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In top gear with OOH as a tactical weapon

Out of home (OOH) media offers marketers a tactical weapon — the weapon of being hyperlocal, says Gajendra Jangid,
Co-Founder and CMO, CARS24, in an exclusive interaction with Outdoor Asia. Read on as Gajendra shares how a successful
start up like CARS4 leverages the OOH media to reach their potential customers and create brand recall.

By Pray Jani

What makes Out of Home (OOH) a favourable medium of
communication for an established start-up like CARS24?

The Indian car market is still at a nascent stage and under-penetrated
in comparison to its counterparts in developed markets. In India, car
ownership stands at a meagre 3%, creating a huge opportunity for the
auto industry. Therefore, finding a car buyer or car seller, who may be
in the market to sell or buy a pre-owned vehicle is like finding a needle
in a haystack. Given this, CARS24 deploys an always-on reach-first
approach where mass media such as television is used to reach the
population.

Also, car buying or selling is not an impulse purchase. On the seller
side, the customer's primary motivation is price, while for the buyer,
the primary motivation is quality. Since television can help reach
customers effectively and efficiently, reach must be complemented
with additional media touch-points outside the home to remain on
top of the customer's mind.

CARS24 believes in tactical marketing as opposed to spray and
pray. Hence, if certain markets are not moving in line with PAN-India
trends, such markets are selected for tactical OOH campaigns to
complement reach-building efforts.

Other than this, OOH offers marketers a tactical weapon — the
weapon of being hyperlocal. In this sense, OOH allows CARS24 to
target customers who are in the market and deeper into the funnel, for
example, customers around new or used car dealerships.

OOH is also a favourable medium to supplement key brand launches.
The availability of multi-fold inventory formats across key arterial
routes, traffic junctions and areas with high footfalls showcases
OOH's significance. Moreover, numerous experiments — such as
programmatic OOH buying — currently in a nascent phase, will only
add more efficiency in the years to come.

As new normal begins to take shape, what are some of the key
touchpoints that you will be
targeting once the pandemic is
over?

Currently, as per Google Mobility,
consumer movement across
retail and recreation areas, parks,
public transport and workplaces
is between -17% to -31%
compared to pre-COVID times.
Consumer movement, currently,
is restricted to supermarkets
and pharmacies and residential
spaces, which are up by ~14%.
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Gajendra Jangid, Co-Founder & CMO, CARS24

In such a scenario, marketers must prioritise their expenditure by
following the consumer, and by leveraging media that the consumer
is most likely to engage with and thus, being present across key
touch-points of interest.

In such a scenario, indoor media or on-demand media takes primary
importance. However, as the situation is starting to normalise in some
cities, advertising across OOH is starting to become prevalent again.

Once 'the new normal’ begins to take shape, coupled with improved
mobility figures at both a pan-India and city level, key OOH touch
points for CARS24 would be areas concentrated with new and used
car dealerships, public transport touchpoints and areas with high
consumer footfalls.
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Given the organization's focus is now on the buyer-side, areas
concentrated with new and used car dealerships will help grab
the attention of customers. Inventory around public transport
touchpoints will help attract customers who may have the disposable
income to purchase private forms of transport and are first time
buyers. Targeting areas with high customer footfalls — such as malls,
key arterial routes, and major traffic junctions — would help garner
instant reach and recall by sheer volume. To maximise returns from
OOH, our team has designed heat maps to understand the source of
leads. The team is also working cohesively with media agencies to
plot maps and construct campaigns that focus on driving traffic from
under-penetrated locations as opposed to over-indexing in locations
coupled with a problem of plenty.

OOH has a vast variety of media formats across multiple segments.
Each format plays a different role or targets a specific set of audience.
How do you diversify the OOH media formats in your campaigns?
What role do the various formats play in your communications?

In our experience, OOH supplements our ATL advertising efforts. Other
than this, OOH also helps build brand recall and is used to encourage
customers into using our services — especially those customers who
are deeper into the funnel.

Formats are all the more important as this medium is best used to
build impressions in accordance with visibility. However, formats are
only as useful as what they supplement — is the format located in a
major traffic junction? Is the format located at a key arterial route?
Is the format visible across a 5km+ radius? This information helps
determine placement as well as the ideal format to choose. Why
choose a bridge panel which is maybe 40 feet x 5 feet when you could
choose a unipole that is 20 feet x 10 feet? Consumers will zoom past
the bridge panel in seconds (without traffic of course) but could see
the unipole given its location and placement.
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Media buying and campaign planning undergo a rigorous vetting
process. What parameters do you consider when planning an OOH
campaign?

