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By Dave McKenzie, MD, BOO! Alternative Media Communications

A Winters tAle
It’s cold outside; it’s wintertime and we’re in the thick of it. So grab a steaming cup of coffee or hot chocolate
while we take a few minutes to entertain you with the brilliance of what we generally refer to as ambient, guerrilla,
experiential or alternative media
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Dave McKenzie moved swiftly from his roots in
magazine and online publishing into out-of-home,
when he pioneered mall advertising in SA. Today,
his business has grown to also include the rights to
multiple alternative media channels in the out-ofhome (OOH) sector.

