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I t’s been a rough couple of years for out-of-home (OOH) advertising, but it is 
bouncing back. If you drove down Sheikh Zayed Road on the morning on 
October 1, you would have seen a gallery of Expo-themed hoardings. The 

greatest show on earth is finally here, and the brands associated with it are 
proudly shouting about their partnerships. What better place to celebrate at 
scale than on the biggest billboards around.

OOH manages to be both the most traditional media channel and one of the 
most progressive. Billboards, hoardings, lampposts, mupis and other structures 
still stand waiting for passers-by to see messages. But they have also evolved. 
They are better lit now, and many of them have screens. AR, AI, sensors and 
other technologies mean those screens can be used in all sorts of creative ways.

Technology also amplifies OOH beyond the people who pass by. A good 
example is the Adidas Liquid Billboard that won an OOH Grand Prix for Havas 
at the Loeries Awards in Cape Town this month. It’s a billboard filled with water 
that people can swim in. Even 15 years ago, it would only have been seen by 
people walking on a particular beach in Dubai during the short time it was up, 
but today it has been shared through social media channels around the world 
and will continue to echo long after the physical execution is gone. 

Amplifications can be tracked, and can give at least a proxy measure of the 
effectiveness of OOH. But actual reach is notoriously hard to gauge. Traffic and 
phone data can be used to see how many people have passed a location. But 
how many of those people looked at your ad? How receptive were they to it? 
And did it stand out to them any more than the lamppost next door? 

At Campaign’s recent OOH Breakfast Briefing, Seventh Decimal’s Maude 
Moawad called for an industry body to be set up, ahead of establishing a 
universal currency for measuring and comparing OOH reach. This has been 
mooted before and would help the industry as a whole, but it will be a bumpy 
road to get there. As one panellist said, suppliers would be paying money to be 
told their ads aren’t reaching as many people as they thought. It’s a tough sell.

The outdoor industry is riddled with contradictions. It is old-school yet 
high-tech. It is traditional yet innovative. It is geographically specific yet can be 
seen around the world. It is big, it is small. It is creative, it is formulaic. It is 
simple, it is complex…

I hope this guide, with its directory of suppliers and 
articles by industry experts helps you navigate OOH 
in all its guises.
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Mubashir
Founded: 2016 
Holding group: International Live Solutions  
Headquartered: Muscat 
Number of staff: 11 
info@mubashir.om

Flow Media Marketing Management 
Founded: 2018  
Owner: Nadine Sleiman 
Headquartered: Dubai  
Number of staff: 5  
info@flowmedia.ae 

PROPERTIES   
Sharjah: Lampposts, hoardings, megacoms, bridge banners. 

Abu Dhabi: Hoardings, building wraps, 3D elements, special operation. 

Al Ain: Lampposts. 

Northern Emirates: Lampposts, unipoles, hoardings, megacoms bridge banners.

Elevision
Ownership: Elevision Media  
Headquartered: Dubai 
Number of staff: 22 
Founded: 2011 
info@elevision.com 

PROPERTIES 

758 residential elevator screens; 371 commercial elevator screens; large-format 
DOOH network (34 screens/42 faces).

Eye Media 
Founded: 2003  
Headquartered: Dubai  
www.eyemedia.ae  
info@eyemedia.ae  
800 393 (toll-free) 

PROPERTIES 
Sheikh Zayed Road (hoardings, LED screens, bridge banners); Dubai International 
Financial Centre (backlit hoarding); Palm Jumeirah (lampposts, metro glass wrap, 
bridge banners, metro pillars, roundabout and monorail branding); JLT (lampposts, 
wall banners, window banners); Discovery Gardens (hoardings, lampposts, 
megacoms, minipoles, mupis); Ibn Battuta Mall (in-mall lampposts, entrance wraps, 
LCD screens, promotion spaces, elevator branding, etc.); Dragon Mart (in-mall 
lampposts, entrance wraps, LCD screens, promotion spaces, elevator branding, etc.).

JCDecaux UAE
Founded: JCDecaux Group founded in 1964, operating since 2008 
in UAE 
Ownership: Member of JCDecaux Middle East, the regional 
subsidiary of JCDecaux 
Headquartered: Dubai 
dubai@jcdecaux.com 
abudhabi@jcdecaux.com

PROPERTIES
Dubai: Exclusive airport advertising contracts in Dubai International Airport (DXB); 
Dubai World Central Airport (DWC); unique street furniture formats including six 
digital screens, 23 mupis and eight bus shelters at Tecom Business Communities 
(Dubai Media City, Dubai Internet City and Dubai Knowledge Park); 385 lampposts on 
Jumeirah Street.

Abu Dhabi: Exclusive advertising contracts in Abu Dhabi International Airport (to be 
later replaced by the new Midfield Terminal– to be confirmed by airport authorities 
ADAC), for which JCDecaux won the exclusive 10-year advertising contract; Al 
Bateen Executive Airport; Al Ain International Airport; Saadiyat-Yas Expressway (four 
hoardings and one giant LED); Khalidiyah (one LED screen on Shining Towers).

Multi Platform Network (MPN)
Founded: 2018  
Holding group: ARN/Dubai Holdings 
Headquartered: Dubai 
Number of staff: 200+  
hello@mpn.ae

PROPERTIES
Dubai: Sheikh Zayed Road (hoardings); Umm Suqeim Road (hoardings); Al Khail Road 
(hoarding); Mohammed Bin Zayed & Al Ain Road (hoarding); Mohammed Bin  
Zayed (unipole).

Hills Advertising
Founded: 2003 
Headquartered: Dubai 
CEO: Sami Al Mufleh 
GM: Hiba Momani 
www.Hillsadvertising.com 
info@hillsadvertising.com 
+ 971 4 325 3130  

PROPERTIES
Dubai: Sheikh Zayed Road (backlit bridge banners; free-standing LED bridges 
‘Golden Gates’, Al Attar Tower – backlit wall banner); Al Wasel Road (bridge banners); 
Al Khail Road (backlit bridge banners); Mohammed Bin Zayed Road (backlit bridge 
banners);Expo2020 media on Expo Road and MBZ Road (backlit bridge banners, 
large format hoardings); Al Sofouh Road (backlit bridge banners); Bani Yas Road 
(LED unipole); Financial Center Road (LED wall sign); Airport Road (backit bridge 
banners, backlit lampposts); Dubai South & Maktoom Airport Approach Rd. (backlit 
lampposts, flags, hoardings); Private Jet Terminal (solar mupis); Metro Station-Red 
Line (mupis on entrances and exits of metro stations); Al Rebat Road (backlit bridge 
banners); Deira (bridge banners); Ittihad Road (backlit unipoles).

Al Shuala Media 
Founded: 2011  
www.alshualamedia.com  
info@alshualamedia.com 

PROPERTIES 
Dubai: Bridges at Dubai Flower Centre, Deira City Centre, Garhoud Bridge, Festival 
City, Umm Al Ramool, Mirdiff City Centre, Ras al Khor, Nad Al Hammar, Al Khawaneej, 
Beirut Street underpass, Wafi Mall; Rooftop at Al Futtaim on Sheikh Zayed Road;  
Wall banners at Al Rostamani 21st Century Tower and Al Attar on Sheikh Zayed 
Road; vinyl wraps on Dubai Taxi, Dubai Airport Taxi, standard bus, articulated bus, 
doubledecker bus. 

Sharjah: Bridges at Sonapur, King Faisal, Crystal Plaza, Rolla Tunnel, Sharjah Golf 
and Shooting Club, Ajman border, Airport, BMW, Al Qusais; hoardings at Al Nahda, 
Bukhatair, Al Khan, Damas; wall banners at Rolla Mall; lampposts on Al Ittihad Street, 
Al Wahda Street; unipoles at Al Khan, National Paint; vinyl wraps on Sharjah Taxis, 
Sharjah Bus. 

Other: Lampposts in Ajman, Fujairah and Ras al Khaimah; megacoms in Umm  
al Quwain.
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Pixflex Media
Founded: 1997 
Owner: Mohammed Obaid 
+97143335522 
info@pixflex.ae 
www.pixflex.ae

NextWhat Advertising LLC
Holding group: Elixir Group 
Headquartered: Dubai 
Number of staff: 47 
Founded: 2020 
contact@nextwhat.ae 
nextwhat.ae

Ministry of Energy and Infrastructure 
Founded: 1971 (previously known as Ministry of Public Works and 
Ministry of Infrastructure Development)  
Minister: Suhail Al-Mazrouie  
Director of Outdoor Media Office: Abdullah A. AlShiwaikh  
moid.gov.ae  
OutdoorMO@moid.gov.ae  
+971 600 500 500

PROPERTIES 

The Ministry of Energy and Infrastructure manages all federal roads in the UAE and, 
like the RTA and Department of Transport, it issues tenders and grants licences to 
suppliers for the properties on those roads.

Lifeonscreen 
Founded: 2016  
Headquartered: Dubai  
www.lifeonscreen.com  
info@lifeonscreen.com  
800-LIVEADS 

PROPERTIES 
Dubai: 547 digital screens in ENOC stations, Tasjeel and other locations. 

Sharjah: 8 screens in Tasjeel. 

Fujairah: 25 sceens in ENOC. 

Ras al Kaimah: 33 screens in ENOC.

Arabian Outdoor
Holding group: Choueiri Group 
Founded: 1995 
CEO: Pierre Choueiri 
COO: Fawzi Tueni 
FTueni.AOUAE@choueirigroup.com 
+971 55 454 0409

Fawzi Tueni
COO

Pierre Choueiri
CEO

L E A D E R S H I P  PA N E L

As part of Choueiri Group, which channelises advertising budgets across the full spectrum 
of communication platforms (TV, radio, print, digital and outdoor), Arabian Outdoor UAE 
has served as a market-leading force in the UAE’s OOH market since 1995. Today the fully 
integrated media house extends a comprehensive range of outdoor vehicles – varying 
from lamposts, megacoms, unipoles, bridge banners to the largest and most strategically 
significant mupi network in the UAE. The company’s track record of innovation reflects upon 
its vast capabilities and dedication to providing advertisers with greater flexibility, creativity 
and effectiveness

PROPERTIES
Dubai: 800 mupis; 493 lamposts; 65 megacoms; seven unipoles; four Sheikh Zayed Road 
bridge banners; marina bridge banners, Dubai canal

Abu Dhabi: 400 mupis; 160 megacoms; 30 unipoles

CAM296_OOH_P04-05_FreeListingsAndArabianOutdoorHP.indd   5CAM296_OOH_P04-05_FreeListingsAndArabianOutdoorHP.indd   5 10/26/21   6:36 PM10/26/21   6:36 PM



4000
OOH FACES - ACROSS DUBAI & ABU DHABI

+

ai16323079337_CG_AD.pdf   1   22/09/2021   2:52 PM

Impact Where
It MattersC

M

Y

CM

MY

CY

CMY

K

A Choueiri Group Brand

FZ LLC

UNIPOLES | LAMPPOSTS | CANAL BOARDS
MUPIS | MEGACOMS | BRIDGE BANNERS

www.ao-cg.com


October 31, 2021 07

Chief operating officer, 
Arabian Outdoor

BY FAWZI TUENI

INDUSTRY SNAPSHOT

HAS THE PANDEMIC FUNDAMENTALLY 
CHANGED OOH?
The pandemic brought about a great deal of 
disruption and resulted in many 
unprecedented trends and behaviours, 
including new media consumption habits. 
This compelled brands to revisit their media 
plans and strategies in order to remain 
relevant and eff ective in the new normal. 
Much like all other marketing and advertising 
practices and tools, OOH has certainly 
witnessed a shift in how it is being leveraged. 

