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https://oceanoutdoor.com/ooh-sites/outdoor-advertising-london/
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bƐƳŃǟƐƳļ
¢ƘŜ hǳǘ ƻŦ IƻƳŜ όάhhIέύ ŀŘǾŜǊǘƛǎƛƴƎ ƳŀǊƪŜǘ ƛǎ 
experiencing rapid growth, surpassing other traditional 
broadcast mediums.

Technology has fundamentally transformed the OOH 
proposition ς enhancing targeting, measurement, and 
automation ς and is now central to its evolution. As a 
result, technology firms and data providers are 
becoming essential to the OOH ecosystem, driving 
innovation and efficiency beyond the traditional roles 
of Media Owners and agencies.

Across 2024 and 2025, both financial and strategic 
ƛƴǾŜǎǘƻǊǎ ǾŀƭƛŘŀǘŜŘ ǘƘŜ ǎŜŎǘƻǊΩǎ ǇƻǘŜƴǘƛŀƭΣ ŦǳǊǘƘŜǊ 
accelerating growth. This investor interest is reflected in 
notable M&A activity.

The acquisition by Bauer Media, a business in the 
magazines and radio sector, of Clear Channel 
underscores this growing appeal of OOH over other 
mediums. 

T-aƻōƛƭŜΩǎ ŀŎǉǳƛǎƛǘƛƻƴǎ ƻŦ .ƭƛǎ όϷмтрƳύ ŀƴŘ ±ƛǎǘŀǊ 
Media ($600m) demonstrates how combining data, 
ǘŀǊƎŜǘƛƴƎΣ ŀƴŘ 5ƛƎƛǘŀƭ hhI όά5hhIέύ ǘŜŎƘƴƻƭƻƎȅ Ŏŀƴ 
deliver more relevant ad experiences with measurable 
outcomes.

aŀȅŦŀƛǊ 9ǉǳƛǘȅ tŀǊǘƴŜǊǎΩ ƛƴǾŜǎǘƳŜƴǘ ƛƴ ƛ-media 
highlights the growing importance of technology and 
data in transforming audience engagement. This move 
ǊŜŦƭŜŎǘǎ ŦƛƴŀƴŎƛŀƭ ƛƴǾŜǎǘƻǊǎΩ ŎƻƴŦƛŘŜƴŎŜ ƛƴ ǘƘŜ ǎŎŀƭŀōƛƭƛǘȅ 
and profitability of tech-enabled Media Owners. 

¢Ƙƛǎ ǊŜǇƻǊǘ ŜȄŀƳƛƴŜǎ hhIΩǎ ƳŀǊƪŜǘ ǎǘǊǳŎǘǳǊŜΣ ƪŜȅ 
trends, growth trajectory, and the increasing role of 
technology. It also highlights major M&A transactions 
and includes insights from industry leaders.

As the OOH landscape continues to evolve, we believe 
ongoing technological advancements and long-term 
investor confidence will sustain its momentum. We 
hope this report provides valuable insights into this 
dynamic and expanding market.

Technological transformation is 
making OOH an increasingly 
compelling advertising channel ς 
the ecosystem is thriving and 
earning validation from investors

@  james.hill@highsteadpartners.co.uk

 T   +44 7917 578 732

James Hill

¥K B˺Ö Úè¯KÚ́˺­KBp ˺̩˺èK<l

@  andrew.jakins@highsteadpartners.co.uk

 T   +44 7818 037 660

Andrew Jakins

b·î¯Bp¯d˺Ö Úè¯KÚ

Chris Legg

àK¯p·Ú­˺ ¯ dp¯d˺BpÚK<è·Ú
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 T   +1 (617) 480-9956 

Nick MacShane

b·î¯Bp¯d˺Ö Úè¯KÚ

@  nmacshane@progresspartners.com

 T   +1 (508) 333-5115 
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·ǈƳ˺ŨƈļǈƹǂƳǥ˺
ƯĘƈŃſ
Three industry veterans 
share their insights on the 
latest trends and future 
predictions for the OOH 
market

d¥·: ¥˺··l˺ dK¯<ċ ­KBp ˺·ą¯KÚ èK<l¯·¥·dċ

6ăĲǢÝĬĸĸĔǢ
7@s
Founder and CEO of UniLED Software, a leading 
technology provider to the DOOH industry.

²ƛǘƘ ƻǾŜǊ мр ȅŜŀǊǎΩ ƛƴŘǳǎǘǊȅ ŜȄǇŜǊƛŜƴŎŜΣ .ŜƴΩǎ ǾŜƴǘǳǊŜ 
into OOH began when he founded UniLED Solutions in 
2010. UniLED quickly established itself as the market 
leader in DOOH screen maintenance, network 
management, and content deployment in the UK. 

ùĸşŜǢ»Ĳěg@<Ǣ²ĸĔŜųáŒă

¦ƴƛ[95Ωǎ ŀǿŀǊŘ-winning technology platform, UniLIVE, 
ƛǎ ǘǊǳǎǘŜŘ ōȅ ǘƘŜ ǿƻǊƭŘΩǎ ƭŜŀŘƛƴƎ ōǊŀƴŘǎΣ ŀƎŜƴŎƛŜǎ ŀƴŘ 
media partners to deliver, verify, and optimise DOOH 
campaign performance.

¢ƘŜ ŎƻƳǇŀƴȅΩǎ Ƴƛǎǎƛƻƴ ƛǎ ǘƻ ōǳƛƭŘ ǘǊǳǎǘ ŀƴŘ ǊŀƛǎŜ ǘƘŜ 
bar for DOOH advertising across the world. 

dĸĲáŜęáĲǢgăųěŖ
7@sǢ
Jonathan is CEO of i-media, UK Media Owner with the 
largest network across UK Motorway Service Stations.

Entering the world of OOH in 1984, Jonathan later 
founded Outdoor Plus in 2006. Jonathan sold Outdoor 
Plus to Global where he served as Executive Director, 
before going back to the industry by acquiring a 
majority stake in i-media where he now serves as CEO.

