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PROGRAMMATIC
DOOH IS HERE!

And it is actually working
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Key facts

» 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

 1Q4 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
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Key facts Norway

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
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Trading with 40+ DOOH and Omnichannel DSP’s
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What are the main reasons why
PrDOOH has become so popular?
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Satisfaction, delivered!

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

Somewhat dissatisfied
Extremely dissatisfied

Total sample; Unweighted; base n = 200. Q19: How satisfied or dissatisfied have you been with the overall success of your prDOOH campaigns? *JCDecaux UK og MTM «programmatic OOH — The Time is Now 2023



Some of the main growth reasons

* 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 makes OOH a full funnel tool

PrDOOH rated the best channel for delivering both Brand and Performance KPlIs

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



How can we prove that PrDOOH works?
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Awareness
Consideration
Purchase Intent
Brand Favourability

Foot Traffic Lift
Store Visit Rate

Visit Rate by Venue
Visit Rate by Medium

Site Level Activity
Email Registrations
Web Conversions
In-app Behaviour

Incremental Sales
Market Penetration
Sales rate by market
Sales rate by product
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OOH + MOBILE = TRUE

More and more studies confirm

OOH drives online and mobile activity.

48%
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The OutPerform Study ad outdoors first

Case Studies: OOH + Mobile Integration Pioneering study reveals OOH drives significant uplift
Drive Lift, Recall, and ROI in smarl:phone bra.nd a.ction
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https://www.iab.com/news/digital-home-case-studies-prove-works/



VIOOH + Yahoo + Schroders I 8 0 0/

overall mobile retargeting CTR
for the DOOH-led omnichannel
Increase exposure and brand campaign

awareness for Schroders’
sustainable investment products
and capabilities

Campaign objective

GOODD Target audience
- affluent audiences interested
j in sustainable investing

Campaign specification
E ¢ - Mon-guaranteed

Imventory

— Mall inventory in Orchard and
CBD street fumniture in
Singapore
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With Adform and JCDecaux, Diplom-ls could apply digital
optimization techniques to traditional advertising channels.

Automated Changes to Reflect Local Weather

Improvement in Effective Budget Usage

Customer Perception of Diplom-ls as a
‘Playful’ brand

Customer Perception of Diplom-Is as a
‘boring” brand
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Var kunnskap - din trygghet
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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
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The Time is definately Now for PrDOOH



The Time is definately Now for PrDOOH

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



Thank you!

Marius VALLE
Director Programmatic Trading / Deputy Sales Director | +47 916 81 015
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