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© oOh!media – your Out-of-Home media partner

OUT-OF-HOME IN AUSTRALIA CONTINUES TO CLIMB

SOURCE: OUTDOR MEDIA ASSOCIATION (AUSTRALIA)
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THE NEW MEDIA LANDSCAPE - Q1 SMI

7.9%

OUTDOOR

3.1%

TV

0.4%

DIGTIAL

-0.9%

RADIO

-12.4%

CINEMA

-23.4%

NEWSPAPERS

-16.2%

MAGAZINE

TOTAL MEDIA -0.4%

SOURCE: SMI MEDIA TRENDS REPORT MARCH 2017
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THE NEW MEDIA LANDSCAPE - MARCH SMI

17.8%

OUTDOOR

12.7%

TV

-2.8%

RADIO

-5.2%

CINEMA

-7.9%

DIGITAL

-25%

NEWSPAPERS

-16.4%

MAGAZINE

TOTAL MEDIA +2.0%

SOURCE: SMI MEDIA TRENDS REPORT MARCH 2017
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“…OUTDOOR IS 

PERFORMING MORE 

IMPRESSIVELY. THIS IS 

SHAPING UP TO BE A NEW 

GOLDEN AGE FOR 

OUTDOOR ADVERTISING”

Mark Ritson

The Australian 20
th

Feb 2017
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ADVERTISERS ARE GETTING IT

ANZ’s outstanding use of large-
format digital billboards around the 
nation’s freeways this month for its 
“business ready” campaign to 
showcase, in real time and with local 
emphasis, every new business that 
opens with the help of ANZ funding, 
shows how to get it right.

“

”
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ADVERTISERS ARE GETTING IT

…The tactical possibilities and faster 
lead times from idea to street of 
digital billboards ensure outdoor 
advertising has many more double-
digit months of growth ahead.

“

”
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THE RETURN TO TRADITIONAL BROADCAST

"The days of giving digital a 

pass are over. It's time to 

grow up. It's time for 

action.“
Marc Pritchard

P&G Chief Brand Officer

Facebook and Youtube have created doubt in the 

advertisers mind and they have had enough.

Online fraud has the big guys asking 

questions and demanding ROI! !
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DATA + 

SYSTEMS + 

AUTOMATED CONNECTION +

CREATIVITY
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CLASSIC + DIGITAL = RESULTS

Using the responses and 
data gathered, CBA then 

answered the questions with 
tailored creative across 
multiple environments

CBA then utilised their ATM 
network to ask key questions 

to Australian’s

CBA used Classic and Digital 
formats to build brand 

awareness across mass 
audiences



oOh! POWERED BY 

QUANTIUM

Challenging the ‘past | present’ 

of demographic reach with a 

‘future’ reach, targeting actual 

buying audiences
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DEFINE ‘A BETTER MANY’ – THINK ONLINE TARGETING, BUT TANGIBLE 

Tuscan luxury villa
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DEFINE ‘A BETTER MANY’ – THINK ONLINE TARGETING, BUT TANGIBLE 
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DEFINE ‘A BETTER MANY’ – THINK ONLINE TARGETING, BUT TANGIBLE 

Book your Tuscan Holiday today

Book your Tuscan Holiday today

Luxury Tuscany Holiday Tours

Nobody knows Tuscany like Luxury 
Tuscany Holidays. 
Early bird specials available now
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Premium Car 

consideration

Luxury Travel

Premium Car 

consideration

Luxury travel 

consideration

Luxury travel 

consideration

Luxury travel 

consideration Luxury travel 

consideration

Premium Car 

consideration

Premium Car 

consideration

Luxury travel 

consideration

Luxury travel 

consideration

Premium Car 

consideration

Luxury travel 

consideration
Premium Car 

consideration

Book your Tuscan Holiday today



Big data means more granular insight at a location level

Quantium

Real behaviour

Transaction based

200+ Qsegments

Sample: 11 million+

• 200 people per SA1

• 733 per suburb 

• 3,320 people per 

postcode

55,000 SA1’s in Australia

16,000 suburbs
3,313 postcodes

Roy Morgan Helix Personas

Claimed behaviour 

Psychographic based

56 personas

Sample: 50,000+

• Less than 1 person per 

SA1

• 3 people per suburb 

• 16 people per postcode 



AUDIENCE & DATA-LED:

Move from demographics to “Buyergraphics” (QSegments)



Targeting With Scale, an Out of Home Example

Total Reach

Old Way

Frozen Food 

Buyers Reach

New Way

5m 5m

3.5m3m



DEFINE A BETTER MANY - DISPEL THE MYTHS – GEELONG BILLBOARD 

Proportion of panel audience originating from each postcode

Based on a random 4 week period during September 2016 and Panel ON-0027W.