ùĸşŜǢěȅıăÿěá

i-ƳŜŘƛŀ ƻǿƴǎ ǘƘŜ ¦YΩǎ ƭŀǊƎŜǎǘ ƴŜǘǿƻǊƪ ƻŦ Ŧǳƭƭ ƳƻǘƛƻƴΣ 
ƭŀǊƎŜ ŦƻǊƳŀǘ ŘƛƎƛǘŀƭ ǎŎǊŜŜƴǎ ŀŎǊƻǎǎ ǘƘŜ ¦YΩǎ aƻǘƻǊǿŀȅ 
Service Stations, delivering intelligent advertising 
opportunities. 

i-ƳŜŘƛŀΩǎ ŀŘǾŜǊǘƛǎƛƴƎ ǊŜŀŎƘŜǎ ŀƴ ŀǾŜǊŀƎŜ ƻŦ сΦо Ƴƛƭƭƛƻƴ 
weekly visitors and more than 31 million unique 
visitors annually in a high dwell-time environment.

dáıăŖǢ7ĸŏĬăŹ
7ęáěŒǢ»eǢȠǢXŒăĬáĲÿ
James is a Co-Founder and serves as Chair UK & Ireland 
at Talon, an independent global OOH media agency. 

With over 30 ȅŜŀǊǎΩ of industry experience and a 
background at Posterscope, Adshel and Kinetic, James 
emerged as one of the company's most senior UK-
based executives. In 2013 he co-founded Talon 
Outdoor which quickly became a leading OOH player.

ùĸşŜǢ¸áĬĸĲ

Talon is a specialist in OOH and DOOH planning, 
buying, technology, and creativity. The OOH specialist 
utilises proprietary AdTech platforms to enhance 
campaign effectiveness and measurement.

¢ŀƭƻƴΩǎ Ƴƛǎǎƛƻƴ ƛǎ ǘƻ ŘǊƛǾŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ŀƴŘ ŎǊŜŀǘƛǾƛǘȅ 
for their clients and deliver growth for the OOH sector.
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<ƐƈǂŃƈǂƹ Foreword

https://oceanoutdoor.com/ooh-site/the-loop-battersea-power-station/
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https://oceanoutdoor.com/labs/ocean-mobile-augmented-reality/
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èŤŃ˺··l˺
ƆĘƳŻŃǂ
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https://oceanoutdoor.com/ooh-site/piccadilly-lights/
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èŤŃ˺ŻŃǥ˺ƹǂƳŃƈŜǂŤƹ˺ƐŚ˺··l˺ƳŃƆĘŨƈ˺Ũǂƹ˺ĴƳƐĘļĶĘƹǂ˺
ƳŃĘĶŤ̀˺ĶƳŃĘǂŨǞŃ˺ƯƐǂŃƈǂŨĘſ˺Ęƈļ˺ŃǲŃĶǂŨǞŃƈŃƹƹŨ˺ƈ˺
ļŃſŨǞŃƳŨƈŜ˺ǂŤŃ˺ƳŨŜŤǂ˺ƆŃƹƹĘŜŃ˺Ęǂ˺ǂŤŃ˺ƳŨŜŤǂ˺ǂŨƆŃ˿

ąŤŃƈ˺ǂŤŃƹŃ˺ĘǂǂƳŨĴǈǂŃƹ˺ĘƳŃ˺ĘƯƯſŨŃļ˺ǟŃſſ̀˺··l˺ĶƐƈǂŨƈǈŃƹ˺
ǂƐ˺ĴŃ˺Ę˺ŤŨŜŤſǥ˺ǞĘſǈĘĴſŃ˺ĶŤĘƈƈŃſ˺ŚƐƳ˺ĘļǞŃƳǂŨƹŃƳƹ˿̝

James Copley
Talon, Chair UK & Ireland
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:îċKÚà́˺·Úpdp¯ èK˺
èlK˺< ­Ö pd¯à

Ad exchanges
DSPs (Demand-Side Platforms), are used by advertisers 
to buy ad space programmatically, and SSPs (Supply-Side 
Platforms), are used by Media Owners to sell inventory

Data and analytics
Data is crucial in OOH, enhancing audience insights, 
targeting, and real-time campaign measurement

Creativity 
Creative companies use technology to craft eye-catching 
and memorable content tailored to OOH formats 

Campaign delivery
Media Owners are responsible for campaign delivery, 
ensuring displays are functioning properly and showing 
the correct advertisements as directed to each screen

Inventory management 
Technology gives Media Owners access to live 
information on inventory availability, allowing for better 
decision-making and sales opportunities

Knowing the audience
Audience insight and communicating their inventory 
value to advertisers is key to differentiating Media 
Owners in a competitive landscape 

èK<l¯·¥·dċ́˺­K àîÚ :¥ċ˺
K¯l ¯<Kà˺èlK˺< ­Ö pd¯à

­KBp ˺·ą¯KÚà́˺BpàÖ¥ ċ˺
èlK˺< ­Ö pd¯à

The OOH Ecosystem has been 
transformed ς sophisticated tech-
infrastructure, data and analytics 
are the core of successful 
campaign origination and 
delivery

Technology has transformed the OOH ecosystem. The 
advertisers (buyers) and Media Owners (sellers of 
media space) are now integrated within a thriving 
ecosystem of technology companies. 

Advertisers are increasing spending with these 
technology companies which are making OOH 
campaigns more effective through enhanced 
targeting, creativity, programmatic buying and 
measurement.

Direct
Brands with large marketing budgets may liaise directly 
with Media Owners

Agencies 
Global agencies like IPG, WPP, Omnicom, Publicis and 
Havas offer diverse marketing and advertising services, 
including OOH in their media mix

OOH specialists
OOH specialists like Talon focus exclusively on OOH, 
investing heavily in OOH-specific technology and data. 
Their independence allows them to work collaboratively 
with various agencies, advertisers and Media Owners

èŤŃ˺··l˺
KĶƐƹǥƹǂŃƆ

https://global.com/advertise/insight/case-studies/vodafone/
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··l˺àÖK<p ¥pàèà
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:îċKÚà́˺
·Úpdp¯ èK˺èlK˺< ­Ö pd¯à

èK<l¯·¥·dċ́˺
­K àîÚ :¥ċ˺K¯l ¯<Kà˺èlK˺< ­Ö pd¯à

­KBp ˺·ą¯KÚà́
BpàÖ¥ ċ˺èlK˺< ­Ö pd¯à

BpÚK<è˺ BĄKÚèpàp¯d

BĄKÚèpàp¯d˺ dK¯<pKà

··lſ˺ĘƈļƹĶĘƯŃ¸ęăǢssVǢĬáĲÿŖúáŏăǢěŖǢăŲĸĬŲěĲĕǢųěŜęǢŜăúęĲĸĬĸĕŹǢúáŏáùěĬěŜěăŖǢ
ěĲúŒăáŖěĲĕĬŹǢěĲĔĬşăĲúěĲĕǢŖŜŒáŜăĕěúǢěĲěŜěáŜěŲăŖǢĸĔǢáÿŲăŒŜěŖăŒŖǢ
áĲÿǢlăÿěáǢsųĲăŒŖ

Dentsu owned

IPG owned Dentsu owned

KĊ<l ¯dKà

B è ˺̩˺ ¯ ¥ċèp<à

<ÚK èpĄpèċ˺̩˺<·¯èK¯è˺­ ¯ dK­K¯è

¥pàèKB˺­KBp ˺·ą¯KÚà

K¯ĄpÚ·¯­K¯è˺àÖK<p ¥pàè
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­ĘƳŻŃǂ˺
ŜƳƐǟǂŤ

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, AI-driven 
insights, and measurable ROIs. 

