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Fuel stations use TV
screens at the pumps
to advertise — and
you can’t change the
channel or turn it

down. i 25 2008
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Even the husmstpenplﬂ ai'e
idle during those four minutes
when they stand outside and
fill up their gasoline tanks.

That’s when the television
clicks on.

Thousands of stations
across the nation are install-
ing television screens at the
pumps to advertise business-
es, services and products to
captive customers.

Myers Mobil Mart, 215 S.
Main in Freeland, is one of
those stations, using screens
that Saginaw-based Pump
Promotions Inc. installed
last April. Customers cannot
change the channel or mute
the volume.
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because people are_capﬂve =
said Stephanie 1]
ident of Northern Star Mnr
keting, which handles public
relations with Pump Promo-
tions.

“Those people have to
stand there, so they abso-
lutely welcome

ﬁsingaanmmaseanltem’ .

sales up to 76 percent.

“Because it’s so close, they
can walk in and purchase %
she said. “Station owners
don’t make much money
from fuel. This way, they can
make a little extra money out
of the items in the store.”
Many stations feature tele-
visions that do
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tive information

meant to stimu- of mal'kellng

nﬂsses.”

Detroit-based
Gas Station TV
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feature adver- gre captive.”

tisements
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HealthCare and president of Northern
about energy Star Marketing

news, entertain-
ment segments
and weather.
PumpTop TV,
based in Irvine,
Calif., provides
headlines, sports

drinks inside the
store, among other promo-
uons,

“Ifindittobea worthwhxle
thing to have,” said Vaughn
Dietzel, owner of Myers 0Oil
Cal; whlch operates Myers
Mobil Mart, “T haven't really
tracked how effective it is,
but it can’t hurt.”

Up to 66 percent of adults
say pump advertising catch-
es their attention, the high-
est level reported across all

media surveyed including

billboard, magazines, televi-
sion and Intemet advertising.
recent studies show| {_ ?
About 70 percen peo-
ple who watched the ads on
the screens remembered
the products advertised, and
89 percent of consumers sur-
veyed were willing to buy a
product after seeing an ad
on the pump, according to a
Gas Station TV and Nielsen
Media Research study.
Krieger said pump adver-

scores and real-
time traffic maps.

Pump Promotions, in its
first year, expanded to Phoe-
nix and may add screens in
Birch Run and Frankenmuth.

“We look to place them in
high-traffic areas where we
know a large volume of peo-
ple will watch them,” Krieger
said. “It’s new technology,
and the equipment is very
expensive, so we don’t want
to place them just anywhere.”

Dietzel said not every cus-
tomer appreciates the TV,

“Some just like to buy their

per-gallon gasoline in
peace without watching any
advertising,” he said. <