In the pre-Covid-19 era, OOH served as a 
primary means of brand building and product 
awareness and was also utilised for call-to-
action campaigns aimed at safeguarding and 
sustaining a brand’s share of voice. When the 
pandemic hit, the restrictive lockdowns and 
curfews enforced across all markets led to a 
massive decline in commuters on the roads 
(drivers and public transport users) and 
therefore commuting times were drastically 
reduced. This led to fewer eyeballs focused on 
out-of-home ads.

Traditional OOH advertisers retracted, as 
they had nothing left to actively promote, at 
least not on empty roads. They also turned to 
alternative advertising channels, as the sharp 
decline in commuters no longer justifi ed their 
investments. Once lockdowns began to ease 
and people started to venture back outdoors, 
OOH impressions witnessed a marginal 
increase. At this point, traditional investors 
began to reinstate the yearly deals they had 
made during the pre-Covid days. It is also 
notable that this rally stimulated the appetite 
of non-regular outdoor advertising investors, 
who made their debut appearances on 
OOH assets.

HOW ARE CLIENT DEMANDS CHANGING?
More so than ever before, clients are seeking 
ways to rationalise their investments behind 
OOH. We are seeing a transition as clients are 
relying on out-of-home to generate sales and 
are closely monitoring their return on 
investment (ROI), much like any other 
medium. In addition, we are seeing OOH 
spends increasing drastically for e-commerce 
players, virtual retail shops and F&B brands, 
who are now confi dent about the ROI that 
OOH delivers. For start-ups and virtual stores, 
outdoor advertising provides instant 
credibility and generates the trust that 
consumers must have with brands. Once the 
association is established, customers feel 
more confi dent about transacting with 
the brand.

As we move closer to overcoming the 
pandemic and investments behind the sector 
grow, so will the demand for measurement 
capabilities and audience discovery to 

quantify the deliveries. Media owners are 
keen on making advertisers feel confi dent 
about their OOH budget allocations.

WHAT ROLE SHOULD TECHNOLOGY PLAY 
IN OOH?
Outdoor advertisers can look forward to a 
future of technological advancements which 
go beyond LED screens. Technology that will 
eff ectively measure their ROI, as well as the 
precise attribution value.

Audience measurement, reach, frequency 
and opportunity to see (OTS), among others, 
stand out as the parameters being considered 
by several independent research companies 
in a bid to assign value to our industry. 
Several methods are being adopted, ranging 
from tracking devices to data collection from 
telcos and publishers.

While the landscape is fragmented in terms 
of measurement solutions, we believe that 
adopting a unifi ed measurement currency 
across the entire market that is agile enough 

to cope with the changing 
landscape, from tracking to 
privacy, will add value to 
media owners and 
advertisers alike. This 
currency needs to be totally 
transparent and endorsed by 
all the major players within 
the advertising industry 
(suppliers, agencies and 
clients). It should be 
developed by an 
independent player with no 
vested interest in media 
representation, a neutral body 
weighing the signifi cance of 
individual OOH assets, 
irrespective of the media owner 
or advertiser

WHERE SHOULD OOH SIT IN THE 
MARKETING FUNNEL?

OOH has always been regarded as an 
awareness-building tool used as a 
top-of-funnel advertising medium. It 
allows brands to address an audience 
and introduce a product or service with 
little impact on the rest of the consumer 
purchase journey, whether it is interest, 
consideration or conversion. 

With the technological advancements 
taking place in measurement, 

attribution and the audience discovery side 
of OOH, marketers are quickly realising that 
OOH will soon be able to support every stage 
of their sales funnel. When using OOH to 
support the middle sales funnel it is integral 
to push contextually relevant advertising to 
clients who are in the consideration phase 
(conducting online research or reading 
reviews). OOH will provide brands with the 
edge that they seek, especially once the 
technology matures to allow them to reach 
specifi c audience segments. While it’s too 
early to say when OOH will make its way to 
the lower end of the sales funnel, we can 
safely say that OOH is undergoing a major 
evolution, which has grabbed the attention 
of traditional OOH investors as well as 
brands that exist in the virtual marketplace 
and are utilising OOH to bridge the gap to the 
real world.

“We believe that 
adopting a unified 
measurement currency 
across the entire market 
that is agile enough to 
cope with the changing 
landscape will add value 
to media owners and 
advertisers alike.”
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CEO, BSA

WISSAM TRABOULSI

INDUSTRY SNAPSHOT

Wissam Traboulsi
CEO

Fahad Al Ahbabi
Managing Partner

HAS THE PANDEMIC FUNDAMENTALLY 
CHANGED OOH?
Absolutely; it has changed marketing in general. 
From social media, digital advertising, SEO and 
paid media to video marketing, the pandemic 
necessitated a rapid digital transformation in many 
companies and surviving this phase meant holding 
on to existing customers and building brand value 
that connects with customers. 

Covid has changed OOH in multiple ways. 
Businesses struggled to promote and distribute 
goods and services in new and eff ective ways, 
whether through shifting to streaming video, online 
shopping, or even curbside pickup. However, the 
pandemic has also pushed marketers to reach a 
new level of creativity and to fi nd sustainable and 
eff ective solutions. They must now look for 
innovative solutions to help consolidate in order to 
move quicker with less.

HOW ARE CLIENT DEMANDS CHANGING?
Driven by fear and uncertainty, the pandemic has 
led to an unprecedented consumption shock across 
all parts of the world that changed long-standing 
consumer habits. During the fi rst wave, consumer 
spending collapsed in most countries and 

proactive and aware as well as able to anticipate 
customer expectations and needs.

WHERE SHOULD OOH SIT IN THE MARKETING 
FUNNEL?
Out-of-home advertising remains a key component 
as a fi rst and key step in the marketing funnel. 

Having said that, outdoor advertising is not just a 
vehicle for raising awareness, it can also drive 
purchase consideration and intent, and be used to 
communicate brand positioning. With the use of 
technology and data, OOH advertising has become 
more measurable, evolving from an upper-funnel 
tactic to a mid-funnel, performance-based strategy.

Key messaging, appropriate tactics and eff ective 
OOH media choices can also aff ect the importance 
of OOH in the funnel. By segmenting OOH 
exposure, marketers extend the impact of their 
out-of-home ad and retarget the audience exposed 
to the ad on digital platforms to drive awareness 
and sales.

WHAT ROLE SHOULD TECHNOLOGY PLAY 
IN OOH?
Digital out-of-home and programmatic digital OOH 
have changed the face of outdoor advertising. In 
2020, we saw an immense uptake in the use of 
DOOH during the pandemic, and in the coming 
years the boom in over-the-top media service 
platforms will also play a much larger part in OOH. 

Digital OOH can control the programmatic 
process, granting more fl exibility in the full process 
– from planning to the display of ads at a specifi c 
moment, in a desired context, to a desired 
audience. In addition, with the development of 
beacon adoption, real-time OOH trading and 
hyper-targeting, OOH will also be a core part of 
social and mobile strategies.

BSA
Founded: 2014
Owner: Wissam Traboulsi
Headquartered: Dubai
Number of staff : 8
www.blueshieldadvertising.com
info@blueshieldadvert.com
+971 4 578 5620

BSA is headed by Wissam Traboulsi, who has more than 17 years of experience in the 
UAE market, across various media. BSA has been specialised in outdoor advertising 
and out-of-home media placement for more than eight years. The company claims 
to be the largest operator of outdoor media in out-of-home locations in the UAE.

PROPERTIES
Dubai
Three hoardings on Sheikh Zayed Road (Fraser, Mazaya, Safestway); six hoardings 
on Al Khail Road; one unipole on Hessa Street.

Abu Dhabi
10 hoardings; one building wrap.

consumers were forced to change behaviour. 
Companies had to transform business models, 
governments had to adjust regulations.

Customers are not only looking for sustainable, 
safe and eco-friendly products, but also for a better 
digital engagement and improved customer service 
and experience. Companies that adapt to these 
changing needs will recover more quickly and be 
better positioned than their competitors. In the 
next normal, companies will need to be more 

L E A D E R S H I P  T E A M
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Lulu Saqer
Director – Outdoor Sales

Kashif Merchant
Managing Partner

Aquif Merchant
Activations Associate

Abdulla Rashad
Head Of Accounts

Footprint Outdoor Advertising
Holding group: Golden Anchor Investments 
Headquartered: UAE 
Founded: 2017 
www.footprintooh.com 
sales@footprintooh.com 
+971 4 288 7000

We were born out of a desire to provide brands with the quality outdoor services 
they need in order to stay ahead. We believe in creating inspired solutions that are 
uniquely appropriate for each client we work with. Being one of the few zero-to-
landfill outdoor suppliers we ensure sustainability along with great campaigns for 
our clients. Not only do we own assets in prime locations across Dubai, but also 
manage assets of major venues like Topgolf Dubai, Capital Club Dubai and major 
golf courses of Dubai. 

Viola Outdoor
Founded: 2001 
Holding group: IHC – International Holding Group 
Headquartered: Abu Dhabi 
Number of staff: 200+ 
marketing@viola.ae

Trinet Outdoor Advertising
Holding group: Trinet Outdoor Neon 
Headquartered: Dubai 
Number of staff: 150 
Founded: 2000 
ismail@trinet.ae

Sabha Advertising 
Founded: 1992  
General manager: Majed Ewaida  
+971 50 310 6540  
www.sabhaadv.com  
ahmadowida@sabhaadv.com

Royal Outdoor Advertising 
Founded: 2012  
Managing director and owner: Souriana A. Khalek  
Headquartered: Dubai  
info@royaloutdooradv.com 

PROPERTIES
Lampposts in Ras Al Khaimah, Um Al Quwain, Fujairah and Sharjah; hoardings 
in Fujairah and Ras Al Khaimah; bridge banner in Sharjah; hoarding on Sheikh 
Mohammed Bin Zayed Road.

FF          tt
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CEO, BackLite Media

JAMES BICKNELL

INDUSTRY SNAPSHOT

HAS THE PANDEMIC FUNDAMENTALLY 
CHANGED OOH?
When the pandemic started, OOH advertising took 
a signifi cant hit, and revenue levels dropped by 
more than 70 per cent due to government 
lockdowns and restrictions. 