In 2024 global OOH spend was estimated at c. $50bn (up 
c. 11.5% YoY), with advertisers viewing the tech-driven 
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. 

ру҈ ƻŦ hhI ǎǇŜƴŘ ƛǎ ǘǊŀŘƛǘƛƻƴŀƭ hhI όάǎǘŀǘƛŎέ ŘƛǎǇƭŀȅǎ 
and billboards) with the remaining 42% in the form of 
5ƛƎƛǘŀƭ hhI ŀŘǾŜǊǘƛǎƛƴƎ όά5hhIέύΦ ¢Ƙƛǎ ƭŜǾŜƭ ƻŦ ŘƛƎƛǘŀƭ 
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 
hhI όάǇǊ5hhIέύ ǿƛǘƘ ŎƻƴǘƛƴǳŜŘ ƛƴǾŜǎǘƳŜƴǘ ƛƴ 
technology infrastructure accelerating real-time buying 
of OOH ad inventory.

ċK Ú·̏¯̏ċK Ú˺
dÚ·ąèl

͕ˬ˿˭ͬ
îà˺··l˺àÖK¯B˺˪˨˪ˬ

ċK Ú·̏¯̏ċK Ú˺
dÚ·ąèl

͕˯˿˯ͬ

²ŜŒĸĲĕǢŜáěĬųěĲÿŖǢŏşŖęǢƊƈƊƌǢ
ssVǢŖŏăĲÿǢŜĸǢɔȴƍƈùĲǴǢıáĪěĲĕǢ
ěŜǢĸĲăǢĸĔǢŜęăǢĔáŖŜăŖŜȅĕŒĸųěĲĕǢ
ŜŒáÿěŜěĸĲáĬǢıăÿěá

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 
further 6.4% increase anticipated. DOOH is expected 
to grow by 8.4% in 2025, representing almost 70% of 
all UK OOH spend. prDOOH grew by approximately 
90% in 2024. However, with prDOOH representing 
only around c. 6% of the UK OOH market, there 
remains significant potential for further growth.

US OOH demonstrated robust growth of 4.5% in 
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 
programmatic budgets shift to OOH, the sector is 
poised for further expansion.

î¢˺··l˺àÖK¯B˺˪˨˪ˬ
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d¥·: ¥˺··l˺àÖK¯B˺̔̾:¯̕˺ ˪˨˪ˬ˺··l˺àÖK¯B˺:ċ˺dK·dÚ Ölċ

dſƐĴĘſ˺ƆĘƳŻŃǂ˺ŜƳƐǟǂŤ

àǂĘǂŨĶ˺< dÚ˺͕˭˿˫ͬBŨŜŨǂĘſ˺< dÚ˺͕˯˿˱ͬ

https://www.campaignlive.co.uk/article/pick-week-anya-hindmarchs-chubby-hearts-delivers-unexpected-joy/1457719
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https://www.buildhollywood.co.uk/formats/#creative-billboards
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­ĘƳŻŃǂ˺
ǂƳŃƈļƹ
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. 

¢ƘŜ ŘƛƎƛǘŀƭ ōƛƭƭōƻŀǊŘǎ ǿŜǊŜƴΩǘ Ƨǳǎǘ ŀ ōŀŎƪŘǊƻǇ ς they 
became part of the experience, proving how OOH 
advertising can turn a campaign into an unforgettable, 
larger-than-life moment.

13

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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Jonathan Lewis
i-media, CEO

BŨŜŨǂĘſ˺ĘļƐƯǂŨƐƈ˺Ũƹ˺ĘĶĶŃſŃƳĘǂŨƈŜ̀Ę˺ƈļ˺ǂŤŃ˺ƹǥƈŃƳŜǥ˺
ĴŃǂǟŃŃƈ˺B··l˺Ęƈļ˺ǟŨļŃƳ˺ƯƳƐŜƳĘƆƆĘǂŨĶ˺
ƹǂƳĘǂŃŜŨŃƹ˺Ũƹ˺ĴŃĶƐƆŨƈŜ˺ĶſŃĘƳŃƳ˿

èŤŃ˺ĴĘƳƳŨŃƳƹ˺ǂŤĘǂ˺ƹſƐǟŃļ˺Ũǂƹ˺ĘļƐƯǂŨƐƈ˺ĘƳŃ˺ƹǂĘƳǂŨƈŜ˺ǂƐ˺
ļŨƹĘƯƯŃĘƳ˺Ęƈļ˺ǂŤĘǂ˺ƆƐƆŃƈǂǈƆ˺ǟŨſſ˺ĶĘƳƳǥ˺ŚƐƳǟĘƳļ˿̝
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¢Ńǥ˺
èƳŃƈļƹ

ÿŲăŒŜěŖăŒŖǢúĸĲŜěĲşăǢŜĸǢŖăăǢssVǢáŖǢáǢŒăĬăŲáĲŜǢ
áÿŲăŒŜěŖěĲĕǢúęáĲĲăĬǢěĲǢƊƈƊƍǢÿşăǢŜĸǢěŜŖǢáùěĬěŜŹǢŜĸǢ
áÿáŏŜǢŜĸǢŜăúęĲĸĬĸĕěúáĬǢáÿŲáĲúăıăĲŜŖǴǢÿăĬěŲăŒǢ
ıăáŖşŒáùĬăǢŒăŖşĬŜŖǴǢáĲÿǢúŒăáŜăǢıăáĲěĲĕĔşĬǢ
úĸĲĲăúŜěĸĲŖǢųěŜęǢáşÿěăĲúăŖ

