
Once upon a time, there was a bear . . . 

The forgotten target groups 
Media planners have begun to book poster campaigns with a fo-
cus on the urban centers, thereby neglecting the gigantic (and 
growing) response potential in suburbia. Although they are obvi-
ous to everyone on a day-by-day basis, the changes in demo-
graphics and population structures are being overlooked for un-
fathomable reasons. The most recent official census figures in 
Switzerland alone make the situation quite clear: The population 
of the city of Zürich was 291,000 in 1990, and ten years later, 
the figure had dropped to 286,000. During the same period, the 
population of Greater Zürich increased by about 14 percent (!), 
from 745,000 to 848,000 (age bracket 15–74). 
 
In particular, people from the higher purchasing power classes 
have often turned their backs on the cities in the past decades 
and moved their residences to greenbelt areas. This trend has 
created momentum in the construction industry, attracted the 
trades, expanded leisure offerings, and heavily increased mobil-
ity flows within the conurbations. Every day, thousands of men 
and women use light rail, trains, buses or cars to commute from 
the residential zones to the city where they work or go to school. 
As active consumers, these scores of people are an impor-
tant target group that can be reached effectively while they 
are commuting and not just after they are immersed in the 
hubbub of the urban centers. With a real-world example, we 
wanted to demonstrate that – and how – such a suburban cam-
paign works. 
 
 

 

 
«Congratulations on your ‘paws up’ campaign. A super idea – 
and the pictures are really beautiful.»   P.A., Regensdorf 

   
 
A beastly good idea 
The inspiration came from a lone brown bear that had covertly 
crossed the Swiss border from Italy in the summer of 2005 and 
thereafter caused quite a stir. It dominated the headlines in the 
Swiss press and excited the entire nation. But alas, very few 
people ever saw the shy animal. We decided to change that. 
 
Within the scope of a nationwide campaign, we billposted magnifi-
cent pictures of wild bears – with no text whatsoever – exclusively 
at poster sites in conurbation communities outside the urban cen-
ters. The mystery regarding the meaning and origin of these bear 
showings was solved by text-only posters designed like official 
announcements. The message: “Bear on the loose! APG is bring-
ing it to suburbia!” These posters were placed exclusively in the 
core zones and at sites along the commuter flows. So commuters 
were accompanied by the campaign– with images and matching 
text messages – from the moment they left their homes until they 
arrived in the city. 
 
 
 
Key campaign data  
Target area Suburbs throughout Switzerland 
Total number of posters 10,789 
– Photo visuals 7,251 posters in the suburbs 
– Text only “Bear on the loose!” 3,538 posters in the Couronne Cities1

Formats F12/F12L, F200/F200L, F4 
Campaign period  Weeks 36/37 2005 
Campaign duration 14 days 
Posting costs (examples)  
– Zürich Agglo F200  194 Posters CHF 78,580 
– Lausanne Agglo F12  77 Posters CHF 31,622 
– Luzern Agglo F200  55 Posters CHF 20,414 
– Chiasso Agglo F12  14 Posters CHF 3,200 

1 Couronne (French: crown) City: Core city including the geographically 
adjacent conurbation communities that together constitute an entity from 
the urban, traffic, economic, and cultural points of view (APG definition) 
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Overwhelming echo 
The public’s response was extraordinary. Once again, the poster 
had succeeded in confirming its strength, message delivery capa-
bility, and popularity. It also lived up to its reputation as a medium 
that can generate genuine responses. Our telephone lines were 
aglow with calls from private individuals including many teachers 
who wanted to have a photo of a bear for themselves or their biol-
ogy classes. And a representative survey within the scope of the 
APG Poster Performance Index PPI® in Greater Bern immediately 
after the showing verified that 46% of the population (aged 15–49) 
remembered the bear posters. With a 74% score for the beastly 
images, the campaign even achieved a record appeal rating. 
 
For a good cause 
For the duration of the campaign, people had the opportunity to 
order a World format F4 reproduction of their favorite bear visual 
for a cost contribution of CHF 10. The result by far exceeded our 
expectations. Due to the overwhelming demand, we had to order 
and pay for a large number of reprints. The entire proceeds of 
CHF 40,000 were donated to the Glückskette charity in favor 
of the people who lost everything in the August 2005 flooding 
catastrophe in Switzerland. 

 

For information and documentation: 
www.apg.ch

 
 
«Your bear posters are a hit. It’s a pick-me-up to encounter 
one of these billboards.»   R.J., Fehraltorf 
«This project with the bear posters that we saw all over the 
place in Eastern Switzerland is simply unique, indescribable, 
absolutely ingenious!»   R.B., St. Gallen 
«Big kudos to you for this campaign with the bears. Totally 
impressive and beautiful pictures!»   M.L., Lindau 
 
 
 
 
 
 

The bear in Switzerland 
For the first time since 1923, there was a reported sighting of a 
brown bear on Swiss territory in the evening of July 25, 2005. A 
snapshot taken by a forestry student on July 28 documented its 
existence. He was employed by the Swiss National Park Service 
as a scientific intern and was observing chamois in a side valley 
of the Ofen Pass region where the bear had allegedly crossed 
over from Italy to Switzerland. He used a telescope as a makeshift 
lens for his digital camera and captured the first image of the 
migrant bear. On the same day, the management of the National 
Park Service published a media release with that picture, trigger-
ing a veritable bear hysteria in the press and the public. Hardly a 
day went by without reports of traces, sightings, and speculations 
about the origin of the portly beast. A wave of bear tourism set in. 
Hundreds of people wanted to observe and photograph the 
shaggy mammal. Some adventurous and overzealous individuals 
even attempted to approach the bear. To curb this extremely 
dangerous form of “tourism”, the authorities on both sides of the 
border then decided to officially announce the whereabouts the 
bear to the general public. 
 
Literally overnight, the bear disappeared from sight and, for the 
public at large, simultaneously drifted out of mind as well – but 
only temporarily: On August 12, it reappeared with a vengeance 
and an unprecedented presence. In scores, bears forayed into the 
conurbations, triggering waves of enthusiasm – without any 
danger whatsoever to life and limb. 
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