Uplocking the power
o

The lack of granularity is doing OOH & DOOH a disservice.
Here’s what can be seen and what can be done...

/s MUTINEX iab



e UNLOCKING THE POWER OF OOH WHAT WE DO

A QUICK REMINDER

MMM works by finding patterns in spend
and sales data

N

— Revenue spikes with
Channel 2 spend it, allowing us to
spikes at week 5 .estlmate .
incrementality
1 2 3 4 5 6 7 8 9 10

I Channel 1 B Channel 2 B Revenue
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UNLOCKING THE POWER OF OOH
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THE STUDY

Earlier in the year, we looked

at investmen trends & what’s
working in AUNZ

AUNZ brands, modelled on the same framework.

2 Years of data — 2024 and 2025, line item by line
item.

A" Major channels, judged on contribution to sales.

3 Questions — what is happening in market, where

the money is moving, and where it is working.



UNLOCKING THE POWER OF OOH WHAT WE FOUND

Brands are shorting the long — and OOH is one of
the casualties

Cinema

Radio

FTATV
OOH 6.5w - #5 cut
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UNLOCKING THE POWER OF OOH WHAT WE FOUND

OOH has dropped in?htIy YoY, but remains the

o o
third largest driver of sales.

FTATV -2.4pp
Social (Meta+) +1.3pp
-1.7pp
Search -1.4pp
Sponsorship -1.2pp

Radio

BVOD / STV /CTV
YouTube +0.4pp
Al / PMax +1.8pp
Display -1.1pp
Digital Audio +1.0pp
TikTok +1.6pp
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UNLOCKING THE POWER OF OOH WHAT WE FOUND

Our Campaign-varying model knows a channel is
only the sum of the decisions inside it.

OOH Roadside Summer launch JCD Digital small
One ROI for the category vs always-on retail vs ooh! vs digital large, vs
classic
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e UNLOCKING THE POWER OF OOH WHAT WE'RE SEEING

THE GAP

One dollar in eight reaches the model with
nothing attached.

880/0 Labelled — the model can separate it

UNLABELLED OOH SPEND

Not missing. Not excluded. Present in the spend file, and unreadable as anything other than
"OOH" or "unlabelled”.
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e UNLOCKING THE POWER OF OOH WHAT WE'RE SEEING

WHERE THE GAP SITS

In Formats, 36% of spend is not getting
the credit it deserves

DIMENSION % OF SPEND LABELLED INCORRECTLY SPEND
Format s 36%
Publisher l 4%
Campaign I 2%

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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That’s across two years.
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UNLOCKING THE POWER OF OOH WHY THIS MATTERS

Unlabelled spend hides the impact — and
shrinks the opportunity.

Transport Roadside Lifestyle Retail
Unlabelled
Street . Brand
furniture Large Format L Campaign X

One coefficient, one ROl — and no detail underneath it to
optimise against.
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Without granularity
thereis

An unlabelled lump arrives indistinct. The model learns one number
instead of the pattern inside it — so there is less to learn, less
headroom to find, and fewer levers to pull.

A channel with no levers is the easy thing to cut.
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e UNLOCKING THE POWER OF OOH LABELLED WELL

WHAT GRANULARITY REVEALS

Labelled digital beats the average dollar of media.

200

) A\
N 100 all ieagtired media 3% is PDOOH
100
0

2024 Q1 Q2 Q3 Q4 2025 Q1 Q2 Q3 Q4

— — —_— Averaging 130 in 2024 and 155 in 2025.
Non-digital OOH sat below average in six
of eight, averaging 79.

50
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e UNLOCKING THE POWER OF OOH LABELLED WELL

WHAT LABELS REVEAL

The same goes for Formats, when labelled well we see
Digital formats delivering above Static.

Digital Small Format GGG 116 Billboard NN 101
Small Format [N 116 Digital Street Furniture IS 100
Transit N 113
OOH Roadside N 113
Billboards N 108

Large Format [N o8
Retail I 106 s

: I
Airport I 104 DOOH i
Street Furniture [ 103 Digital Rail I S6

Digital Large Format (GG 101 Bus Sides [N 62
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e UNLOCKING THE POWER OF OOH WHAT NEEDS TO BE DONE

IN SUMMARY

Ensure that labelling and granularity is done well, to
unlock the true impact of DOOH & OOH

3rd 36% 12% $136m

largest driver of sales — and of Formats are incorrectly of OOH spend arrives as Of OOH spend we look after is

the 5th most cut channel labelled. unlabeled. not getting the credit it
deserves!

Good data is the difference between OOH defending itself with an average vs defending itself
with evidence.
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UNLOCKING THE POWER OF OOH WHAT NEEDS TO BE DONE

GET /ooh/feed?cadence=weekly

To deliver business
outcomes,
standardize

measurement.
Build an MMM API

Per campaign, six fields. No audience data,
no site economics — nothing the buyer
doesn't already have on the invoice.
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e UNLOCKING THE POWER OF OOH WHAT IT LEADS TO

WHERE THIS GOES

Labels today. Buying to sales outcomes
tomorrow.

Biddable Outcomes

A labelled feed Granularity for optimization
The sales signal feeds the buy —
Format, publisher, creative, geo — Contribution read at the attribute, |g. _ .
programmatic digital out-of-home
weekly. not the channel.

optimising to growth, not proxies.

Better measurement only pays off when it feeds the decision — which takes clean data, independent
signhals, and the conviction to act on them.
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We don't want brands to
keep

Better inputs lead to sharper outcomes.

/s MUTINEX iab