<·¯èp¯îKB˺Bpdpè ¥˺­pdÚ èp·¯˺ ¯B˺ÖÚ·dÚ ­­ èp<˺ B·Öèp·¯˺
Untapped infrastructure and strong adoption demand will keep driving prDOOH. 
The increasing volume of programmatic allows Media Owners to generate revenue 
passively, while brands with smaller budgets access premium outdoor inventory

01

¯Ką˺èK<l˺K¯ :¥p¯d˺K¯l ¯<KB˺< ­Ö pd¯à˺ ¯B˺­K àîÚK­K¯è
Advancements in data are improving audience insights, enhancing targeting, and 
refining measurement models. Campaigns receive live feedback, enabling real-time 
adjustments

02

<·¯èK¯è˺p¯¯·Ą èp·¯
AI will increase creativity, lowering the barrier to entry for impactful content and 
simplifying complex DOOH production specifications. Non-digital special builds also 
ƎŀƛƴŜŘ ŀǘǘŜƴǘƛƻƴ ƭƛƪŜ [ƻǳƛǎ ±ǳƛǘǘƻƴΩǎ рth Avenue installation in New York (see right)

03

ÚKè p¥˺­KBp ˺p¯èKdÚ èp·¯
With retail media spending surging (+20% in 2024), OOH is well-positioned to 
capitalise as retailers and brands increasingly recognise its power to influence 
ǎƘƻǇǇŜǊ ōŜƘŀǾƛƻǳǊΣ ƳŀƪƛƴƎ ǊŜǘŀƛƭ ƳŜŘƛŀ ŀ ŎƻǊŜ ǇŀǊǘ ƻŦ hhIΩǎ ƎǊƻǿǘƘ

04

KĊÖKÚpK¯èp ¥˺
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 

05

https://www.dezeen.com/2024/11/18/louis-vuitton-flagship-construction-disguised-stack-luggage-trunks/
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(1) Route, the official source of OOH audience data in Great Britain, signed a new 7-year contract with Ipsos and Adwanted to collect, process and output audience data for UK 
hhIΦ ¢ƘŜ ƳƻǾŜ ŘŜƳƻƴǎǘǊŀǘŜǎ wƻǳǘŜΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ƳŜŀǎǳǊŜ ŀƴŘ ǊŜǇƻǊǘ Řŀǘŀ ǘƘŀǘ ǘƘŜ ƛƴŘǳǎǘǊȅ Ŏŀƴ ŎƻƴǘƛƴǳŜ ǘƻ ǊŜƭȅ ƻƴ ŦƻǊ ŀǳŘƛŜƴce reporting and trading 16
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Programmatic will continue to grow quickly, although it 
remains relatively small in the grand scheme of things.

At Talon, we are investing heavily in programmatic to 
capture budgets from digital planners. We are also 
expanding outreach to digital-native businesses that we 
ƘŀǾŜƴΩǘ ƘƛǎǘƻǊƛŎŀƭƭȅ ǿƻǊƪŜŘ ǿƛǘƘ ōǳǘ ƘŀǾŜ ōǳŘƎŜǘǎ ǘƘŀǘ 
could be directed into OOH.

The industry is following a similar trajectory. Media 
Owners are particularly benefiting, as the increasing 
volume of programmatic allows them to generate 
revenue passively, making it a highly attractive model.

We expect this growth to accelerate as technology, data 
and ad formats continue to evolve and improve.

˨˪˿˺ąl è˺p­Ö <è˺B·˺ċ·î˺b·ÚKàKK˺bÚ·­˺èlK˺
p¯<ÚK àp¯d˺b·<îà˺·¯˺ èèK¯èp·¯˺­KèÚp<à̆

We view the broader industry focus on attention 
ƳŜǘǊƛŎǎ ŀǎ ŀ ǇƻǎƛǘƛǾŜ ǎƘƛŦǘΣ ǊŜƛƴŦƻǊŎƛƴƎ hhIΩǎ ǎǘǊŜƴƎǘƘǎΦ 
Our priority is to continue educating advertisers about 
hhIΩǎ Ǌƻōǳǎǘ ŀǘǘŜƴǘƛƻƴ ƳŜŀǎǳǊŜƳŜƴǘǎΦ 

Attention has become a buzzword in the media industry 
with agencies trying to understand media quality, 
ŘǊƛǾƛƴƎ ǘƘŜ ƴŜŜŘ ǘƻ ŀŎŎƻǳƴǘ ŦƻǊ ŀ ΨǾƛŜǿŀōƭŜ ƛƳǇǊŜǎǎƛƻƴΩ 
for digital advertising. However, for OOH, audience 
attention has always been embedded into Route(1) 
methodology. 

Within the UK, Route appointed Ipsos and Adwanted (1) 
to develop an AI-driven, synthetic measurement 
system, which will be the most advanced of its kind 
globally. This industry-funded initiative represents a 
significant investment and will provide better audience 
data and a deeper understanding of how people engage 
with OOH.

With enhanced data capabilities, businesses like Talon 
will integrate mobile data overlays to precisely 
determine who was exposed to an ad and how they 
responded. This will allow for granular effectiveness 
tracking and accurate ROI measurement, something 
that was much harder to achieve in the past.

˨˫˿˺l·ą˺B·˺ċ·î˺àKK˺èlK˺­KÚdp¯d˺·b˺··l˺
¯B˺KĊÖKÚpK¯èp ¥˺­ Ú¢Kèp¯d˺KĄ·¥Ąp¯d̆

The industry has traditionally struggled with 
effectiveness measurement in this space, but recent 
advancements have allowed for more credible case 
studies. Instead of treating experiential activations as a 
ǎǘŀƴŘŀƭƻƴŜ άŎƘŜǊǊȅ ƻƴ ǘƘŜ ŎŀƪŜέΣ ōǊŀƴŘǎ ŀǊŜ ƴƻǿ ǳǎƛƴƎ 
OOH to amplify and support experiential ideas, creating 
a more cohesive and impactful campaign.

Clients are increasingly looking for eye-catching, 
talkable activations that drive earned and owned media 
exposure. As a result, experiential creative solutions are 
a major growth area, with significant success over the 
past two years.

CǊƻƳ Ƴȅ ǇŜǊǎǇŜŎǘƛǾŜΣ ǘƘƛǎ ƛǎ hhIΩǎ ǘƛƳŜ ǘƻ ǎƘƛƴŜ ǿƛǘƘ 
the likes of experiential allowing brands to bring little 
moments of joy into consumers lives ς this is a core 
thing brands will look to focus on in 2025 with the lack 
of trust brands are experiencing with digital channels 
and advertising.

