LAMAR DIGITAL CASE STUDY

GETTING THE JOB DONE
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MotorWorld is a major out-of-home
advertiser who until recently had only
utilized traditional outdoor. Past billboard e s
campaigns for this advertiser in Scranton . '
consisted of directional bulletins and
posters targeting competitors.
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MotorWorld was in dire need of hiring
tech and upper level managers. Tom
Donohue, Lamar General Manager,
showed them how to use digital to take
their hiring campaign to a new level that
newsprint couldn’t do. Digital allowed
them to tailor in on specifics like: job
positions available, job requirements,
company pay and benefits.

MotorWorld wanted to target an upper
income / higher education demo and was
able to achieve that by strategically using
digitals to target desirable zip codes and
local travel patterns. They were able to
change the message based upon what
positions were being filled at no
production cost. The local newspapers in
Scranton could not match that feature, nor
could they they match Lamar’s
responsiveness in changing the message.

The campaign was a huge success as they used a phone number on creative that they tracked. As a result,
MotorWorld will be running future hiring digital campaigns as well as event sales such as Columbus Day,
Presidents Day, etc. These promotions were typically radio budgets in the past.
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