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James Hill
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james.hill@highsteadpartners.co.uk

) ) ] experiencing rapid growth, surpassing other traditional highlights the growing importance of technology and
making OOH an increasingly broadcast mediums. data in transforming audience engagement. This move
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Compelllng advertlsmg Chaan;l Technology has fundamentally transformed the OOH  and profitability of techenabled Media Owners.

the ecosystem IS thnvmg and proposition¢ enhancing targeting, measurement, and X L A AAndreW Jak[ng i A
. - - . automation¢ and is now central to its evolution.Asa ¢ KA a NBLIEZ NI SEIFYAYSa hhl Qa Y =% Su &N 4 dzZNp 2, 1 Se
earnmg validation from investors result, technology firms and data providers are trends, growth trajectory, and the increasing role of . 5 f W%éj \ﬁ %
becoming essential to the OOH ecosystem, driving technology. It also highlights major M&A transactions & .
innovation and efficiency beyond the traditional roles  and includes insights from industry leaders.
of Media Owners and agencies. andrew.jakins@highsteadpartners.co.uk
As the OOH landscape continues to evolve, we believe +44 7818 037 660
Across 2024 and 2025, both financial and strategic ongoing technological advancements and ldagn

Ay@dSaidz2NaR @It ARIFIGSR (GKS AifvesibRchidiince vallisBigia its ménEentufdel K S NJ
accelerating growth. This investor interest is reflected in hope this report provides valuable insights into this
notable M&A activity. dynamic and expanding market.

Nick MacShane
The acquisition by Bauer Media, a business in the A — L a
magazines and radio sector, of Clear Channel b - i Bp Ue" KU
underscoreghis growing appeal of OOH over other

mediums.

nmacshane@progresspartners.com 1
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Media ($600m) demonstrates how combining data,
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deliver more relevant ad experiences with measurable

outcomes.
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Three industry veterans
share their insights on the
latest trends and future
predictions for the OOH
market
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James is a Geounder and serves as Chair UK & Ireland Jonathan is CEO eimedia, UK Media Owner with the
at Talon, an independent global OOH media agency. largest network across UK Motorway Service Stations.
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Founder and CEO of UniLED Software, a leading
technology provider to the DOOH industry.

With over 308 S I diliidOstry experience and a Entering the world of OOH in 1984, Jonathan later 2 A0K 20SN) mp @SFNBRQ AYyRdzalNE
background at Posterscope, Adshel and Kinetic, James founded Outdoor Plus in 2006. Jonathan sold Outdoor into OOH began when he founded UniLED Solutions in
emerged as one of the company's most senior UK Plus to Global where he served as Executive Director, 2010. UniLED quickly established itself as the market
based executives. In 2013 he-founded Talon before going back to the industry by acquiring a leader in DOOH screen maintenance, network
Outdoor which quickly became a leading OOH player. majority stake in-media where he now serves as CEO. management, and content deployment in the UK.

UksSAE al k1J Uk S&S#Eg & 4 UKks SAE» &g @< A2 Kk ESya Ea
Talon is a specialist in OOH and DOOH planning, FYSRALF 2gya (GKS !'YQa I NBSyAK [ WS RdEmiNdgdeciNaogyptaffiotm, YhRIVE, 2 v =
buying, technology, and creativity. The OOH specialist f  NAS FT2NXI G RAIAGFE &aONBSYy al MIDNRPSR AXKSIKY Qa2 NRRQNKI &
utilises proprietary AdTech platforms to enhance Service Stations, delivering intelligent advertising media partners to deliver, verify, and optimise DOOH
campaign effectiveness and measurement. opportunities. campaign performance.