Position
Chair UK & Ireland

Past
Kinetic, Worldwide, Posterscope, Adshel

Business Description
Talon is a global OOH advertising agency specialising 
in media planning, buying, creativity and technology 
solutions for brands and agencies

Notable Clients
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https://oceanoutdoor.com/ooh-sites/outdoor-advertising-manchester/
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https://oceanoutdoor.com/ooh-site/piccadilly-lights/
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UniLED, CEO
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James Copley
Chair UK & Ireland

·¯˺·­¯p<l ¯¯K¥˺p¯èKdÚ èp·¯

With the increased amount of digital infrastructure 
combined with greater data opportunities in OOH we 
can integrate more effectively with omnichannel 
strategies.

¢ŀƭƻƴΩǎ !Řŀ ǘŜŎƘƴƻƭƻƎȅ ǳƴŘŜǊǎǘŀƴŘǎ ŀǳŘƛŜƴŎŜ 
behaviour allowing for a more targeted approach. Atlas, 
¢ŀƭƻƴΩǎ ŀǳǘƻƳŀǘŜŘ ŘƛƎƛǘŀƭ ǇǊƻƎǊŀƳƳŀǘƛŎ ǇƭŀǘŦƻǊƳΣ 
seamlessly extends online strategies into OOH across 
quality digital inventory.

Many media planners manage OOH separately from 
other channels, creating inefficiencies. Talon is working 
on bridging this gap, ensuring that the same audience 
data used in omnichannel planning can be directly 
applied to OOH. This makes OOH easier to integrate 
and plan alongside other digital channels.

Jonathan Lewis
CEO

·¯˺ÖÚ·dÚ ­­ èp<˺

Programmatic presents a significant opportunity for us, 
primarily in ensuring we fully utilise our inventory and 
maximise revenue. 

Traditionally, OOH campaigns ran for a minimum of a 
month, took at least a week to install, and once 
ƭŀǳƴŎƘŜŘΣ ŎƻǳƭŘƴΩǘ ōŜ ŀŘƧǳǎǘŜŘΦ LŦ ŀ ǎƛǘŜ ǿŀǎƴΩǘ ǎƻƭŘ ŀǘ 
ǘƘŜ ǎǘŀǊǘ ƻŦ ǘƘŜ ƳƻƴǘƘΣ ƛǘ ǊŜƳŀƛƴŜŘ ǳƴǎƻƭŘΦ bƻǿΣ ǿŜΩǊŜ 
selling ad space in real time ς even for the same 
evening.

Previously, last-minute bookings were seen as 
distressed inventory and priced at a discount. Today, 
those same bookings are premium opportunities. For 
example, if a bank wants to react instantly to an 
interest rate change, we can have their message 
displayed nationwide within minutes. That immediacy 
is incredibly valuable.

Ben Zloof
CEO

·¯˺ èèK¯èp·¯˺­KèÚp<à

As these metrics become more accessible, formats with 
higher attention scores will justify premium pricing and 
command higher CPMs.

OOH has an inherent advantage over other media 
channels ς ƛǘ Ƙŀǎ ŀƭǿŀȅǎ ōŜŜƴ ŀƴ άŜȅŜǎ-ƻƴέ ƳŜŘƛǳƳΣ 
avoiding the viewability challenges seen in digital 
advertising. In the UK, for instance, metrics derived 
ŦǊƻƳ ǎȅǎǘŜƳǎ ƭƛƪŜ wƻǳǘŜ ŀƭǊŜŀŘȅ ŜƳǇƘŀǎƛȊŜ άƭƛƪŜƭƛƘƻƻŘ 
ǘƻ ǎŜŜέ ƻǾŜǊ ƳŜǊŜ άƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ǎŜŜέΦ

As advertisers place greater value on proven audience 
engagement, attention metrics may highlight 
inefficiencies in other channels, further strengthening 
hhIΩǎ ŎƻƳǇŜǘƛǘƛǾŜ ǇƻǎƛǘƛƻƴΦ LŦ ƘƛƎƘ-attention 
placements are linked to better campaign outcomes, 
OOH could see increased investment as brands shift 
budgets from less reliable digital environments.

d¥·: ¥˺··l˺ dK¯<ċ ­KBp ˺·ą¯KÚ èK<l¯·¥·dċ
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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 sales teams.

˨˪˿˺ąl è˺Ú·¥K˺ąp¥¥˺î¯p¥KB˺Ö¥ ċ˺p¯˺èlK˺
dÚ·ąèl˺·b˺èlK˺··l˺p¯BîàèÚċ̆

OOH currently accounts for just 5% of total ad spend ς a 
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 is helping to change this by:

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

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

Å Enabling more accurate measurement & 
effectiveness ς while many studies rely on 
planned campaign data, our granular, actual 
delivery data improves their accuracy, increasing 
hhIΩǎ ǊŜǇƻǊǘŜŘ whL ŀƴŘ ŜǾƛŘŜƴŎƛƴƎ ƛǘǎ ǘǊǳŜ 
impact. In fact, UK data shows that verified 
campaigns overperform on average by 34%

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

˨˫˿˺l·ą˺pà˺î¯p¥KB˺­ ¢p¯d˺B··l˺­·ÚK˺
<<·î¯è :¥K˺ ¯B˺èÚ ¯àÖ ÚK¯è̆

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.

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, real-time campaign data, we are building 
accountability and transparency with brands in the 
DOOH ecosystem.

Position
CEO

Past
Founded UniLED Solutions in 2010

Business Description
¦ƴƛ[95Ωǎ ŀǿŀǊŘ-winning technology platform, is 
ǘǊǳǎǘŜŘ ōȅ ǘƘŜ ǿƻǊƭŘΩǎ ƭŜŀŘƛƴƎ ōǊŀƴŘǎΣ ŀƎŜƴŎƛŜǎ ŀƴŘ 
media partners to Deliver, Verify, and Analyse DOOH 
campaign performance

Notable Clients
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5ŀǘŀ aŀƴŀƎŜƳŜƴǘ tƭŀǘŦƻǊƳǎ όά5atǎέύ ŎƻƭƭŜŎǘΣ ƻǊƎŀƴƛǎŜ 
and analyse first- and 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 real-time updates to audience segments 
and provide insights for campaign optimisation.

