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• JCDecaux has been trading Programmatically since 2018. 

• Inventory avaliable exclusivily through VIOOH SSP in 20 markets globally.

• Group programmatic revenue doubled in 2022 vs 2021. and it is rapidly growing

• I Q4 2022 DOOH represented as much as 35% of JCDecaux total revenue. 5,9% of this came from 
Programmatic.

• Mostly incremental revenue as typical online advertisers are adding OOH to the mix.



• JCDecaux has been trading programmatically in Norway since 2021. 

• Over 60% of revenue from Digital

• Programmatic is expected to grow to 25% of Digital revenue by 2025.

• All digital Inventory is avaliable progammatically

• Programmatic is booming, five times as many campaigns as we had at the same time last year

• At this point in 2023 we have approved more kreatives than we did FY 2022









Total sample; Unweighted; base n = 200. Q19: How satisfied or dissatisfied have you been with the overall success of your prDOOH campaigns?

MORE THAN ONE-THIRD OF BUYERS ARE EXTREMELY SATISFIED WITH THE SUCCESS OF prDOOH CAMPAIGNS

*JCDecaux UK og MTM «programmatic OOH – The Time is Now 2023



• Ability to measure performance is a key factor in including it to their strategy

• The most frequently used KPI is brand awareness (70%) followed by performance of digital channels (67%), 
and impressions (66%). 

• Other benefits that have been instrumental in driving the growth of prDOOH are viewability, operational 
efficiency, audience targeting capabilities whether it’s to reach a specific audience, a wide audience, or reach 
incremental audiences. 

• In addition to this the barrier to entry in OOH has newer been lower. PrDOOH makes inventory available for all 
budgets. Even budgets that would not normally qualify for traditional OOH/DOOH

*JCDecaux UK og MTM «programmatic OOH – The Time is Now 2023



• PrDOOH rated the best channel for delivering both Brand and Performance KPIs

• 61% of prDOOH marketers are always directly involved in one or more other channels (54% always 
directly involved in one or more non-OOH channel). 

• Furthermore, two-thirds (66%) always or usually use an omnichannel DSP to run prDOOH campaigns 
alongside other channels. 

*JCDecaux UK og MTM «programmatic OOH – The Time is Now 2023







OOH + MOBILE = TRUE

OOH drives online and mobile activity.
 

More and more studies confirm

48% 
more likely that a 

consumer will click on a 
mobile ad after seeing the 

ad outdoors first

https://www.iab.com/news/digital-home-case-studies-prove-works/
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+



+ + +

• 4,5 million highly relevant impressions delivered point of sale within 100m. 
from the Apotek 1 pharmacies Nationwide during the summer period.

• Geotargeting, dayparting, weather and UV triggering applied in the DSP







And it’s working in all parts of the funnel!
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