The pandemic created uncertainty worldwide. 
Marketing budgets are fragile and connected to 
matters such as sales, company performance and 
profi t-and-loss sheets. Everyone decided to delay 
advertising campaigns to monitor how long these 
restrictions would last and what the permanent 
eff ects would be.

The uncertainty aff ected how OOH is booked and 
perceived. Rather than being reserved for the long 
term to secure a strategic location that guarantees 
visibility and market share, marketers started to 
lean towards a short-term wait-and-see approach.  

HOW ARE CLIENT DEMANDS CHANGING?
With people spending more time on digital 
platforms, new marketing approaches represented 
by user-generated content (UGC) are more 
dominant. These approaches force the marketing 
messages to be more interactive, engaging, and 

Founded: 1996
Headquartered: Dubai
Number of staff : 24
www.backlitemedia.com
info@backlitemedia.com
+971 4 446 7540

L E A D E R S H I P  T E A M

James Harrison
Chief Commercial Offi  cer

James Bicknell
CEO

Ahmed Emam
GM Sales

Ali Chab
Head of Malls and Cinema

Dean Crossland
Chief Financial Offi  cer

product-oriented to drive sales rather than 
brand-recognition approaches that use OOH 
adverting as a tool. Moving away from traditional 
OOH advertising locations towards digital OOH 
(DOOH) was a must to provide the fl exibility 
required by new marketing trends.

Many sectors were heavily aff ected by the 
pandemic due to a shift in consumer behaviour that 
focused on more essential products. This changed 
the category of advertisers and opened the door to 
many new players and sectors who invested heavily 
in OOH advertising, which was out of their reach 
pre-pandemic.

WHERE SHOULD OOH SIT IN THE MARKETING 
FUNNEL?
The fi rst stage of the marketing funnel is 
awareness. That’s why OOH is considered one of 
the most eff ective ways to advertise and 
communicate with the target audience via 
unmissable iconic locations, creating awareness 
and trust in the brand or product.

People are on the go again and even more hungry 
to consume products and advertising messages on 
their daily commuting routine; this underlines the 
importance and impact of OOH on customers’ 
decisions to purchase a product. 

WHAT ROLE SHOULD TECHNOLOGY PLAY 
IN OOH? 
Technology and data are causing a paradigm shift 
in the advertising world. It became essential for any 
marketing plan to be empowered by data and the 
latest technology.

The targeted audience approach has dominated 
marketing plans due to the ease of using technology 

and digital platforms. Digital OOH and 
programmatic DOOH are thriving. They provide 
the fl exibility required to automate the buying 
process and update messages, live feeds and 
daypart campaigns. Many tools have emerged to 
off er measurability and accountability of OOH, 
bringing to the table data such as total impressions, 
opportunity to see (OTS), reach, and audience 
composition. This information helps clients to 
justify their investments and select locations.

Technology will continue to evolve and integrate 
more with OOH. It is considered the bridge between 
customers’ perceptions and marketing trends. It 
also links online and offl  ine advertising, taking the 
content from the big screen to the small one and 
vice-versa.

BackLite Media is a specialist, multinational outdoor media company based in Dubai, 
UAE. The company holds more than 100 key locations on Sheikh Zayed Road and 
is the number one partner with the RTA. BackLite Media also operates high-profi le 
mall, retail and cinema advertising across the UAE.

PROPERTIES
Dubai
Outdoor: 26 unipoles (4 digital) on Sheikh Zayed Road between the World Trade 
Centre Roundabout and Mall of the Emirates; 2 unipoles on Sheikh Zayed Road at the 
main entrance to JAFZA; 48 lampposts on Sheikh Zayed Road between the World 
Trade Centre and the Dubai Canal Bridge; 30 lampposts on Umm Suqeim Road 
between Mall of the Emirates and Madinat Jumeirah.
Digital Destinations: 240 Digital Screens across City Walk on Safa Road; La Mer 
on Jumeirah Beach Road; Al Seef on Al Seef Road; The Beach by Jumeirah 
Beach Residences.
Shopping Malls: Dubai Festival City.
Cinemas: 165 Screens across Roxy Cinemas and Novo Cinemas across the UAE

Abu Dhabi
Shopping malls: The Galleria Maryah Island.
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Managing director of 
Contour Media

RABIEH ADNAN

INDUSTRY SNAPSHOT

HAS THE PANDEMIC 
FUNDAMENTALLY CHANGED 
OOH?
If we go back to 2020 I 
would say yes, the pandemic 
changed OOH, but 2021 
proved that OOH will always 
be the strongest platform to 
create awareness and the 
pandemic proved it. Even 
the online retailers needed 
outdoor advertising to 
create brand awareness.

WHERE SHOULD OOH SIT 
IN THE MARKETING 
FUNNEL?
There are several benefits as 
to why advertisers should 
leverage OOH. It’s the 
strongest branding 
platform; it’s an impactful 
way to drive a creative 
message; and it’s one of the 
last remaining unavoidable 
advertising tactics. The 
reality is OOH advertising is 
one of the strongest ways to 
drive top-of-the-funnel 

brand awareness. If your 
placements get strong traffic 
and the message you have 
developed is unique and has 
appealing creative, OOH 
advertising will improve 
your brand’s perception and 
create awareness.

WHAT ROLE SHOULD 
TECHNOLOGY PLAY  
IN OOH?
Digital out-of-home is the 
new trend and is no longer 
standing by and being just a 
follower or a passenger. It 
will change the face of 
outdoor advertising and its 
future More and more of the 
OOH trades will go 
programmatic, following the 
development of more 
advanced markets where 
programmatic OOH is 
becoming a norm.

By developing hyper-
targeting, real-time OOH 
trading and OOH will 
become more intelligent.

Contour Media
Founded: 2014 
Owners: Imad Zakaria Jomaa, Rabieh Adnan 
Headquartered: Dubai 
Number of staff: 13 
www.contourmedia.me 
rabieh.adnan@contourmediame.com 
+971 4 276 4493

PROPERTIES
Hoardings: City Tower, Hessa 1 & 2, Al Khail Rd.
LED Screens: Canal, JBR The Walk, Al Khawaneej Walk, The Outlet Village, Blue 
Waters, Box Park, Hazza Bin Zayed Stadium (Al Ain).
Billboards: JBR The Beach, City Walk, La Mer.
Lampposts: JBR The Walk, Dubai Investment Park.
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THIS IS WHERE THE
TOP BRANDS COME
TO GET NOTICED

ABU DHABI______________
03 Wall Medias
17 Truck Media______________

SHARJAH______________
03 Rooftops
06 Bridge Banners
347 Lampposts
17 Scaffolds
17 LED Screens
167 Mall Media
(Sahara Centre)______________

DUBAI______________
53 Rooftops
20 Bridge Banners
2503 Lampposts
08 Scaffolds
34 Unipoles
05 LED Screens
24 Truck Media
1000 Taxi Media______________

NORTHERN 
EMIRATES______________
11 Rooftops
1112 Lampposts
116 Super Megacoms
14 Unipoles______________

Bridge Banners  |  Building Wraps  |  LED Billboards  |  Lampposts
Mall Media  |  Rooftop Billboards  |  Scaffolds  |  Super Megacoms

Taxi Media  |  Truck Media  |  Unipoles  |  Wall Banners

www.engworldwide.com

800 808
TOLL FREE

50 years in Business

4950+ Locations

07 Emirates

https://engworldwide.com/
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Group CEO, ENG

REHAN MERCHANT

INDUSTRY SNAPSHOT

HAS THE PANDEMIC FUNDAMENTALLY 
CHANGED OOH?
I think the only fundamental change in OOH 
post-pandemic is that it has grown stronger. 
Funnily, it is not mainly because of OOH but 
primarily because other media channels have 
grown weaker. Clients have less belief now in 
spending on newspapers and radio due to poor 
returns on investment – and, depending on the 
nature of each client’s business going through a 
sea of change due to the pandemic, they are 
investing more in OOH and also regional TV, 
depending on budgets and scalability. Once 
people feel that they have plateaued on their 
digital spending with results (as that has now 
become everyone’s buzzword), they see the real 
need for OOH.

HOW ARE CLIENT DEMANDS CHANGING?
In terms of demands, that’s not really changing 
as clients still want a site on Sheikh Zayed Road 
to consume their budgets However, many 
clients are realising that they need to spend in 

multiple areas in the city on OOH media, and 
this is a gradual positive change year-on-year. 
So, more and more clients are now spreading 
their budgets and knowing that brand presence 
on Sheikh Zayed Road doesn’t get results in 
other areas. Questions about other areas, roads, 
localities and importance are now being 
addressed. However, the way outdoor is now 
being purchased is what is changing, with more 
questions being asked. It will continually keep 
changing for the better.

WHERE SHOULD OOH SIT IN THE 
MARKETING FUNNEL?
I think everyone needs to admit that digital and 
social have trumped all other media channels. 
OOH arguably will be between 5 and 12 per cent 
of the overall pie, but every client’s presence 
and budgeting are different and there are 
instances where only OOH and digital are 
present in their media plans, and rightly so. But 
to answer your question, it should work 
alongside digital and social for sure. As more 
digital hardware gets deployed, clients will be 
able to run day-parting campaigns on OOH like 
they currently do with digital and social.

WHAT ROLE SHOULD TECHNOLOGY PLAY  
IN OOH?
There will be a big change in this very soon. 
More LED and digital display hardware is being 
invested in by OOH vendors, and soon 
vehicular traffic and mobile audience data will 
start getting off the ground. Watch this space: 
2022 may be a turning point for the rising 
importance of OOH.

Hanif Merchant
Chairman

Rehan Merchant
Group CEO

Danny Traboulsi
Head of Sales

ENG
Founded  in 1969 (changed name in 1976) 
Chairman  Hanif Merchant 
Group CEO  Rehan Merchant 
Head of Sales  Danny Traboulsi 
Regional headquarters  Burj Al Salam tower, 14th fl., Dubai, UAE 
www.engworldwide.com  
info@engworldwide.com 
800 808 (toll free)

PROPERTIES
Dubai: 53 rooftops; 20 bridge banners; 2,503 lampposts; 8 scaffolds; 34 unipoles; 5 
LED screens; 24 truck media; 1,000 taxi media.
Sharjah: 3 rooftops; 29 bridge banners; 347 lampposts; 17 scaffolds; 17 LED screens; 
167 mall media (Sahara Centre).
Abu Dhabi: 3 wall media; 17 truck media.
Northern Emirates: 11 rooftops; 1,112 lampposts; 116 super megacoms; 14 unipoles.

CORPORATE BIOGRAPHY
ENG (Emirates Neon Group) is one of the leading visual communications and outdoor 
media solutions companies in the UAE and across the Middle East. It delivers a wide 
range of products and services, including the creation, installation and maintenance of 
retail signage, traffic signs, hotel signage, vehicle graphics and outdoor media.

The outdoor media division was set up in 1989 to enable customers to harness the 
growing prominence of outdoor marketing devices as an effective means of delivering 
their messages to huge audiences. ENG has by far the largest network of outdoor sites 
and media across the UAE and is one of the largest independent outdoor media owners 
across the whole of the GCC region, with expanding offices in Africa, Asia and Europe.

