Need more impact? _
When BT launched their s
broadband internet 3 E—
service, Metro’s front

cover went broadsheet
for the day.

BROUGHT TO YOU IM ASSOCIATION WITH BT BROADAND

Win a high-speed train
_ trip across Europe page 24



‘\ BT wanted a high-impact launch for their broadband
B l internet service. They wanted to go beyond traditional
press advertising, to create PR and of course to
generate interest in BT’s broadband offer.

The big idea was to stop Metro's net-savvy, early-adopting, Urbanite readership
in their tracks by creating a BT Broadband ‘false’ cover that wrapped Metro and was
read top to bottom in the style of a broadsheet.

The reverse of the wrap was used to explain the broadband proposition and its
benefits, supplemented by a four-page feature in the centrefold of Metro.

All this was created by Metro’s editorial team — a great example of the unique
levels of collaboration between Metro’s editorial and commercial teams.

Metro’s BT Broadband Day also featured a competition to win a high-speed train
trip through France.

Over 10,000 people entered the competition and half of these requested a BT
brochure. Pre and post-campaign research with London and Scottish Metro readers
showed the level of cut-through achieved in just one day:

Prior to the BT coverwrap, 19% were considering getting broadband and 54%
were considering BT as a supplier.

Post-campaign this had risen to 26% considering broadband and 91%
considering BT.

‘Metro made a strong and relevant idea into an P, o)
enormously successful one with remarkable results. My -
thanks goes out to the whole team who made the
experience so enjoyable, it really was a template of how
advertising and editorial should work together.’

Stuart Mays, ZenithOptimedia

See what a difference a day makes? Metro. Urban Genius.

(@) see co-rom