Like | said, at CARS24, given the fact that auto penetration in India
is ~3%, we adopt a reach-first strategy built upon television, OTT and
digital media. Postimplementation, we closely monitor how our funnel
moves across all our key territories. Here, in case of anomalies, we
activate hyper-local media in markets where a clear push is needed.

Other than this, in the event of new campaign or business vertical
launches, we view OOH as a go-to medium to supplement ATL efforts
(push awareness, raise recall and reach segments that may not have
been exposed to our communications).

In such scenarios, our first point of analysis is analysing road traffic
movement and the lockdown regulations, in the context of COVID-19.
Also, as mentioned earlier, our teams rigorously work on heat maps
to determine which areas of a city our teams receive leads from.
This gives us an outline to drive leads by utilizing hyper-local media
from areas where lead counts are sparse. Then we plot available
OOH inventory on such maps,
as well as our fulfilment centres
and determine the creative CTA.
Inventory is viewed in terms of
visibility, location and customer
movement.

Upon evaluating these criteria,
our OOH media plan comes into
being and this is analysed in
terms of either:
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/ recall lift via SOA studies;
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Formats are all the more important as this
medium is best used to build impressions
in accordance with visibility. However,
formats are only as useful as what they
supplement - is the format located in a
major traffic junction? Is the format located
at a key arterial route? Is the format visible
across a 5km+ radius? This information
helps determine placement as well as the
ideal format to choose. Why choose a bridge
panel which is maybe 40 feet x 5 feet when
you could choose a unipole that is 20 feet
x 10 feet? Consumers will zoom past the
bridge panel in seconds (without traffic of
course) but could see the unipole given its
location and placement.

Pre vs post increments in website traffic / leads as a result of
executing a campaign and

Comparing the marketing, where OOH was activated to a similar
market in terms of uptick (control vs exposed setup)

Have you employed DOOH medium in your outdoor campaigns? What
is your perspective towards digital outdoor media?

We have explored DOOH in the past. Currently, DOOH inventory is
limited to malls, private outdoor locations such as business parks
and transit points such as airports. DOOH inventory does exist
outside these 3 key touchpoints, but is scarce. Therefore, in terms
of activating OOH, DOOH does not feature as widely as it should. The
industry should look to bolster the proportion of DOOH inventory as
this will lead to more transparency
— impressions, views garnered,
the ability to display AV formats
facilitating storytelling and the
ability to use multiple creatives
across carefully planned time-
bands. Similarly, the combination
of DOOH with some form of
programmatic methodology
can also further enhance the
efficiency of OOH campaigns
altogether.
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In your opinion, and from your past experiences, do you see OOH as
a medium which is inclusive of the start-up culture? In other words, if
executed well, do you think that an OOH campaign by a start-up can
reap similar benefits as does an OOH campaign for a well-established
brand?

Yes. Brands — conglomerates and internet start-ups alike — all share
similar motivations. These motivations ultimately boil down to (1)
How best does OOH help supplement reach-based ATL efforts? (2)
How does OOH build incremental reach? (3) How does OOH build
brand recall? The answers to these questions may vary numerically,
in terms of ROI, for different sectors. FMCG, for example, may validate
efficacy via sales lift reports with a 3-month lag factor. On the other
hand, internet companies or start-ups can almost see instant results.
Nevertheless, the fundamentals will remain the same.

What kind of changes or advances do you anticipate from the Indian
OOH industry? What are your expectations from them?

Increased DOOH share as a proportion of total available OOH
inventory and how DOOH can pave the way for programmatic OOH in
India will be key. Additionally, clear calculations on the part of media
owners and other entities in terms of the potential reach of OOH sites
in particular, based on potential eyeballs on a weekly, bi-weekly or
monthly basis will only add transparency. This will help brands truly
understand incremental reach being added.

Similarly, pricing transparency is also needed. Today, many variations
exist between similar inventory (e.g. similar transit units) across
markets and within the same market — rather than demand / supply /
rental based pricing, an alternate pricing construct based upon reach
(similar to the CPRP construct followed on television) will only add
more value.
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New solutions, opportunities pave the

way for DOOH growth

It is an exciting time for the digital OOH industry in India, the pandemic impact notwithstanding. Evolving brand
communication needs, emerging new technologies and the availability of innovative new solutions from industry players have

all made digital an inevitable part of the out of home space.

Pray Jani of Outdoor Asia reached out to major DOOH players who share their take on the opportunities and challenges in the
DOOH market, while offering a glimpse into their latest offerings. Read on...

