
Mall TVs broadcast retailers' video ads

Several Metro shopping centers install systems that run sales notices for stores, with good results.
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STERLING HEIGHTS -- Getting a good deal is a bit easier these days for shoppers at three Metro Detroit malls, where new giant TV screens announce the 10 best sales at the mall stores.

The 60- to 65-inch screens, courtesy of Adspace Networks Inc. in New York City, have been installed in recent months in Lakeside Mall in Sterling Heights, Southland Center in Taylor and Laurel Park Place in Livonia. The retailers at each mall must compete to be featured on the screens, which run in six-minute loops, mixed with ads for national and local advertising.

The malls, and some local grocers, are part of what appears to be a new trend in in-store advertising: using big-screen TVs to tout sales and specials. Meijer has installed in-store video ads in at least one Metro Detroit store, and Kroger is testing its version at a Texas store.

The mall TV ads work, said Stacey O'Grady, owner of Apricot Lane clothing boutique, which opened five months ago in Lakeside.

She noticed a significant increase in customers each of the three times her 12-second ads appeared on the screens.

"I think it's a great new concept," she said. "It draws more people in the store."

Joan Cole, owner of Merle Norman beauty salon at Lakeside, is less impressed, but likes the new TV ads. She says they have brought her some customers, but not as many as traditional media venues. "The screens draw in a few (customers), but not as much as a newspaper," Cole said.

Connecting with shoppers

Besides finding customers for mall tenants, the video ads also provide the malls with another source of income.

Adspace Networks Inc. pays Laurel Park Place to rent the space for six screens, said Patrick Derrig, marketing director at the mall, where the TV ads have been running for a week.

And in addition to announcing sales, the screens also highlight upcoming events at the mall, saving the shopping center money by eliminating the need to buy signage, Derrig said. Nor do the mall tenants have to pay for the ads.

"It's audio/visual, using as many of the senses as possible to draw customers in the stores," Derrig said.

Appealing to the senses is a smart way to connect with consumers, said Dave Regan, an instructor at the Michigan State University Advertising, Public Relations and Retail Department.

The sights and sounds of video ads are sure to attract customers' attention, he said.

"Advertisers are always looking for another way to hit our target audience," he said. "This is another way to grab their attention."

Mixing old, new works best

Kroger has been testing in-store TV ads at a Texas store for about a year, and is still evaluating their effectiveness, spokesman Dale Hollandsworth said.

In an era when so many media venues exist, businesses are always looking for new ways to inform customers, he said.

"The media is becoming more segmented and it's getting harder to reach the customer," he said. "With accessibility to 300 (TV) channels, how do you reach the customer?"

It's important to continue using traditional media advertisements along with the screens, he said. "I don't pretend this is a utopia," he said of the video ads.

