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IS A NATURAL
PARTNER TO
OTHERMEDIUM




In the cluttered world of advertising,
the ads that rise above the pack and encourage cons umers
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H New
Technologies
g Real-Time

Mobile Data
1S GETTING SMARTER TO Creati
reative
Integration
TECHNOLOGY

with Online



allows us to reach audiences In ways
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twenty years ago
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LOOK AT ME

The billboard uses

technology alongside a digital facial
recognition billboard

to deliver a powerful message,;

a message that the Internet is still
talking about nearly 3 years later



enables advertisers to target thelr audiences
with greater precision



WE ARE
BECOMING A
MORE URBAN
SOCIETY WHERE

MOBILE PHONES
BECOME
UBIQUITOUS




OOH IS NOW

Able to engage audiences
and measure the impact just

like the rest of the media

Industry with advanced
technology




JETBLUE
CREDIT CARL

REALTIME MOBILEDATA

Interacts with mobile for real-time
data pushes, ramping

up social media discussion with a
chance to win a free flight

Source: http://www.brandknewméageaemdthtefostneakive-digital-billooard/



encourages passers-by to actively
become part of the ad



CREATIVE

1S



Real world
to visual
world



PEPSI MAX

Unbelievable Bus
Shelter

It Incorporates augmented reality technology
with digital screens to launch passers-by into
unbelievable situations and encouraged them

to upload videos to Youtube  Channel which
received over 50 million views online.

Source: http://www.signkick.co.ukbloc/ielatapimksnsumer-interaction/



LYFT

In a colorful stunt out In Los Angeles, Lyft
and Wieden + Kennedy New York took
over the La Cienega car wash and gave
$1 washes to its drivers for almost a month
this summer. All proceeds went to the L.A.

Regional Food Bank.

Source: http://www.adweek.confldreatiokydigiaapjetesvasathank-its-drivers-with-1-washes/



NETFLIX

To promote their heavy invest In more
comedy such as Jerry Seinfield, Chris Rock
and Dave Chappelle.

Source: http://www.adweek.coméiekamiithreetits-york -aard@tcmurse-ads-for-netflix/



HEINZ

Ad agency proposed not showing the
product at all. Instead, the ads would
show close-ups of foods that go great with
ketchup : french-fries, a cheeseburger, a
slice of steak BUT without any ketchup In
sight.

Source: http://www.adweekQyearstizadii-ingindapinapezsthdssnz-adsacially-running-them/



with Online Media proves that
people who have seen OOH campaign
are 17% more likely to engage
with brand on their mobile



OOH IS REAL _



RENOWNED TECH SAVY COMPANIES WHO EVEN HAVE OWN MEDCHANNELS

ARE INTEGRATING OOH MEDIA WITHIN THEIR COMMUNICATNOPLANS




OOH MEDIA PROMPTED MORE ONLINE ENGAGEMENT

189% OOH 26% OOH 11% OOH 70% OCH 2x OOH




When you target the same audience
with both OOH and Mobile ads,
\ R X - Lhéfeasing both reach and frequency
enhancing recall rate.

56% INncrease

In mobile ad CTR

(click-through-rate)when paired
with an OOH campaign

Source: https://www.doitoutdoors.cdevadseuisex)hhoopsdblemnhe -media-achieves-rayhitgttargeted-



DRAKE Theb New
Album Promote

Generated over

and

on Soclal Media




COKE
SHARE A COKE

Over 5.4million audiences at
Time Square in 3 weeks period

Source: https://www.digitalsignageicalaplcctapes-ni{itirsigralgasa-namames-square/



The Rise of Social and Mobile
makes increased OOH spending key
and enhancing audiences engagement



Now Is the time to reap the benefits of
22+-V QHZ SRWHQWLDO WR LQWHU
consumers and the digital world



THANK YOU



