
Media Objectives
o To add an interactive element to the launch ofNokia’s new music download service in theSydney and Melbourne areas
o To stimulate interest, trial and uptakein the new service via free music downloadsand mobile vouchers over a 9 week period toa young, urban, technologically advancedcommuting audience

Breeze Tech Solution
o Breeze installed Bluetooth units on all the innercity centre buses.
o Poster advertising inside the bus advisedpassengers to activate Bluetooth on theirphones to download the mp3 file freeof charge
o The passenger had the option of accepting ordeclining the message, and the information isoffered only once, although the campaign waskept fresh by offering a different mp3 across 5genres each week

Results

Results
o Generating a brand interaction

- By utilising a key dwell times to allow itscommuting audience to interact further withthe Nokia brand in an totally new andinnovative way
o Generating response

- Just under 30,000 downloads wereachieved over the 9 week period
- The campaign achieved an overallresponse of 19% ( i.e. in 5 who had abluetooth device successfully downloadedthe Nokia mp3 file or music voucher)o Media First

- Reinforcing the Nokia brand positioning asa digital innovator
o Extending the campaign reach

- The content could be forwarded ontoother Bluetooth consumer phones/devices,thus allowing Nokia to promote itsmessage virally

Music on
the move