¢CFf2yQa YAadaArzy Aada (2 RNAKSRIAT TS0 G RASNTIaAE AYyAR NBNBO GBS AR YL YRIQAS YA R ad @y VAL Gr2:

for their clients and deliver growth for the OOH sector. weekly visitors and more than 31 million unique
visitors annually in a high dweime environment.

bar for DOOH advertising across the world.
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James Copley
Talon, Chair UK & Ireland
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The OOH Ecosystem has been

transformed ¢ sophisticated tech - k * W\ " S READ MORE ©
Infrastructure, data and analytics H R

are the core of successful . . o L .
campaign origination and Updp e Kb ~-¥Kodact U P ¢ Bp a<O¥ c

delivery el K< -0 pd a K| <Ka'él K" <elK pd-@ pd—

Technology has transformed the OOH ecosystem. The - - -
advertisers (buyers) and Media Owners (sellers of Direct Ad eXChangeS Campalgn dellvery
media space) are now integrated within a thriving Brands with large marketing budgets may liaise directly DSPs (Demar8ide Platforms), are used by advertisers Media Owners are responsible for campaign delivery,
ecosystem of technology companies. with Media Owners to buy ad space programmatically, and SSPs (S8uky ensuring displays are functioning properly and showing
: : : : : ] Platforms), are used by Media Owners to sell inventory the correct advertisements as directed to each screen
Advertisers are increasing spending with these AgenCIes
technology companies which are making OOH :
campaigns more effective through enhanced Global agencies like IPG, WPP, Omnicom, Publicis and Data and analytlcs Inventory management
targeting, creativity, programmatic buying and Havas offer diverse marketing and advertising services, Data is crucial in OOH, enhancing audience insights, Technology gives Media Owners access to live
measurement. including OOH in their media mix targeting, and reatime campaign measurement information on inventory availability, allowing for better
o o decisionmaking and sales opportunities
OOH specialists Creativity _ _
OONH specialists like Talon focus exclusively on OOH, Creative companies use technology to craft-eséching Knowmg the audience
investing heavily in OOspecific technology and data.  and memorable content tailored to OOH formats Audience insight and communicating their inventory
Their independence allows them to work collaboratively value to advertisers is key to differentiating Media
with various agencies, advertisers and Media Owners Owners in a competitive landscape
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The future of advertising is rapidly evolving, driven by
technological disruption. Global ad spend is forecast to
surpass the $1trn mark in 2025, according to WARC. The
OOH sector has also seen technology play a crucial role
with innovations like programmatic buying,-éiiven
insights, and measurable ROIs.

In 2024 global OOH spend was estimated at c. $50bn (up
c. 11.5% YoY), with advertisers viewing the tdalien
medium as delivering superior, measurable ROI over
traditional advertising mediums such as TV, Audio and
Print. In 2024, OOH spend benefited from various
elections, sporting events and digital adoption.

py:2 2F hhl &LISYR Aa
and billboards) with the remaining 42% in the form of
S5A3IAGlIET hhl | ROSNIA&AY3
penetration is greater than TV (27%) and Audio (31%)
and driving superior growth rates for OOH relative to the
other traditional mediums.

Global DOOH continued its impressive growth by c. 15%
YoY and is forecast to grow at c. 8% over the next 5
years. This growth has been fuelled by Programmatic
hhl O04aLINBhhI €0
technology infrastructure accelerating rethe buying
of OOH ad inventory.

QNI RAGAZ2YVI ¢

GAOGK O2yGAYydzSR Ay@gSaidyYSyl

— 2024 was a strong year for UK OOH with spend
expected to have grown to £1.4bn (+7.7%) surpassing
its previous peak market value which was achieved in
’ — 2019. Momentum will continue into 2025 with a

— furthgpm6.4% increase anticipated. DOOH is expected
to g%fv by 8.4% in 2025, representing almost 70% of
all OOH spend. prDOOH grew by approximately

90% in 2024. However, with prDOOH representing
> A\ 4 e only around c. 6% of the UK OOH market, there
C TR K U g remains significant potential for further growth.
s N US OOH demonstrated robust growth of 4.5% in
d U " q e I 2024. DOOH is driving overall OOH growth, with

DOOH spend up 7.5% in 2024. The US has been
slower than the UK in digitalising estates with DOOH
only making up 35% of total OOH.

Future growth will be driven by digital and

programmatic adoption. Despite prDOOH nearly

doubling in the UK, it remains a small share of total

OOH¥Spend, highlighting untapped potential. As more
RA 3 LI |qro£mmatic budgets shift to OOH, the sector is
poised for further expansion.
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https://www.buildhollywood.co.uk/formats/#creative-billboards
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On November 18, 2024, Charli XCX performed a surprise
concert in New York City's Times Square with H&M. The
concert celebrated the opening of a new H&M store in

the area.

