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100 % 
uusiutuvaa 
energiaa

40 palkintoa 2019 
vuoden aikana

200 ammattilaista

2019 liikevaihto
139 milj. eur

- Chief Operating Officer,  dentsu finland

- Työuralle on mahtunut markkinatutkimusta, mediamyyntiä  ja 
-ostamista, viestintää, luovaa suunnittelua, tapahtumia, markkinointia,

- sekä mahtavia työkavereita ja tiimejä



Blast from the past



”Ulkomainonnan tuhannen

taalan paikka”

Ulkomainosiltapäivä 27.10.2016



DOOH positiointi
mediakentässä?

DOOH hinnoittelumallit?

Inventaarin avaaminen?

Suunnittelu- ja 
ostotyökalut?



Ulkomainonnan 
digiaste est. 2016

UK 50 %
Suomi 28 %
Norja 25 %
Ruotsi 15 %
Tanska 14 %

Ulkomainonnan 
digiaste est. 2020

UK 55 %
Suomi 55 %
Norja 45 %
Ruotsi 25 %
Tanska 30 %



Source: PWC Global Entertainment & Media Outlook 2018-2022

“Globally DOOH now 
accounts for over 1/3 
of global OOH revenue 
and will continue to 
increase with new 
investment into digital 
infrastructure”



”Ulkomainonnan tuhannen taalan 

30 miljoonan euron paikka”

Kantar TNS 2016-2019



Back to the future?



DOOH will drive the recovery

Source: PWC Global Entertainment & Media Outlook 2020-2024

”The global out-of-home (OOH) 
market will see severe impact
from the COVID-19 pandemic in 
2020, but the sector is resilient
and is set to bounce back in 
2021.

Overall, the sector is experiecing
a shift as digital OOH (DOOH) 
enters the mainstream and drives
profound change, and will also
drive the industry’s recovery from 
2021.”
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Rethinking how to measure and prove the ROI of marketing spend

Shifting marketing spend to CRM/Retention/Loyalty marketing

Associating our brand with a social purpose

Putting more focus on demand-generation and conversion strategies

Shifting more of our marketing spend towards ecommerce

In-housing more marketing services

Focusing more on creative marketing campaigns

Putting more focus on ‘top of funnel’ strategies 

Increasing the pace of digital transformation

Shifting more of our marketing spend towards digital media

Focusing more on innovation

Investing in improving our Customer Experience

To what extent are you considering or adopting each of the following marketing strategies?

Not considering Considering or Implementing or Already doing

Digital capabilities have accelerated

Source: dentsu CMO survey 2020



Suhtautuminen digitaaliseen ulkomainontaan

Lähde: Dentsu Aegis Network, CCS Suomi 2020, n=5 522



Posterscope predictions 2020



“Supercharging bandwidth to build a 
new DOOH frontier”

5G

1.
Possibility to turn DOOH into a 
network of connected content 
portals

2. New creative opportunities with 
mobile (AR)

3. Game-changing improvements in 
location targeting 



“Different strokes for different 
folks”

Data revolutions

1. No single point of “data truth”

2. More than just turbocharged 
targeting

3. New exciting insights and ways to 
use data



“The automation story in 
DOOH continues”

Rise of the machines

1. Industry firsts are more evolution 
than finish-line

2. Programmatic DOOH is not 
necessarily real time bidding

3. Ability to use DOOH when you 
need it



“Tech collaborations 
drive innovation”

No brand is an island

1. Unique opportunity to utilize 
partnerships and build innovation

2. Learn from other disciplines

3. Be careful what you reveal



“OOH with purpose”

DOOH the right thing

1.
DOOH business must continue 
working towards sustainable 
solutions

2. Strong consumer demand

3. Use DOOH as a service for the 
society



“The much-needed return 
to creativity”

A wild mind and a 
disciplined eye*

1. Decreased effectiveness in 
advertising

2. Long term/short term is not either or

3. OOH has a great responsibility as an 
integral part of the cities

*Source: Dorothy Parker 



Supercharging Data revolutions

Tech collaboration Purpose

Automation

Creativity
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