New electronics shine
in out-of-home mediz

The days when out-of-home media meant only painted posters are coming to an
end. Fiber optics, three dimensional holography and computer graphics are the
cutting edge of a revolution that is getting ready to transform outdoor advertising.

The year is 2021. The scene: a very
rainy Los Angeles. The image: a
skyscraper high illuminated flashing
billboard for Coca-Cola.

The movie in which these depictions
are presented. Blade Runner, pre-
viewed a depressing future for city liv-
ing. But the vision of how outdoor ad-
vertising may be utilized in coming

years excited many people in the
out-of-home business.

Those huge flashing signs, particu-
larly one nearly as large as the Coke
sign showing a Japanese woman eating
a delicacy, may be impractical visions
of the future of outdoor, but the tech-
nology on which they are based is
emerging today.

In fact, the new electronic media are
about to transform the face of outdoor.

One of those innovations has been
around for a while and used on a fairly
small scale, the projection of three dj.
mensional images with lasers. called
holography. The second is also an ex-
pansion of an existing technology.
fiber optics.
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Of the two., fiber optics is the closest
to large scale utilization. Large out-
door fiber optic displays are being used
at Disney World in Orlando, Florida,
and in Japan. Fiber optics are also
being used by American Bus Shelter,
Santa Anna, California. but at this
point, as a border around illuminated
panels.

Fiber optic advancement in outdoor
displays and advertising is being de-
veloped by Gekee Fiber Optics and
marketed by a subsidiary of that com-
pany, Intech Lighting Systems, Palo
Alto, California. Brert Kingstone, vp
at Geekee, explained how the system
works and is being used.

A cabie of acrylic fibers is spread
aCross a panel so that at the small end a
35mm slide can be projected in color
to a size of 50 by 50 feet.

Cost is a key concern for plant
operators and advertisers. Keystone
said the fiber optic system costs 25%
more than a similar system in neon.
But from there the costs diminish and
the advantages accumulate. The fiber
opuc system is 80% mors energy effi-
cient than neon, and maintenance costs
are 10% of those of neon.

“With fiber optics. you can have a
conunuous stream of color. You can
easily have a changing pattern of
color. It gives people a reason to con-
tinue to look at it, " he said.

*We can manufacture a large cohe-
rent screen up to 50 by 50 feer, but it is
much more practical to use a 20 by 20
foot screen. Thar produces a fluid,
much more life-like image than those
produced by computer graphics. What
Is put on the screen with fiber opucs is
under greater control of the art direc-
tor. "’

In its present state of development,
fiber opuics is restricted to single, static
'mages, but its capability to use mov-
ing pictures is under development.
“"We now have the ability to produce
moving pictures with fiber optics bur
there are some bugs in it. There is a
tendency to loose definition in the cor-
ners. We want it to be a mainte-

4 Computer graphics and moving
nNews crawl are combined in new
airport displays created by
Spectrumedia Network.

SAN JOSE MERCURY

Brett Kingstoﬁe and George Hara,
developing fiber optics as an outd
States,

nance-free, easy 1o operate system,
and that is about a year and a half
away, " Kingstone said.

In addition 10 its contract with Dis-
ney World, the company is overseeing
installation of displays in Fantasy
World in Japan, and is in discussion
with the Soviet Union for installation
and use in thart nation.

Tony Mollicone. president of
American Bus Shelter. Santa Anna,
California, is most enthusiastic about
his first demonstration fiber optic
panel. The panel is blank. but sur.
rounded with a two inch fiber optic
border, and is being used as a demon-
stration device for advertisers.
“*Mechanically. i operates terrifi-
cally.” Mollicone said.

I think it has a place. butit's going
1o take some advertiser o figure out
Just how to use 1t. | believe it's what
outdoor must become. You've got 1o

both student entreprgneurs, are
oor display medium in the United

give it a function, and it's also got to
be exciting. "

Mollicone said that initally he was
afraid the effect of the fiber opuc bor-
der would be garish. Consequently. he
installed it at his lowest raffic loca-
ton. But on installation. he said he
discovered its ‘“effect is subtle. Sol
moved it to my highest maffic loca.
tion."’

While it’s definitely not syndicated
research. Mollicone's own surveys of

“driver reaction to the panel in the eve-

ning, is that five out of seven drivers
do a double take as they pass the fber
optic display.

“I'don’t think I'll instal] fiber optics
in all our units."" he said. “*bur defi-
nitely in some of them. ||| offer 1t as
an option 1o adverusers. Quite possibly
one of them will want to use fiber op-
tics to draw greater artention to the

Continued on page 173
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brand name by putting it in fiber optic
light.”* Mollicone added.

While the East Coast has yet to see
the fiber optic display, the 21 year-old
Kingstone says he is working on the
placement of a sign in New York's
Times Square, which would give the
Spectacolor display some keen com-
petition.

In the more distant future lies the
promise of three-dimensional out-of-
home displays of considerable scale.
Small scale three-dimensional holo-
graphic displays have been used in-
doors in such locations as Grand Cen-
tral Station in New York. But the tech-
nology for creanung such displays is
still cumbersome, and the color poten-
tial has yet to be developed.