¢KS RAIAGHE oOAffo2IchiBya 6SNBY QU 2 die - 7. |
became part of the experience, proving how OOH ; s g ﬁ%}%\?’ﬁgy
advertising can turn a campaign into an unforgettable, ¥ £, ’ 7 o0, i T

largerthan-life moment.
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https://www.youtube.com/watch?v=dMenGY5IlLQ
https://about.hm.com/content/hmabout/groupsite/en/news/general-news-2024/h-m--new-york---h-m-and-charli-xcx-take-over-times-square-with-a.html
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The increasing volume of programmatic allows Media Owners to generate revenue
passively, while brands with smaller budgets access premium outdoor inventory

& y Ua ESe RAEGRAUKINSE s &8 ASKk ERA 4 A
Ay YUaESEeReIE FEledaldlal £& ) AEDc D A
ayao6SAESk ASauelkT kedual Aayyal '
| A4Rs Gaul A AEERsT SRGA& Y A£G E4 &
N Y N GKIDJa0SeEKkWRAYESeFasyealJuanr
1 Unta infrastructure and strong adoption demand will keep driving prDOOH. :
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Advancements in data are improving audience insights, enhancing targeting, and

refining measurement models. Campaigns receive live feedback, enablirtgrreal
adjustments

03

Al will increase creativity, lowering the barrier to entry for impactful content and
simplifying complex DOOH production specifications.-Migital special builds also
IFAYSR FaaSydA2yAkrud isstallatbrni New ¥odkXsédirighy) Q &

04

With retail media spending surging (+20% in 2024), OOH iputioned to
capitalise as retailers and brands increasingly recognise its power to influence
AK2LIISN) 0 SKIF@GA2dzNE YIF1Ay3 NBOGFAf YSRA

05

Experiential activations have surged in popularity. We expect this to continue with
Immersive experiences offering brands the opportunity to win back trust of
customers amid growing mobile ad scepticism

OOH MARKET REPORT 2025
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TALON

Programmatic will continue to grow quickly, although it We view the broader industry focus on attention The industry has traditionally struggled with

remains relatively small in the grand scheme ofthings. YSUGNA Oa | a | LI2AAGADS &K AceHectwvendsb heAsti2ment inythis spade,|b@ &ecedtd NB y 3
Our priority is to continue educating advertisers about advancements have allowed for more credible case

At Talon, we are investing heavily in programmaticto hhl Q4 NRodzad | 0GSydA2y Y SstulidgNEstess yfiréatdng experiential activations as a

y capture budgets from digital planners. We are also aldlyRIFIE2YyS GOKSNNE 2y GKS OF
Position expanding outreach to digitadative businesses that we Attention has become a buzzword in the media industry OOH to amplify and support experiential ideas, creating
Chair UK & Ireland KISy Qi KAaG2NROLf & g2 N WtRagénkies Kying wzindekstadl $nediadpraiyS (i &  alnire éohesive and impactful campaign.
could be directed into OOH. RNAGAYI GKS ySSR (2 002dzyd F2NJ I WOASGLIO0fS AYLINBA&AA?2
P?‘St . . for digital advertising. However, for OOH, audience Clients are increasingly looking for egagching,
Kinetic, WorldwidePosterscopgAdshel The industry is following a similar trajectory. Media attention has always been embedded into Rdtite talkable activations that drive earned and owned media
_ o Owners are particularly benefiting, as the increasing  methodology. exposure. As a result, experiential creative solutions are
Business Description o ~ volume of programmatic allows them to generate a major growth area, with significant success over the
Talon is a global OOH advertising agency specialising  revyenue passively, making it a highly attractive model. Within the UK, Route appointed Ipsos and Adwarfted  past two years.
in media planning, buying, creativity and technology to develop an Adriven, synthetic measurement
solutions for brands and agencies We expect this growth to accelerate as technology, data system, which will be the most advanced of its kind CNRY Yé LISNELSOGAOPSS GKA&A A&
_ and ad formats continue to evolve and improve. globally. This industifunded initiative represents a the likes of experiential allowing brands to bring little
Notable Clients significant investment and will provide better audience moments of joy into consumers liveghis is a core
data and a deeper understanding of how people engagething brands will look to focus on in 2025 with the lack
(FAIERS Q11D with OOH. of trust brands are experiencing with digital channels
ST BB PEPSICO Audi and advertising. g ’ ’

