
.Ads on school buses? On balance, why not?
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i1,eedto be creative with ways
to painlessly increase rev­
enues.

Advertising on school buses
looks like a winner, even if
children come home from
school each day saying, "Hi
Mommy! I read, on the side of
the sehoul bus tuday, that
Madden 2009 will be in stores
:by next,week. Can we get it?
Can we?"
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side ring it. Most states do
impose some regulation, and

'the bills in the New Jersey
Legislature would allow the
districts to select advertisers
although the state commis­
sioner of education could
block any ads deemed to be
inappropriate. Alcohol,tobac­
co and political ads would be
banned.

Sois this a good idea? I think
if we weigh the pluses and
minuses, the positives come.
out ahead.

Children see these ads any­
way, whether they are on the
side of a bus or somewhere
else.The school districts really
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state of the economy and the
revenue shortfall being experi­
enced at all levels of govern­

ment, alloWingads on
school buses may not
be a bad idea. How
much revenue can be
raised?

In Colorado Springs,
Colo., School District
11, which is believed
to be the first district
in the country to allow
ads on buses, pub­
lished reports indicate

that annual revenue exceeds
$150,000..

Currently, a{ le&st 13 states
allow this and others are con-

An accepted definition of
, advertising is: Paid, nonper­
sonal communicatioI1 from an
identified sponsor
using mass media to
inform, remind or per~
suadean audience. In
order' to be effective.

. the ad must be seen by
the target audience, so
advertisers are con­
stantly determining Michael
new methods to reach Busler
the consumer. Some
of the newer methods
include bus stops; shopping
carts, the Internet and school
buses.

Should we really consider
placing ads DO s.cho.olblJs.es?"-

Selecting the proper means ~
to communicate the message
has always been a challenge.
Archaeologists have found
evidence that the Babylonians
used an outdoor display, usu­
ally an eye-catching sign
painted on the wall of a build­
ing, to communicate their
message.

In the mid-1400s) German
printer Johannes Gutenberg
invented the movable, type
printing press, which made
mass' distribution posslble.
While there are many pros and
cons concerning the role of
advertising, one definite posi­
tive is that advertising sup­
ports the media. That results
in daily newspapers costing
less than a dollar and four
color magazines costing just a
few dollars when the actual
printing cost is really three or
four times the price.. But how
about the negative side of
advertising?

One negative is that adver-
. tising can exert a strong influ­
ence on consumers, especially
on children who are too young
to completely reason through
the message. While there are
some regulations on children's
ads, most of the regulation is
done by the market. This
brings us to the issue of plac­
ing ads on school buses.

There are at least three bills
circulating in the state Legi­
slature to allow local govern­
ments to place ads on the side
of school buses that they oWn
or rent. For advertisers, this is
an excellent way to get their
message out to a specific tar-

, get market. It is very appeal­
ing for two reasons: reach and
frequency.

Reach deals with the num­
ber of people 'in the target
market who see the ad, and
frequency deals with the num­
ber of times a consumer sees
the ad. The ads on school
buses would "reach" children
and the parents of very young
children who often meet the
school bus both in the morn­
ing Jor pick-up and in the
afternoon for drop-off. The
frequency is very high since
the children attend school
daily. This presents a very
cost-effective means for
advertisers to communicate
their message to children.

Considering the current


