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Clear Channel, Reactrix Ink Interactive Airport Ads Deal

Clear Channel Airports has signed a strategic agreement with media company Reactrix
Systems Inc. to bring interactive advertising to U.S. airports. The Reactrix System uses
6-by-8-foot displays projected onto floors, said Susan Danaher, the company’s president
of sales and marketing. “Consumers can then interact with the images, since they
respond to movement,” she explained. Reactrix has used similar technology in shopping
malls, Danaher said. “Our mall usage averages about 10 minutes per customer,” she
said. “Mall operators have responded positively and consumers love it. We expect the
same reception in airports.” Clear Channel and Reactrix have a longstanding relationship
through the shopping mall business, Danaher said. “Our inteactive ads make sense in
airports. Time spent in the airport because of security issues has increased,” she said.

“Reactrix as a source of entertainment is stronger now than it was two years ago.” The
deal helps both parties, Danaher said. “From a Clear Channel perspective, it allows them
to engage consumers in a new and interactive way,” she explained. “And for us, airports
represent another new demographic to our mix, which is a desirable one.”

Reactrix’s mall advertisers would also be ideal for airports, Danaher said. “We have com-
panies like AT&T, the NBA, Xbox, Hilton Hotels, RIM/Blackberry, Wachovia Bank, eBay
and movie studios,” she said. The companies are targeting current Clear Channel airports
— including Atlanta, Boston, Chicago O’Hare, San Francisco and Seattle — for the inter-
active ads, Danaher said. “We anticipate installing our first system in the fourth quarter,”
she said. “But Clear Channel has to work with its airports to secure specific locations.
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