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Digitalization Extends the Value of OOH in Cities
Traditional OOH has had two major purposes for cities:

a) Delivery and maintenance of street furniture which is

Ínanced by the advertising opporlunities (e.9. bus shelters)

b) Generating revenues for cities: the right for

advertising is generating revenues (billboards, bus

shelters, information panels)

The consumers in urban environments tend to spend

more time out of home and their lifestyle is becoming more

urbanized. From the changing of their lifestyle, the OOH

media has become more popular among advertisers.

OOH media planning have become more complex as

there are different type of OOH media & new locations in

those areas. The challenge is how to effectively plan OOH

media in urlcan areas under this new environment.

Digitalization is now able to further extend the value of

OOH in cities. 'Digital street furniture' gives new Íeatures

for cities: interactive city maps, interactivity with visitors,

better possibilities to promote (city) events. Due to the

new techniques cities can benefit directly and will be able

to stimulate furdher growth of digital outdoor as well.

Although we rarely see a separate strategy for urban OOH

planning (it is more a result of the possibilities offered by

the outdoor indust$ we believe that digital OOH has the

possibility to improve the quality of the urban environment,

OOH lndustry in Transition Phase

At this moment we are in transition phase where

traditional (i.e. non-digital) street furniture will be

replaced by digital forms (at high traffic locations

of course). Cities are most of the time bounded to

long-term contracts, which often creates barriers for

changing the environment.

www.asiaooh.net
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Cities will continue to look for the balance between

quality of street furniture and generating income.

E.g. the bicycle 'solutions' from JCDecaux and Clear

Channel in various European cities are financed by the

ad revenue, but decrease the franchise income.

Although digital OOH has great advantages, non-

digital OOH is still cheap and remains very effective

(also for advertisers). We should never forget that the

success factors for OOH are the elements Reach,

Contact Frequency and lmpact - for many campaigns

a non-digitalform is still very effective.

Li;i,-:Ci:i: i:f Ë. i,t,'i;r,i '.-i.ili-',r-; af';ar-i irr::i: ,,
lntegration: the digital era gives the possibilities to

distribute content throughout the city without barriers

and immediately.

Content: in the non-digital era content was not very

important; now cities have the opportunity to transmit

everything they want. But this requires appropriate

content and should be managed as well.

Locations: the key for successful OOH remains

locations; the public space is limited and has many

'users'. Cities will continue to protect their public space.

The digital era provides enormous possibilities for city,

the public and the outdoor companies. However a

beautiful LED screen does not fit into an environment

where also people have their living apartments.

Safety& Privacy: digital opportunities also create

chances for hackers and other criminals. Each digital

network should be secured as much as possible.

New techniques as face recognition create huge

opportunities for advertisers, but will most likely be

faced with critics from the general public. Cities will

have to develop clear policies.

Examples:

Complete integrated DOOH services are now more

and more being offered by both the traditional OOH

companies (e.9. Clear Channel and JCDecaux). At this

moment JCDecaux is testing three different kinds of

digital street furniture in Paris, which could be the real

near future for DOOH.

When a Russian hacker broke into (2010) a gtant

video advertising billboard located in Moscow to run a
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pornographic film on it, it caused some chaos in city

traffic. But Russtan news sources Thursday report police

in the southern city of Novorossiisk have arrested the

suspected billboard hacker. Though not identifying him

by name, a statement from the lnterior Ministry's high-

tech crime unit says the suspected billboard hacker is a

41-year-old unemployed man who police believe used

the lP address of an organization based in Chechnya

to breach a Moscow server in order to upload his

pornographic video, according to The Moscow Times.

The pornographic video appeared on a tall electronic

billboard in Moscow's Garden Ring Road on Jan. 14

2O1O , which brought traffic to a halt and had pedestrians

filming the episode on their cell phones.

Often managing OOH contracts is realized by different

departments within a ctty administration. We always

recommend some kind of centralization in order to protect

the ciiy and to benefit from the advantages offered'

City Outdoor Advtsors help cities understanding the

outdoor environment and to optimize contracts. We

have a long-lasting experience in tenders where we

work together with the citY.

The Out of Home industry will segment into two

sectors; Broadcast OOH and Targeted OOH.

Media owners (and the advertising industry) will

embrace mobile, social media, digital content creation

and online advertising expertise, reÍlecting the change

in the medium towards lifestyles and environments.

Consumers do want to interact more with digital

screens. Smart posters capable of recognizing and

reacting to consumer type will become commonplace'

Digital poster networks will become more widely visible

across the major cities within 1O years. Digital screens

in established Out of Home locations will double over

the coming decade. The total Out of Home adveftising

universe will increase dramatically with very limited

rationalization of traditional static billboards.

www.asiaooh.net
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