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Out of Home audiences increase 2.4%
marking the ninth consecutive year of
growth

MOVE (Measurement of Outdoor Visibility and Exposure) has released the results
of its annual data update, showing Out of Home (OOH) audiences increased by
2.4% in 2019.

The 2019 update includes changes to the current market models, including:

e Updates to population and employment travel zone data drawn from the
2016 Australian Bureau of Statistics census

e Updates to ‘trip attractors’ in each travel zone such as shopping centres,
schools and airports

e Updates to road network and transport information including public
transport routes and timetables

e Additions of new signs and changes to some existing signs

“This is the ninth consecutive year that Out of Home audiences have grown, now
reaching 13 million people each day in the five major capital cities MOVE
measures. Compared to a population increase of 1.5%, annual audience growth of
2.4% demonstrates the vital role Outdoor plays in the urban environments
Australians populate each day”, said Charmaine Moldrich, CEO, OMA and MOVE.

The Outdoor industry is preparing for increased urbanisation, and in 2018
announced a $10 million investment into an audience measurement metric for
digital Out of Home (DOOH). Phase one of the digital measurement project
commenced in June this year with a $1.3 million neuroscience study to inform the
development of the new metric.

“Our members have invested heavily into a more data-driven digital network. Now
that we have a very effective digital offering, the investment will focus on a new
measurement metric that informs on the impact of DOOH campaigns,” continued
Moldrich.

The industry has also invested in building new tools to make the Out of Home
channel easier to buy. In early 2020 the OMA will launch CORE (Centralised
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Outdoor Response Engine) the automated proposal booking system set to
revolutionise the briefing and response process for buying Outdoor. The platform
will be a highly innovative experience for agencies in terms of ease of use and
streamlining the workflow from booking to billing.

“These industry-led initiatives signal a critical ‘stake in the ground’ moment
towards meeting the changing needs of our agency and client stakeholders,
while building on the industry’s sustained growth,” concluded Moldrich.

For more information: http://moveoutdoor.com.au/know/2019-data-update.
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About MOVE

MOVE is Australia’s premier quantitative audience measurement currency for Out of Home
(OOH) media, covering major OOH environments including roadside, airports, railway/bus
stations, buses/trains/trams and shopping centres.

MOVE simplifies the planning and buying of OOH by producing audience measurement
results for any combination of formats or tailored packages. As well as providing results
numerically, an inbuilt mapping functionality visually displays the reach of a campaign
against the chosen demographic and market(s).

MOVE enhances the standard measurement of target audiences, Opportunity To See
(OTS), by reporting the active audiences through Likelihood To See (LTS). LTS is a
guantitative measure that enables MOVE to account for the traditional passive audience
interaction.

LTS accounts for a number of visibility factors; values assigned to either the advertising
face itself or the person passing the face within different audience environments. Visibility
factors include the individual’s mode of transportation, speed and viewing location, as well
as face metrics such as visual size to the audience and illumination.

Note that LTS is neither a qualitative measure of the sign nor the audience dwell.

MOVE is endorsed by the Media Federation of Australia (MFA) and the Australian
Association of National Advertisers (AANA).
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