DEFINE A BETTER MANY - DISPEL THE MYTHS – GEELONG BILLBOARD 

Very Low 0.5x

Low 0.9x

Medium 1.2x

High 1.5x

Very High 1.8x

Postcode residents Exposed audience

DEMOGRAPHICS

Age

AffluenceIncome

CATEGORY PREFERENCES

Age

AffluenceIncome

DEMOGRAPHICS

CATEGORY PREFERENCES

25.7x 2%
Fire and Security 

System Services

Water sport 

Retailing 16.4x 7%

Museums 3.0x 7%

Performing Arts 

Venues 2.8x 10%

8.2x 3%
Water Sport 

Retailing

Video Arcades
2.0x 8%

Cigar Stores and 

Stands
1.8x 32%

Deli and Dairy 

Product Stores
1.6x 12%

Exposed audience based on a random 4 week period during September 2016.

< 25k 1.0x

25k-50k 1.0x

50k-75k 1.0x

75k-100k 1.0x

100k-150k 1.0x

150k+ 1.0x

15 - 24 1.2x

25 - 34 1.1x

35 - 44 1.1x

45 - 54 1.0x

55 - 64 0.9x

65+    0.7x

15 - 24 1.2x

25 - 34 0.9x

35 - 44 0.9x

45 - 54 1.0x

55 - 64 1.0x

65+    1.1x

< 25k 1.6x

25k-50k 1.6x

50k-75k 0.9x

75k-100k 0.6x

100k-150k 0.0x

150k+ 0.0x

Very Low 1.9x

Low 1.1x

Medium 0.5x

High 0.2x

Very High 0.0x

Customers 

who view the 

North 

Geelong 

Princes Hwy 

panel are 

younger and 

more affluent 

compared to 

the postcode 

residents



The Outcome

WHO? WHERE? WHAT?

1. Use transactional data to 

understand the audience that will 

drive the best business result

2. Link this transactional data 

so it is fused to oOh! media 

assets

3. Build optimised 

schedules against 

clients briefs

Buyergraphics/ 

QSegments

Qsegment Reach, 

Qsegment Index, 

Qmission Rank

Full campaign 

recommendations within 

planning tool

End June: 1, 2, 4 week optimised scheduling across 189 Qsegments – Retail & Road
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OUR LONG TERM GROWTH 

AND SUSTANABILITY IS 

BUILT AROUND OUR 

PROVEN STRATEGY
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2016 

FINANCIAL 

PERFORMANCE
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FINANCIAL

• Revenue of 

$336.1m, up 20.1%

• Underlying EBITDA 

of $73.5m, up 

27.4%

• Underlying NPATA 

of $35.6m, up 

24.8%

• Full year fully 

franked dividend of 

14.0cps, up 47.4%

DIGITAL EXPANSION

• Added:

o 29 Road large 

format screens

o 39 EVOKE Retail 

large format 

screens

o 25 Fly large 

format screens

o 200+ ShopaLive

Retail small 

screens

• Digital revenue of 

$153.3m, up 71.7%

CONTENT & DATA

• Progressing 

Quantium for 

launch in 2017

• Launched NZ’s 

first retail 

measurement 

system (CRAFT)

• Expansion to 8 

online platforms

STRATEGIC 

ACQUISITIONS AND 

MERGERS

• Integration of Inlink

• Acquisition and 

integration of ECN, 

Junkee Media and 

Cactus Imaging

• Proposed merger 

with APN Outdoor

CY2016 HIGHLIGHTS
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CY2016 RESULT HIGHLIGHTS – REVENUE BY PRODUCT GROUP

• All products experienced revenue growth

• Strong Road performance in second half of CY2016

• Locate by oOh! achieved significant organic growth

• Retail continues to benefit from digital inventory rollout

• Other category relates to Cactus & Junkee Media

($m) CY2016 CY2015 Change (%)

Road 124.6 110.9 12.3%

Retail 109.2 99.0 10.2%

Fly 56.0 54.5 2.8%

Locate by oOh! 28.9 9.8 196.4%

New Zealand 9.8 5.6 75.2%

Other 7.6 - -

Total revenue 336.1 279.8 20.1%

37.1%

32.5%

16.7%

8.6%

2.9% 2.2%
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260.8

279.8

336.1

∆7.3%

∆20.1%

CY2014
(Underlying)

CY2015 CY2016

REVENUE ($m)

42.1

57.7

73.5

∆37.1%

∆27.4%

CY2014 CY2015 CY2016

UNDERLYING EBITDA ($m)

($m) CY2016 CY2015 Change (%)

Revenue 336.1 279.8 20.1%

Underlying EBITDA 73.5 57.7 27.4%

Underlying NPATA 35.6 28.5 24.8%

NPATA 32.9 27.7 18.8%

Underlying EPS (cps) 23.3 19.0 22.5%

Full year dividend (cps, fully franked) 14.0 9.5 47.4%

Net debt / Underlying EBITDA 1.6x 1.5x 0.1x

18.2

28.5

35.6

∆56.8%

∆24.8%

CY2014 CY2015 CY2016

UNDERLYING NPATA ($m)

CY2016 FINANCIAL HIGHLIGHTS
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MERGER 

UPDATE
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WHAT’S PROPOSED?

