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Structural loserStructural winners

ramp-up mode for 

future growth

cautious approach by 

national customers
soft advertising 

market

social media 

hype

Structural growth fully intact driven by digitalisation          

but temporarily impacted twofold by…

TVONLINE OOH RADIO PRINT

company dynamics market dynamics

Underlying market trends supportive of outdoor performance  
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DLD (Digital - Life - Design) is a global conference network on innovation, digital, science and culture which connects business, creative and social leaders, opinion-formers and investors for crossover 

conversation and inspiration.

„Consumers are currently living in the most rapid period of

technological transformation ever.“ (John Donahoe, ebay)

http://static6.businessinsider.com/image/4af021f700000000003fafbe/john-donahoe-ebay.jpg
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Digitalisation results in two different target groups

4

Not able to digest information flood with conventional 

ways of thinking. Result: strong focus on selected pieces 

of information at the expense of others.

Enthusiastic about submerging in the variety of 

possibilites. Open for anything new. Always tries to do 

many things at the same time. Easily learns to distinguish 

between relevant and irrelevant information.

Listening Always on

Distinctive 

features 

important

Digital immigrants Digital natives

Orientation
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Both target groups will soon be of similar size and relevance 
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Increasing MOBILITY

What do both target groups have in common?
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Outdoor is INEVITABLE – for both digital immigrants and digital natives
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Our world is increasingly VISUAL
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Fragmentation prevents efficient mass communication
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Print is compensated by tablets and smartphones
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TV is compensated by VoD
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Radio is compensated by webstreaming
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Outdoor is the only mass medium with consistently large images
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The 3 stages of digitalisation

1 - Broadcasting 2 - Interaction

Focus on

involvement

Focus on

creation

3 - Immersion

Focus on

entertainment
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Digitalisation - stage 1: Broadcasting

Fokus auf

Entertainment
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Stay 

out!

Come    

in!

Unfamiliar vs.       Familiar

How does advertising work?
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A ttention

I nterest

D esire

A ction

Classical above-the-line advertising

Below-the-line advertising
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Internet focuses on Action
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Investment in Attention and Interest is vital for long-term brand health

19
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Too much focus on Action leaves your brand capital at risk
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Outdoor is the perfect driver of Attention and Interest

21
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…and can also drive Action
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Outdoor is the most efficient medium in terms of

sales impact per € invested in advertising.

TV spots
incl. search

Outdoor
incl. search

Print
incl. search

Online
incl. search +

SEM direct impact & spend

Share of media spend 41%

Share of ad impact 33%

Share of media spend 3.4%

Share of ad impact 17%

Share of media spend 48%

Share of ad impact 25%

Share of media spend 9.4%

Share of ad impact 24%

Efficiency

Impact / media spend

0.8

5.0

0.5

2.6

ROI
Assumption: 

2.500 € profit per car

3.04 €

19.19 €

1.95 €

9.51 €

Source: Trommsdorff+Drüner, Berlin 2012
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How do advertisers stimulate
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Out-of-Home Channel, Stuttgart
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Ströer Out-of-Home Media, Hamburg
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Digitalisation - stage  2: Interaction

Fokus auf

Entertainment
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The power of Interaction is Involvement
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Interaction - the early days
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Previous methods have not been hugely successful

Bluetooth QR codes
visual

recognition
LBA  / NFC

too many barriers for seamless interaction
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Seamless interaction
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Digitalisation - stage 3: Immersion

Fokus auf

Entertainment



33

How does advertising work?
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The Quicar case – perfect immersion
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Continuous investment into the future

Gross revenue / site / year: 7.3*

Traditional Scrolling & backlit Digital

Gross revenue / site / year: 100* Gross revenue / site / year: 198*

Technology

Quality

Profitability

* Gross revenue / site / year, Euro amounts indexed; Mega-Light = 100
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The formula for success
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Outdoor 2025

Global market share of outdoor

Digital share

Number of outdoor locations

Substantial increase in quality of locations

Substantial decrease in time-to-market

New creative & innovative ad concepts

New customers

~50 %

-30%

>10%



38

Every virtual campaign needs a real-life anchor
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This presentation contains “forward looking statements” regarding Ströer Out-of-Home Media AG (“Ströer”) or Ströer Group, including

opinions, estimates and projections regarding Ströer ’s or Ströer Group’s financial position, business strategy, plans and objectives of

management and future operations. Such forward looking statements involve known and unknown risks, uncertainties and other

important factors that could cause the actual results, performance or achievements of Ströer or Ströer Group to be materially different

from future results, performance or achievements expressed or implied by such forward looking statements. These forward looking

statements speak only as of the date of this presentation and are based on numerous assumptions which may or may not prove to be

correct. No representation or warranty, express or implied, is made by Ströer with respect to the fairness, completeness, correctness,

reasonableness or accuracy of any information and opinions contained herein. The information in this presentation is subject to change

without notice, it may be incomplete or condensed, and it may not contain all material information concerning Ströer or Ströer Group.

Ströer undertakes no obligation to publicly update or revise any forward looking statements or other information stated herein, whether

as a result of new information, future events or otherwise.

Disclaimer


