Jut of
Home:
101

OOH Out Of Home

Media Association
MAA Aotearoa ISSUED: April 2023



LR N 2N I S 2 2 R
LR R R R S O 2
LR R R R R A

.

. X X
'« 000 )¢ 00 @
& “2@0( D0OO(
100®w

( X J
( X J
( X J
( X J
(X}
(14
( X J
( X J
( X J
(14
( X
N\
[ I
o0
o0
[ 14
-
eoa

© O 0O 00O OO0 00O O O O 0 0000 0 © O 0 0 0 0 0 O 0 0 0 0 0 0 0 0 0 0 0 0o 0 0 0 0 s o

©® 0O 00000000000 0O 0O ©® © 0 0 © 0 0 0 0 0 0 0 00 0 0 0 0 0 0 0 0 0 06 0 0 0 0 0 0 o o

© 0O 000000 O 00O 0000 00 0 0 0 0 0 0O 0 0 O © 0 0 0O O 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 o o o
® O O OO 0000 OO OO O 0 © 0 © 0 0 0 00 0 O © O O 0 0 0 0 0 © 0 0 0 0 0 0 0 0 0 0 0 o 0 0 0 o o

R R 2R 2 R R 2R A 2
R R R R I
R PEEER
R R R XX
TR R RIS
¢ 44
+
+
'Q
® © & o o o o o o o o o
® © o o o o o o o o o o

® & & 6 & & o o o o o o o o o o e

O 0O 00000000 © 0 O 0 © 0 00 0 0 0 0 0 0 0 0 O 0 0 0 0 0 0 © 0 0 0 0 0 0 0 0 0 0 o o o
© © © O 0000 00 ® 0 ©® 0 00 ©© 0 © © 0 © 0 0 © 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 ° o o o o



Agenda

About Out of Home
& OOHMAA

Current Media
Landscape

Why Out of Home
Formats

Creative Best Practice
Digital Capabilities
Audience Measurement

Programmatic



)

g
V'

4
) 2

A ad
44449444
+44 444444

+444 444444

L 4
*
+

L 4
*
*
*

44444444

R

+eeee e

RS
R

¢
++

LI LI 4 444

R R R b i 2 2 2

R R R R R R R R R R R ok o o
R R R R R R R R R RS
RREERE R R R RS
R R R R e 2

>

>+

R R R R g

*
‘e
s
X

R

s e s s e

AR IR IR AR IR IR IR IR AR AR IR IR IR IR SR AR 4
IR R R IR IR R R R R AR IR R R SR R
R A R R AR IR IR AR AR R R IR AR AR AR s o
R IR IR AR IR R IR IR AR IR AR AR IR Ik R IR SR SR A =

<+

*
+
<+
+
+
+
+

R A A A R IR AR A R R IR IR AR AR AR R R R 2 =
AR A R R IR R R R
IR IR IR E E R R R RISy SR
R R A R R R R R R R AR AR R R R R o N o

‘
+
<+
*
*
<4
+
*
+
4+

O O O R R R R R 2 2

IRRRR R R R RS R e

<
<

444444449
+444444
+44 4444
+4+4+44

LR R R R R R R RS
+
+
4+

L+ 4444
e+ e44

-4




OOHMAA is a not-for-profit industry body uniting
New Zealand’s out of home media companies
through leadership, standardisation and innovation.

Our main objectives are:

1.
Create industry alignment

2.
Develop strategies

3.
Market channel

4.
Advocate on behalf

5.
Improve regulation



Our members include;

AD-VANTAGE MEDIA

s @ Media HYPER

l JCDecaux @ JoLT LUMOO

MEnIn5 m! //O’\\/VAST Billboards
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S E A L.

SERIOUS ABOUT

SPICY

CHICKEN
McNUGGETS®
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ASA Out of Home Revenue 2010-2022: Source: ASA 2022 Revenue $M
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ASA Revenue Change 2018-2022:
|
Print

Television 2%
Radio

Online 86%
Out of Home 28%

Cinema




4 key drivers contribute to the ongoing growth of Out of Home:

Media fragmentation:
TV, print and radio declining

Urban population growth:
Audience grows every year

Increasing urbanisation:
Time spent with media

Technology:
Opening up to new categories




Taking Out of Home to the next level means amplifying these key drivers:

Flexibility

Relevance

Digitisation




Out of Home
Strengths
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Taste life in New Zealand ™

s R

The ultimate superboos '

from New Zealand to —
_your pet's bowl

Shop now at your nearest pet food store M8 :










THEBIGGER
BUY NOW PAY LATER //
FROMS$ITO §10,000%/

& EHERGENCY EXIT
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CRAVING THAT...




Let’s find a way to
better future




Captured with

Galaxy S22 Series

Captured with Galaxy S22 Ut and 522+ and later edited
by native photo editorapp. Resalts may differ by madel.

