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Strategic context

> OOH will always be a
broadcasting channel

> Three effects of digitalisation on
OOH

1. Fragmentation of electronic
broadcasters (TV, etc.)

2. Flexibility in OOH

3. New concepts; Demand
leads to activation
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Three levels of digitalisation

1.0 Broadcasting 2.0 Interaction 3.0 Immersion

Entertainment Involvement Self creation

Quelle: Trendone STROER
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Digital broadcasting
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Digital OOH broadcasting case






Digital interaction
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Current Vooh! enhanced
campaigns

> BASE: connects national

campaigns with online sales

> MFI: Sandman sweepstakes for
Berlin shopping arcade

> KAW: promotion for outdoor
advertising

> HS: local recruiting in Essen
> Radio SAW: cross-media promo

> YSL: enhancement of Out-of-
Home Channel campaign
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ExampleTesco, South Korea
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Tomorrow: new target groups evolving!

25

Immigrants

Not able to process information flood and media
fragmentation with habitual attention allocation (serial,
focussed) and thus switches off.

Listens ‘ Orientiation

Natives

Immerges in new levels of media evolution and
fragmentation with spontaneous, partly parallel and

always selective attention allocation with the aim of
processing information flood.

Always on ‘ Activation
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Both targets groups equally relevant in the near future

30%‘ :
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= Digital Natives Digital Immigrants

Quelle: MediaCom Media 2020 STROER
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Digital Immersion
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28 Connecting real and virtual worlds



Example of today (Axe)




Usecase for tomorrow

Window to the World
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Thank you!
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