With enhanced data capabilities, businesses like Talon
will integrate mobile data overlays to precisely

C A
ESTEE AI_ determine who was exposed to an ad and how they
LAUDER N .
0B responded. This will allow for granular effectiveness

tracking and accurate ROl measurement, something
that was much harder to achieve in the past.

(1) Route, the official source of OOH audience data in Great Britain, signed aymawvcbntract with Ipsos and Adwanted tdleat, process and output audience data for UK

1 PROGRESS
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https://oceanoutdoor.com/ooh-sites/outdoor-advertising-manchester/
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Ben Zloof
UniLED, CEO
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James Copley Jonathan Lewis Ben Zloof

Chair UK & Ireland CEO CEO

TALON i-media UNI[LED

With the increased amount of digital infrastructure Programmatic presents a significant opportunity for us, As these metrics become more accessible, formats with

combined with greater data opportunities in OOH we  primarily in ensuring we fully utilise our inventory and
can integrate more effectively with omnichannel maximise revenue.
strategies.

Traditionally, OOH campaigns ran for a minimum of a
¢l f2yQa ! R G§SOKy2f 238 dzy RdtNHodk-ayldast a wedkRoAnStsllaBd once

higher attention scores will justify premium pricing and
command higher CPMs.

OOH has an inherent advantage over other media

A An

channelcA G KIF & | gl &% €0 SY‘SSyRAIdeYZO(c

behaviour allowing for a more targeted approach. Atlas, f I dzy OKSRX 02 dzt Ry Qil 0695 | RcamidingtRedievailitylchalledgésSeein digiftaR i & 2 f R
¢ClFf2yQa Fdzi2YlI SR RATGAGHTGKB2ANI NYI 22X O00KE I ¥FZ NKZ Addveidny. Inkhg SKR fordagtanéef niviics degivied ¢ S QN

seamlessly extends online strategies into OOH across selling ad space in real tinggeven for the same
guality digital inventory. evening.

Many media planners manage OOH separately from  Previously, lasininute bookings were seen as
other channels, creating inefficiencies. Talon is working distressed inventory and priced at a discount. Today,
on bridging this gap, ensuring that the same audience those same bookings are premium opportunities. For

data used in omnichannel planning can be directly example, if a bank wants to react instantly to an
applied to OOH. This makes OOH easier to integrate  interest rate change, we can have their message
and plan alongside other digital channels. displayed nationwide within minutes. That immediacy

Is incredibly valuable.

TNRY aeadsdSvya tA1S8 w2dziS I NB
2 a8S8¢ 20SNI YSNB &2 LI NI dzy A

As advertisers place greater value on proven audience
engagement, attention metrics may highlight

inefficiencies in other channels, further strengthening

hhl Qa O2YLIS(A G AadeftionJ2 aA A2y ®
placements are linked to better campaign outcomes,

OOH could see increased investment as brands shift
budgets from less reliable digital environments.

HIGHSTEAD = PROSRESS
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Position
CEO

Past
Founded UniLED Solutions in 2010

Business Description

L v A [ 95 QuénnihgdelehNdfogy platform, is
GNHzaGSR 0é& 0UKS ¢2NI RQa
media partners to Deliver, Verify, and Analyse DOOH
campaign performance

Notable Clients

sky

Y rapport

essencemediacom

group’
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For advertisers, programmatic lowers barriers to entry,

enabling brands with smaller budgets to access
premium outdoor inventory. Previously, committing to
traditional DOOH campaigns required substantial
investment. Now, with more targeted and flexible
buying options, programmatic is expected to drive
incremental ad spend.