• All-scrip merger of OML and APO via an OML Scheme of Arrangement

• OML shareholders to receive 0.83 APO shares for every OML share they own 

• Merged group will have pro forma market capitalisation of circa $1.7 billion (before 
including any value for synergies or market re-rate) 

• Value accretive for both shareholder groups

WHY DO WE WANT TO DO IT?

• Will create a leading ASX-listed Australian media group with diversified Out Of 
Home and online environments in Australia and New Zealand

• Combination of highly complementary and diverse asset portfolios, comprising 
physical, mobile, online and social media assets 

• We need to invest to innovate and compete long-term in this rapidly evolving – and 
increasingly digital and globalised – segment 

MERGER UPDATE
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WHAT IS THE BOARD’S RECOMMENDATION?

• The Board of OML is in full support of the merger and intends recommending that 
shareholders vote in favour of the Scheme, in the absence of a superior proposal 
and subject to the Independent Expert concluding that the Scheme is in the best 
interests of OML shareholders

WHERE ARE WE?

• ACCC to release decision in May 2017

• Subject to ACCC decision:

• Scheme Booklet dispatched to shareholders in late May 2017

• Scheme Meeting expected to be held in late June 2017

• Merger expected to be implemented in July 2017

MERGER UPDATE
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TRADING 

UPDATE
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• Out of Home sector continues to grow

• Our year-to-date trading is in line with our revenue and 
EBITDA growth expectations

• Strength in Road and Retail/Lifestyle more than offsets some 
softness in Fly

• Continued Digital conversion – 9 Road signs, 14 new 
Evokes, 200 Shopalive Retail panels

• We are not currently in a position to provide guidance, as 
previously indicated

TRADING UPDATE
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Important notice and disclaimer
This document is a presentation of general background information about the activities of oOh!media Limited (oOh!media) current at the date of the presentation, 3 May 2017. The 
information contained in this presentation is of general background and does not purport to be complete. It is not intended to be relied upon as advice to investors or potential investors 
and does not take into account the investment objectives, financial situation or needs of any particular investor. These should be considered, with or without professional advice, when 
deciding if an investment is appropriate.

oOh!media, its related bodies corporate and any of their respective officers, directors and employees (oOh!media Parties), do not warrant the accuracy or reliability of this information, 
and disclaim any responsibility and liability flowing from the use of this information by any party. To the maximum extent permitted by law, the oOh!media Parties do not accept any liability 
to any person, organisation or entity for any loss or damage suffered as a result of reliance on this document.

Forward looking statements
This document contains certain forward looking statements and comments about future events, including oOh!media’s expectations about the performance of its businesses.

Forward looking statements can generally be identified by the use of forward looking words such as, ‘expect’, ‘anticipate’, ‘likely’, ‘intend’, ‘should’, ‘could’, ‘may’, ‘predict’, ‘plan’, ‘propose’, 
‘will’, ‘believe’, ‘forecast’, ‘estimate’, ‘target’ and other similar expressions within the meaning of securities laws of applicable jurisdictions. Indications of, and guidance on, future earnings 
or financial position or performance are also forward looking statements.

Forward looking statements involve inherent risks and uncertainties, both general and specific, and there is a risk that such predictions, forecasts, projections and other forward looking 
statements will not be achieved. Forward looking statements are provided as a general guide only, and should not be relied on as an indication or guarantee of future performance. 
Forward looking statements involve known and unknown risks, uncertainty and other factors which can cause oOh!media’s actual results to differ materially from the plans, objectives, 
expectations, estimates and intentions expressed in such forward looking statements and many of these factors are outside the control of oOh!media. As such, undue reliance should not 
be placed on any forward looking statement. Past performance is not necessarily a guide to future performance and no representation or warranty is made by any person as to the 
likelihood of achievement or reasonableness of any forward looking statements, forecast financial information or other forecast. Nothing contained in this presentation nor any information 
made available to you is, or shall be relied upon as, a promise, representation, warranty or guarantee as to the past, present or the future performance of oOh!media.

Underlying financial information
oOh!media uses certain measures to manage and report on its business that are not recognised under Australian Accounting Standards. These measures are referred to as non-IFRS 
financial information.

oOh!media considers that this non-IFRS financial information is important to assist in evaluating oOh!media’s performance. The information is presented to assist in making appropriate 
comparisons with prior periods and to assess the operating performance of the business. 

All dollar values are in Australian dollars (A$) unless otherwise stated.

IMPORTANT NOTICE AND DISCLAIMER
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