Growing Acceptance of DOOH

The changing nature of brand consumption and lifestyles has meant
that brands have to constantly seek new ways of engaging with
their consumers. Added to this is the increasing need to measure
efficacy of brand campaigns and accordingly map communication
strategies. These and other factors make digital out of home an
inescapable part of the brand marketing media.

As Amit Kapani, CEO - LP FLEX India & SAARC, says, "Online has
become the quickest solution in many activities. Many new portals
have become available and they are adopted quickly by users of all
ages. Businesses have also realized that they can execute many
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functions at the cost of one hardware. Digital media is piercing into
the essential sector as well, which was not the case earlier. This
digital environment will create digital-utility habits, which will in
turn increase the role of DOOH."

Agrees Niyati Malhan Kakkar, Director, Jona LED, “Brands are
finding it necessary to stay innovative in their communication in
order to be heard. Digital turns out to be the best available option
considering all the innovative prospects at its disposal.”

Sanket Rambhia, MD and CEO, Xtreme Media Solutions, shares,
“Businesses have realised the urgent need to reinvent the way they
conduct business, which lead them to consider means of creating
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differentiation in their offerings. | believe that DOOH channel will be
very prominent in communicating the differentiation.”

Elaborating on this, Vijay Wadhawan, Group Chief, SSD, Panasonic
India, says, "The dependence on digital displays is going up and
about 3 years ago, we at Panasonic saw this change coming.
Certainly nobody anticipated a pandemic at the time but the
offerings of Panasonic today have been designed from that vision
of 3 years back." He narrates incidents where brands of various
sectors depend on digital OOH ads to strategize their products.
Automobile brands for instance determine the quantity for their
various car models and the specific colours to be made available
to multiple outlets based on the engagement data from DOOH
advertising.

Sunil Khera, MD, Aero Digital, says, talking about the adoption of
DOOH by malls, “A major part of the mall's revenue is generated
through advertisements on their premises. In the last 2 or 3 years,
all the malls that have undergone renovation, or have been entered
the space have invested in digital media heavily. The pandemic
may have put the brakes on DOOH penetration into malls, but
that penetration is imminent and it is bound to happen once the
situation normalizes."”

OUTDCOR
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Changing nature of demand

What is also interesting are the new demand trends in the DOOH space.
Throwing more light on this in the context of digital screens, *Niyati
from Jona LED says, "We get orders for P1.5 and P2.5 for controlled
environments like malls ,and media buyers are considering P4 and
P5 options in outdoors. P10 screens are today only seen as digital
signage by small stores, who want one colour running, such as their
logo." He adds that the demand for screen sizes has also seen a shift.
Manufacturers see a demand for screens sizes ranging from a 1000 sq.
ft. media to as small as a 2-3 sq. ft. media, due to new sectors needing
LED screens.

There is also a change in what brands expect from their DOOH
campaigns, and therefore, in the dynamics of the whole eco-system.
As Vijay Wadhawan from Panasonic says, “There has been a change in
the approach between the media owners and the brands, and similarly
between the brand and their end customers. It has become more data
driven. Brands want to know what returns they can expect out of DOOH,
they want to make real-time changes based on such data; not only for
their advertising content, but also to their products.”

Challenges

But the road to growth is not without its challenges. Atul Jasra,
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Business Head (India) Philips Branded
Professional Display Solutions, says, talking
about the challenges in the aftermath of the
pandemic, "Outdoors require the services of
skilled labour when it comes to installation
of digital hardware and monitoring the
software. Due to COVID, a lot of deployments
also get delayed. Additionally, with people
staying indoors, there is a tendency for
budget constraints towards outdoors. Also,
the hardware cost has significantly risen,
since the first wave of COVID. The display
panels comprise 17% of the total hardware
costs and they are a big part of not only
DOOH, but all the digital display solutions."”

Way ahead

Finally, the future direction of this industry
depends on access to new technology
platforms, pricing and market conditions
that make it conducive for growth. Says
Amit, “Certainly, with the pandemic in the
picture, DOOH industry is looking for a
centralized real-time bidding (RTB) platform
to streamline their media-selling. RTB has
revolutionized the digital marketing space
completely. Another technology that has
recently appeared on DOOH folds is the AR
integration into DOOH hardware, although
it is still at a nascent stage and will take at
least 5 years to see a large-scale deployment
of this technology in India.”

According to Vijay, "Face analytics that
determine the emotion of the customers
will gain trust. Brands want to administer
the audience's perspective towards their
brands. So in a larger sense, technologies
that are not prohibitively expensive and offer
an extensive use case, will have a greater
acceptance.”