For Media Owners, programmatic offers smaller,

independent players an opportunity to compete with
industry giants. By integrating with DSPs and SSPs,
regional Media Owners can access broader demand

. without needing extensive direct saleg teams. . _
ON¥YyRazZ I3ISYOASa

A
I YR

OOH currently accounts for just 5% of total ad speiad
figure that is disproportionately low compared to its
effectiveness. One reason for this is the historic lack of
robust measurement and verification, which digital
channels have long provided.

UniLED plays a crucial role in enhancing accountability
and transparency in DOOH by providing independent
third-party verification. Our core proposition revolves
around tracking every ad play across every screen to
ensure our clients receive exactly what they paid for.
This verification process eliminates ambiguity and
reinforces trust between brands, Media Owners, and
agencies.

UniLED is helping to change this by:

A Building trust in the medium through verification
¢ providing advertisers with the transparency and
accountability they need to invest in DOOH with
confidence

Beyond verification, our platform provides precise
reporting on audience impressions by mapping ad plays
to actual delivery times and industry benchmarks. This
allows us to identify the true media value of a
campaign, ensuring brands can measure their
investments with confidence. Ultimately, by offering
verifiable, reaftime campaign data, we are building
accountability and transparency with brands in the
DOOH ecosystem.

Delivering powerful data insights and actionable
analytics to optimise campaign performance both
in-flight and for future planning, driving better
outcomes for advertisers

A Enabling more accurate measurement &
effectiveness; while many studies rely on
planned campaign data, our granular, actual
delivery data improves their accuracy, increasing
hhl Qad NBLEZ2NISR whL |yYyR SOARSYOAYy3d Ala
impact. In fact, UK data shows that verified
campaigns overperform on average by 34%

i NHzS

By making OOH more transparent, accountable, and
measurable, we build advertiser confidence and
unlock greater investment.

HIGHSTEAD = PROSRESS 5
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and analyse firstand third-party data to create

detailed audience segments based on demographics,
behaviours and preferences.

Segments are then activated for targeted advertising
through integrations with Ad exchanges.

DMPs enable redlme updates to audience segments
and provide insights for campaign optimisation.

ADA

By TALON_

@blis

DMP

adsouare

LOTAME® /LiveRamp
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(DemandSide), used by advertisers to buy ad space
programmatically, and SSPs (Sugpige), used by
Media Owners to sell inventory.

Media Owners benefit as the increasing volume of
programmatic allows them to generate revenue
passively.

Some Media Owners have developed their own SPs
for example, Global launched Dax in 2014.

ATLAS  srpvisien,  dax
By TALON_ cer
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both the management of creative assets (content) anc
the optimisation of those assets for dynamic,
personalised advertising.

CMPs enable redime personalisation of ads by
integrating datadriven insights, such as audience
behaviour or contextual triggers (e.g. weather or
location). This ensures the right message reaches the
right audience at the right time.
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like impressions served, foot traffic and ROI.

The UK has advanced measurement systems like Route,
which uses GPS, surveys, and traffic data to estimate
not just if an ad could be seen, but how likely it is to be
noticedr helping advertisers pay only for real exposure.

UNI

LED

QIpsos

TRAX_  RADAR

By TALON—
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https://global.com/advertise/insight/case-studies/vodafone/
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Jonathan Lewis
I-media, CEO
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N Companies seek to e automated ad buying, audience targeting and measurement

YSe 5Skftay . NRIFITRaAdayQa FOljdzAiaAaidAzy 27F hdz

O 2 Shift from static to digital displays is driving investments indmgbact formats like 3D,
anamorphic, and interactive OOH that integrate into omnichannel strategies

Key Deal: Mayfair Equity Partners' acquisitionmedia

- ARE YOUR SHOES
CHANGING YOUR FEET?

measurement platforms to optimise campaigns Move the way nature intended.
YSe 5SkHtY 1 A@Sadalro1Qa FOljdzhiaAadAzy 2F | Ra?

