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OLYMPIC ENTERPRISE

Sharpening
your
Bluetooth

Blue Jamb Media president Michelle
Herlihy: the Surrey-based company has
donated network and creative services for
a Bluetooth campaign to promote Home
For The Games, which aims to match local
landlords with budget-conscious Olympic
visitors and donate half of the rental
receipts to charities seeking to solve
homelessness in the host city

see Web 2.0,4
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Web 2.0 2010: Wireless to be a major
player in Yancouver/Whistler Games

— = First Web 2.0 Olympics will offer digital opportunity as

— —

g {riendly discussion, rather than shameless promotion

BOB MACKIN

he 2010 Winter Olympics will be
the first true Web 2.0 Games.

The hardware and software was in
wide use for Beijing 2008, but the Chi-
nese government was unwilling to let it
flourish amid some of the world’s tight-
est restrictions on Internet content.

Enter Vancouver, a city full of early
adopters and tech companies redefining
the online experience, finding new ways
to connect people.

Surrey-based Blue Jamb Media has
donated network and creative for an
eight-week wireless Bluetooth campaign
to promote Home For The Games. The
society’s goal is to match local landlords
with budget-conscious Olympic vis-
itors and donate half of rental receipts
to charities seeking to solve homeless-
ness in the host city.

Blue Jamb created a permission-
based video ad that’s pushed to Blue-
tooth-enabled mobile phones in a
so-metre radius of 10 Vancouver cafés
to advertise the campaign.

After launching December 18, one location recorded 1,400 successful
downloads in two weeks, a number that surprised Blue Jamb president
Michelle Herlihy.

Blue Jamb’s market research found that Bluetooth was a well-known
method to connect wireless earpieces with mobile phones, but the other
uses of the short-range radio signals were not known. That’s why she
partnered with Wi-Fi provider SurfSpot Media and LCD screen pro-
vider Urban Ads under the Project Blue Bus umbrella

“Inthe caté, on the screen there are ads running saying, “Turn on your
Bluetooth. It’s a free way to transfer data and receive specials from this
café and others,” Herlihy said. “Right now, we’re running it as free Blue-

DOMINIC SCHAEFER

their ubiquity”

Blue Jamb Media president Michelle Herlihy: “phones are the ‘window to the world’ for their users ecause of

tooth message, ‘Would you like to receive a free Bluetooth message?’ I
always like to use the word free, because it bypasses all carriers. It’s not
using their minutes; it’s completely free.”

Herlihy said phones are the “window to the world” for their users be-
cause of their ubiquity. “I don’t want people to be bombarded by ads. I
want to keep it interesting. I want it to be a value to where they are at the
moment,” she said. “There are so many ways this can be used effectively
and keeping it relevant to what people want.”

The measurable technology is also beneficial for anyone trying to get
amessage out during the 2010 Winter Olympic Games. Vancouver’s by-
law aimed at preventing ambush marketing targets tangible, traditional
media like billboards, posters and distribution of literature.



“It’s a radio frequency,” she said. “There are no bylaws stopping it. If
you're a real estate agent or business owner, nobody can stop you from
sending out a radio frequency from your location.”

Simon Fraser University communication professor Richard Smith
said the key is offering value and even a reward.

“People have a very personal relationship with their phones. Things
that come on their phone are more likely to get their attention in the very
cluttered world in all the messages, especially commercial messages, that
we have,” Smith said. “On the other hand they’re very careful about what
comes into their phone because it’s a personal relationship.”

There are limits to mobile applications.

Coca-Cola explored Bluetooth delivery of its Open Happiness song
during the Olympic torch relay across Canada, but reverted to promot-
ing texting and downloading from iCoke.ca.

“The experience was too short to lend itself to Bluetooth from the
trucks,” said Coca-Cola Olympics general manager Nicola Kettlitz.

Elsewhere on the web, global mobile-phone sponsor Samsung’s Mo-

bile Explorers promotion is recruiting five duos to create videos, blogs
and social media content for the duration of the 2010 Games using Sam-
sung equipment.

The 10 finalists each get a Mythic mobile phone, laptop computer,
HD camcorder and digital camera. The grand prize is $24,000 for the
top duo. Samsung hired U.S. gold medal halfpipe snowboarder Hannah
Teter to promote the contest.

Smith said users don’t want “micro-ads” on Twitter and Facebook,
which he compared to a neighbourhood party. They want useful, enter-
taining information.

“Web 2.0 isabout creating a community and engaging with that com-
munity. The risk that organizations face is if you look at it as a vehicle
for pushing out a message, you run the risk of annoying people or turn-
ing off,” he said.

“They don't really turn to those platforms to receive ads. They turn
to those platforms to engage in a discussion.” m
2010goldrush@gmail.com
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