L E A D E R S H I P  T E A M
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President,  Media World

MR. AMER AHRARI

INDUSTRY SNAPSHOT

HAS THE PANDEMIC 
FUNDAMENTALLY CHANGED OOH?
The short answer is no. In fact, 
optimism and potential for OOH is at an 
all-time high, evident with new players 
joining the industry post-lockdown. Yes, 
there was a drastic dip in revenues 
during the lockdown and following 
months, but that phase is over, with 
media being bought at or higher than 
pre-pandemic prices. I believe the EXPO 
2020 has expedited this turnaround and 
now supply is less than demand, 
pushing prices higher than ever before.

HOW ARE CLIENT DEMANDS 
CHANGING?
It was a buyers’ market post-lockdown 
and clients enjoyed the lowest rates this 
industry had ever seen. Agencies were 
also pushing clients from other formats 
to OOH, as it was suddenly accessible to 
all. Everyone except OOH suppliers 

L E A D E R S H I P  T E A M

Vipin Joseph
Sales Director

Sandra George
CEO

were reaping in the benefits. Fast-
forward to date, and we are fully booked 
till the end of this year, apart from 
annual deals. The industry is now 
struggling to keep up with the demand. 
Clients are also adapting by locking in 
sites well in advance.

WHERE SHOULD OOH SIT IN THE 
MARKETING FUNNEL?
OOH is relevant across the funnel, even 
after a consumer has made a purchase 
or used a service. It helps consumers 
validate their purchase and creates 
pride in ownership. Having said that, I 
don’t believe there is any single format 
that can fully encompasses a client’s 
requirements on its own. Each format 
has its own strengths and weaknesses 
but few can deliver the shelf life and 
ROI of OOH coupled with the fact that 
OOH cannot be turned off.

WHAT ROLE SHOULD TECHNOLOGY 
PLAY IN OOH?
Technology can help in client-reach 
measurability, something marketers 
traditionally require when analysing 
marketing plans deployed. An ideal 
scenario would be targeting a consumer 
with relevant content using GPS or a 
cellular network to provide seamless 
advertising across digital formats after  
a user passes a hoarding with a 
particular campaign.

Media World 
Number of staff: 20 
Founded: 2005 
www.mediaworld.ae 
sandra@mediaworld.ae 
+971 4 358 8855

Media World is a multi-platform media group focused on the UAE’s vibrant media 
industry since 2005. Our forte is premium large-format media assets on key arterial 
roads. We are driven by something higher than to merely exist; we believe that 
it’s our responsibility to make a positive contribution to the business ecosystem 
of UAE and provide our clients a higher value proposition. We have a passion for 
great content and we collaborate with the world’s most inspiring and innovative 
brands to deliver tailored media solutions to complex business requirements. We 
strike the perfect balance of targeted sites and extensive exposure to meet all your 
communication needs.

PROPERTIES
Hoardings: Sheikh Zayed Road (2 x Golden Boulevard; Tesla; Souq; Canal; Civil 
Defence; English College; 2 x GEMS; Fraser) 4 x Hessa Street; Deira (DNATA); 3 x Al 
Khail Road.
Wall banner: Al Mulla Plaza.
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Ownership: Plus Holding 
Headquartered: Dubai 
Number of staff: 85 
Founded: 1992 
www.groupplusmedia.com 
info@groupplus.ae 
+971 4 275 4700

L E A D E R S H I P  PA N E L

Patrick Aoun
General Manager Group 

Plus Bahrain

Roy Chehwane
General Manager 

Group Plus

Mohamad El Dandachly
Sales Director Group  

Plus UAE

Nivine Charif
Sales Director Group Plus 

Lebanon

Joelle Ghorayeb
Executive Director Group 

Plus UAE

Knowledge is power, and market knowledge is what we possess by exploring true 
potential and vitality in the outdoor media landscape, without sparing any efforts to 
follow latest technologies. With these core values, Group Plus has been pivotal in the 
growth and development of outdoor media in the region since 1992.

PROPERTIES
Dubai
310 lampposts (stretching from Mall of the Emirates entrance to Sheikh Zayed 
road and Jebel Ali, on Etihad road, Garhoud road, inside Deira and Clock Tower, 
and Baniyas street); megacom and unipole LED screen facing Dubai Mall and DIFC 
entrance; Tower LED screen on Hessa Street and unipole on Al Khail Road.
Lebanon
2,000 4x3 Megacoms; 6 LED screens; large selection of unipoles, rooftops, minipoles 
and wall banners.
Bahrain
600 lampposts; 50 megacoms; hoarding; 45 unipoles; rooftops; wall banners.

Chief commercial officer, 
Group Plus Media

ROY CHEHWANE

HAS THE PANDEMIC 
FUNDAMENTALLY CHANGED 
OOH?
OOH is one of the most effective 
advertising mediums in the GCC, 
helping brands target people from 
different nationalities, social 
classes, and interests, and 
reaching the consumer in a 
real-world setting. 

It is true that the pandemic has 
slowed down the OOH sector for a 
while, but the industry has 
benefited from this drop by 
developing tools to provide data 
and technological solutions which 
helped the industry compete with 
the digital world and thrive again.

OOH will remain one of the 
pillars of advertising and this has 
been clearly proven by 
multinational and local brands that 
are still choosing OOH as one of 
their main communication tools.

 
HOW ARE CLIENT DEMANDS 
CHANGING?
Today, clients are becoming more 
and more data-driven. They are 
looking for measurable ads and 
seeking to obtain campaign results 
reports even in outdoor advertising. 

Group Plus Media is working 
closely with Streach, a partner who 
can provide exact figures on the 
number of people that saw the ad 
on each billboard and measure the 
impression per person. This will 
help the advertiser measure the 
visibility reach and ROI for each ad.

The collected data will also be 
used to support smaller-scale 
businesses to increase their reach 
while targeting specific audiences.

WHERE SHOULD OOH SIT IN 
THE MARKETING FUNNEL?  
After 13 years in the industry of 
advertising I can say that OOH is 
still the fastest growing 
traditional media in the UAE and 
GCC, powered by unbeatable 
vision and creativity. 

OOH advertising will always 
deliver innovative ways to help 
advertisers take their message and 
brands further and create 
memorable experiences that make 
the most of their ad budgets.

Despite the new orientation for 
going digital, very often the 
message cannot be delivered 
properly; whereas with OOH it is 
unavoidable for many advertisers 
and marketers to reach their 
audiences with real influential 
advertising wherever consumers 
live, work, travel and shop. 
 
WHAT ROLE SHOULD 
TECHNOLOGY PLAY IN OOH?
Technology has changed the face 
of outdoor advertising by making 
the ad more interactive, for 
instance with the LED screens 
invading Dubai streets and shifting 
the city to an advanced digital 
level. Personally, I believe the 
future is very promising for  
this industry. 

In addition to its wide reach and 
visibility, OOH is using digital data 
to become an even more efficient 
tool for advertisers by providing 
them with monitorable results that 
will collect and measure results 
such as reach and frequency.

Commercial director, 
Group Plus Media

MOHAMAD EL 
DANDACHLY

INDUSTRY SNAPSHOT
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Maher Boulos
Managing Director

Naif Al Rajhi
Chairman

Phi Advertising 
Founded: 2019
Holding group: Naif Alrajhi Investment Group
Headquartered: Dubai
Number of staff : 12
800 777 444
www.phiadvertising.com
info@phiadvertising.com

We could go on a long-winded tirade about who we are, what we stand for and 
the key to eff ective marketing, but instead, we’re just going to talk about what 
we do. We are phi, a team of highly curious and motivated people dedicated to 
highlighting what others don’t see, and then using them at the service of innovative 
marketing and advertising campaigns. We combine powerful insights with unique 
human behaviours then add a dash of our own signature creativity to go above 
and beyond the call of duty and deliver maximum results.

PROPERTIES
Sheikh Zayed Road (Tecom 90m hoarding; Dusit 80m hoarding; two Zaabeel 
Bridge banners; Emarat Atrium 3D gateway screen, the largest LED 3D screen 
on Sheik Zayed Road); Hessa Street (two 100m hoarding/scaff oldings; two 100 m 
scaff oldings); Westin Mena Siyahi (mega LED screen), Mohammad Bin Zayed 
road 2 - 100m.

Media 247 
Headquartered: Dubai 
Number of staff : 18 
www.media247.ae
info@media 247.ae
+971 4- 450 4218 

Media 247 is a specialised outdoor advertising solutions provider with more than 45 outdoor 
premium hoardings and unipoles locations spread across Dubai’s most strategic locations: 
Sheikh Zayed Road, City Walk, Garhoud, Al Khail and Mohammed bin Zayed Road. This makes it 
the preferable choice for outdoor advertising of top local and international brands . We work with 
local and international agencies representing top brands across most industries that run outdoor 
advertising campaigns with us. In addition to these large networks, we have lately extended and 
maximized our media platform by acquiring Dubai RTA Taxis (transit Media), which will give to our 
clients the option to tailor their campaigns according to their needs.

PROPERTIES
Dubai
Hoardings: We have 30 hoardings from Garhoud and Dubai Airport to the Expo exit of Sheikh 
Zayed Road. 27 hoardings are spread across Sheikh Zayed Road, from Trade Centre to EXPO 
2020. There are two hoardings on Al Khail Road and one opposite City Walk.
Unipoles: 11 unipoles are spread across Garhoud, Deira, Al Maktoum Bridge, City Walk, Golden 
Boulevard Sheikh Zayed Road, Dubai Marina Sheikh Zayed Road, and Mohammed Bin Zayed Road. 
Transit: Across Dubai & Dubai Airport we will be off ering to our clients 4800 red taxis 
transiting 247.

Sharjah
Hoarding on I¤ ihad road.

Rafi q Abu Hĳ leh
CEO

L E A D E R S H I P  PA N E L
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L E A D E R S H I P  PA N E L

Khaled El Far
Chief Financial Offi  cer

Phillip Ma� a
Chief Operating Offi  cer

Lynn Sakr Anhoury
CFO

Antonio Vincenti
CEO

Nassim Habib
Head of Sales OOH Metro

Gerard Rustom
Chief Revenue Offi  cer

Rania Daniel Kildani
General Manager 

Pikasso Jordan

Hughe� e Nassar
Regional Commercial 

Director

Daniel Khalil
 Head of Sales In-Store

Emile Salloum
Head of Sales In-Mall

Djalila Bouzegzi 
Mahnane

Commercial Director 
Pikasso Algeria

Nicole Razzouk
Sales Director Pikasso 

Iraq

Founded: 1999.
Holding group: W Group Holding, a subsidiary of 
W Ventures Holding
Headquartered: Dubai
Number of staff : 72
www.hypermedia.ae
info@hypermedia.ae
+971 4 390 2293

As creators of impact, Hypermedia exceeds limitations to produce the best 
outcome for its clients by providing impactful, memorable, and engaging 
experiences. Through eff ective and dynamic communication, Hypermedia’s work 
is designed to leverage its clients’ potential. Since 1999, Hypermedia has changed 
the face of the digital out-of-home industry in the UAE, through the combination of 
powerful, technologically-led media and strategic locations. 

