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. Preface

_—————__—__—————___________

September 2021 to April 2022 political and commercial marketing out of home in people. Thatin turn, madethe kind of advertisement
Note: The completion of the publication has been somewhar ; public spaces has a longand rich history: from the more special, that could only be consumed when
) | serdicts of Hammurapi of Babylon, the pillars of outside: the out-of-home advertisement,

delayed. It was decided not to change the texts (preface, essays, |

: o : fNorthern India, wall paintings in Pompaeii,
chapter introductions, poster descriptions) again, but to leave | Ashoka 0 P s P

them as they were originally submitted in the period September ] tothe frantic billhaardjs that markn.eted the.z household  The publication thatyou are about to explore, ana-
2021 to April 2022. We ask you to take this into account | E goods ofthe progresSifig 5‘er:c.:nd IndUs g lyzes thiskind of advertisement during a very pecu-
when reading. They too, like the poster documentation are : tion, This form of communication has the purpose of liar stretch of time in a very peculiar city: Berlin from
the expression of a special time that fortunately seems far away . wantingtonudge the receivers towards acting in a 202002021 - both from governmental departments
Sfrom us today _ way that the creators deem beneficial for them, orfor ~ and commercial vendors. Although observations
: themselves: buying certain goods, following specif- during the COVID19 pandemics triggered the

The editors csrulesandlaws, getting avaccine, usingacondom,  project, it transcends itin multiple ways by analyzing

quitting or taking up smoking, etc. itin various way, for example, by sensing an underly-
Besides these overt messages, out-of-home  ing culture of fear.

advertisement reveals a lot about the creators them-

selves and how they view the target group: what Theapproach is interdisciplinary combining the

they consider worthy of attaining or protecting, what perspectives of communication designers, market-

they fear and try to ward off, what they find aesthet- Ing experts, and social scientists, Since almost all
ically pleasing or disgusting, funny or obnoxious, contributors of this work either study, have studied,
Analyzing these multi-layered messages is never an orteach at University of Europe for Applied Scienc-
+ easy task and needs to be done from many different es(UEinshort), itistruly a project of UE. Members
angles, Doing soone can comes close to the full from both the Art & Design faculty and the Busi-
pictureand, maybe, gets a glimpse of the social real- ness faculty are offering their unique perspectives

ities as they reflect in the minds of the creators. As an to unsheathe the various layers that out-of-home

additionalbonus, often one is to appreciate an ar- advertisement has. As UE's presentvice-president
: tistic drive existing possibly separate from the initial academics, | feel very honored to contribute a fore-
intentions or be lastingly entertained by a sharp pun. word to this work. It perfectly represents what our
university of applied sciences stands forand whatan
Theattention of media consumer has always been a interdisciplinary approach can achieve.
contested commodity. The price tag on attention and

the number of communication outlets, however, have  Prof. Dr. Sascha Bosetzky

T - o

never been higher than today. That puts creators with
messages that could potentially safe lives and even Vice-President Academics of the

. the whole planet into a difficult position: how to reach University of Eur opefor Applied Sciences

i il

the public when there is so much noise on the various

digitaland analog channels? With the constant

R R

outiook of strict curfews looming over Berlin and the

; Sharpincrease in home office work, going outside

became something special for a great number of
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