But distant as large scale holo-
graphic outdoor displays may seem,
Mike Turner, vp, director of commu-
nity affairs at Gannert Outdoor in
Phoenix, sees it is an evenmality in
outdoor this decade. Work on pro-
totvpes for large scale holograph pro-
jection s currenty being done at the
Massachusetts Institute of Technol-
0gy's advanced visual center.,

Turner envisions a systemn in which
the projection units for 3-D wil] be
programed by satellite. ““Theoreticaily
it can be done, but at present the pro-
cess is cost prohibitive.

"The way it would work, outdoor
holograms could be set up as a net-
work. to be programed by satellite.
Changing art would be a simple mat-
ter. You couid have a sophisticated
message. with animation where pos-
sible. "

A less dramatic innovation thar is in
keeping with outdoor as it is now used.
1S a system for computerized spray
painting of posters. "We've done
some work on computer spray paint-
ing. What is required s a very sophis-
ticated tracking machine for the spray-
ing process. That development is three
or tour years away,"* Turner estimates.

A more immediate concern he is
working on is the environmental issue
as it relates o sign location and area
upkeep. "What we're having to do is
20 1nto the landscaping business. ** As
a result ot gradual public pressure and
4 <onglomeratinn of |ocaj sign ordi-
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nances, Turner says the outdoor in-
dusory must deal with the negative
visual aspects of outdoor site locations
and postings.

“Previous efforts to deal with the
problem were done in a haphazard
way."" More coordinated industry ef-
forts are needed to upgrade the image
of outdoor in the public mind if the in-
dustry isn't to suffer at the hands of
local legislators and boards, Turner
believes.

In the more immediate future are
some developments from the 3M Na-
tional Advertising Company. The Bed-
ford Park, Ill. company has developed
back-lighted 14° by 49° panels, a re-
flectve high-intensity Scotchlite back-

Outdoor holograms
could be set up

as a network and
programed by satellite.

b/

ing that reflectively lights 8-sheet
posters. and a computer generated
four-color printing process that can
reproduce any standard camera-sized
Tansparencies or prints.

3M'’s backlighted panels are the re-
sult of a continuous four-color screen
printing process. John W. Verre. in
advertising and sales promotion at 3M
notes. “‘Because of this one-time run.
colors are evenly spread across the
face, creating a smooth. equal appear-
ance over the entire length and width
of the face. The process has eliminated
the time involved, and the distracting
appearance associated with seamed
backlite displays.

"“The display consists of a transju-
cent polyvinyl choloride. on which an
advertising design is screen-printed in
a four color process, stetched and
mounted on a lightbox. and backlit
with high intensity captured light.
Brightness is unaffected by nearby
signs or other light sources.

The use of Scotchlight in non-
illuminated locations provides
visibility from reflected light. Tiny
glass beads imbedded beneath the
smooth transparent surface of the
sheeting reflect light from approaching
vehicles. High intensity  Scotchlite.
Verre said. is at least three and one
haif times brnighter than engineer grade

of equivalant signs. High intensity
sheeting has an expected lifetime of up
to 40 umes that of posted paper appli-
cations.

Currendy. 3M is testing the Scotch-
lite applications in Philadelphia and
surrounding New Jersey markets.

The 3M computer-generated
graphics process. called Techni-
graphics. reads mansparencies with an
optical scanner that feeds color density
data 10 a computer. The computer then
directs a four color Jet-spray system to
reproduce the art exactly in ratios of
24.36,48. or 72 times the original size.
3M National is using this process to
replace a portion of their high-stvled
paint work on 14" by 48" and 20 by
60" bulletins.

Verre said. in the not-so-distant fu-
ture for Technographics. a satellite
link-up of an account could simuira-
neously transmit its outdoor design to
markets across the country to be pro-
duced for flash paint. poster or rotary
programs.

Less dramatic and futuristic is 1 rel-
atively simple idea develvped by
media neophites Andrew Pakuja and
Brain Connolly the combination of two
computerized lightboards for use in
airports and other arenas where people
gather. The system unites 2 crawling
electronic readout of news from United
Press with an advertiser's com-
puterized graphics.

This idea. offered as Spectrumedia
Network. was unveiled late in the
fourth quarter as instailed at LaGuardia
airport in New York. The bottom half
of the unit is a two and 2 half by ten
foot board that produces logous and
slogans in 16 combinations of red.
blue. green and yellow. It accommo-
dates a cycle of 20 ads.

Copy changes can be made in 48
hours within existing frames. For new
frames. a week is needed.

Pakula and Connolly project 4 cpm
of S1.60. They contend that “people
wait longer in an airport than in any
other ansit terminal. " The electrone
boards, 40 in. all are placed in ncker.
bagguge and boarding areas o the uyr-
port.

Advertisers who are intrigued
enough to oy this new out-ot-home
medium include American Express”
card division, Dreyfus Financial Ser-

Continued on page 130
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Hara and Kingstone
see a bright future

for fiber optics firm

By Brad Crystal
Staff Writer

Five years ago George Hara was looking for a
better way to illuminate the inside compartments of
his electric train set.’