Founded: 1986
Headquartered: Beirut, with 
offi  ces in Dubai, Amman, 
Baghdad, Algiers, Casablanca, 
Tunis, Dakar, Abidjian, Bamako 
and Yerevan
Number of staff : 300
www.pikasso.com
hughe� e.nassar@pikasso.com
+971 50 115 7280

Pikasso is the number one Out-of-Home 
advertising company across the Levant, 
leader in North Africa, West Africa and 
the Caucasus.

With more than 13,000 advertising 
faces, 450 digital screens, 73 exclusive 
concessions, with a presence in 434 cities 
of 10 countries, and 300 highly qualifi ed 
professionals, the Group operates in all 
the segments of Out-of-Home & DOOH: 
Billboards, Street Furniture, Transport 
advertising, and Malls.

Pikasso places quality and innovation 
at the heart of its development to 

constantly meet its clients’ needs. 
Our focus is on ensuring audience 
engagement in prime locations and 
delivering creative opportunities to 
our advertisers while remaining at the 
forefront of technology.

PROPERTIES
Lebanon: Digital Billboards – Large 
Format Screens, 6 Malls Concessions, 
Large Formats & 4x3 Billboards.
Jordan: Digital Totems – Large Format 
Screens, 7 Malls Concessions, Iconic 
Landmarks, Unipoles & 4x3 Billboards.
Iraq: 2 Malls Concessions, Large 
Formats, 4x3 and 8x3 Panels & Al Najaf 
International Airport.
Algeria: 12 Malls Concessions, Large 
Formats & 8m2 Billboards.
Morocco: 4 Malls Concessions & 
2 Main Retailers.    
Tunisia: Rooftops, Unipoles & Billboards.
Senegal: Large Formats & 4x3 Billboards.
Ivory Coast: 7 Malls Concessions & 
4x3 Billboards.
Mali: Rooftops & 4x3 Billboards.
Armenia: Large Formats in Yerevan 
& Rossia Mall Concession.

CREATORS OF IMPACT
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Hypermedia takes pole 
position in DOOH market

Subsidiary of W Group dominates Dubai Metro and beyond

A s the entire world gathered for Expo 2020 Dubai, brands 
raced to book all the prime advertising spots, namely those 
on Dubai Metro Route 2020.

Hypermedia, a subsidiary of W Group and the leading 
digital out-of-home company in the region, dominates the entire 
Route 2020 along with its seven metro stations leading to the Expo.

In addition to Route 2020, Hypermedia has more than 70 per 
cent of the key media assets spread around 53 metro stations, 125 
trains, 36 nationwide malls, 280 hypermarkets and Sheikh Zayed 
Road, the main vein of Dubai’s commuting system.

Our strategically located digital and static OOH assets create 
tens of millions of impressions daily by reaching millions of 
unique individuals, who simply pass by our assets as part of their 
daily commute on Sheikh Zayed Road and neighbouring 
residential and commercial communities, as well as shopping in 
malls or hypermarkets.

Hypermedia’s approach to its partners’ needs and how to 
optimise their reach has always been an unorthodox one. With the 
assistance and support of its sister companies in W Group, DigitAll 
and RedPeg Middle East, Hypermedia creates an engaging journey 
for its partners’ target audience in order for them to live an entire 
experience that will eventually maximise their brands’ return on 
investment (ROI) and achieve cost efficiency.

DigitAll played a massive and crucial role in digitising and 
bringing Hypermedia’s media assets to an optimal high-tech 
status, an essential prerequisite step that would usher in a new 
dawn for the pioneer company.

The next big step for Hypermedia is venturing into 
programmatic DOOH.

The world is moving towards data-generated results with 
behavioural algorithms and smart targeting systems prevailing for 
a better audience designation and selection process.

The new technology provides 100 per cent viewable inventory 
with 100 per cent accurate location data, programmatic billboards, 
spectaculars and above-ground transit displays, presenting a 
compelling new channel for programmatic campaigns and offering 
data-driven targeting combined with mass reach and scale.

While traditional OOH advertising was location-specific, 
programmatic DOOH is audience-specific. The more criteria you 
set for your campaign, the more accurately you can reach your 
target audience – be it couples, families or groups of people on a 
night out – in real time.

Hypermedia believes that the real impact and value of OOH 
media can be portrayed perfectly by combining big data and the 
latest tracking technologies. Therefore, we are increasing our efforts 
and investments to provide all advertisers with real-life audience 
measurement and precise prediction of campaign success.

The advanced targeting and measurement solutions will allow 
the clients to reach the target-specific audience, keep track of their 
campaigns and generate accurate reports easily. Hypermedia plans 
to integrate its measurement solutions along with programmatic 
media buying implementations, which collaboratively aim to 
present an end-to-end journey for all advertisers around the world.

Once Hypermedia makes the full move to programmatic DOOH, 
its partners will be able to remotely tailor-make their campaigns’ 
needs and requirements, and all of the company’s key media assets 
will be controllable from a single central control room.

This will create a better, more high-end and more targeted and 
result-driven campaign management.

As part of its growth scheme and in addition to its Dubai 
headquarters, Hypermedia has a presence in KSA, Abu Dhabi and 
Lebanon. The company has hired several creative and digital 
professionals to support its operations in the region and the growth 
of the group’s portfolio.

This rapid yet calculated growth and expansion would have 
never been possible if it wasn’t for great business planning and a 
company vision that has always been aligned with that of the wise 
leadership of this great nation.

The UAE was one of the first countries to safely contain and 
manage the Covid-19 pandemic crisis, and one of the first nations 
to declare itself outside the red zone.

This created a huge boost of confidence from both investors and 
established business owners in the country, which in turn was 
translated into growth and several huge achievements.

“We at Hypermedia pride ourselves on partnering with more 
than 800 strategic partners and clients, from industry moguls to 
governmental entities, forming the backbone of the Emirati 
economy,” said Habib Wehbi, chairman and CEO of W Group 
holding (pictured).

“This would place both great responsibility on the company and 
an even greater amount of trust and pride in the quality of its 
deliverables,” Wehbi added.

“We at Hypermedia pride ourselves 
on partnering with more than 800 
strategic partners and clients, from 
industry moguls to governmental 
entities, forming the backbone of the  
Emirati economy.”

PARTNER CONTENT 
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The country is at the forefront, the middle and the back all at 
once in the evolution of programmatic out-of-home, writes 
Backlite’s James Bicknell

The proliferation of digital in 
out-of-home (OOH) advertising 
across the globe has driven the need 
for data. Reliable data has driven the 

ability to plan and buy digital OOH 
(DOOH) by impressions. The ability to 
plan and buy by impressions has driven 
the growth of programmatic DOOH.

But where are we, the UAE, in this 
timeline? Well, we’re at the start, the 
middle and the end at the same time.

The proliferation of digital in OOH 
across the globe has driven the need  
for data.

There has been a boom across the globe 
in LED conversions and builds, driven 
mainly by the UK and Australia, with 59 
per cent and 56 per cent respectively of 
the total out of home revenue attributed 
in those markets to digital, according to 

DIGITISATION AND 
DATA IN THE UAE

and the launch of our new Digital Icons 
on Sheikh Zayed Road, we have seen a 
surge in dialogue around impressions-
based, audience-first campaigns. The 
ability to pick the hours of activation, to 
target a specific moment in time, to react 
to external factors has piqued the interest 
of many clients and agencies. Only 
through the use of digital can you bring 
these campaigns to life. The leading 
example of data use so far this year was 

the campaign for YSL – Libre, using 
Sheikh Zayed Road, targeting specific 
hours of the day to capture an affluent 
retail audience outside of the peak 
commuter hours. This campaign was 
activated programmatically by The Trade 
Desk, via Broadsign Reach.

The ability to plan and buy by 
impressions has driven the growth of 
programmatic DOOH.

With the launch of The Triple Crown 
– three prominent digital billboards on 
Sheikh Zayed Road near Mall of the 
Emirates – we have seen an 
unprecedented rise in demand for digital, 
but the requests and activations can still 
be very linear. To truly take advantage of 
this great product, we need to see more 
dynamic campaigns activated with a 
more audience-first mentality. Of course, 
OOH will always be a one-to-many mass 
audience solution but the more relevant 
the message, the more effective your 
message will be. 

For programmatic out-of-home to 
truly flourish in this market we need to 
define the currency; we need to establish 
one data source as the benchmark for the 
region. With BackLite Intelligence, we 
aggregate data from multiple sources 
then analyse with custom algorithms, 
generating insights around traffic flows 
and audience demographics, to ensure a 
transparent and robust measurement. 
Still, this solution is only available for 
BackLite customers; for the wider 
industry to adopt programmatic DOOH 
there needs to be greater collaboration. 
Programmatic DOOH is still at its 
infancy and will evolve alongside 
technology and data measurement to 
realise its true potential.

By JAMES BICKNELL, CEO, Backlite

‘‘IN ORDER FOR 
PROGRAMMATIC OUT-
OF-HOME TO TRULY 
FLOURISH IN THIS 
MARKET WE NEED  
TO DEFINE THE 
CURRENCY.”

PWC’s estimates. In comparison, in the 
UAE only 11 per cent of the overall 
outdoor spend is represented by digital, 
according to Ipsos. 

Clive Humby coined the phrase, “data 
is the new oil”, and although we’re in the 
Middle East, the phrase is still relevant 
when analysing the growth of audience-
led, data-driven OOH campaigns. Data 
alone isn’t the answer, though. Like oil, if 
unrefined it can’t be used; it needs to be 
broken down and analysed for it to have 
value. Right now, data is still in its infancy 
in the UAE, but there are many new 
companies offering solutions, with 
different and alternative systems for 
measurement and aggregation.

Reliable data has driven the ability to 
plan and buy DOOH by impressions.

With the increased availability of data 
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Measurability in OOH is a matter of utmost 
urgency, write Seventh Decimal’s founders, 
Maud Moawad and Lewaa Hamadeh

IT’S TIME WE HAD

In May 2021, we woke up to the shocking news 
that the president of Geopath, Kim Frank, had 
resigned after a heated discussion with OAAA’s 
newly appointed CEO Anna Bager.

Kim had been leading Geopath (the industry 
standard for the OOH marketplace in the US) for 
more than six years, with exceptional milestones 
and achievements. That was until recently, when 
complaints from industry stakeholders started 
pouring in, accusing Geopath of a lack of agility 
and low speed of responsiveness to the results 
of mobility and traffic shifts following Covid-19 
lockdowns.

This also came with increased pressure from 
Bager on Geopath to adopt a more “dynamic” 

‘THE TALK’

measurement system for the OOH industry. Anna, 
who joined OAAA (the OOH Advertising Association 
of America), bringing extensive experience in 
measurement from her previous role as the 
executive vice-president of the Internet Advertising 
Bureau (IAB), was pursuing her vision of moving 
the OOH industry towards an impression-based 
measurement system that will provide “forecasted 
and reconciled-as-delivered daily impressions”, 
allowing OOH metrics to be part of the broader 
media measurement ecosystem. 