03 Advertisers demand better analytics and proof of ROI, prompting acquisitionsdoivah

VIVOBAREFOOT.COM
O 4 Sl 3l - K™ éa
Media Owners are consolidating to strengthen crobannel offerings, improve
efficiencies, and expand reach across markets

Key Deals: Bauer acquiring Clear Channe{l UKNJ S NI & & ( NJcar&a@sets 1 2 R
(such as Statista and Asam Beauty) to focus on its core advertising business

05

Companies outside traditional medidike telecom and tech firms are acquiring OOH
assets to leverage firgiarty data and enhance ad targeting

Key Deals:-Mobile acquiring Vistar Media and Blis Media

OOH MARKET REPORT 2025
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OOH market in an interesting position. With three
major Media Ownerg who collectively control over c.
70% of the market now owned by private businesses
with long-term investment strategies, it brings a level

Position of stability. That should be good news in terms of
CEO sustained investment and market confidence.
Past Another consequence is that entering the UK market in

a meaningful way is going to be much more
challenging. Any new player wanting to establish a
foothold will likely have to piece together multiple
smaller operators rather than acquiring a single,
dominant player. That dynamic creates opportunities
for independent Media Owners in the UK.

Founded Outdoor Plus (sold to Global in 2018)

Business Description

I-media specialises in DOOH advertising with a
dominant coverage in UK motorway service areas.
Delivering engaging digital screens and intelligent

advertising opportunities. In the case of Stroer selling its German business, if the

price being discussed is accurate, a private equity
buyer will inevitably be looking for aggressive growth
in the shortterm. Germany alone may not provide the
scale they need, so international expanstihe UK
would be an obvious market for thegqcould be a

logical next step. That could make the UK market even
more competitive in the coming years.

Notable Clients

= -
Travelodge CHASE O

€DF

@ (
% S ENERGY

virgin atiantic

OOH MARKET REPORT 2025

2 ¢y S NEn&d drédwo chalta®yésFo tHisdThefirstiskabout! Y

educating the market on what we offermaking sure
advertisers understand the strengths of our

. . LINBhhl AayQid 2dzald aKAFGAY3I 6
environment, our data capabilities, and the targeting OOH landscapeA i Q& dzyf 207 Ay 3 Sy A NB
opportunities we provide. But the bigger cha}llerrge ] m istoricall in the UK has been fighting
and the bigger opportunitgA & a KA T u Ay 3 U%;%?shzrgﬁ g%a éggé B market. but that
mindset from fighting over the existing OOH budget to approach is t00 Iﬂnited When you coﬁwpare that to the
going after a larger piece of the overall media pie. C.£2cMoO N Gy .['j NHzS RAZAGEE YE N &

There are so many positives to highlight: OOH is very has an opportunity to tap into much larger budgets.

visible, public, higtimpact, and branéi I TS ® L Bg éﬁﬁ Qk' V I LINRYS LlRarlAzy F2
have the V'?Walt.)'“ty issues of dt!gltal (;Irl]sp:jay, Ith_e fraud thousand impressions we deliver, the synergy with

concerns ot onfin€ programmatic, orthe deciining search, and the growing body of research showing how

reach (?f TV and pf‘”t- Italso comp_lements digital : OOH enhances digital performance make it an

campaigns exceptionally wejboosting search, social, incredibly compelling channel. With more ddiacked

and online engagement. capabilities and fulimotion screens with strong dwell

¢KS 188 A& YI1Ay3 adNB G(KENYJKS 18S QN8 SITR{iS I NBYDGLISHS
understood within the "OOH village" but are actively ~ budgets and connected TV, both of which are seeing
communicated to a wider audience, including digital ~ massive growth.

first brands, performance marketers, and retail media

buyers. As digital and datdriven capabilities continue
to evolve, OOH has never been better positioned to
GFr1S I 60A3I3ISNI aKIENB 27
making sure we say that story effectively.
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e N & . Withno contractand
tSNA2YV Q8 FOldAAAGAZY 2T IDIBSALEIONA BB SOS Yo EBIOtens © 06 F & = dKIN & ‘ * 320+ great value gyms
enables them to tap into the growing prDOOH market Partners (April 2025). GSTV is uniquely positioned at  * a i

the intersection of retail media, digital video and DOOH =
Broadsign's acquisition of OutMoove (May 2024) aims U Y
to enhance programmatic capabilities and streamline Mayfalr Eqwty Partners' acquisition efmedia

workflows for OOH agencies 0{ SLWGSYOSN)I HAHNO dzy RSNRO? -_FI!_-B
expanding digital capabilities