B˺KĊ<l ¯dKà

Ad exchanges facilitate transactions between DSPs 
(Demand-Side), used by advertisers to buy ad space 
programmatically, and SSPs (Supply-Side), 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 SSPs ς
for example, Global launched Dax in 2014. 

<·¯èK¯è˺­ ¯ dK­K¯è˺Ö¥ èb·Ú­à

/ƻƴǘŜƴǘ aŀƴŀƎŜƳŜƴǘ tƭŀǘŦƻǊƳǎ όά/atǎέύ ŜƴŎƻƳǇŀǎǎ 
both the management of creative assets (content) and 
the optimisation of those assets for dynamic, 
personalised advertising.

CMPs enable real-time personalisation of ads by 
integrating data-driven 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.

­K àîÚK­K¯è˺ ¯B˺ ¯ ¥ċèp<à˺Ö¥ èb·Ú­à

These platforms track campaign performance metrics 
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 
noticedτhelping advertisers pay only for real exposure.

¸ăúęĲĸĬĸĕŹǢěŖǢıáĪěĲĕǢssVǢáǢıĸŒăǢúĸıŏăĬĬěĲĕǢŏŒĸŏĸŖěŜěĸĲǢĔĸŒǢ
áÿŲăŒŜěŖăŒŖǢùŹǢĔáúěĬěŜáŜěĲĕǢŒăáĬȅŜěıăǢùşŹěĲĕǢĸĔǢáÿǢěĲŲăĲŜĸŒŹǢ
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https://talonooh.com/en/best-ooh-in-2024/


OOH MARKET REPORT 2025

­̩
Ũƈ·˺·l

24

https://global.com/advertise/insight/case-studies/vodafone/
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Jonathan Lewis
i-media, CEO 
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ąŤŃǂŤŃƳ˺Ũǂ̟ƹ˺ĘĴƐǈǂ˺ļĘǂĘ˺ƆƐĴŨſŨǂǥ˺ŨƈƹŨŜŤǂƹ˺ƐƳ˺ƳŃĶƐŜƈŨƹŨƈŜ˺
··l̟ƹ˺ŜƳƐǟǂŤ˺ƯƐǂŃƈǂŨĘſ̀˺ƆĘŸƐƳ˺ǂŃĶŤ˺ƯſĘǥŃƳƹ˺ĘƳŃ˺
ƯĘǥŨƈŜ˺ĘǂǂŃƈǂŨƐƈ˿̝
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¸ęăŒăǢęáŖǢùăăĲǢáǢĔĬşŒŒŹǢĸĔǢlȠ ǢáúŜěŲěŜŹǢěĲǢƊƈƊƌǢáĲÿǢ
ƊƈƊƍǳǢQěĲáĲúěáĬǢáĲÿǢŖŜŒáŜăĕěúǢěĲŲăŖŜĸŒŖǢęáŲăǢěĲŲăŖŜăÿǢ
áúŒĸŖŖǢŜęăǢssVǢăúĸŖŹŖŜăıǢųěŜęǢŜăúęĲĸĬĸĕŹǢùăěĲĕǢáĲǢ
ěıŏĸŒŜáĲŜǢĔáúŜĸŒǢěĲǢáĬĬǢÿăáĬŖ

ÖÚ·dÚ ­­ èp<˺ ¯B˺B èB̏ÚpĄK¯˺è ÚdKèp¯d
Companies seek to enhance automated ad buying, audience targeting and measurement

YŜȅ 5ŜŀƭǎΥ .ǊƻŀŘǎƛƎƴΩǎ ŀŎǉǳƛǎƛǘƛƻƴ ƻŦ hǳǘaƻƻǾŜΣ tŜǊƛƻƴ bŜǘǿƻǊƪ ŀŎǉǳƛǊƛƴƎ IƛǾŜǎǘŀŎƪ

01

Bpdpè ¥˺èÚ ¯àb·Ú­ èp·¯˺̩˺BpàÖ¥ ċ˺p¯¯·Ą èp·¯
Shift from static to digital displays is driving investments in high-impact formats like 3D, 
anamorphic, and interactive OOH that integrate into omnichannel strategies

Key Deal: Mayfair Equity Partners' acquisition of i-media

02

BĄ ¯<KB˺­K àîÚK­K¯è˺̩˺ èèÚp:îèp·¯
Advertisers demand better analytics and proof of ROI, prompting acquisitions of AI-driven 
measurement platforms to optimise campaigns

YŜȅ 5ŜŀƭΥ IƛǾŜǎǘŀŎƪΩǎ ŀŎǉǳƛǎƛǘƛƻƴ ƻŦ !ŘaƻōƛƭƛȊŜ

03

­ Ú¢Kè˺<·¯à·¥pB èp·¯˺̩˺àèÚ èKdp<˺p¯ĄKàè­K¯èà
Media Owners are consolidating to strengthen cross-channel offerings, improve 
efficiencies, and expand reach across markets

Key Deals: Bauer acquiring Clear Channel UK, {ǘǊǀŜǊΩǎ ǎǘǊŀǘŜƎȅ ǘƻ ŘƛǾŜǎǘ ƴƻƴ-core assets 
(such as Statista and Asam Beauty) to focus on its core advertising business

04

èK<l˺̩˺èK¥K<·­˺dp ¯èà˺K¯èKÚp¯d˺··l
Companies outside traditional media ς like telecom and tech firms ς are acquiring OOH 
assets to leverage first-party data and enhance ad targeting

Key Deals: T-Mobile acquiring Vistar Media and Blis Media

05
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 ƐƈĘǂŤĘƈ
¥ŃǟŨƹ
Position
CEO

Past
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.

Notable Clients

˨˩˿˺ąl è˺ ÚK˺ċ·îÚ˺èl·îdlèà˺·¯˺èlK˺ÚK<K¯è˺
­̩ ˺ <èpĄpèċ˺p¯˺èlK˺··l˺àK<è·Ú̆
/ƭŜŀǊ /ƘŀƴƴŜƭΩǎ ƴŜǿ ƻǿƴŜǊǎƘƛǇΣ .ŀǳŜǊΣ Ǉǳǘǎ ǘƘŜ ¦Y 
OOH market in an interesting position. With three 
major Media Owners ς who collectively control over c. 
70% of the market ς now owned by private businesses 
with long-term investment strategies, it brings a level 
of stability. That should be good news in terms of 
sustained investment and market confidence.