Anna won on what came to be known as the 
‘coup by Anna’ and got the support of the industry 
stakeholders for impression-based measurement 
and standardisation.

LEWAA  
HAMADEH
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MAUD  
MOAWAD

BAGER WON ON 
WHAT CAME TO BE 
KNOWN AS THE 
‘COUP BY ANNA’ AND 
GOT SUPPORT FOR 
IMPRESSION-BASED 
MEASUREMENT AND 
STANDARDISATION.”

“

Lessons learned here: The future of OOH 
measurement relies on a system that meets 
advertisers’ need for real-time metrics that quantify 
exposure to OOH formats. These metrics need to 
be comparable to existing currencies used for other 
media such as TV, radio or digital. Measurability 
is the only way to strengthen OOH’s position as an 
integral part of the media mix.

Back to our part of the world: We believe that now 
is the time we start engaging in such conversations. 
It is time we shifted the discussion from, for example, 
questioning the effectiveness of a hoarding versus 
a bridge on Sheikh Zayed Road, to asking questions 
such as ,‘What is the increment in impressions 
on the roads leading to Expo 2020 in October vs. 
September?’ (Around +48 per cent in October, by 
the way), or questions such as, ‘How did the change 
in mobility trends affect OOH’s effective cost per 
thousand impressions (CPM) due to Expo 2020?’

We are not that far behind, and we believe that 
now more than ever the market is ready for such 
discussions, and here are four reasons why:

1 Advertisers are demanding visibility on planning 
and measurement. Beyond premium locations, 

cool executions and 3D installations, we are seeing 
a growing need from advertisers for increased 
transparency and dynamic measurement. In the 
last three months alone, we have seen demand from 
advertisers in the telecommunications, finance, 
entertainment, device technology and e-commerce 
industries for data-driven planning to guide their 
OOH investments. 

2 Advertisers are looking for a fraud-free, brand-
safe, highly viewable, unskippable, no-blocking 

medium as an alternative to digital and social 
media, and outdoor is best positioned to answer 
those requirements. 

3 With the investments in DOOH and state-of-
the-art installations that we are witnessing 

in Riyadh, Jeddah and Dubai, suppliers have an 

objective to democratise OOH, so the channel 
becomes accessible to all clients, not only to those 
with high budgets. The market is also witnessing a 
surge in adtech platform integrations (DSPs, SSPs 
and audience platforms), spurring the industry’s 
growth in this space.

4 Media suppliers are recognising the need for 
in-house data and analytics talent; we are seeing 

big players in the GCC invest in talent acquisition 
and data departments.

On our side, at Seventh Decimal, we have weighed 
in heavily on research around impression-based 
measurement over the past year. We introduced our 
Opportunity To See (OTS) metric through Streach 
in September, which is in line with global initiatives 
around impressions-based measurability. 

We also launched our DOOH solution within 
our pre-campaign and post-campaign Streach 
modules, enabling advertisers and suppliers to plan 
and measure on viewable impressions per creative, 
rather than served impressions, for the first time in 
our region, bringing DOOH a step closer to a scalable 
and accountable programmatic ecosystem.

We remain focused on our vision to be the 
technology backbone that standardises, automates 
and induces transparency in the OOH marketplace 
in the region.

Measurement will have a massive impact on 
everything we do as an industry, but we have to 
be ready to embrace it. The technology is here; 
the stakeholders are ready; the infrastructure 
is evolving. We need to ensure that the industry 
understands the research, adopts it and recognises 
its value. Every stakeholder has a role to play, and 
we believe that we owe it to this medium to make it 
happen, as eventually we cannot be standing still 
when we are in the business of delivering ads to 
people on the move.

By MAUD MOAWAD, CEO and co-founder, and LEWAA HAMADEH, CTO 
and co-founder, Seventh Decimal

EXPO2020 IMPRESSION INCREMENT - October vs. September
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48% Increase in Impressions
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Step outside and billboards – digital and 
traditional – will be waiting for you, writes UM’s 
Ramy Mouganie

I see you scratching your head, 
wondering what’s with this article’s 
title. For those unfamiliar with the 
hit AMC TV show, there are 

characters in it that are dead… except 
they’re not, since they’re walking… so 
they are dead, but they’re not… you get 
the point.

Since Covid lockdowns pretty much 
felt like living in an episode of The 
Walking Dead, it wasn’t altogether 
surprising for us to feel like we were 
living in a new reality when it came to 
various communications channels. We 
listened to less radio, spent less time on 
travel and dining-out portals and forgot 
that our neighborhood supermarket 
exists. Instead, we watched more TV 
(both linear and online), doubled up on 
social media and got on a first-name 
basis with the delivery guy who brings 
the groceries we now order from a 
plethora of e-commerce apps.
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born the World’s Tallest Donation Box.  
It was a prime example of how OOH 
could be used to connect beyond just size 
and impact.

Coca-Cola is another example of how 
OOH was taken to another level. As the 
first carbonated beverage company to 
introduce a peelable safety foil cover on 
its cans, Coca-Cola conveyed this 
message around locations that were 
hygienically stressful to their consumers, 
such as taxis, malls and supermarkets, by 
bringing the foil material to life through 
taxi wraps, ‘foiling-up’ digital mupis at 
supermarket entrances and foiled 
billboards in close proximity to key 
points of sale.

Finally, differentiation can come by 
being the first to market. L’Oreal 
reinforced relevance in the right place 
and time through a first-of-its-kind use of 
programmatic OOH for the launch of 
Libre, its new perfume. This connection 
was heightened through the 
implementation of a day-part approach 
that delivered on audience needs within 
the day, and also reduced wastage.

So, the next time someone refers to 
OOH being ‘dead’, just drop a reminder 
that nothing affects an audience more 
than being able to connect. The right 
approach may shift that perception, and 
bring more life to this touchpoint that 
was perceived as The Walking Dead.

By RAMY MOUGANIE, media director, UM

spend data shows increases back to 
pre-Covid levels and, through an 
accumulation of marketing mix 
modelling, OOH has been proven to have 
a positive impact on discoverability and 
ultimately sales.

While that’s all well and good, OOH as 
a medium is only as strong as the 
communication within. A strong 
connection message goes a long way. 
This brings us to the 1.2 Million Meals 
campaign championed by the 
Mohammed Bin Rashid Al Maktoum 
Global Initiatives.

The pandemic affected everyone, yet 
no one more than lower-income 

But the touchpoint most affected by 
lockdown was out-of-home (OOH). With 
commutes and mall visits virtually 
non-existent, the reality was that OOH as a 
medium became as alive as a ‘walker’ from 
TWD. Finally, the silver lining came, and 
with it audiences ventured into the real 
world armed with crossbows and a brand 
new set of consumption behaviours. That 
is, until they saw that first giant hoarding 
in months: same format, same location 
and, most importantly, impact. 

The importance of OOH has caused 
debate among marketers for years. The 
region’s limited measurability has long 
been a key driver of the impression that 
OOH just “does not work”. However, the 
solid proof to back this up accurately 
remains largely missing; monitored 

audiences, who suddenly found 
themselves not only without jobs or 
homes, but even in dire cases without 
food while battling the virus. In its usual 
charitable fashion, Dubai came to the 
forefront with its 1.2 Million Meals 
initiative to donate nourishment to those 
in need. And in true Dubai fashion, they 
went to the Burj Khalifa as the largest 
OOH real estate to call for donations. 
However, this was not your run-of-the-
mill giant light show, but rather a use of 
Dubai’s most iconic landmark to connect 
with its residents, who are known for 
their charitable nature. For every AED 10 
that was donated online, an additional 
light was lit up on the Burj Khalifa, until 
one-by-one 1.2 million lights took over 
the world’s tallest tower, and thus was 

CAM296_OOH_P30_UMOnOOH.indd   30CAM296_OOH_P30_UMOnOOH.indd   30 10/27/21   1:16 PM10/27/21   1:16 PM



October 31, 2021 31

Viola Communications’ Chris Moran charts OOH’s 
journey to an advertising revolution

THE LONG AND 

The words ‘out of home’ always sound slightly wrong to 
me, as if there’s a grammar mistake concealed within 
(rather like ‘away from keyboard’), but the images that 
those three words conjure up reflect a journey of more 

than 100 years of advertising to people who were anywhere 
but home.

Billboards (literally a board onto which bills, or notices, 
could be pasted) are the most visible manifestation of the 
concept of outdoor advertising. Surprisingly, despite their 
quite humble beginnings, they still account for a huge slice 
of the market.

In 1920s America, roadside billboards were rare, because 
there weren’t enough cars on the road to justify the expense. 
It wasn’t until Henry Ford and the Model T enabled a huge 
slice of the population to afford a car they could just hop 
into and ‘go for a drive’ that advertisers realised that 
billboards, usually hand painted, were not only viable but 
actually incredibly effective.

One of the world’s oldest forms of promotion, outdoor 
advertising globally now encompasses a then unforeseen 
amount of media possibilities, growing from the first 
‘billboards’ in ancient Egypt, where tall stone obelisks were 
used to publicise laws and treaties, to a proliferation of 
messaging on city-based or roadside hoardings and posters 
in bus shelters, airports, shopping centres and malls, sports 
stadiums, inside and outside buses, trains, metros and taxis, 
and now the exponential explosion in digital formats.

In the UAE, a similar evolutionary pattern has been taking 
place over the years; once, you would see a painted sign at 
the side of the road promoting soft drinks or a motor oil, and 
the closer you got to a city, the bigger and more 
sophisticated (or more maintained) these messages became. 
Now we have a thriving OOH industry that stands on the 
tipping point between the traditional and the ultra-
technological, a paradigm shift as a reaction to the 
proliferation of new technology and constantly changing 
consumption patterns.

Viola Outdoor is very much aware of the huge potential of 
this proliferation. As the leading provider of out-of-home 
advertising media space in Abu Dhabi, Viola Outdoor has 
exclusive access to the majority of outdoor advertising 
spaces with lampposts, bridge banners, bus wrapping and 
more throughout the Emirate.

Spotlight lampposts are the ideal advertising medium for 
reaching an urban, mobile populace in the areas where they 
live, work, study and spend their leisure time. Clutter-free 
and easily visible, even among Abu Dhabi’s downtown 
high-rise buildings, the high-quality vinyl flex-faces lend an 
eye-catching appeal to every advertising message, 
concentrating on brand and product excellence, while 
promoting a positive image.

The bridge banners span the highways and byways of the 
city and its suburbs, bridging the space between mid- and 
long-term campaigns, placing brand messaging in front of 

WINDING ROAD

motorists in a large format. Optimised 
sizes are based on location and viewing 
distance and are free of any obstruction.

