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EVERY CLOUD…



…has a Silver Lining
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Medium in 
Ascendancy 



Audiences are back out of home

Source: CACI Mobile Location Data March 2020 - April 2022 (Index vs Feb 2020 footfall levels)
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Audiences have 
returned to pre-
pandemic levels 



OOH revenue and audience growing well ahead of other media

Source: OMG

OOH is in a unique 
position of growth
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OOH not suffering the same inflation as other broadcast channels

Source: Omnicom Media Group

Better value to be 
found with OOH

Linear TV Radio OOH / DOOH
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OOH has strong time spent and reach

Source: Omnicom Media Group

OOH has very 
positive long-term 
prospects
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The ‘New 
Normal’ was  
a Mirage



Stay-at-home brands have lost most of their pandemic value

The “new normal” 
was a mirage



Digital audience gains were brought forward in 2020

Source: Netflix

The “new normal” 
was a mirage



Now reflected in equity values

Source: Google Finance/FAANG

The “new normal” 
was a mirage



Stay at home share trading isn’t very 2022

The “new normal” 
was a mirage

Source: Google Finance/HOOD



Physical audiences are returning 

Source: Yahoo Finance, Zoom ($ZM) share price at month-end/UK Footfall Index provided by Centre for Cities/Locomizer (Index based on pre-pandemic footfall level)

The “new normal” 
was a mirage



The 
Entertainment 
Channel



OOH has an equivalent entertainment value to TV

Source: Sightline/Kinetic ‘The DOOH Difference’ Report 2022

% respondents finding media channel ‘entertaining’ (Sample 4,590)

DOOH TV Social media Websites

27%   
34%   37%   37%   



Wow Factor in Person

“Watching it  
  in the flesh is  
  truly captivating”

Matt Bell, BTS director/producer - Amazon Prime Video





Physical to the 
Virtual content



Outdoor brings fame

Fame builds fame



Social Amplification

OOH fame brings 
social fame 



The Book of Boba Fett @ Times Square: over 1 million extra views

1.3M views
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+1,000,000

450,000

Iconic OOH achieves extended social reach

Source: ROUTE 41.01 (All Adults 15+, based on 2-weeks)

Beyond the 
physical, what other 
media channel has 
this raw power?

Extended Online  
Video Views

Physical Impacts 
(ROUTE)
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The Silver Lining Product Promise

✓ Audience reach increase  
for next 5 years – Guaranteed


✓ Longer time spent with our channel  
in next 5 years – Guaranteed


✓ Audience engagement with our  
channel to increase – Guaranteed


✓ Free multi media distribution of our 
channel across platforms  – Guaranteed


…or your money back





2020 2022

THANK  
YOU


