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Pioneering the DOOH wave

DOOH hardware manufacturers see a DOOH wave in the making that will lend spurs to
the OOH industry

By Pray Jani

little over a decade ago, the transit infrastructure in

the country was outmoded, and most of the brand
advertising at such locations were at best minimalist.
But, with the transit infrastructure undergoing massive
upgradation, the advertising at the transit locations also
got a major makeover. The airports in the metro and
mini-metro cities, metro rail networks, and even railway
stations illustrate this change. Today, brand advertising
at the airports, for instance, is not about mere static
displays, but are dynamic and highly engaging. DOOH
media has principally catalysed this makeover. The
switch to DOOH for advertising at the transit locations,
or for that matter, in many other OOH locations, is
gradual. The media owners have carefully treaded the
DOOH landscape owing to certain downside risks in
investing in this tech-driven, capital heavy media.

Outdoor Asia spoke to some of the key suppliers of DOOH
media hardware, both indigenous and international, to
gain insights on the domestic market demand for DOOH
solutions. A decade ago, digital media equipment cost a
“fortune” and had to be imported.

Manish Gundigara,
Vertical Head -
Infrastructure, PSU
at LG explains that
when DOOH media
opportunities came on
the scene, a few media
owners did invest in the
DOOH hardware and
software solutions, but
their efforts ran aground
owing to poor Rol.

7,

iy

CANTILEVERS - GANTRIES - POLE KIOSKS

w www.leafberry.in e sandhu@leafberry.in ¢, +9199151 00911

10 OUTD@®RASIA September 2019



THINK DIGITAL

SIQNEOSL’

INDIA

Technology itself
was not so evolved
then to deliver great

DOOH advertising
experience. Monik
Madhwani, Director

of Woohoo Screens,
points out that back
then traditional LED
DIP (Double in-line
Package) chips were
used for advertising
display screens that
produced about 4 lumens per LED. Moreover, each
LED chip was capable of emitting only one colour, so a
bigger screen was required to create an image.

DOOH technologies have come a long way since. Today,
the SMD (Surface Mounted Diode) LED delivers high
efficiency. The LED, soldered on the circuit board, gives
out multiple colours with a capacity of emitting up to
100 lumens. The same is used on digital media making
it cost effective, and enhances the quality of display.
The DOOH display screen cost has come down by up
to 60%.

The DOOH growth opportunity will also be augmented
by the current policy environment. Puneet Sethi,
Vice President, Consumer Electronics Enterprise
- Business, Samsung
India believes that
the government will
strongly back the
digital revolution.
“The demand in India
will  be fuelled by
digitisation initiatives
by the government
and digital shift in
branding options by
Ll brands,” he says.

Likewise, LG is looking to leverage the DOOH growth
opportunities in India. “Certainly, India has a lot of
potential but the stringent laws on DOOH advertising
is a limiting factor,” says Manish Gundigara. “However,
there is a lot of conversion to DOOH seen at the malls
and airports, which is a positive sign.”

LG is offering its WebOS platform with built-in memory

and super-sign software to cater to the emerging needs
of the OOH industry. The LG LCD LED backlit indoor
and semi outdoor displays are also hitting the markets
- they are suited to 24x7 operation and ensure high
brightness of screen displays of up to 4000cd/m?2.

Manish add that’s the DOOH growth will augmented by
the opportunity to “combine data-driven targeting with
powerful, dynamic creatives.”

Similarly, MagicINFO, Samsung Display Solution’s
proprietary software, has been developed for content
management. A well accepted technology, “MagicINFO
enables content teams to update message designs and
schedules from any location at any time. It manages
advertising content on DOOH Media so consumers can
view product information right away,” says Puneet.

“All the major international and local players are present
in this market. We are cognizant of the competition and
at the same time committed to offer our customers
the best quality products with highest possible value
perception,” he adds.

Atenti Origins
Photoelectricity
Consort is another

company that has
been looking at the
Indian DOOH market
with great intent. The
firm claims to have
developed appropriate
all-weather digital
screens  that can
withstand the Indian
weather  conditions.
Rajneesh Rawat, Managing Director of Atenti Origins
Photoelectricity Consort says the key differentiator of
his firm’s media solutions is that “our media has 4-6
layers of PSB (a digital display pressure sensor) which
makes our product steadier than the other offerings in
the market that have only 1 or 2 layers.”