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.

In the case of Ströer selling its German business, if the 
price being discussed is accurate, a private equity 
buyer will inevitably be looking for aggressive growth 
in the short-term. Germany alone may not provide the 
scale they need, so international expansion ς the UK 
would be an obvious market for them ς could be a 
logical next step. That could make the UK market even 
more competitive in the coming years.

˨˪˿˺ąl è˺àèÚ èKdpKà˺< ¯˺lK¥Ö˺p¯<ÚK àK˺
··l̥à˺àl ÚK˺·b˺ BĄKÚèpàp¯d˺:îBdKèà̆
There are two challenges to this. The first is about 
educating the market on what we offer ς making sure 
advertisers understand the strengths of our 
environment, our data capabilities, and the targeting 
opportunities we provide. But the bigger challenge ς
and the bigger opportunity ς ƛǎ ǎƘƛŦǘƛƴƎ ǘƘŜ ƛƴŘǳǎǘǊȅΩǎ 
mindset from fighting over the existing OOH budget to 
going after a larger piece of the overall media pie. 

There are so many positives to highlight: OOH is very 
visible, public, high-impact, and brand-ǎŀŦŜΦ Lǘ ŘƻŜǎƴΩǘ 
have the viewability issues of digital display, the fraud 
concerns of online programmatic, or the declining 
reach of TV and print. It also complements digital 
campaigns exceptionally well ς boosting search, social, 
and online engagement.

¢ƘŜ ƪŜȅ ƛǎ ƳŀƪƛƴƎ ǎǳǊŜ ǘƘŀǘ ǘƘŜǎŜ ōŜƴŜŦƛǘǎ ŀǊŜƴΩǘ Ƨǳǎǘ 
understood within the "OOH village" but are actively 
communicated to a wider audience, including digital-
first brands, performance marketers, and retail media 
buyers. As digital and data-driven capabilities continue 
to evolve, OOH has never been better positioned to 
ǘŀƪŜ ŀ ōƛƎƎŜǊ ǎƘŀǊŜ ƻŦ ŀŘǾŜǊǘƛǎƛƴƎ ǎǇŜƴŘΦ bƻǿ ƛǘΩǎ ŀōƻǳǘ 
making sure we say that story effectively.

˨˫˺ąpèl˺èlK˺ÖÚ· K<èKB˺dÚ·ąèl˺p¯˺
ÖÚ·dÚ ­­ èp<˺B··l̀˺l·ą˺B·˺ċ·î˺
¯èp<pÖ èK˺èlpà˺ąp¥¥˺ bbK<è˺p¯BîàèÚċ˺

Bċ¯ ­p<à˺ ¯B˺<·­ÖKèpèp·¯̆
ǇǊ5hhI ƛǎƴΩǘ Ƨǳǎǘ ǎƘƛŦǘƛƴƎ ōǳŘƎŜǘǎ ǿƛǘƘƛƴ ǘƘŜ ŜȄƛǎǘƛƴƎ 
OOH landscape ς ƛǘΩǎ ǳƴƭƻŎƪƛƴƎ ŜƴǘƛǊŜƭȅ ƴŜǿ ǊŜǾŜƴǳŜ 
streams. Historically, OOH in the UK has been fighting 
for a share of a c. £1.3 ς £1.4 bn market, but that 
approach is too limited. When you compare that to the 
c. £29 ς ϻол ōƴ ǘǊǳŜ ŘƛƎƛǘŀƭ ƳŀǊƪŜǘΣ ƛǘΩǎ ŎƭŜŀǊ ǘƘŀǘ hhI 
has an opportunity to tap into much larger budgets.

²ŜΩǊŜ ƛƴ ŀ ǇǊƛƳŜ Ǉƻǎƛǘƛƻƴ ŦƻǊ ǘƘƛǎΦ ¢ƘŜ Ŏƻǎǘ ǇŜǊ 
thousand impressions we deliver, the synergy with 
search, and the growing body of research showing how 
OOH enhances digital performance make it an 
incredibly compelling channel. With more data-backed 
capabilities and full-motion screens with strong dwell 
ǘƛƳŜǎΣ ǿŜΩǊŜ ŀōƭŜ ǘƻ ŎƻƳǇŜǘŜ ŦƻǊ ǎǇŜƴŘ ŦǊƻƳ ǊŜǘŀƛƭ 
budgets and connected TV, both of which are seeing 
massive growth.
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ÚŃĶŃƈǂ˺··l˺­̩ ˺¯Ńǟƹ

èK<l¯·¥·dċ˺BK ¥à

tŜǊƛƻƴΩǎ ŀŎǉǳƛǎƛǘƛƻƴ ƻŦ IƛǾŜǎǘŀŎƪ ό5ŜŎŜƳōŜǊ нлноύ 
enables them to tap into the growing prDOOH market

Broadsign's acquisition of OutMoove (May 2024) aims 
to enhance programmatic capabilities and streamline 
workflows for OOH agencies

Hivestack's acquisition of AdMobilize (July 2024) 
integrates advanced AI-powered audience analytics into 
their programmatic DOOH platform

T-Mobile announced its acquisition of Vistar Media 
(January 2025), a DSP and SSP operator, for $600m

T-Mobile acquired Blis (March 2025) for $175m which 
will bolster the ability to deliver more addressable 
omnichannel advertising with future-proof, cookie-less 
technology and targeting capabilities 

dK¯<ċ˺̩˺­KBp ˺·ą¯KÚ˺BK ¥à

Dŀǎ {ǘŀǘƛƻƴ ¢± όάD{¢±έύ ǿŀǎ ŀŎǉǳƛǊŜŘ ōȅ MidOcean 
Partners (April 2025). GSTV is uniquely positioned at 
the intersection of retail media, digital video and DOOH

Mayfair Equity Partners' acquisition of i-media 
ό{ŜǇǘŜƳōŜǊ нлнпύ ǳƴŘŜǊǎŎƻǊŜǎ hhIΩǎ ŦƻŎǳǎ ƻƴ 
expanding digital capabilities

Across 2024 Adams Outdoor continued its 
consolidation strategy by absorbing Riley, Cee Media 
and Kegerreis 

Talon, the OOH specialist agency, acquired the Dutch 
specialist Out of Home Masters in January 2025

Clear Channel Outdoor announced the sale of its 
Europe-North segment to Bauer Media in January 2025