He needed something that would conduct light
Wwith equal intensity throughout the interior and
came upon a flashy idea: Why not try flexible fiber
optics, thin fiberglass threads that can transmit light
over great distances with little signal loss?

It worked. The fiber optic strands conducted the
light more consistently and brilliantly than anything -

he had used before. Hara and younger brother Kent,
who helped develop the concept, knew they were
onto something big.

Fiber optics was then being touted in the scientific

community as a more streamlined way of carrying
telephone voice signals. But Hara 's illuminated train
led him in a different direction. He hypothesized that
a fiber optics dot matrix might have a host of other
applications, from thin-wall TV screens to score-
boards, from glittering signs to radar scopes: He has
patented the process in Japan, and a patent is pend-
Ing in the United States.

The Stanford connection .

Five thousand miles away, at about the same time
as Hara was tinkering with the train in his native
Osaka, Japan, Brett Kingstone was getting ready to
enter Stanford University, where he would soon ac-
quire a reputation as a student entrepreneur extraor-

A few years later, their paths crossed at Stanford
and together they formed a fiber oplics ‘company.
Kent Hara later joined his brother and Kingstone as
an equal partner.

That company. is Gekee Fiberoptics of Palo Alto,
established last August. The Gekee slogan is “It is

Starting out with only $25.000 and 2,000 square
feet of factory space, Gekee has since grossed more
than $500,000 in sales and won three contracts from
Disney productions and one from Japan’s largest
office system and equipment manufacturer.

The company is profitable, but Hara and Kings-
tone won't disclose exact figures.

One of the Disney projects is a computer display
panel that will appear in the Experimental Proto-
type Community of Tomorrow (EPCOT) scheduled to
open at Disneyworld in Orlando, Fla. Oct 1.

What makes fiber optics special?

The advantages over the more traditional neon
lighting technique, according to Hara, include energy
efficiency (fiber optics consume up to 70 percent less
electricity) and durability (fiber optics never need
replacing). Moreover, by attaching a color wheel,
fiber optics yield an unlimited array of changing
colors.

The only drawback is the initial cost. A fiber optics
sign is 20 to 30 percent more expensive than an
equivalent neon sign, according to Kingstone. But
that gap may be narrowing — “We’re coming close
to being price competitive with neon,” he says,

" Gekee’s goal

Gekee's long-term goal is to create a thin-wall
fiber optics screen of very high resolution that would

; make computers more portable than current ma-
! chines, which use bulky

cathode ray tubes.
“By using fiber optics we believe we can design a
much thinner, more efficient and visually appealing

, computer screen . . .that will also greatly reduce the

eyestrain caused by a cathode ray tube,” Kingstone

- explains.

A shared beljef

More important, they say, is their shared belief
that business should ultimately serve the public in-
terest, '

“We came up with the dream of starting our own
Company and making it successful,” says Kingstone.
“Hopefully, we can use our success to improve soci-
Et}',“

But he does not play down the need to make
money, explaining, “I can’t change problems without
economic power behind me.” -

Hara concurs. “Many people,” he says, “believe
the essence of the corporation is to maximize profit.
This is not true. In my view, the objective is to
contribute to society by fostering the welfare of
employees and making customers happy.”

While Kingstone and Hara are proud of their
humanistic attitude toward profit-making, their ide-
alism did not sit well with the venture capital firms
from whom they were seeking money.

When the.twa:h met

andHanmetjustayearandhaLfago
while taking an international finance class at
Stanford.
Bycba.ncetheywa-emigmdmthemnefour-
person study group, and it did not take long before
they found a common bond — their philosophical
approach to business.
“Ihadnointenﬁonmdotmine:sheuunullmt
Brett,” says Hara. who claims that it would have
been “much easier to start a business in my own

country,™ .

Hara sa helmewrightawaymatheandlﬁ.ngs-
tone md“ be compatible business partners.

+ Kingstone and Hara enjoy the idea of bringing an
innovative idea to fruition, without the constraints of
a large corporation

For Kingstone, 3 22-year-old business wunderkind
and native Long Island New Yorker, entrepreneur-
ahiphnsbemawayofli.fesinceage 9, when he sold
g:nmpiaoﬂ'bebaﬂyﬂm:huuymboyin

State

He heiped pay his wa throu;h&a:ﬂarﬂbyu-eat-
ing Kingstone i &arebome, a retail outlet for
e.lectrjca]adﬁmblebedsandﬂtrbeds.' T

Another Kingstone venture was the 159-page pa-
perback be authored, entitled “The Student Entre-
preneurs Guide.” He describes it as a bow-to book
designed to “inspire and inform "

Kingstone majored in econornics and political sci-
matSta.n.fordapdwamptedhﬂyurinme
school’s combined graduate program in business and
law. But he turned down the offer, deciding that he
could learn more from the practical experience of
running his own company.

If Kingstone's forte is marketing, the 29-year-old
Hara’s is technical know-how. The soft-spoken Har-

's academic background includes a master’s in
electrical engineering from Stanford. _

Says Kingstone, “We might be at the cutting edge
of something new and then again may be not, but I'm
having a good time."



