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VIOOH: Global reach with local expertise - 34 Countries, +100,000 screens
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VIOOH

® Pressures in the Open Web and
Opportunities for DOOH

® The Buyer’s Voice: Omni-channel
and Curation

@® International Trends & China: The
Awakening Giant
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Pressures in the Open Web: VIOOH

1 -Audience Gatekeepers: A small number of platforms have earned consumer trust as the
starting point for nearly every digital media experience and therefore command a premium
through controlling distribution (Google / Meta [web], Android / iOS [mobile], Roku / Amazon Fire
[ Samsung / LG [CTV]).

1 .Demand Concentration: The largest platforms therefore don’t just control supply (consumer
attention), they also control demand (dollars).

1 .Bidstream Congestion: Open internet media companies are financially incentivised to conduct
multiple concurrent auctions for each available impression, creating a crowded bidstream... 90%
of impressions bid request are pre filtered and not sent to the average DSP.

1 .Signal Fidelity: DSPs and their verification partners are building new capabilities to measure
signal fidelity and are steering spend toward publishers and SSPs that provide direct relations
and high integrity targeting information.

Source: “The State Of The Open Internet”, Jounce Media, 2024



Open Web...and the Opportunity for DOOH

Estimated 2024 Global Non-Search Digital Ad Spend

The Meta
The Google Internet
Internet )
Est 2024
Est 2024 Open Open
Top 3 0&0 Ad Internet as
Spend Internet Ad % of Total
P Spend °
Meta $153.0b $1.6b 1.0%
Amazon $46.8b $11.5b 19.7%
The The Amazon
» Internet
Challenger Google $36.5b $31.1b 46.0%
Gardens

The size of the bubble
represents gross ad spend

Source: “The State Of The Open Internet”, Jounce Media, 2024



The Buyer’s Voice: Omni-channel campaigns

Programmatic
transformation in
Media

7 —
DIGITAL
. . DIGITAL
Buying by audience | wmogILE 00K DESKTOP OOH CONNECTED TV
across screens
along the da
g the day _ -

Programmatic enables audience buys across channels and publishers



Dell: pPDOOH, mobile & desktop

Dell

Multi-channel campaign with programmatic DOOH,
mobile & desktop

" The Wires 2024: Best Use of Digital Out-of-Home Technology

Objective E p ts
Increase brand
awareness and

drive purchase
intent

Uplift in purchase intent

Our biggest sale
of the year

X

Click-through rate on

Campaign .
. palg display and pre-roll ads
Multi-channel . .
campaign (pDOOH, compared with previous
mobile, display) campaigns without
In collaboration with p DOO H
>diSp1ayce ’ JCDecaux viooh.com k‘ 7‘
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Nespresso: pDOOH, social & CTV

> Nespresso

Multi-channel campaign with programmatic DOOH,
social and CTV

Objective 8 0/ 0

Increase top of

mind preference Uplift in unaided brand
amongst coffee awareness

6%

Uplift in Nespresso
being the first choice in

4

Campaign

Multi-channel
campaign (pDOOH, Category
social, CTV)

In collaboration with

Q I—IA\/\’K ' JCDecaux ! groupm viooh.com -
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STATE OF THE

The Buyer’s Voice: More Buyers, Spending More Money NATION

Media professionals are
increasing their
investments in pDOOH
over the next 18 months

Source: VIOOH State of the Nation 2024 (Global, AU), 2025 (Nordics, China). Average increase in budget for pPDOOH campaigns, all respondents



The Buyer’s Voice: Curated offerings

“Media agencies are increasingly seeking curated deals that aggregate relevant media owners
and publishers based on specific criteria (such as audience characteristics or points of interest),
a way of buying inventory that is already common in programmatic web.”

“What's shaping digital OOH in 20257 Key trends revealed”, Campaign, Dec 2024

Historic way of buying DOOH Efficient way of buying DOOH, aligned with digital
- PMP MO #1
BUYER BUYER 1 CURATED DEAL ID
PMP MO #3
Single line, multiple Deal IDs, single market/MO Single activation across all brief-matched
activations, grouped and running concurrently for impressions from a marketplace of premium
one brief. media owners.

-> Ensures specific environments & screens -> Ensures specific audiences



Success story: Curated Deal Across Multiple MOs and Markets

Qatar Airways & VIOOH Select

Co-ordinated programmatic DOOH multi-Media Owner, mullti-
market campaign reaching global travellers audience

Booked from the Middle East
Objective across high-traffic, iconic

Promote Qatar locations in multiple markets:

Airways winning

Skytrax ‘Airline of

the Year 2024’ A u stra I i a
UK
Germany
Campaign France
Aug-_Sept_2024 }
targeting eirports North America

-

screens

-v". ,

i 1 L‘j )

In collaboration with

Mediam

gl’OUpm + (O theTradeDesk + ’ JCDecaux * Pbrandedcities + Frankiurta viooh.com

EXCELLENCE IN
AIRPORT ADVERTISING hello@viooh.com




International Trends: Cross-border bookings & China Growth

Global advertisers are increasingly booking campaigns 37%
into countries of particular interest: VIOOH H1 25
¢ 2 revenue from
multi-market
‘ VIOOH State of the EE State of the Nation campaigns
Nation 2024: Global 2025: Nordics
Regional bookings 28% of respondents book
(e.g. within Europe, LATAM, North America etc) pan-NordiC Campaig ns

State of the Nation
2025: China
Global bookings regional campaigns 25% of respondents

17% in 2024 had booked campaigns
15% book global outside of China in the

25% in 2024 vs. 24% in 2023
18% book European

vs. 10% in 2023 campaigns last 12 months




Success Story: HK originating brand booking into Singapore

ByteSIM

Cross-border eSIM provider used programmatic DOOH
alongside multiple channels for call-to-action campaign

Travellers
departing from
Changi Airport to
Japan and South
Korea

impressions

| X
Campaign

Multi-channel hlgher scan-
campaign (mobile

display, digital audio, thl’OUgh rate
pDOOH, CTV)

In collaboration with

. o ¢
vistar, ’ SEBFFIH
W ® media | JCDecaux w CHINA DOOH
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Dreame: Mainland CN originating brand booking into the US

Dreame
First-time Chinese advertiser running a

campaign in the US, targeting travellers at
LAX heading to CES conference

DREAME | OCES

ALL DREAMS
IN ONE DREAME

Objective

Driving awareness of
Dreame household
appliances

Visit us at CES 2025, 710 Jan
Booth No.52632, Venetian Expo, L2, Hall A-D

st

In collaboration with +

() theTradeDesk ’ JCDecaux

Campaign

Targeted tech-savvy
audiences in airport
environment

18%

shift in purchase intent

+12pt

Dreame’s Net Promoter Score
increase post-campaign

2

Nearest competitors overtaken
in ‘Smart Home Cleaning and
Appliance brands’ category




Thank you
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