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We’re leveraging lots of new, interactive technologies. 
We can use NFP (near-field proximity) data to reach targeted audiences, and dynamic creative 

technology to personalize messages to them. With QR codes and AR technology, we can blend the 
physical and digital experience even further. People can even  download apps or filters and add 

themselves into brand DOOH content in real time. There are so many exciting, creative opportunities 
that are unique to DOOH that can help brands strengthen their relationships with their audiences.

- Andres Alfonso, Xaxis Creative Studios Leader, EMEA / APAC

How digital evolutions are 
helping advertisers make 
stronger impressions with 
out-of-home advertising

THE OOH 
TRANSFORMATION:
FROM MANUAL TO 
OMNICHANNEL

TRADITIONAL OUT-OF-HOME 
is a fundamental and powerful advertising channel that’s been used for centuries.

Since traditional OOH 
targeting is based on 
audience research and 
environmental context, it 
can be difficult to calculate 
the direct impact that 
placements have on 
business success. 

As a powerful one-to-many broadcast 
medium, OOH helps brands maintain 
a thoughtful and consistent public 
presence, which helps them raise 
brand awareness and affinity.

DIGITAL OUT-OF-HOME 
has transformed the OOH industry – and the world – in just the last 
decade. Billions of dollars have been invested into transforming and 
digitizing the landscape.

Advertisers that prime 
audiences with DOOH 
and retarget them on 
mobile achieve:

6x 
higher ROI 

than regular 
targeting

48% 
higher 

response 
rates

Xaxis & Kinetic Data

That includes new, flexible, creative placements that open 
up new possibilities for advertisers. And with the radical 
evolution of data available to the DOOH ecosystem, 
advertisers can now reach audiences at location using a 
combination of mobile and first-party data.

OAAA & eMarketer

pDOOH can also integrate 
additional data points 
including contextual, 

temporal, and 
environmental factors. 

PROGRAMMATIC DIGITAL OUT-OF-HOME  
inventory is becoming more available during the digital age, enabling 
advertisers to buy, monitor, and modify their ads in real time. 

Amplification of 
omnichannel strategy, 
enabling cross-channel 
lift, unified 
measurement, improved 
efficiency, and 
campaign-level 
optimization

Creative and 
strategic 
alignment 
with digital  
campaigns,  
especially mobile

Innovative 
applications of new 
technology like 
drones, projection 
mapping, and 
mixed reality will 
inspire 
creative ideas

Full video with 
interactive 
screens, audio, 
and dynamic 
creative

The powerful combination of 

TRADITIONAL OOH + DIGITAL OOH + PROGRAMMATIC DOOH 
lets advertisers:

Reach huge audiences in public, premium, high-visibility, and intimate settings

Target specific audience segments in real time through a variety of data-driven factors

Pursue creative new applications, locations, and variations for brand messaging

Measure, attribute, and analyze the performance of their OOH ads

Fully integrate OOH advertising into omnichannel media strategy

OOH is the connection point 
between the physical and 
digital worlds. 
It has the ability to trigger the emotions 
that shape brand perception. It can 
translate epic launch advertising into the 
moment when you decide to go into store. 
In a world of fragmented journeys, the 
ability to connect journeys in a space that 
is visible, public, and physical is invaluable. 

- Dennis Kuperus
   Global Head of Innovation, Kinetic

of consumers have 
taken an action on 
their smartphone 
after seeing a 
digital billboard

52% 

OOH can lift the 
business effects of 
all channels

Radio TV Social Search

+80%

+56%

+21%
+12%

OAAA & Nielsen

We have increasing expectations 
for how brands engage with us. 

We expect their messages to be 
personalized and precisely timed. We 

expect smarter curation of brand content, 
with consideration of contextual signals and  

our individual consumer need states with 
the brand. An omnichannel strategy that 

uses OOH, DOOH, and Programmatic 
DOOH allows brands to utilize data-driven 

strategies to tune its out-of-home 
messaging into these critical factors

- Akama Davies
Director, Global Solution & Innovation, Xaxis

Automation is saving 

50% 

of time vs traditional 
planning cycles

Buying by audience and 
hourly vs 2-week cycles 

leads to 

 35%
more efficient ad spend

OUT-OF-HOME KEEPS TRANSFORMING

WHAT’S NEXT? 

50%

29%

CAGR
8.9%

CAGR
14.5%

GroupM data

USGlobal

DOOH Growth Over the 
Next 3 Years 

Digital Billboards in the US

Part of 10X10, our year-long content series celebrating 
our 10th anniversary with 10 months of insights into the 
Top 10 Trends in programmatic media. See more at:

XAXIS.COM/10X10

6,700

9,600

2016 2020

+43%
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