CLOSE-UP ON INDUSTRY

Beach Ads Embossed on Sand

Advertisers have always liked the beach.  Billboards were invented around the turn of the century to attract the attention of people on their way to ocean resorts.  Then, when boardwalks were built, a profusion of posters promoting salt-water taffy shops and ice-cold beer soon appeared on them.  In the 1950s ads towed behind airplanes were developed to get the attention of those who were already sunbathing.  More recently, sun-shelter kiosks have appeared on beaches and boardwalks, erected by the ad companies that plaster them with commercial messages.  Now an advertising company has developed a technique to imprint ads directly onto the beach.  The ads are embossed onto the sand by a steamroller-like contraption that is towed behind a standard sand-grooming tractor.  The machine stamps out a continuous four-foot-wide strip of ads in the sand, “like a notary public gone berserk with his seal.”
 

“This is my best idea ever—5,000 imprints of Skippy Peanut Butter jars covering the beach!” said Patrick Dori, the inventor of the machine and the owner of an advertising and promotion company called Beach’n Billboard.  He says the idea came to him in a dream.  He then had to build a prototype machine.  Next, he had to sell the idea to Bestfoods, the conglomerate that produces Skippy.  He told them that this was their opportunity to deliver a message in a way that no one had ever done before.  Bestfoods did not seem worried by the fact that peanut butter is not an ideal beach food, acting as it does as a kind of magnet for windblown sand.  The promotion director for the company said, “I’m here looking at thousands of families with kids.  If they're on the beach thinking of Skippy, that’s just what we want.”
  Next Dori had to sell his idea to Seaside Heights, N.J., which became the first resort community to agree to have commercial messages impressed onto its sand.  The community leaders agreed partially because the impression of the giant Skippy jar would alternate with the public-spirited message, “Do Not Litter.”

Competitors point out that the messages only last until the crowds trample them, and, of course, they aren’t in color.  But Dori shrugs off the criticism.  “When I first told people about this, they laughed and said I was out of my mind.  They aren’t laughing now.  I’m ready to roll.”  He says other big commercial beach towns around the country have expressed an interest, but doesn’t mention that many towns disdain rampant commercialism on their beaches.  The California Coastal Commission, for example, has vetoed any kind of advertising on its beaches, it spite of the fees it would have paid.
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