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The next 19 minutes

• From then…to now
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The world has accelerated

CLIMATE COVID ECONOMY AUTOCRACY



We have accelerated with it

AUDIENCE 
DISCOVERY

PIPES STORYTELLING



Out-of-Home has never been so important

Reach Maximiser Brand Builder Action Driver

Trusted medium A Force for Good Creative Canvas10



PERCEPTION & REALITY



MEDIA

OOH @ dentsu: from a specialist to integrated specialist discipline

CREATIVE CXM

Services Products Solutions

Out-of-Home media



AMER

APAC

EMEA

Global

300 
planners, 

buyers and 
strategists



Engagement with an experienced, diverse network 

0-3 years
18%

4-6 years
17%

7-10 years
18%

10+ years
47%

Years of experience

Question: How many years’ experience do you have in media?
Question: What category of brand(s) do you mainly work on? Please tick all that apply

What category of brands do you mainly work on?



The channel characteristics that matter most to planners when 
building brands are those OOH excels at

0 100100

A brand safe environment

Builds campaign frequency

Low cost of audience delivery

Low production cost

Increases brand salience

Increases campaign ROI

Is sustainable with low 
carbon impact

Maximises campaign reach

Noticeability of ads

Targets the right audience, in the right place

Transparent 3rd-party audience 
measurement

Triggers a positive emotional 
response

5 – most important

1 – least important

2

3

4

Question: Thinking now about selecting the right media mix to deliver a campaign that grows your brand in the longer term, how important are the following characteristics of an advertising 
medium (1 = not important at all, 5 = absolutely vital)



Most frequently quoted reasons for using Classic OOH

Question: Thinking about the last time you invested in traditional OOH (i.e. not digital) – what were the reasons you used this channel (tick all that apply):

Specific location 
or environment

62% agree 

Audience reach 

53% agree 

To complement 
other channels

44% agree 



Most frequently quoted reasons for using Digital OOH

Question: Thinking about the last time you invested in digital OOH – what were the reasons you used this channel (tick all that apply):

Specific location 
or environment

62% agree 

Audience reach 

56% agree 

To target a 
specific audience

45% agree 



But there are 3 common justifications for when OOH doesn’t 
make it onto a media schedule

#1 
Lack of measurement/ 

accountability

57% agree

#2
Price is too 
expensive

55% agree

#4 
Lead times too 

long

25% agree

Question: What reason(s) are most common if OOH does not make it onto your media schedule (tick all that apply)?



Sustainability concerns are currently low… but will only grow
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Low production cost
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Increases campaign ROI

Is sustainable with low 
carbon impact

Maximises campaign reach

Noticeability of ads

Targets the right audience, 
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measurement

Triggers a positive emotional 
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Importance of sustainability of a channel by 
years of experience (out of 5)

Question: Have you or your clients ever actively avoided using OOH because of the perceived impact of the medium to the environment / society?

have removed OOH 
because of its perceived 
environmental impact



have removed OOH 
because of its perceived 
environmental impact
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Importance of sustainability of a channel by 
years of experience (out of 5)

Question: Have you or your clients ever actively avoided using OOH because of the perceived impact of the medium to the environment / society?

Sustainability concerns are currently low… but will only grow



Social Impact 2030 our vision to inspire people everywhere 
towards a new way of living

People, Data, Creativity, Supply Chain, Solutions, Shared Action 

Digital Citizenship

Create a generation 
of 100,000 responsible, 
ethical and empowered 

digital citizens

Digital Rights

Be open, act with 
integrity and keep 

challenging the role 
we play in society

Sustainable 
Consumption

Enable 1bn people to 
make better, more 
sustainable, choices

Climate Action

Reduce emissions by 
46% by 2030 and 
achieve Net Zero 

by 2040

Promote Equality

Challenge perceptions 
of 1bn people to 
promote equality

Create Opportunity

Build a diverse and 
inclusive workforce

Sustainable world

We will accelerate the transition to a low 
carbon and more sustainable future and 

inspire and enable others to join this 
movement.

Fair and open society

We will ensure our people and the 
people around us are treated fairly 

and have opportunity.

Digital for good

We will ensure the positive potential of 
communications is realised; building trust 
and transparency, and enhancing lives.

Group Social Purpose

For Lasting Good - To go beyond the here and now to create truly sustainable value for the lasting good of everyone

Group Vision

To inspire people everywhere towards a new way of living



There is broad confidence in OOH audience delivery

Question: How has the impact of the pandemic on OOH audiences over the last 2 years affected your view of the OOH medium?

…but it varies by region

24%

46%

11%

19%
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I’m concerned about audience delivery for 
future campaigns

No effect at all

Audience delivery was a problem, but not
anymore

I’m more positive about using OOH than I 
was before the pandemic
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Global mobility levels continue to recover

Progress to 
baseline 

vs last year

Progress to 
baseline 

vs last month

vs pre-
pandemic 
baseline

Retail +18 ppts +3 ppts -4%

Transit +15 ppts +6 ppts -10%

Workplace +13 ppts -1 ppts -7%

Source: dentsu Global Mobility Index May 2022



30% of dentsu planners and teams have used PrDOOH…

40%

17%

29%

43%
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…but not evenly across the globe. 

Question: Thinking about programmatic DOOH, have you ever bought DOOH programmatically (e.g. through an SSP/DSP either yourself or via an OOH team)

Yes

No

Not sure

Have you ever bought DOOH 
programmatically? 



Used PrDOOH as part of 

an omnichannel 

programmatic strategy

Why, and how, are our planners using PrDOOH?

Question: What were the reasons you used DOOH programmatically (tick all that apply)?
Question: Thinking back to the last time you / your client bought DOOH programmatically, what platform did you use and why?

73%

4%

12%

28%

42%

56%

56%

70%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Speed, agility and flexibility

I've used it before and it works for me

To align with other programmatic media

For improved contextual messaging

For budget efficiency

To experiment / to test & learn

For audience targeting



Various types of DSP used when buying PrDOOH…

54% 
omnichannel 

DSP

46% OOH 
specific DSP

Question: Thinking back to the last time you / your client bought DOOH programmatically, what platform did you use and why?



…but this changes dramatically when only looking at 
omnichannel programmatic campaigns

74% 
omnichannel 

DSP

26% OOH 
specific DSP

Question: Thinking back to the last time you / your client bought DOOH programmatically, what platform did you use and why?



PrDOOH is different which is why we are combining talent and 
expertise with our programmatic colleagues at dentsu 

AUDIENCE LOCATION PHYSICAL CONTEXT



What planners think we should prioritise

Question: What do you think the OOH industry should prioritise in the next 12 months?

Improved targeting 
using data / new 
data partnerships

66% agree 

Production of ROI & 
effectiveness studies

64% agree 

Audience 
measurement 

studies

63% agree 
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