With the software solutions for content management
on DOOH media becoming increasingly important for
the business, the company tied up with Broadsign
to take to the market an open platform that allows
seamless software integration. Some of the Indian
DOOH hardware companies are already manufacturing
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the equipment in India. The DOOH suppliers market is
getting highly competitive. Surat-based Woohoo Screens
has tied up with Samsung to come up with state-of the-
art solutions for the Indian market. Monik observes that
the ensuing competition is healthy for the business.
With more players entering the fray, a DOOH solutions
eco-system is taking shape, he reckons. Although many
of the Indian DOOH hardware manufacturing firms are
still at an early stage of development, they will be able
to take advantage of the eco-system to accelerate their
development.

The DOOH formats are varied, and the hardware
solutions required for each format have to carefully
designed and developed. Added to that, the solutions
developed for outdoor application have to be resilient to
India’s different climatic conditions. Hence, the media
units placed in the outdoor environment are required
to have brighter displays for better visibility in daylight,
and they ought to be water-proof (which can be done by
providing a silicon layer between the LEDs to prevent
water seepage. The silicon layer is not provided for units
meant for indoor displays).

As the domestic DOOH hardware manufacturer step up
the quality of their offerings, there is more competition
for the solutions that are imported into the country.
Add to that, the Bureau of Indian Standards (BIS) had
mandated that that imported technologies need to be
BIS certified. In a way, that has placed curbs on cheap
imports, which augurs well for the domestic suppliers.

At a broad level, “the DOOH growth potential in India
is immense. The DOOH industry has seen 20%-25%
growth in the last
couple of years and
that trend is expected
to continue over the
next couple of years,”
says Atul Jasra,
Business Head (India)
- Philips branded
Digital Signage
Solutions. However,
the current growth
. & Iﬂ" i trends are way behind

| B 1 the potential of the
market. He is of the view that while the local DOOH
manufacturers have come up with their own solutions,
it would be a challenge for them to ensure the highest
quality standards.

Phillips has explored the transit media options across
the country with their pan-India presence. “Certainly,
India is a price sensitive market and the clients have a
keen eye for value from their investment. But they also
understand that investing in high quality media is more
prudent. The Phillips brand has a good lineage in the
Indian market and it is the trust factor in the company
that works for us,” says Atul.

When it comes to the hardware installations, there are
several aspects that define the durability of the media.
The most decisive of all is the soldering material. There
are two options there, namely copper and aluminium.
Aluminium is comparatively an economic solution, but
not durable. Copper is more durable but comes at a
higher cost.

“We advise our clients to use copper soldering as the
cost of ownership is lower compared to aluminium
soldering that calls for constant monitoring and
maintenance. And in this industry, brands cannot afford
downtime, so copper material is more advantageous
even if it has a high initial cost” says Monik.
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How willing is the Indian market to spend a little extra
for better quality? There is a general consensus among
the suppliers that the buyers are receptive to better
quality solutions even if they come at a higher cost.
Clients have a long term plan of over 5 years, which
requires them to purchase the media after careful
consideration. This has enabled LG to come up with
high quality LED with gold wire bonding, high refresh
rate, powered with pre- and post-sales support. This is
not only durable but LG perceives it as a viable solution
as well.

“DOOH requires smart solutions and not just hardware.
Onceadigital display screenisinstalled, maintaining and
supporting it becomes equally important,” maintains
Xtreme Media, which has a CMS (Content Management
System) that is compatible with DOOH billboards, kiosks
and digital signages. With such compatibility, the client
is able to manage the campaigns from a single set-up.

Sanket Rambhia,
Director, Xtreme
Media, says, “We
don't offer off-the-
shelf products like our
Chinese counterparts.
Our focus has always
been to understand
the customer
problem and market
dynamics and propose
a comprehensive
solution.” Today, the
backend software is a pivotal addition that did not exist
so prominently earlier.