Wrapping a bus promotes brands and 
messaging on Abu Dhabi’s first transit 
media. The city’s wide transportation 
network of buses, with the majority 
circulating around the clock, generates 
unlimited reach. It targets all commuters, 
drivers, passengers and pedestrians  
from different angles. These moving 
billboards come in a variety of high-
impact formats, ranging from side panels 
to fully wrapped buses.

Outdoor advertising allows advertisers 
to enjoy extended engagement with 
audiences in ways other media simply 
cannot match, with the ability to target 
specific geographic locations and giving 
creative advertisers a big, bold canvas to 
showcase their campaigns via a platform 
that can deliver huge brand stature.

In an age of ever-increasing media 
fragmentation, OOH is more relevant and 
more powerful than ever. It reaches 
people no matter how they consume their 

media, making them stop, notice, think 
and buy. No other advertising format is 
more ever-present or more creatively 
versatile, and Viola’s OOH media formats 
surround and immerse hard-to-reach 
consumers when they are away from  
their homes.

Keeping track of all of this is an 
immense task, and we constantly strive to 
improve standards in all of our activities. 
To that end, we have developed a 
QR-code-based quality assurance system 
that records all field activity data, 
including proof of installation, 
maintenance, cleaning and repair. At its 
heart is a management system that lists 
all outdoor facilities, and collects and 
evaluates comprehensive data about 
them so our OOH products are always in 
mint condition.

And what’s next for the OOH industry? 
Digital. Currently, traditional billboards 
have to be manually changed, but digital 
displays offer the opportunity to instantly 
change the image, whether static or 
anamorphic motion capture, multiple 
versions of a single campaign or multiple 
campaigns on a single unit; the 
opportunities are endless. Another 
benefit is that digital OOH media can’t be 
switched off, skipped or blocked, so 
unlike TV and online adverts it cannot be 
so easily avoided. In recent years, this 
kind of advertising has begun to really 
take off, from giant 3D robotic illusion 
LED billboards to city-wide smart screens 
that incorporate interactive elements like 
touch-sensitive ink that plays audio when 
touched, sensors that can tell when the 
screen is being watched, or even (and I’m 
really not sure how far we can take this 
one) screens that use facial recognition to 
personalise content. That may be a 
disruption too far, but if the OOH 
industry is going to be disrupted then it is 
Viola Outdoor that will lead the charge in 
Abu Dhabi.

By CHRIS MORAN, editorial and copy head, Viola 
Communications
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Digital has breathed a new lease of 
life into out-of-home, writes TBWA/
Raad’s Joe Laham

HIT 
connect with the story in an authentic and seamless 
manner before they can trust the story subconsciously.

Furthermore, as much as advertisers are tempted to 
rationalise using technologies where their ROI can 
eff ectively be measured, the potential of culturally 
relevant OOH engagement tactics is bigger than ever. 
Smart engagement has helped democratise a dinosaur 
medium, resulting in the ability to be far more eff ective 
than 20 years back. 

A great example of culturally relevant OOH 
advertising came from The Lebanese Army during the 
Lebanese Independence Day. In a fi rst-of-its kind 

execution, the OOH medium 
across Lebanon was turned into 
a crowdsourcing platform, 
where people could express their 
personal opinions and demands 
in real-time, climbing on cranes 
to spray their own words directly 
onto billboards. People’s 
contributions were then 
gathered and broadcast across 
digital OOH. The use of 
technology helped the public 
interact with the advertisements 
and share valuable data in 
real-time. As a result, the 

campaign reached more than 3 million people; 
thousands of slogans were created with 100,000 
reactions online and a 30 per cent increase in positive 
sentiment towards The Lebanese Army.

Augmented reality (AR) will also play a very important 
role in shaping the future of OOH. Brands are now 
looking towards investing in immersive experiences that 
can help build stronger emotional connections with 
consumers. A recent study by Kinetic, for example, 
showed that AR does increase the sense of presence of 
objects compared with the equivalent digital image. 
Also, brands that adopt new AR technologies will not 
only benefi t by driving distinctive engagement but can 
also collect data and interact with the target audience. 
As a result, AR and virtual reality (VR) will enable OOH 
to become smarter and more engaging.

According to Kinetic, OOH can work with AR to 
deepen the overall experience, expand the impact of the 
broadcast reach and bring about detailed insights into 

reaching audiences at the right time and place, 
delivering a more targeted activation.

Besides, the size of the screen doesn’t 
matter. Instead of relying on large formats 

only, advertisers are using smaller 
formats in busy public places such as 
airports, waiting areas, public transport 
areas, malls, gas stations and 

playgrounds to deliver their 
campaigns. The powerful 

combination of audience-based 
targeting, place-based targeting 

and multi-channel re-targeting, 
fuelled by tech, has helped 

revolutionise the entire OOH 
ecosystem, leading to a 
powerful performance-
marketing channel that is 
measurable and can drive 
digital conversion.

The potential of OOH is 
endless, as long as advertisers 

make sure their approach to the 
channel is always in beta and they 

constantly leverage the power of data, technology 
and innovation to drive emotional connections.  

By JOE LAHAM, managing director, TBWA/Raad
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channel is always in beta and they 

constantly leverage the power of data, technology 
and innovation to drive emotional connections.  

By JOE LAHAM, managing director, TBWA/Raad

D igitisation has breathed new life into one of the 
oldest forms of advertising: OOH. The medium’s 
transformation, which is being driven by a drastic 
re-evaluation of strategies for creating brand 

awareness, was also further accelerated by the pandemic. 
More importantly, this digital OOH revolution is now 
paving the way to very exciting opportunities.  

First, let’s talk numbers. Digitisation has had a huge 
impact on OOH advertising. Recent research suggests 
that digital out-of-home (DOOH) contributes to almost 
30 per cent of OOH revenues worldwide, so advertisers 
that continue to reinvent themselves will likely succeed 
in the coming years. Furthermore, a recent KPMG report 
pointed out that digital OOH has witnessed an 11 per cent 
annual growth rate (CAGR) over the past fi ve years. 
Additionally, the value of the global digital out-of-home 
market is expected to reach $41.35bn by 2027 at 12.05 per 
cent compound annual growth rate. 

Advertisers should leverage this growth trend to 
increase their return on investment by implementing new 
ideas. In 2022, repeating the same message to audiences 
just won’t do. Advertisers should look into harnessing the 
power of innovative technologies (such as augmented 
reality and programmatic), disruptive executions, cultural 
engagement tactics (hyper-personalised engagement) and 
powerful storytelling.

OOH is not dead; it just hit refresh, and its importance 
lies in all the above-mentioned factors that will positively 
infl uence market growth. Moreover, continuous 
innovations in display technologies will further propel 
OOH market growth. But the return to OOH advertising 
should be accompanied by measurable results. 

In terms of disruptive OOH executions, a great 
example of combining innovative use of technology, 
physical infrastructure and powerful storytelling is 
Louvre Abu Dhabi’s Highway Gallery. The execution 
was a true testament to how a traditional medium 

REFRESH

‘‘OOH IS NOT DEAD; 
IT JUST HIT 
REFRESH, BUT ITS 
RETURN SHOULD BE 
ACCOMPANIED BY 
MEASURABLE 
RESULTS.”
can be disrupted to generate brand 
love and increase footfall. The 
immense size of the museum and 
the masterful curation of its 
artworks were not enough to drive 
visits. Louvre Abu Dhabi needed to 
give people an immersive sneak 
peek into the experience it off ered, 
beyond aesthetics. It had to give 
residents a taste of the museum to 
capture their minds and convince them 
to visit, which is what the campaign 
successfully achieved. 

This brings us to another important point: 
brands invest a lot of eff ort into crafting 
out-of-the-box stories, with the objective of 
boosting engagement. But a great story is 
never enough. Consumers must be able to 
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JCDecaux’s Bertrand Mouraille addresses the OOH 
measurement challenge

The advertising industry is now being 
increasingly challenged by 
marketers. According to 
Econsultancy, 55 per cent of 

marketers expect more effective audience 
targeting and personalisation; 41 per cent 
want to be able to track marketing 
effectiveness and return on media spend, 
and 40 per cent of them seek to deliver a 
consistent experience throughout the 
customer lifecycle. 

When it comes to out-of-home  
(OOH), planners and buyers no longer 
want to buy media space; they want to 
buy audiences in a specific context  
and relevant environment, leading  
to an increased demand for campaign 
measurability. To put it simply, the key 
question is how to connect the dots 
between marketing and tangible  
business results. 

In a fragmented advertising landscape, 
more and more digitally driven, it has 
become essential to provide accurate 
audience measurement data for planning, 
delivery and evaluation of campaigns. 
Leveraging data to unlock campaign 
potential and enable advertisers to 
maximise the return on their media 
investment has become critical to 
accelerate the transformation of  
OOH advertising.

A TWO-SCREEN FUTURE 
Traditionally, OOH has been assumed to 
be a top-of-the-funnel medium due to 
its ability to broadcast to a large audience, 
thereby driving awareness and 
consideration for brands. Yet (and this is 
often overlooked) OOH clearly also works 
on the bottom of the funnel, driving 
acquisition and conversion through a 
proven drive-to-store or drive-to-search 
effect. This impact is even more 
emphasised when combining OOH and 
mobile, leveraging on the ideal 
combination of both the public screen 

WHEN TWO SCREENS 
ARE BETTER THAN ONE

(OOH) and the private screen (mobile).  
OOH and mobile are increasingly being 

used together to deliver compelling 
results. While social media is very much 
focused on the bottom of the funnel, 
driving conversion, brands still need to be 
driving brand awareness and 
consideration. Using digital OOH and 
mobile in conjunction pushes consumers 
through the funnel faster, ultimately 
delivering more revenue. 

Facebook ran research with Kantar to 
assess the results of Danone’s campaign 
for an organic yogurt. The objective of the 
campaign was to acquire new customers, 
and Danone decided to opt for a 
multichannel campaign using Facebook 
and OOH. When comparing different 
approaches, using both Facebook and 
OOH ads worked best, with the combined 
impact proving to be 13 per cent more 
efficient than expected, with an observed 
sales uplift of 6 per cent. While OOH 
works on public screens driving 
awareness and consideration, Facebook 
leverages private screens to target 
consumers on a one-to-one basis.

By BERTRAND MOURAILLE, managing director, 
JCDecaux

‘‘USING DIGITAL OOH 
AND MOBILE IN 
CONJUNCTION 
PUSHES CONSUMERS 
THROUGH THE FUNNEL 
FASTER, DELIVERING 
MORE REVENUE.”

Better Together: Facebook and OOH

Uplift factor in likelihood to purchase

* The expected level is a factor of OOH 
only and Facebook only: 1.11 x1.20 = 1.33

more efficient 
than expected

only OOH

1.11
1.20

1.33

only FB FB + OOH
(Expected)

FB + OOH
(Actual)

13%
1.38
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Ipsos data shows how advertising spend is distributed 
among OOH advertisers. By Ipsos’s Andre Youssef

SHARE OF 
OUTDOOR

Out-of-home (OOH) is proven to be a very 
effective media channel. It was affected 
during the pandemic because people were 
locked down at home, but now it is back 

on track, especially in our region. Digital has 
taken share of ad spend from many media, but 
not from OOH. Outdoor itself is going digital.