) JCDecaux
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FROZEN PACK OF

countdown ( 9

FEED THE LoVE s i
~ Retail:
In Mall

®







Retail:
Fuel / Convenience

®




WITH
MERCURY &
WE'LL HELP
PICK UP THE
3 CLEANING
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Best Practice




Simplicity is key
Context is king

Keep it short

Clear branding

One size does not fit all
Innovative




bmartay Ranl Erists & aa® |
g = - Dowrl Zl}( Ithe posnr—%
s ot Yt loriay naplios

lﬂnf"'lélavnl’l_]:tli E‘. 5

¢ NI

E ==
L) I." i
- =3 In

(11T




_L

;llnl-lli__.i illlﬂ

1 b (& nH [ =%
L=




30%

Increase In
action, sales,
consideration,
awareness and
perceptions.

44%

Increase In driving
behavioural
change

(action metrics).

20%

Increase In
perception and
relevance shifts.
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Capability




Out of Home:
Reach + Frequency
Proximity

Impact

®

Digital:

Creative flexibility
Real-time + Dynamic content
Relevant messaging
Better Data + Targeting
Advertiser Data Integration

Social Media Engagement
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mediaworks

Case Study:
KFC

Flexibility to change
quickly to suit message.
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JCDecaux

WALLACE COTTON - i ‘ Case StUdy
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Dynamic widget allowed
real time content via API feed.
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THE 2020 @
AND REFERENDU SLECTION

Your nearest o en
voting place i
Om away at
Corner Neison &
Union Streets

Case Study:
Electoral Commission

Geo location data makes
content relevant.

vote.nz | 0800 36 76 56

%Emuﬁsiﬂ.'.‘ Enrol. Vote. Be heard.



Case Study:
Real Estate NZ

Better data and targeting
ensures context.

Newly listed in
Takapuna

s]

2/26A Ha rley ROz




—— . _‘ THE !ii(_)l)\ SHOP | BU"d yOI.lI'
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: o Tt BSi866 tradie » |

~ jobslisted
right now.

Case Study:
TradeMe Jobs

Multiple messaging to react
to real time client data.

trademe;?

Better jobs live here
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- Sara Beckhouse, Auckland

Support our guys. Say it with Fries.

MaccasMessages.co.nz

RiEAM
NZ,

FOILING

AWAY.”

Case Study:
McDonald’s

Data feed integration for improved

™" social media engagement.




‘Don’t take my
word for 1t’...



https://www.youtube.com/watch?v=h8BlqU9ipII


Four of the USA’s ten
biggest Large Format
spenders are tech
companies, investing
4x the average spend
when compared to
all the Large Format
advertisers

“ Major tech brand are using big
screens on the real world to
direct consumers to small mobile
screens.”

Stephen Freitas, CMO
Out-of-Home Advertising
Association of America
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Kinetic Worldwide’s new study demonstrates 1.
5 tasks OOH is particularly well suited for: Raising awareness of advertising

2.
Creating a positive impression of the brand

3.
Improving the perception of quality

4,
Increase the likelihood that the brand will be
recommended

5.
Creating a favourable impression of value for money



Formats most likely to
deliver on these tasks

OOH Playbook

KPI Strategic Insight Planning Implication

Jr.l.J"g,l'l rormial
Ivertising Awareness Contextual advertising
High production techmiques

Small format
Positive Brand Impression Mere Exposure Effect High fi

Sad ‘-'I.':.r'“l |II.'.._I.|II EMLIroOnImi

Costly Signaling Theort

Recommendation Confirmation Bias

Value for Money

Increase SOT

OOH Out Of Home Out of Home Media Association of Aotearoa © 2023 Page 53
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Multimedia campaigns tend to have higher ROI: Source: Analytic Partners > ROl Genome™ Strategy Comparison

One Two Three Four Five

Out of Home Media Association of Aotearoa © 2023
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Use more formats to achieve higher the ROI A?J'Z\{@'T'\;\E'F(e:s
Analytic Partners: ROI strategy comparison within Out Of Home New Zealand

Source: Analytic Partners Meta Analysis, New Zealand, 2015-21

100 120 134

Single Format Two Formats Three or More Formats
OOH Out Of Home Out of Home Media Association of Aotearoa © 2023 Page 55
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Increase in campaign ROI from media channel combinations NZL:

40

Source: Analytic Partners

35

30

25

20

15

10

3)

%

OOH + Digital
+TV

Out Of Home
Media Association
Aotearoa

OOH
MAA

TV + Digital
+ Magazines

TV + Digital

TV + Digital OHH + Digital
+ Radio

Out of Home Media Association of Aotearoa © 2023

OHH + TV

Page 56

OHH + Radio
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: jence
Measurement (%)




50>90

OOH Out Of Home Out of Home Media Association of Aotearoa © 2023 Page 58 @
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The move

towards
programmatic

trading:

Efficiencies
Synergies
Flexibility
Revenue



Challenges: The differences Out of Home Introducing a new way

between Online uniqueness should of buying and selling.
and Out of Home. not be forgotten.

OOH Out Qf HomQ . Out of Home Media Association of Aotearoa © 2023 Page 61
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Now Soon

Part Day Agility Mobile Re-targeting
Weather Targeting Improved Automation
Dwell Understanding Enhanced Targeting




A broadcast medium

Growing digitisation

Strength of formats

Power of creative

Accountability

Ease of trade
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