


U N L O C K I N G  T H E  P O W E R  O F  O O H W H A T  W E  D O

MMM works by finding patterns in spend 
and sales data
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Channel 2 spend 
spikes at week 5

Revenue spikes with 
it, allowing us to 
estimate 
incrementality











U N L O C K I N G  T H E  P O W E R  O F  O O H W H A T  W E ' R E  S E E I N G

Not missing. Not excluded. Present in the spend file, and unreadable as anything other than 
"OOH" or "unlabelled".
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U N L O C K I N G  T H E  P O W E R  O F  O O H W H A T  W E ' R E  S E E I N G

Format — the field that separates DOOH & OOH is not consistent.
But, PDOOH is good right? Unfortunately, not. 61% of PDOOH formats are labelled as ‘DOOH’
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nothing to 
optimise







U N L O C K I N G  T H E  P O W E R  O F  O O H W H A T  N E E D S  T O  B E  D O N E

Good data is the difference between OOH defending itself with an average vs defending itself 
with evidence.
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Better measurement only pays off when it feeds the decision — which takes clean data, independent 
signals, and the conviction to act on them.



Better inputs lead to sharper outcomes.