Hivestack's acquisition of AdMobilize (July 2024) = -T-
integrates advanced Adowered audience analytics into  Across 2024 Adams Outdoor continued its a ,
their programmatic DOOH platform consolidation strategy by absorbing Riley, Cee Media 9
and Kegerreis E :I: J
T-Mobile announced its acquisition of Vistar Media
(January 2025), a DSP and SSP operatoro@ins Talon, the OOH specialist agency, acquired the Dutch [
specialist Out of Home Masters in January 2025 e T E
T-Mobile acquired Blis (March 2025) for $175m which ~ pl
will bolster the ability to deliver more addressable Clear Channel Outdoor announced the sale of its U C‘ N
omnichannel advertising with futurproof, cookieless EuropeNorth segment to Bauer Media in January 2025
technology and targeting capabilities N G :I: 2
.IIJIN TUDAYAND SAVE
Jonathan Lewis JENTM ,,'. RSHIPS - GE
i-media, CEO |

*Age 16410 jein Sas .‘If:!'\'.'i.'f , Cozhisiong appdy

*Ciscoumt agpiias ta studant membershils onky, ot l l_n"}‘,fy
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https://www.clearchannel.co.uk/advertising/new-to-out-of-home/what-is-out-of-home-advertising/does-out-of-home-advertising-work

Highstead advised Mayfair Equity BB s
Partners on its acquisition of | e 98 s

Findajob

I-media, a leading DOOH Media
Owner with exclusive advertising
NAIKGa ONRaa GK
service areas

(2 |
wi

s_ &S ’
Search over 200,000 newjobs &

I-media has grown rapidly, driven by its innovative use
of data to deliver dynamic, contextual advertising and
its ability to reach millions of highuality, media

starved audiences weekly.

2 A0K al @ FI Ardddawill acdeldiai? tidl = A
rollout of digital screens across its network, enhance
data capabilities, and further develop opportunities in
programmatic DOOH advertising.

OOH MARKET REPORT 2025

Jonathan Lewis
I-media, CEO
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Progress Partners advised Quad B s
(NYSE:QUAD) on its acquisition of - |

0Ll 7
nnnnnn

DART, a fulservice marketing
strategy and management
solutions company servicing
Industry-leading brands

PhyS|caI stores are p0|sed to be the next major media . o 7 T

OKLEyySt o LyGSaNIiAy3d 5! wep=8 o By 62 0¥ | o AP A
YVSUG62N)] AyG2 vdzZaZ RQa LERNIT 4dzNJJK NJ 0dzA t Ra 2dzu v dz RQa
retail expertise, enabling Quad to evolve the shopping
experience and change how brands connect with
customers in store environments.

Digital kiosk

OOH MARKET REPORT 2025
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Eric Ashworth
Quad, Executive VP
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https://the-brandidentity.com/project/magic-in-five-steps-studio-blackburn-and-co-spotlight-the-folding-wizardry-of-brompton-bicycles

HIGHSTEAD

Highstead is a leading corporate

: : | pdl Aa6KBB, & “~eéK<l -¥.d¢ akK p-U"eK -
flnan_ce bouthue across the A Full corporate finance services, sell / buy
Media, Technology and side, fundraising, strategic review, debt
: . advisory and valuations ill d Ki
Consumer sectors, working with R e e James Hi =%  Andrew Jakins
. . . Ical transaction sizes range from m to e o SRR A= e T T -
clients to achieve outstanding £700m ’ ¥K B O-E8pKU, " eK<I b - 1~ Bp U™ KU
outcomes
A £4bn+ of deals across 73 transactions since
2012 with 10 deals in the OOH space
A Diverse and highly technical team with large james.hill@highsteadpartners.co.uk andrew.jakins@highsteadpartners.co.uk
investment bank and Big 4 experience +44 7917 578 732 +44 7818 037 660
A Our network is global across trade and ]
financial buyers Jonathan Friedman Mark Parsons
A Established US presence through our BpUK<e- U aa- BpUkKke- U
collaboration with Progress Partners
jonathan.friedman@highsteadpartners.co.uk mark.parsons@highsteadpartners.co.uk
+44,/7827 987 614 +44 /7825 303 696
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