~

Woohoo Screens has come up with its own CMS to
support automation, scheduling ads, managing the
campaign remotely and so on. Atul adds, “Software is
the soul of the unit”. Philips was apparently the first
to introduce android-based signage, making campaign
roll-outs and monitoring possible from a single monitor
or server.

China has seen DOOH growth much before India has
experienced it. For a long time, media owners used
to import the hardware components from China
and assemble them in their factories. Speaking of
Chinese indulgence, many Chinese companies have
been actively contributing to the Indian DOOH market.
Speaking to Outdoor Asia, Linda Xiao, Sales Director

- India, Shenzhen Leyard Opto-Electronics, says “the
Indian market is indeed

growing quickly. However,

there are several low quality

LED screens and video walls .

being sold. This is perhaps

due to lack of experience

and knowledge from the

end-users regarding the L_EHRRD

products.”

For Indian companies, DOOH has become a space
of innovation. “The products are becoming available
at a steadier cost,” says Linda. “At the moment LED
video wall has changed from mostly project-based to
more popular consumers’ market, hence, distribution
channel network for LED display is forming up in India,”
she added.

How is the company contributing to the Indian DOOH
market, is an important question that needed to be
answered. “Leyard is promoting full range of our LED
module pixel pitch ranging from P1.5 to P10, SV &
USV series through our distribution network with more
cost-effective option for different vertical markets. At
present Led video wall in India is not fully organized, In
future, we believe it will be more saturated as Brand-led
market” said Linda. They have been introducing latest
hardware technologies in India which not only takes
the market forward but also educates the indigenous
players about the technological advancements and
innovative paths to take.
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‘Tap into a larger market with

DOOH’

7 ideas from Ashish Pherwani for OOH industry, backed by research and analysis is

what set the OAC 2019 running

By Pray Jani

shish Pherwani, Partner, Media and Entertainment,

EY, took the stage to discuss what future holds for
OOH in the session on “What emerging media trends
foretell for OOH.” He began by mentioning that India’s
Purchasing Power Parity (PPP) is quite high, suggesting
that Indians have the strength to buy commodities.
However, he went on to show how there is depleting
growth in the sectors OOH, TV and print advertising,
worldwide as well as in India. “The ad ecosystem
is getting digitised” he continued, showing the vast
possibilities of digital landscape in OOH.

“A media that reaches direct to customer (D2C), is
doing much better,” said Ashish Pherwani, focusing on
the scope of digitised OOH. Another drawback of TV and
print medium, he pointed out to IS that they can only
accommodate up to few thousand advertisers where as
a digital platform can serve over 2-3 lakh advertisers.
Certainly this is a point to be considered in the OOH
landscape. DOOH media advertises in slots and could
cover various brands on the same media.

One of the many interesting ideas that Ashish shared
was focusing on brands with D2C business model.
He gave an example of 17 brands that spend 100%
of their ad budget on digital media. “Can OOH borrow
a chunk of this spend? Absolutely. If we can come up
with a subscription based product that aligns with their
customers’ needs on our digital networks then there’s
a big story there,” he concluded.

Similarly, the digital OOH isa sea of creative opportunities
that Ashish Pherwani, with his immense knowledge and
research, sternly believes. His concluding message
to the OOH industry, keeping together the essence of
digital intervention and D2C connection possibilities
was that if OOH campaigns can achieve a connection
directly to the customer, using digital means, then it
generations a demand, much more convincing than just
OOH or just digital.

With these lines, Ashish sets the stage for discussions
on the next big revolution in the industry.e
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‘Clients buy the
boards’

audience, not

Mathew Dearden, an Independent Business Leader, Adviser & Entrepreneur, UK
urged Indian OOH to focus upon programmatic advertising in OOH space, innovation

in DOOH, integration of mobile and OOH

By Pray Jani

athew Dearden, an Independent Business Leader,

Adviser & Entrepreneur, UK, took the stage to
address the pioneers and dreamers of the industry
about key takeaways for the Indian market, stemming
from the global DOOH trends. Dearden provided the
client-side perspective on the DOOH media, defining the
path towards the kind of demand there is in the market.

