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Digital ≠ online.

A whole NEW ball game.
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2025 MEDIA THEMATIC MATRIX

IMPACT ON THE ADVERTISING MARKET

LIKELIHOOD TO SCALE BY 2025

Source: OMG – Media Theme – Onomics, Accelerate: The Future of Media, vol 1 2022

AUDIENCE

POLICY

CONSUMER

MACRO

TECHNOLOGY

INVESTMENT
SIX FORCES:

100% CONNECTIVITY

GIGABIT BRITAIN

UPFRONTS & SCATTER SOCIAL FRAGMENTATION

CITY-WIDE WIFI

WAGE INFLATION

NON 

COMMERCIAL 

DOMINANCE

SATELLITE CONNECTIVITY

MISINFORMATION

TRAVEL REGULATION

PUBLISHER DIGITAL FLIP

CAUTIOUS CONSUMER

DIESEL CAR REGULATION

SECOND HAND 

ECONOMY

ENTERPRENEUR 

BRITAIN

VAPING REGULATION

LENDING REGULATION

SMART SPEAKERS

METAVERSE

DEATH OF THE HIGH 

STREETS

SMART ASSISTANST

ESPORTS
DIGITAL CONFIDENCE

AUDIENCE TRADING

CREATIVE AUTOMATION

CRYPTO REGULATION

ALCOHOL REGULATION

TRANSPARENCY

WEARABLES

COMMUNITY 

TARGETING

PROTECTIVE IDENTITY 

BLOCKERES

HFSS REGULATION

HYBRID WORK

GAMBLING REGULATION

ANALOGUE 

EDUCATION

VOLUME TRADING

MEDIA OWNER CONSOLIDATION

PROCUREMENT SQUEEZE

VOICE SEARCH

SUBSCRIPTIONS
LOCAL BRITAIN

DTC MODEL

PERSONALISATION

PROGRAMMATIC OUT OF HOME

BLENDED AV PRICING

TRUSTED PLATFORM

ECONOMIC 

BOUNCEHACK

IN-HOUSING
EROSION OF PEAK 

TIME

SME OPPORTUNITY

NON-COMMERCIAL 

CONTENT MARKETING

DATA VALUE EXCHANGE

BUSINESS KPI

DIGITAL HUBBING

AUTOMATION
ATTENTION

PRIVACY & ETHICS

1ST PARTY DATA

OUTCOMES BASED BUYING
AI

DIGITAL REGULATION

CONSCIOUS 

CONSUMER

BEHAVIOUR BASED IDENTITY 

SOLUTIONS

PODCASTS

CREATORS / 

INFLUENCERS
BROADCASTER AUDIENCE DATA

ECOMMERCE GROWTH

GAMING OPPORTUNITY

ADDRESSABLE MEDIA

AI REGULATION

5G

AD BLOCKING
STREAMING ECONOMY

CROSS MEDIA 

MEASUREMENTS



Source: OMG – Media Theme – Onomics, Accelerate: The Future of Media, vol 1 2022

100

70

2025 MEDIA THEMATIC MATRIX

IMPACT ON THE ADVERTISING MARKET

LIKELIHOOD TO SCALE BY 2025

AUDIENCE

POLICY

CONSUMER

MACRO

TECHNOLOGY

INVESTMENT
SIX FORCES:

1009080

70

80

90

60

PRIVACY & ETHICS

DIGITAL HUBBING

CROSS MEDIA 

MEASUREMENTS

AD BLOCKING

AI REGULATION

TRUSTED PLATFORM

PROGRAMMATIC OUT OF HOME

5G

DIGITAL REGULATION

CONSCIOUS CONSUMER

1ST PARTY DATA





What is REAL WORLD to advertisers?



REAL WORLD.
100% digital compatibility & connectivity.

Expand your digital presence and develop your 

strategies further. Make the most of dynamic

media planning, budget optimization and 

customized campaign scheduling.

Use market standard tools. 

Utilize existing creatives in new 

contexts and locations.



REAL WORLD is impact & fame.

Widen your digital presence to public 

spaces with  impactful screens. Shared 

experiences make most fame. 

It’s not true if it´s not public.

Get the impact from giant screen size in 

the busiest locations. Utilize the latest 

creative tech e.g. 3D and 

make an impact. 



REAL WORLD is audiences 

in unique context.

Connect with valuable audiences 

and create meaningful moments in 

different real world contexts. 

Use the unique data based on 

movement, demographics, 

location and buying behaviour. 



Unique audience and context

with 100% digital compatibility & connectivity.

REAL WORLD. 



Those who dare, 

conquer the REAL WORLD. 



Jonne Salovaara

Kuva: Dagmar.com



REAL WORLD ad impression buying digitally requires

some adjustments on advertiser’s side
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Conquering REAL WORLD via programmatic requires further

development (at least on marketer’s perspective)

These all will be tackled IN THE NEAR FUTURE.
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ARE YOU?

We are already preparing for the future of 

REAL WORLD advertising. 


