
Welcome



2014 – the year traction started

Over R65 million rand invested to date

2018 new structure

2023 – best year ever…

Joint Industry Committee that works well!

Representative BOD – large and small







It’s all 
about the 
numbers!



The approach consists of 4 parts

1)Inventory Management System

2)Travel Habit Survey

3)Traffic Intensity Model

4)Inventory Delivery System



Why are we here today?

Update of our new ROAD 2.0 data



ROAD 2.0 in 
numbers -
modelling

6.244 active frames on the planning system

>8 000 frames in total on the inventory system

62.809 respondents interviewed, geocoded and 
routed on street links

750.743 origin to destination trips

4.343.859 street links evaluated in new traffic 
intensity model

640.830 visually adjusted weighted respondents 
per frame per month (VAC)



ROAD2.0  in 
numbers –
total
performance

28.110.275 Adults aged 15+ in Metro Urban areas

22.475.542 adults reached (aged 15+) 

79.95 % of the measured population 

(aged 15+) of

46,52 average frequency

4.001.347.324 visually adjusted contacts (VAC)



Two different sets of software:    IMS and IDS

Hours of Training has been done – group and individual

IMS :    Over 20 hours IDS :    Over 70 hours



Settling in ROAD 2.0
hard conversations

ROTs to VACs

 talk VACs THIS IS OUR 
CURRENCY

Inclusion of DOOH 
measurement into IDS



A Gold Standard Currency

Stringent international guidelines 

ROAD is comparable with UK, USA, Malaysia, Japan, Sweden, Switzerland, Australia and Canada to 
name but a few.

Currently the only attention based currency that has “got it right”.   

More probable  = better able to project media metrics. 



OTS: Opportunity to See

Any person driving or walking near the frame, within the Cone of Vision, 
would be a potential viewer of the frame. 

ROTS: Realistic Opportunity to See

Includes audiences in the CoV that are travelling in the 
direction of the panel

The potential viewability that is available for the 
frame.

VAC

Visibility Adjusted Contact

Probable/actual 

viewed measurement

 - attention based

 measurement

The move to attention-based metrics on OOH



OTS: Opportunity to See

TV, Radio, Print, Online Digital 

ROTS: Realistic Opportunity to See

TV, Radio, Print, Online Digital

Aspiring to be here 

VAC

Visibility Adjusted Contact

OOH is the only media 
type that can currently offer this

 level of granularity and 
refined audience figures

OOH compared to other media types
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Shell



Shell





What is pDOOH?

Confusion / misunderstanding in general.

How do I make this work for my client?

Client only wants to advertise at this time on this day – but am I correct?

Durations – Loops – Share of loop – Average Frequency – VACs 





OMC visits MGE/IPSOS in Prague



What can you look forward to

Additional software enhancements for users:

 Introducing IDS2 :   with Programmatic capabilities



What can you look forward to

Additional software enhancements for media owners:

  Introducing IMS Lite



What can you look forward to

IPSOS is ready to commence

The next JIC on the cards

Static Transit Media:

Taxi Ranks, Gautrain and Airports 



OMC attends the WOO Conference in Lisbon



The “Geek” meeting

Audience Measurement



DOOH is looked at longer than static billboards

Neuroscience evaluations suggest an average exposure of 4.5 seconds to see an ad on DOOH.

USA findings are that you need 2.5 to 3 seconds to understand comms on OOH.

General agreement – we need a benchmark for how many people we need to
 reach to make any impact on digital and or static OOH.

A call for DOOH eye tracking research to be done in more 
detail to fully  grasp how long people interact and the 
differences between DOOH and static

CMM – Cross Media Measurement
Belief that there is confusion in the market
• Reach of medium vs Reach of people
• Media reach vs Advertising reach
• Visible reach vs Viewed Ad Reach



The WOO Conference Highlights

27 countries 

50 Associations

OOH measurement is becoming more 
COMPLEMENTARY to other media types

Canada

Argentina

India

Germany

America

Key take outs and areas of concern were:

MEASUREMENT is the biggest concern

MEASUREMENT must look at people

SUSTAINABILITY is the next BIG issue



The WOO Conference Highlights
Global Adspend is up to Pre-Covid levels but OOH is still only 4.7% of total 

media spend!

DOOH as a % of total spend 
for 2022

Africa – 11.7%
North America – 29.7%
Europe – 37.8%

GLOBAL OOH VOLUME AND % 
SHARE OF TOTAL MEDIA IS A 
FLAT LINER!

5.1% FOR 2023



Insights Shared

Germany  &  China

 

Key Area of focus:
“Sustainability is a necessity for consumers, brands & agencies alike”



Our biggest declaration

OOH is a game changer to all media strategies 

around the world!

In South Africa, with ROAD 2.0, OOH is the most explainable

with probably the most innovation from a research and software 
perspective too!

ROAD 2.0 is a formidable currency which sets OOH apart



What can the industry look forward 

Regular Annual ROAD 2.0 releases with that year’s travel data.

More accurate travel information

Software developments for both members and end users.

The launch of the next JIC.



THANK YOU!


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6: The approach consists of 4 parts
	Slide 7: Why are we here today?  Update of our new ROAD 2.0 data
	Slide 8: ROAD 2.0 in numbers - modelling
	Slide 9: ROAD2.0  in  numbers –  total performance
	Slide 10
	Slide 11: Settling in ROAD 2.0
	Slide 12: A Gold Standard Currency
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26: What is pDOOH?
	Slide 27
	Slide 28: OMC visits MGE/IPSOS in Prague
	Slide 29: What can you look forward to
	Slide 30: What can you look forward to
	Slide 31: What can you look forward to
	Slide 32: OMC attends the WOO Conference in Lisbon
	Slide 33
	Slide 34
	Slide 35: The WOO Conference Highlights
	Slide 36: The WOO Conference Highlights
	Slide 37: Insights Shared
	Slide 38: Our biggest declaration
	Slide 39: What can the industry look forward 
	Slide 40: THANK YOU!