Speaking about the global DOOH scenario, Mathew
said, “Country after country, people tend to make the

same mistakes and then eventually find the same ways
to get it right as they go through the revolution.”

Mathew suggested that although each client, each
culture or nation is approached differently, the
fundamentals of how a medium works to build a brand
remains the same. He urged the Indian companies to
take example from mistakes made by others to learn
from them to make a headstart in the global DOOH
market.

In his presentation, Mathew cited 4 trends, namely the
global growth, breakthrough in technology, the sales
channel and finally, funding and ownership. Speaking
about growth, he mentioned that the possibilities of
advertising. “Conclusively, forecasts show OOH as
the fastest growing offine medium,” Dearden said.
Statistically speaking, the global spend on OOH media
is 7% with UK and Switzerland acing with brands
spending 10%-20% on OOH.

With DOOH becoming the next big potential for growth,
technology has never played a more influential role in
outdoor medium as it does today. Data is used to add
value to the media today, showing the clients with the
potential of returns. With data on audience, a form of
“audience trading” is taking picture in the OOH space
where “clients buy the audience that they want, and not
just the boards that they want.”

To push the Indian companies in the right direction,
Mathew showed the gaps in the global market that the
Indian companies can address and provide a solution.
Issues like the amalgamation of mobile and OOH,
defining clearly the nature and extent of programmatic
advertising in OOH space, and the lack of innovation
with DOOH are some that he urged the Indian market
to work on.e
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‘Understand technology before
treading the DOOH path’

Remi Roques, General Manager, Broadsign, APAC spoke on the theme “Digital

boom is here. Sink or Swim”

By Pray Jani

aking the audience on a journey of dilemmas, was

Remi Roques, General Manager, Broadsign, APAC.
With OOH 2.0 being the theme of the OAC 2019, Remi
looked to derive answers about how the DOOH wave will
trigger the boons or banes for the industry.

According to Remi, in the last two years the number
of digital OOH screens has grown from 70,000 to
3,00,000 worldwide. This certainly calls for attention

from the brands, solution providers and agencies. He
called this the DOOH revolution, with 30% growth in
DOOH on a global level, in such short time.

In his session titled “Digital boom is here. Sink or
Swim”, Remi Roques addressed the key concerns of the
OOH industry as to whether this change is a temporary
phase, or is it the new age of outdoor advertising.

He gave an example of how digital cameras introduced
in the 1990s took over the market of photo printing
shops. He says that over a short period, the photo
printing industry died and was taken over by the digital
cameras. Those that embraced the change survived,
and those that denied it, drowned. By giving this
example, Remi threw the question to the audience, on
whether they would like to embrace or deny that the
digital wave is taking over the OOH industry.

The value proposition of a digital screen is much higher
as against a static media, owing to the possibilities
that a DOOH platform can provide to the brands.
With dynamic content and dynamic triggers, accurate
monitoring tools and more, a digital media is a lot more
than just a billboard showing a static creative.

To aspirants, Remi recommends that they do not look
at DOOH in comparison to a static media, since the two
platforms sell very differently. The knowledge about the
technology is pivotal to enter the DOOH market. Be it
software or hardware, the technology is very different
from static media, he suggested, asking the audience
to tread carefully in that space.

The session concluded with Remi asking the audience
whether they would choose to swim or sink in this digital
change. The wave brings immense possibilities, and
these new waters introduce new avenues to conquer.e
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‘Audience data is vital for OOH’

Data can show the trajectory of audience movement along with time. Clubbed with
DOOH, a brand can identify how to move along with the audience, said Gideon Adey,
Audience Activation Director, Kinetic Worldwide, UK

By Pray Jani

OH 2.0 takes the expanse of the outdoor advertising

industry beyond a billboard or a palpable media.
Gideon Adey, Audience Activation Director, Kinetic
Worldwide, UK, said as he spoke on the theme of ‘How
audience data, insights drive OOH.’

Gideon cited the universally accepted fundamentals of
a currency. He pointed out that for an audience currency
to be authentic, it must have multiple stakeholders, it
must accurately represent the truth, be transparent
and always evolve.

Data is the core of DOOH and companies worldwide
embrace it to better the performance of any media.
Route Research Limited has invested 37 million British
Pounds in audience research.

