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THE REALITY OF OOH

Number of Panels 2014 2015 2016 2017 2018 2019 + / - from 2014

6 Sheets - Roadside 79,055 75,244 66,486 62,100 61,943 60,036 -24% reduction

48 Sheets - Roadside 25,301 22,726 15,501 14,950 13,601 10,534 -58% reduction

96 Sheets - Roadside 1,822 1,667 1,563 1,290 1,127 873 -52% reduction

Rail 6 Sheets 5,280 4,143 3,216 2,851 2,911 2,994 -43% reduction

Underground 48 Sheets 1,857 1,746 1,690 1,701 1,724 1,779 -4% reduction

Digital 6 Sheets - Roadside 245 568 1,203 1,972 2,419 3,945 +1,610% increase 

Digital 48 Sheets -
Roadside

51 89 123 243 371 493 +966% increase

Digital 96 Sheets -
Roadside

7 15 18 27 31 38 +542% increase



11,024 

Screens

Route, 2019

THE EXPANDING REACH AND INFLUENCE OF DIGITAL OOH

57%  

DOOH Revenue

+71%

Impacts in 2 years

76%  

UK DOOH Reach 

every 2 weeks

70%  

Weekly DOOH reach, outstripping 

commercial radio + ITV





BRAND CONTENT OPPORTUNITIES



OOH works to amplify other channels & 

boost effectiveness

AMPLIFYING AND INTEGRATING WITH DIGITAL

Talon Research, IPA 2018

+17% TV

+20% Social

+7% Press

+17% Radio

+54% Search



BETTER TOGETHER – THE 4TH SPACE RESEARCH SHOWS +23% UPLIFT IN BRAND METRICS

Source: Talon, 2018
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“When comparing 

different approaches, 

using both Facebook and 

OOH ads worked best -

with the combined 

impact proving to be 13% 

more efficient than 

expected."

“With both Facebook 

and OOH channels 

included in the media 

mix, all intended 

audiences—including 

new and existing 

customers—were 

reached, driving 6% of 

incremental sales, far 

beyond the benchmark.”



OOH NOW PRIMED TO IMPLEMENT BEHAVIOURAL AUDIENCES 

LIVE WITHIN WORK WITHIN VISITED INTERESTED IN

                         
                     

                            
                                      

                     

OOH is now well primed to take advantage of behavioural data for audience targeting 



OUTCOMES-BASED MEASUREMENT APPROACH  

FOOTFALL PURCHASE BRAND UPLIFT APP DOWNLOAD WEBSITE VISIT

                     
                     

                  
                     

                          
                     

                     
                     

Did people visit 
the shop?

Did consumers 
buy the product? 

Do people prefer 
my brand?

Did people 
download my app?

Were people driven 
online?





OUR FOUR DISCOVERIES

















• Optimal OOH share 17%(currently 11%)

• Optimal DOOH share 57%+ (currently 47%)

• Increasing digital share of OOH budget allows non-tv 

spenders to achieve a higher profit. A high street coffee 

retailer saw a 35% improved profit using 100% DOOH and no 

TV.

• Profit increases by 11% for each 10 points of digital used as a % of 

OOH.

• Large format campaigns can be braver and by using 100% digital 

can return increased profit. A UK food retailer using 100% large 

format DOOH achieved a profit more than 3x higher than the 

average.

OUR FOUR DISCOVERIES






