


Connected Omnichannel Campaigns
Drive More Effectiveness
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More effective across every metric for consumers compared to disconnected campaigns.

Source: The Trade Desk Intelligence and PA Consulting, The Untapped Opportunity of Omnichannel Study, Australia, January—March 2025.
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Source: The Trade Desk Intelligence x PA Consulting. The Alchemy of Omnichannel, 2025, AUS.
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Channel Mix and KPI’s
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Primary Objective: Brand Awareness

Secondary Objective: Winter Sale conversions

Test & Learn: Can sales messaging adapted from social creative deliver uplift in pDOOH?

Source: TTD Campaign Data. 1 April 2026 — 30 June 2026
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Channel Mix and KPI’s
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Offline

Role & Objective:
Build Brand Awareness
& Mass Reach
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Programmatic

Role & Objective:
Consideration, audience,
geo & contextual targeting

@ @
¥ . Eew G
Meta Google

-

\_

Search & Social

Role & Objective:
Intent, Conversion &
Engagement

\

J




Planning and Optimisation Strategy
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Geo Screens Audience Omnichannel
Planning Planning Optimisation Optimisation

State Screen size 15t & 3" Party Data Opti.mzfrl fo
Metro Vs. Regional Venue Type Time of Day Al Optimisations
Day of Week

Decisioned delivered -41% Lower CPA vs. PG
despite CPM being +18.5% higher

Source: TTD Campaign Data. 1 April 2026 — 30 June 2026




The

Results
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Source: TTD Campaign Data. 1 April 2026 — 30 June 2026
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Sales
Uplift

+37%

YoY
Winter Sale




pDOOH Investment Had The Strongest Effect On Increasing Overall Search,
Social and Organic Al Conversion Rates
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Source: TTD Campaign Data. April —June 2026 Conversions are purchases on the BIG4 Website.



