outdoor media analytics

¢ 9 526 4N
99

UNRIVALLED ACCURACY
34a 127
Route is representative of GB adults
aged 15+. Using behaviours of 21,000+
( 9 acgiults spanning 345,000+ days we have
9 a uniquely complex and robust basis from
which to create our measures.
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UNPARALLELED INSIGHT INTO OOH ADVERTISING

PARTICIPANTS EXPOSED T0 0OH
ADS 357 TIMES PER DAY

AVERAGE EXPOSURE TO EACH
00HAD IS 30 SECONDS
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EQUIVALENT OF 102.6 YEARS

OF ADVERTISING EXPOSURE
(3.2 BILLION SECONDS)
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109.2 MILLION OOH ADVERTISING
EXPOSURES WITHIN THE DATASET
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TOTAL INVENTORY: 392,432
( POSTERS AND SCREENS W

POSTERS SCREENS
381237 11195

T

EQUIVALENT OF 804,973™ OF ADVERTISING SPACE
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UNIQUE UNDERSTANDING OF HUMAN BEHAVIOUR

In addition to understanding how many OOH ads
people see, we also develop a unique insight into
their behaviours when out of the house, such as
how far they travel each day...

ON AVERAGE ADULTS IN GB TRAVEL 21 MILES PER DAY.
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