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Programmatic DOOH has
reached the tipping point



In online advertisin%, programmatic saw an
tipping point in 2012 thanks to omnichannel DSPs

The Rise of Automation: US Programmatic Ad Spend Share (2007 - 2026)
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Our own data shows clear evidence of the
inflection

PX “Gong” Tracker (booked campaigns PX Q4 to Q1 Spend Dropoff (Q4 is typically
exceeding $25K spend) ~35% of FY spend, while Q1 Is typically ~18%)
) e |n a mature ad
Comparing full-year 2025 to 2026 through Q;II gggg =92% market, the Q1/Q4
May 15, we are seeing: drop would be
roughly constant
e 64% more campaigns per month e Instead we see Q1
_ - 12025 _ 64% " ,
e Campaigns are 68% bigger Q4 2024 approaching Q

levels, due to the

i |
e More 7 figure gongs! large influx of

Q12026 _ ., spend
May 2026 was larger than November or Q42025 72% e YoV H1 2026 grew

December of 2025 J by over 150%
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Why?

Why has it taken longer for programmatic DOOH to take hold vs. other digital channels?

Structural differences (1:many, loop-based buys, locations vs. audiences, etc.)
Fragmented media owner & technology landscape

Buyers want “one pane of glass” but historically mixed posture from omnichannel DSPs
Inertia of specialised buying entities

Why are we seeing acceleration now?

Increased buyer awareness of and demand for structural advantages (reach, relevance, trust, cost, quality)
Data parity - location data enables audience targeting & outcome measurement on par with other channels
Rise of retail media (including in/at/near store)

Demand for video everywhere (including live events)

Omnichannel DSPs are now all leaning in
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The Real World is now
omnichannel



Traditional digital vs DOOH

The issues with traditional digital

Consumers don't trust it

$1 in every $3 served to a non-human
Dividing society

Attention is tanking

Why DOOH represents a real alternative for marketers

DOOH is the most trusted digital channel
No fraud

The last broadcast medium

The best creative experience

Premium video, live sports & RMNs
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So what happens next?



If history is a guide, we will see:

Increase in demand
o More new advertisers activating programmatic DOOH.
o More “always on” spend from advertisers already in the market.
Change in the sources of demand
o Large holdco share declines (“Big 6” controlled 45% of US ad spend in 2019, to ~28% today).
o Specialist share of OOH spend declines, as OOH is integrated with other channels.
o Brand direct / in-house spending has grown from 10% in 2019 to ~30% today, driven by technology.
o Small/medium agencies have held share (which means spend has grown with the market).
Increased focus on PMPs and PG

o Combines predictability/control of direct buys with ease/automation/power of programmatic
(targeting, creative, data, measurement, etc.)

o Q1 PG spend exceeded all of 2025 (which was ~3x 2024)!
Standardisation of measurement
o Exposure measurement - viewsheds, impressions, audiences, reach, frequency

o QOutcome measurement - upper/mid/lower funnel results not just in isolation, but integrated with
other channels (MMM, MTA)
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Programmatic DOOH has
reached the tipping point...

And there is A LOT of
growth and innovation to
come!



Thank You



	Slide 1: The Omnichannel Tipping Point
	Slide 2: x
	Slide 3: Programmatic DOOH has reached the tipping point
	Slide 4: In online advertising, programmatic saw an tipping point in 2012 thanks to omnichannel DSPs
	Slide 5: Our own data shows clear evidence of the inflection
	Slide 6: Why?
	Slide 7: The Real World is now omnichannel
	Slide 8: Traditional digital vs DOOH
	Slide 9
	Slide 10
	Slide 11: So what happens next?
	Slide 12: If history is a guide, we will see:
	Slide 13: Programmatic DOOH has reached the tipping point…  And there is A LOT of growth and innovation to come!
	Slide 14: Thank You