Sharing these insights Gideon cited the extent to which
data is embedded within OOH. Popular claims about the
OOH audience are now backed by data, in this age of
information. Showing some statistics, he proved that it
is the young and wealthy audience that consume OOH
media. “I can now put numbers to them now, | can
actually value that against other medium,” he said.

Audience data can also come handy when measuring
where and how the target audience is likely to consume
the advertising. Statistics like these can help a brand
plan the campaign better. Moreover, the data can show
the trajectory of audience movement along with time.
Clubbed with DOOH, a brand can identify how to move
along with the audience.

The audience based decisions can help pick the right
location, and drive greater revenue, pointed out Gideon,
and “ultimately, machine will take care of decisions for
me on which hours are the best, what media | should
be buying.”

In the final part of the session, Gideon addressed the
concerns that industry might have, issues that they
might worry about, but really shouldn’t. He said that
with data, the demography of popular sites and prime
locations will not change. “The best sites will remain
the best sites, we can measure, but they will remain
the best sites,” he said. With data, prices of individual
sites may change, but will not affect the entire media
as a whole.

He agreed that brands might buy fewer media, and have
a more planned approach, but media owners shouldn’t
worry because it will only bring recurring clients. Lastly,
Gideon assured that human element will always remain
no matter the extent of automation. Concluding the
session, Gideon quotes Lord Kelvin, “to measure is to
know, if you cannot measure it, you cannot change it.”
With this message Gideon pushed the value of data to
the OOH industry.e
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‘OOH must speak the language

of digital’

Srikanth Ramachandran, Founder and CEO, Moving Walls spoke about the pre-conditions
for leveraging the true benefits of going digital, with a focus on the Asian markets

By Pray Jani

rikanth Ramachandran, Founder and CEO of Singapore-

based Moving Walls drew the attention towards the
market of data and technology. With strong presence in
South-East Asia, Moving Walls understands the extent to
which the Asian market is inclined towards data in OOH
industry. Speaking on the topic of “How cost-conscious
Asian firms are taking to data and technologies,” he laid
emphasis on the importance of data in today’s market.
Everyone wants to know certain data and attributes before
they buy a product,” he said. It is a given that better quality
of data and technology comes at a higher cost; mostly
because it drives more value. The global expenditure on
advertising positions digital and mobile at the forefront
with almost 30% of the ad spend. Srikanth justified this
by saying, “They provide transparency, automation and
measurement. Incorporating these factors into the outdoor
media can push it beyond limits, said Srikanth.

Essentially, it is the audience that brands look to target
through particular locations of OOH media. According
to Srikanth, any site can be profited from, “provided we
know what it offers, and how it matches the brand’s
requirements”. Categorising cost optimisation into
Reach, Frequency and Time, Srikanth explained how
different brands adhere to different media, based on the
goal behind their campaign. And when a media owner
can recognise that and deliver that in their media, that
is where they have become successful. However, to
achieve that, it must be understood what kind of data is
necessary for a media owner. Srikanth talked about the
data points that can help a media owner. With their “3
billboards” solution, Moving Walls was able to test their
technology with multiple clients. Today, the solution is
used to measure frequency, and site performance, profile
the audience and more.

Srikanth said that automation in OOH is necessary
for marketers and media owners for their indigenous
benefits. Now one important aspect that is required
to “become” digijtal is to speak the language of digital.
“And today, it understands only data,” said Srikanth.
With Asian firms moving towards digital, their emphasis
on data calls for greater investments. Giving example of
Amnet, Xaxis and more, Srikanth cited the the potential
there is in digital OOH. The companies mentioned are
in the business of buying and selling DOOH media.
He added that the expenditure for DOOH comes from
the digital budget, which is much higher than the OOH
budget. Clearly, the scope of drawing more revenue is
higher in digital OOH.

