
Tom Kerr 

Aegis Global Director   

13/02/2013  

Getting the Most 
Out-of-Home 







Impact on Consumers  
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Impacting Marketing Budgets 
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Re-defining Media  
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The OOH Ecosystem  
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The OOH Ecosystem  
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Gateways to Content, 
Utility & Commerce 



Rock the Vote NFC 
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Factors that will Impact on NFC Usage  

Consumer Adoption  

KNOWLEDGE 

AVAILABILITY 

VALUE 







Influencing  
Digital Behaviour 



Searching and Socialising    

Mobile Behaviours 

20% 80% 55% 

Mobile Search Queries Mobile Twitter Traffic Mobile Facebook Traffic 

Source : KPCB, Google and Facebook 2011  



Driving Search 



Driving Website Traffic 

+30% 

Credit: Posterscope USA 



Driving Social Media  
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Search Behaviour Based Planning Data 

Coke Zero 
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Over 1300 creative versions 

73% felt more positive towards brand 
 

 

 

 

 



How to Get the Most 
Out-of-Home 



Make Convergence 

‘What You Do’ 
 
 



Measure More & 

Measure Differently 
 
 



Collaborate More 
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Media, content, technology, experiences 
 

Bought, owned, earned 
 

Interconnected, interdependent 

 



Thank You!  


