “We're establishing the Shecis
brand through outdeor advertising on cars
that look pretey cool, and at the same time we
provide samples and giveaways o the driver
so hopefully they'll adopt the brand,”™ Struhl
says, adding that this allows the drivers to be-
come “peeudo ambassadors” of Sheets, “Tt's
pretty engaging,” he says. ol

ﬂ
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