The session concluded with Srikanth announcing an offer
for all the OAC delegates to test their platform for free.
The confidence and faith that Srikanth showed in the role
of data in OOH industry, and the success that belief has
brought to him, is convincing enough of the fact that data
indeed is the new oil.e
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‘OOH is integral to urban

development’

Manosh De, Global Lead - National and Regional Development Strategies, BIAF,
Jacobs, Dubai spoke about how OOH can contribute to urban development

By Pray Jani

he infrastructure of a city and the OOH industry

can hugely benefit from one another, said Manosh
De, Global Lead - National and Regional Development
Strategies, BIAF, Jacobs, Dubai. He pointed out to
the infrastructural growth in India in the recent past,
especially on road transport. “The automotive industry
here is undergoing major change. You may not [in the
future] have to drive, you’ll be driven. And this gives a
lot of time to gaze out of the window,” said Manosh.

Airports too are seeing some phenomenal growth in
India, estimating to have 70 international airports by
2040, for 1.1 billion people travelling per year. This is
a good example of how the infrastructure assists the

growth of OOH industry. Similarly, a lot of growth is
going to be seen in tier 2 and tier 3 cities, according
to Manosh. And the growth will have cities rethink the
way they plan.

Manosh stated that there are 2 levels in which urban
planning works. The structural level being one and
the other being design. Each has their indigenous
aspects to contribute to development. Today, “people
spend more time outside. The distance between work,
to residence, to recreation is increasing” pointed out
Manosh showing the immense opportunity that the
urban planning gives to the OOH industry.

In an interesting argument about the OOH media put
forth by Manosh was that it targets people where they
stand and although they may not be interested in the
campaign, it will always be in the visual periphery. This
level of reachability that OOH allows is why he insists on
taking the help of data to target more accurately.

In an example of the first ever BQS ad by JC Decaux, he
said the project provided solution to three major pain
points. Firstly, the infrastructure offered to provide to
the citizen a service. Secondly, JCDecaux took over the
management of the infrastructure from the city leaders,
hence taking away their burden of responsibility and
lastly, by the BQS ad, JC Decaux was giving the media
houses an opportunity to start controlling public space.

An important message that Manosh left with was that
in the relationship between urban infrastructure and
OOH, the success of OOH will be determined by how
they provide to the citizen in an economic manner. The
session concluded with Manosh pointing out to the
essential role that OOH plays in the growth of a city
and how city planners must rely on media houses for
assistance.e
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‘OOH advertising keeps
consumers better informed’

Prem Shankar Jha, Deputy Commissioner, South Delhi Municipal Corporation
(SDMC) spoke on the theme of ‘How OOH links up with local governance’

By Pray Jani

he Dy. Commissioner of South Delhi Municipal

Corporation, Prem Shankar Jha addressed the
convention on the theme of ‘How OOH links up with
local governance’. With DOOH opening new avenues
for advertising, the session by Prem Shankar Jha
aimed at answering the scope that the government can
potentially provide for such a technology to be drawn
fluently into the urban domain. He pointed out that it
is not just OOH that the government has to consider.
“We cannot deny the consumer’s right to know about

the product before they purchase it,” says Prem. He
had a strong viewpoint on the safety and security of
the citizen which cannot be compromised for sake of
outdoor media.

On urban development and OOH, Prem Shankar Jha
said that while a Smart City is one that is attuned to
the requirements of the citizens, data diplomacy has
become very important for urban planning keeping
citizens at the centre of the policies. Following this,
a before and after scenario of South Delhi’s skyline
was demonstrated where he showed the progress that
was made to not only turn the city beautiful to look
at, but simultaneously, also grow the OOH industry’s
stake in it.

Opportunities such as public washrooms, premises
underthebridges and other public spaces were given out
for OOH branding as included in the outdoor advertising
policy 2007. This became a case study where the OOH
industry and the government body worked together to
better the quality of civic amenities. Regulatory bodies
believe that branding on transit media should not only
focus on advertising but also provide certain amenities
to the citizens and are working on establishing such
arrangements.

Prem Shankar Jha spoke about street furniture offering
advertising opportunities to brands. He said that brand
representatives could work with the government bodies
in common areas of interest in urban development.

The session is concluded on the note that advertising
takes more than just a billboard, and the OOH industry
and the corporation should work to become “two sides
of the same coin.” Here it is insisted that advertising be
directed towards beautification of the city, and facilitate
the citizen in more ways than one. e
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