Talking about the need for new tech
investments in the space, Sanket Rambhia
of Xtreme Media Solutions says, “DOOH is
expected to fill the gap that traditional OOH
has left in many spaces, and as the role of
DOOH expands, so do the expectations from
it. India is yet to see heavily tech driven
innovations on the mainstream DOOH. The
industry would require a bold investor to
take up the challenge and there is no better
time for it than now to implement these
technologies into the outdoors.”

According to Sunil Khera of Aero Digital,
the market is also bullish on emerging
transit infrastructures that have a potential
to provide a great market for DOOH.
“Transit space has welcomed the latest ad
technologies and there is reason to believe
that it will continue post-Covid as well. There
is of course a lot of grey area here. However,
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given the investments that were poured into transit advertising before Covid, the DOOH
industry is going to remain bullish about transit media.”

In summation, DOOH still has a long way to go in India, but it's certainly a promising
way to go. As Amit says, while talking about LP FLEX's initiatives to promote DOOH,
“We are in contact with the regulatory bodies to discuss the future of DOOH in India. We
believe that if other countries can utilize digital screens for outdoor communication, so
can India. For this, the DOOH industry must impart the right kind of knowledge, and show
the value proposition of the media.”
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What's in store?

A quick look at some Digital Display Solution Providers and their offerings

Atul Jasra, Business Head (India) Philips
branded Professional Display Solutions

“We are working on product roadmap that involves Al technology among other
innovative variants. We are imbibing that in our displays as well and sometime
next year we will launch displays with Al technologies, " says Atul Jasra,
Business Head (India) Phillips branded Professional Display Solutions. “Similar
to the digital signage space, which has evolved by itself and found its utility
across the industry, the Al enabled hardware will also see a trajectory where it
will gradually find its merit based on the innovative uses that it has been put to,
across outdoors,” he adds.

Philips is also building interactive displays to facilitate higher engagement with
the target audience. Their exclusive content management system allows their
clients to monitor and control the displays through a remote device. Atul believes
that these features will have a big use in the future where human interaction is
restricted and efficient, programmatic advertising is expected from outdoor
campaigns.
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Amit Kapani, CEO LP FLEX India & SAARC

LP FLEX has a content management system (CMS) equipped for smooth campaign
management. Amit Kapani, CEO LP FLEX India & SAARC says, “Real-time bidding
(RTB) has revolutionized the digital marketing space completely. Similarly, our
in-house content management system (CMS) is equipped for smooth campaign
management. However, there is still scope of integration of automated buying
process to ensure fair and transparent RTB systems for all the parties involved.”

LP FLEX also aims to educate the market on DOOH. “We assist our clients to make
an educated decision on the kind of product that they require. We understand the
utility of the media, the angle of visibility, where the media will be mounted and the
pixels that they requested. With this we provide a live demo of what the different
pixels will look like at the specific height and angle of the media so the

client can make an educated decision,” says Amit.

1

i

Vijay Wadhawan, Group Chief, SSD, Panasonic India.

“We have designed panels that can work on open 0S like Windows and Android
and are integrated with the digital signage software that enables RTB. From the
hardware perspective, this technology is in-built into all the panels across the full
range of Panasonic’s display solutions,” informs Vijay Wadhawan, Group Chief, SSD,
Panasonic India.

Panasonic also created the SignEdgeDisplay Network (SDN) as an addition to
their hardware solution. “With the integration of SDN and data analytics into our
hardware, we are in a unique position in the DOOH market by offering end-to-end
solution to our customers,” says Vijay .
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Niyati Malhan Kakkar, Director, Jona LED

Jona LED hosts regular workshops to discuss DOOH display solution technology
for media buyers. “These offline workshops are to inform our buyers about the
components of digital OOH solutions. We discuss the innovative capabilities, the
technical hardware and software functions among other things,” says Niyati of Jona
LED.

There is yet another concern in the DOOH display solutions space that Jona LED

is trying to get ahead of. Niyati explains, “At present, when LED bulbs of a certain
company like Nationstar or Thin Light are ordered there is no way of telling whether
you have received the bulbs of the right brand unless it is sent to a laboratory.
These lamps are very expensive owing to exceptional quality they deliver. We at
Jona LED are setting up a lab and are authorized to test and certify whether the
lamp belongs to the said company or not.”

1
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Sanket Rambhia, MD & CEO, Xtreme Media Solutions

Xtreme Media Solutions has launched their Aegis Series embedded with a sanitiser
dispenser to correspond with the growing need for sanitizers. Prior to that, Xtreme
Media Solution launched their green series of LED display screens that consumed
lower energy and transmitted higher quality of content.
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