Outdoor or OOH in the digital age has adapted 
the ways of both the old and the new with the 
use of technology via digital screens, interactive 
outdoor experiences, live events, non-formatted 
digital outdoor, special builds and more. It is has 
been transforming for the past 10 years and is 
moving forward.

OOH is the form of traditional media that 
cannot be taken over completely by the 
digitalisation shift. OOH advertising will 
continue to stay around and work if people 

TOTAL OOH GROSS SPEND (ESTIMATION) BY YEAR ($)

continue to travel and get out of their homes, 
whether for work, lifestyle, or leisure.

A huge part of the world echoes what is 
happening in the UAE, where we are going back 
to normal life and the economy is pulling itself 
back together. Traffic is going back to normal, and 
we have started to see all OOH locations full of 
ads again. OOH is the second biggest local media 
in UAE, but is still not fully measured, which is 
keeping media owners and advertisers a bit in the 
dark when it comes to selling or measuring the 
audiences of their campaigns.

OOH measurement has become essential for 
advertisers to ensure their campaigns are yielding 
results. With the rise of digital advertising and real-
time optimisation, it is no longer an option for OOH 
to remain free of key performance indicators (KPIs), 
considering spend on outdoor can take up a big part 
of advertising budgets.

With the ambition to create an audience 
measurement currency for all advertising displays, 
regardless of where they are located, Ipsos has 
covered the geography of all UAE based on points 
and areas of interests across streets and locations. 
Our interactive web-based solution, IMS (Inventory 
Mapping System), is used to interpret the 
geographic map with the application of frame and 
street link adjustments.

Delving into the technicalities, there are many 
possible data sources to collect insights and do 
the measurement. Each data set has an additional 
value, but also has its limitations. Therefore, we 
combine various sources of data for accuracy 
and timeliness. Third-party data sources provide 
general behaviour, and this sort of data – whether 
it is taken from telco companies or mobile-SDK 
(software development kit) data – is very good for 
understanding macro-level activity, but it is not 
enough. More nuanced behaviour and movement 
are only understood via first-party data tracking 
and absolute-count sources, which are ideal for 
identifying micro-level activity, allowing for 
understanding of true volumes, frequency, and 
profiling of people.

By ANDRE YOUSSEF, chief adex officer, Ipsos MENA
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MOST ACTIVE BRANDS IN OOH BY EMIRATE, 
SHARE OF EXPENDITURE IN 4 YEARS

STATIC

DIGITAL
SMALL

LARGE

UAE OOH AD SPEND 
SHARE BY FORMAT

UAE OOH AD SPEND 
SHARE BY TYPE
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Digital billboards 
are no longer giant 
TV screens; when 
they stream global 
happenings they 
become events in 
themselves

THE NEXT 
EPISODE

2020 witnessed the sharpest decline in ad 
spend ever endured by the OOH industry, 
taking into account all traditional, digital and 
ambient media platforms. The 14 per cent 

drop was, of course, driven by the Covid-19 
pandemic and the physical lockdowns enforced 
across much of the developed world.

According to PQ Media, a custom media research 
company, the sector is on track to bounce back in 
2021 to $55bn, which would represent a 7 per cent 
growth. However, for the OOH industry to continue 
to claim the headlines (and media-plan market 
share), the need for innovation is stronger than 
ever. Only this time it’s not innovation in 
technology and measurement, it’s about innovative 
thinking in how audiences are interacting and 
receiving the platform.

Live streaming on OOH sites was previously 
typically reserved for sporting events at hosted fan 
parks – think of Henman Hill at Wimbledon or 
World Cup fanzones over the years – and even 
then, these were not really OOH sites used by 
advertisers as much as they were purpose-built 
giant screens to broadcast these landmark events. 
That landscape is changing, however, with brands 
utilising the technology in DOOH sites and 
ambient platforms to access audiences on the move 
or away from their TV screens. In fact, the appeal of 
OOH live streaming is now no longer about the 
reach or the access, but much more so about 
creating a spectacle around the brand and its 
communication.

Take, for example, the recent live streaming 
takeover in Times Square for the Expo 2020, an 
event that we can all feel close to, given the impact 
it is having on our region. At the time of writing, 
the Expo opening ceremony had 1.6 million 

YouTube views on the official Expo 2020 channel. 
This is far more eyeballs and viewers than the 
livestream in Times Square could have generated in 
the same two-hour period. However, the OOH 
version garnered incomparable PR and buzz around 
the world, not to mention the hordes of passers-by 
with their extended arms and mobile screens 
posting for their own social micro-communities. 
News outlets from all over the world picked up on 
the gig and ensured that their combined billions of 
viewers were able to engage with it. In essence, it 
was a perfect combination of quality and quantity 
in one fell swoop.

It was a similar story with the NASA Perseverance 
Mars Mission in early 2021, where the 2 hours, 11 
minutes YouTube video had 22 million views versus 
the 7-minute livestream on London’s Piccadilly Lights 
– that garnered global attention and thousands of 
people postedthe experience on their social platforms.

The ‘fad’ is definitely here to stay, though, with 
the ICC T20 Cricket World Cup now slated to use 
more than 50,000 DOOH screens across the world 
to cut to live snippets of matches and highlight reels 
from each game. In a world first, this tournament 
will now supersede the reach of any previous World 
Cup in terms of the countries reached and its 
impact on growing the game.

In essence, the entire concept of live streaming 
on OOH sites is the action that raises the profile of a 
campaign, event, launch or brand message. It 
elevates a campaign into a spectacle, beyond 
standard ROI measurement metrics and more 
towards macro brand uplift and driving affinity 
with the audience.

Trust is also a key factor, as a 2020 study by YouGov 
found that 18-24-year-olds were “significantly more 
likely” to trust live content they saw on a DOOH site 
versus what they saw online or on traditional media 
platforms such as TV or print. With brand safety, fake 
news and imitation websites ($2.6bn has been spent 
by advertisers on misinformation websites in the past 
12 months) yet to be solved by the industry, it’s 
refreshing to see a platform that is climbing against 
this downward spiral. 

Even the video industry’s golden child, TikTok, is 
getting in on the action. ByteDance-owned TikTok 
partnered with the popular music industry event 
the Brit Awards to livestream the red carpet 
ceremony across London’s most iconic sites, as well 
as key highlights from its custom TikTok stage at 
the awards night. Along the same lines of Facebook 
using print ads to apologise for data breaches, and 
e-commerce businesses fighting for newspaper 
front-page ads in India and China, TikTok using 
DOOH to amplify the impact of its key messaging 
seems like absolute validation for the OOH live 
streaming niche.

Recent developments in 3D and augmented 
reality coming on to digital billboards in Chengdu, 
Tokyo, London and elsewhere are also driving this 
momentum of innovation. They too drive active 
audience engagement and raise a brand’s 
communication from being a campaign to a 
spectacle, and becoming talking points not only in 
the cities where they are installed but across the 
globe thanks to social media and the web. Clear 
Channel in the US has just installed a brand new, 
full-motion, ultra-high-definition, triple screen in 
Las Vegas, which presents brands with more than 
135,000 square feet of display space to utilise in 
sync. It somehow feels unnecessary. Perhaps they 
know something the rest of us don’t.

I wonder how long it will be until we see live 
events streamed in 3D on these billboards. That’s 
certainly the goal that I’m chasing.

By MANOJ KHIMJI, managing 
director, The MediaVantage
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 - Airport Advertising
46. TECOM Business Parks:
 DMC, DIC & Dubai
 Knowledge Park -
 6 Digital Screens
47. TECOM Business Parks:
 DMC, DIC & Dubai
 Knowledge Park -
 23 MUPIs/46 Faces
48. TECOM Business Parks:
 DMC, DIC & Dubai
 Knowledge Park -
 5 Double Sided
 Bus Shelter
49. Jumeirah Road -
 385 Lampposts
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14
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07. Bridges
08. Lampposts
09. Unipoles
10. LED 
11. Scaffold
12. Rooftop
13. Wall wraps
14. Glass murals
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H I L L S  A D V E R T I S I N G

01. Bridges 
02. Unipoles
03. Lampposts
04. Digital screens
05. Wall backlit banner
06. Hoardings and Mupis
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M U LT I  P L AT F O R M 
N E T W O R K

54. Digital screens
55. Unipoles
56. Lampposts
57. Bridges
58. Hoardings
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E L E V I S I O N  M E D I A

52. LED screens
53. Elevator screens
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F O O T P R I N T

59. Glass wraps
60. Wall Banners
61. Unipoles
62. Digital screen
63. Hoardings
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P H I

64. Hoardings: Sheikh Zayed Road,  
 Sheikh Mohammad Bin Zayed  
 Road, Hessa Street
65. Bridges
66. Digital screen: Marina & Sheikh  
 Zayed Road
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N E X T W H AT
A D V E R T I S I N G  L L C

67. Building/wall wraps
68. Wall backlit banner/LED
69. Hoardings/ Scaffold
70. Roof top
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C O N T O U R  M E D I A

71. Hoardings: City Tower, Hessa 1&2, Al Khail Rd.
72. LED Screens: Canal, JBR–The Walk,
 Al Khawaneej Walk, The Outlet Village,
 Blue Waters, Box Park, Al Ain - Hazza Bin
 Zayed Stadium
73. Billboards: JBR-The Beach, City Walk, La Mer
74. Lampposts: JBR-The Walk, DIP
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M E D I A  W O R L D

15. Hoardings:  
 Sheikh Zayed Road, from  
 Golden Boulevard to Media  
 City, on Hessa Street,  
 on Al Khail Road and in Deira
16. Wall Banner: Al Mulla Plaza
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G R O U P  P L U S

75. Lampposts - Sheikh Zayed Road, 
 Mall of the Emirates, Baniyas, 
 Ettihad, Garhoud, Deira, Jebel Ali
76. LED Unipole
77. LED Megacom
78.  LED Tower
79. Unipole Al Khail
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H Y P E R M E D I A

17. In-mall media (LED Screens)
 - The Outlet Village, Mall of the
 Emirates, Wafi Mall, Burjuman, City
 Centre Shindagha, City Centre
 Deira, Reef Mall, City Centre
 Mirdiff, Arabian Centre, Nakheel
 Mall, The Pointe
18. Hoarding - Wafi Mall - LED Screens
19. Nakheel outdoor media wall
 (LED Screens)
20. Wasl unipoles - LED Screens
21. Lampposts - The Outlet Village,
 Nakheel Pavilions Al Furjan,
 Discovery Gardens, Jumeirah
 Park, Jumeirah Islands,
 International City
22. Metro Red and Green lines
 (Station, backlit
 wall, frontlit wall)
23. Metro pillars
24. Metro bridges
25. Metro EPP (Sheikh Zayed Road)
26. Wall backlit banner/LED
27. Roof top screens
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