̜èŤŃ˺ǂŤƳŃŃ˺ƆĘŸƐƳ˺î¢˺­ŃļŨĘ˺
·ǟƈŃƳƹ˺ĘƳŃ˺ƈƐǟ˺ƐǟƈŃļ˺Ĵǥ˺
ƯƳŨǞĘǂŃ˺ĴǈƹŨƈŃƹƹŃƹ˺ǟŨǂŤ˺ſƐƈŜ̏
ǂŃƳƆ˺ŨƈǞŃƹǂƆŃƈǂ˺ƹǂƳĘǂŃŜŨŃƹ̀˺
ǟŤŨĶŤ˺ĴƳŨƈŜƹ˺Ę˺ſŃǞŃſ˺ƐŚ˺
ƹǂĘĴŨſŨǂǥ˿˿˿˺
èŤŃƹŃ˺ĘƳŃ˺ƈƐǂ˺ƹŤƐƳǂǂ̏ŃƳƆ˺
ŨƈǞŃƹǂƐƳƹ˺ſƐƐŻŨƈŜ˺ŚƐƳ˺Ę˺ƲǈŨĶŻ˺
ŃǤŨǂ˿̝

Jonathan Lewis
i-media, CEO

¸ęăǢssVǢlȠ ǢıáŒĪăŜǢęáŖǢăŸŏăŒěăĲúăÿǢŖěĕĲěĔěúáĲŜǢıĸıăĲŜşıǢĸŲăŒǢŜęăǢŏáŖŜǢƉƐǢıĸĲŜęŖ

https://www.clearchannel.co.uk/advertising/new-to-out-of-home/what-is-out-of-home-advertising/does-out-of-home-advertising-work
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lŨŜŤƹǂŃĘļ˺BŃĘſƹ

Ũ̏ƆŃļŨĘ˺Ċ˺­ĘǥŚĘŨƳ
Highstead advised Mayfair Equity 
Partners on its acquisition of 
i-media, a leading DOOH Media 
Owner with exclusive advertising 
ǊƛƎƘǘǎ ŀŎǊƻǎǎ ǘƘŜ ¦YΩǎ ƳƻǘƻǊǿŀȅ 
service areas

i-media has grown rapidly, driven by its innovative use 
of data to deliver dynamic, contextual advertising and 
its ability to reach millions of high-quality, media-
starved audiences weekly.

²ƛǘƘ aŀȅŦŀƛǊΩǎ ǎǳǇǇƻǊǘΣ ƛ-media will accelerate the 
rollout of digital screens across its network, enhance 
data capabilities, and further develop opportunities in 
programmatic DOOH advertising.

·ǈƳ˺ǈƈŨƲǈŃ˺
ŃƈǞŨƳƐƈƆŃƈǂ˺
ĘſſƐǟƹ˺ĴƳĘƈļƹ˺ǂƐ˺
ŃƈŜĘŜŃ˺ǟŨǂŤ˺Ę˺
ĶĘƯǂŨǞŃ˺ĘǈļŨŃƈĶŃ˺
Ũƈ˺Ę˺ǟĘǥ˺ǂŤĘǂ˺
ƐǂŤŃƳ˺··l˺
ŚƐƳƆĘǂƹ˺ĶĘƈƈƐǂ˿̝
Jonathan Lewis
i-media, CEO
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B Úè˺Ċ˺ÙǈĘļ
Progress Partners advised Quad 
(NYSE:QUAD) on its acquisition of 
DART, a full-service marketing 
strategy and management 
solutions company servicing 
industry-leading brands

Physical stores are poised to be the next major media 
ŎƘŀƴƴŜƭΦ LƴǘŜƎǊŀǘƛƴƎ 5!w¢Ωǎ ƘŀǊŘǿŀǊŜ ŀƴŘ ƳŜŘƛŀ 
ƴŜǘǿƻǊƪ ƛƴǘƻ vǳŀŘΩǎ ǇƻǊǘŦƻƭƛƻ ŦǳǊǘƘŜǊ ōǳƛƭŘǎ ƻǳǘ vǳŀŘΩǎ 
retail expertise, enabling Quad to evolve the shopping 
experience and change how brands connect with 
customers in store environments.

B Úè̟ƹ˺
ǂŃĶŤƈƐſƐŜǥ˺ĘſſƐǟƹ˺
ǈƹ˺ǂƐ˺ļŃſŨǞŃƳ˺
Ń̏ĶƐƆƆŃƳĶŃ̏
ƹǂǥſŃ˺Ęļƹ˺Ɛƈ˺
ļŨŜŨǂĘſ˺ƹĶƳŃŃƈƹ˺Ęǂ˺
ǂŤŃ˺ƆƐƹǂ˺ĶƳŨǂŨĶĘſ˺
ƆƐƆŃƈǂ˿̝
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
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bî¥¥˺<·ÚÖ·Ú èK˺bp¯ ¯<K˺
Å Full corporate finance services, sell / buy-

side, fundraising, strategic review, debt 
advisory and valuations

Å Typical transaction sizes range from £20m to 
£200m

KĊèK¯àpĄK˺KĊÖKÚpK¯<K
Å £4bn+ of deals across 73 transactions since 

2012 with 10 deals in the OOH space

Å Diverse and highly technical team with large 
investment bank and Big 4 experience

d¥·: ¥˺ÚK <l
Å Our network is global across trade and 

financial buyers

Å Established US presence through our 
collaboration with Progress Partners

lpdlàèK B̟à­˺KBp ˺̩˺èK<l¯·¥·dċ˺àK¯p·Ú˺èK ­
Highstead is a leading corporate 
finance boutique across the 
Media, Technology and 
Consumer sectors, working with 
clients to achieve outstanding 
outcomes

@  james.hill@highsteadpartners.co.uk

 T   +44 7917 578 732

James Hill

¥K B˺Ö Úè¯KÚ́˺­KBp ˺̩˺èK<l

@  andrew.jakins@highsteadpartners.co.uk

 T   +44 7818 037 660

Andrew Jakins

b·î¯Bp¯d˺Ö Úè¯KÚ

Jonathan Friedman

BpÚK<è·Ú
Mark Parsons

àà·<p èK˺BpÚK<è·Ú

@  mark.parsons@highsteadpartners.co.uk

Ǣ̧ ǢǢǢ+44 7825 303 696

@  jonathan.friedman@highsteadpartners.co.uk

Ǣ̧ ǢǢǢ+44 7827 987 614


