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Strategia ja

200 ammattilaista konsul- Kohtaamiset
tointi

2019 liikevaihto
139 milj. eur

. dentsu
40 palkintoa 2019

vuoden aikana

100 % Data ja

uusiutuvaa teknlololgia—
A t

energiaa palveld

Chief Operating Officer, dentsu finland

Tyburalle on mahtunut markkinatutkimusta, mediamyyntia ja
-ostamista, viestintaa, luovaa suunnittelua, tapahtumia, markkinointia,

seka mahtavia tydkavereita ja tiimeja




Blast from the past
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Ulkomainosiltapaiva 27.10.2016

"Ulkomainonnan tuhannen

taalan paikka”
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'MONEY EXCHANGE |
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DOOH positiointi
mediakentassa?

DOOH hinnoittelumallit?
Inventaarin avaaminen?

Suunnittelu- ja
ostotyokalut?
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Ulkomainonnan
digiaste est. 2016

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

U CInEIL L LEDR
digiaste est. 2020

UK 55 %
Suomi 55 %
Norja 45 %
Ruotsi 25 %
Tanska 30 %
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“"Globally DOOH now
accounts for over 1/3
of global OOH revenue
and will continue to
increase with new
investment into digital
infrastructure”

- Physical OOH - Digital OOH

Source: PWC Global Entertainment & Media Outlook 2018-2022
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"Ulkomainonnan tdhannhepn—taatan

30 miljoonan euron paikka”

Kantar TNS 2016-2019




Back to the future?
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DOOH will drive the recovery

DOOH will drive the industry recovery from 2021
Global digitals share of vear-on-vear growth in total OOH revenue 2021-2024

1250% - “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.

100% —

75% —
Overall, the sector is experiecing
a shift as digital OOH (DOOH)
enters the mainstream and drives
profound change, and will also

50% —
25% —
ox _ _ | drive the industry’s recovery from

2021 2022 2023 2024 2021.”

Source: PWC Global Entertai



Digital capabilities have accelerated

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

Investing in improving our Customer Experience
Focusing more on innovation
Shifting more of our marketing spend towards digital media
Increasing the pace of digital transformation
Putting more focus on ‘top of funnel’ strategies 9% 91%
Focusing more on creative marketing campaigns 11% 89%

In-housing more marketing services
Shifting more of our marketing spend towards ecommerce

Putting more focus on demand-generation and conversion strategies

13%

16%

15%

87%

Associating our brand with a social purpose

16%

84%

Shifting marketing spend to CRM/Retention/Loyalty marketing

Rethinking how to measure and prove the ROl of marketing spend

H Not considering

15%

14%
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B Considering or Implementing or Already doing

85%

86%



Suhtautuminen digitaaliseen ulkomainontaan

Muu alle

Samaa mieltd vaittdmien kanssa % 30K

(tdysin samaa mieltd+ samaa mieltd) Kaikki
Mainokset/naytat ovat kuin ilmoitustaulu, josta ndkyy mitd

tapahtumia on tulossa (esim. nayttelyt, konsertit
festivaalit, elokuvat

seutu || ryhmat| 16-24v.

Mainokset/ndytdt ovat hyvd tapa saada tietoa uusista
tuotteista/palveluista

Mielestdni avoimissa tiloissa olevat suuret digitazliset
naytdt, joissa naytetddn suorana tapahtumia, esim
clympialaizia, ovat hyva idea

Huomaan mainontaa helpommin digitaalisissa naytdissd
kuin tavallisissa mainosjulisteissa 33 33 i} 25 30
Pidan tuotemerkeistd, jotka tarjoavat ilmaisen wi-j
yhteyden esim. kahvilassa, pubissa tai lentokentslld 28 30 29 28 27 26 26 31 27 26 25 20
Mainokset/naytot antavat usein syita etsid tietuj
internetista 22 23 20 21 21 21 23 rary ra-2 rang L7 mry rap
Mainokset/ndytdt antavat usein keskustelunaiheita 22 23 13 20 22 22 20 31 24 20 15 21 23
Mainokset digitaalisissa ndytdissa antavat mielikuvan
lzadukkaasta tuotemerkistd] 21 23 pa | 24 21 19 21 m 28 24 18 15 13
Pidan digitaalisissa ndytissa olevista mainoksista, joissa o
reaaliaikaisia sosizalisen median sydtteitd 20 22 17 18 21
Mainokset digitaalisissa ndytoissd antavat tuotemerkistd
kuvan markkinajohtajan 17 19 19 16 15
Olen koskenut digitaalisella ndytidlla alevaa mainost 16 21 20 20 14

Kaytan mielellani puhelintani yhdessa ulkomainokse
kanssa, esim. skannaan jotain ulkomainoksen osa
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5G

“Supercharging bandwidth to build a
new DOOH frontier”

Possibility to turn DOOH into a
network of connected content
portals

New creative opportunities with
mobile (AR)

Game-changing improvements in
location targeting
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Data revolutions

“Different strokes for different
folks”

No single point of “data truth”

More than just turbocharged
targeting

New exciting insights and ways to
use data

dentsu
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Rise of the machines

“"The automation story in
DOOH continues”

1 Industry firsts are more evolution
m than finish-line

Programmatic DOOH is not
m hecessarily real time bidding

Ability to use DOOH when you
m heedit
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No brand is an island

“"Tech collaborations
drive innovation”

1 Unique opportunity to utilize
m partnerships and build innovation

2 Learn from other disciplines
]

3 Be careful what you reveal
N

dentsu
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DOOH the right thing

“OOH with purpose”

DOOH business must continue
1 working towards sustainable
" solutions

2 Strong consumer demand
O

Use DOOH as a service for the
m Society
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A wild mind and a
disciplined eye*

“The much-needed return
to creativity”

1 Decreased effectiveness in
m advertising

2 Long term/short term is not either or
O

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

*Source: Dorothy Parker
dentsu 19
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Tech collaboration

Data revolutions

Purpose

Automation

.

Creativity
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“A day without laughter

Is a day wasted”
~Charlie Chaplin~



