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EXECUTIVE SUMMARY

4 pDOOH adoption in the Nordics is # Budgets are shifting decisively toward
outpacing global trends, with further pDOOH, often at the expense of
growth expected. In the past year, 32% other media. 89% of marketers report
of all campaigns in the Nordics included reallocating budget from digital channels
programmatic DOOH, already surpassing YT KZS1 U)44- HFRUFNLSX \MN(
the 2024 global average of 27%. This FWJ IWF\NSL KWTR YWFINYNTS|

*LZWI NX UWTOJHYJIlI YT WNXGEIZYOJYX G'RUTWYFSYQ”® RFWPJ
WJI+JHYNSL F XYJFI® ZU\FWI WHMOUHNHRWYJI U)44- TW )85 RF

teams are more likely to unlock entirely

¢ 2FWPJYJW HTS*IJSHJ NS U)448INXSFEM IY X FSI WJIXUJH Y
an all-time high, backed by strong

investment intentions. &S T[JW\MJQ RN/hbvation and sustainability are key

99% of Nordic marketers plan to invest drivers of future growth, despite some

in pDOOH over the next 12 months - barriers. With 90% of Nordic marketers

making it the most planned-for channel, recognising pDOOH as a source of

ahead of social media (94%) and directly innovation, the appetite for advanced

bought DOOH (91%). This surge in planned  capabilities like Dynamic Creative

investment is expected to translate AUYNRNXFYNTS )(4 NX LWT\NSI
into a 37% average increase in spend, FWJ HZWWJSYQ”™ ZXNSL )(4
XNLSN*HFSYQ”™ MNLMJW Y M F &xp)dridgYor’pldtigaX LQTGFQ

benchmark of 28%.

@ pDOOH is becoming a core element
of digital media strategies across
theregion. 9MJ [FXY RFOTWNYA”
TK 3 TWINH RFWPJYJWX ST\ GZ~ U)44-
through digital or programmatic teams,
JSFGQNSL HQTXJW NSYJLWFYNTS \NYM GWTFIJW
digital campaigns. This underscores a
KZSIFRJSYFQ XMNKY NS MT\ UWTLWFRRFYNH
out-of-home is perceived and activated
\NYMNS RZQYN HMFSSJQ XYWFYJLNJX
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Introduction

SWTLWFRRFYNH INLNYFQ TZY TK MTRJ URKSHX NX WI[TQZYNT
JSLFLJ FZINJSHJX NS YMJ UMAXNHFQ \TWQI G RIWLNSL YMJ
TK )44- \NYM YMJ XUJJI FSI NSYJQQNLJISHIWITKNUMILWFRRFYNH
FITIWYNXIJWX \ANYM LWIFYJW HTSYWTQ@ XIRRB/NQWYYFWLJIYNSL

;. 44-cX 8YFYJ TK YMJ 3FYNTS NX FS FSSZFQ WJIJXJFWHM UWT
[IJOQN[JWX NS IJUYM NSXNLMYX NSYT YMNX KFXY HMFSLNSL C
NYX XN]JYM "JFW YMJ \TWPXYWJFR HTSYNSZJX ;.44-cX H°
\ANYM NSYIJWSFYNTSFQ WJIJXJFWHM FSI XYWWYJL”N FLISH” 292
FITIWYNXJW FSI FLISHA UWTKJXXNTSFQX FHWTXX PJN LQTGF
FWJ OTNSY TW XTQJ IJHNXNTS RFPIJIWX KXW FI[JWYNXNSL \N
5FWYNHNUFSYX NS YMNX WIJXJFWHM MF[J FQWJFI® UZWHMF)>
12 months or are digital buyers open to purchasing it.

IMJ STWINH JINYNTS RFWPX YMJ *WXY YNRJ TZ
XUJHN*HFQQMA TS +NSQFSI 8\JIJS 3TW\F~ FSI )JSRF
NIJSYN*JI FX MF[NSL XYWTSL UTYJSYNFQ KTW U)44- L
country progressing at a different pace, this edition explores the

opportunities and challenges shaping the development of pDOOH

FHWTXX YMJ 3TWINHX .Y FQXT TKKIJWX UWFHYNHFQ NSXNLM
can harness this momentum and support continued expansion in this

dynamic region.

WJIXJIFW
P _ KT:

9T UWT[NIJ GWTFIJW HTSYJ]Y \J HTRUFWJ IFYF KWTR YMJ 3T
*SINSLX KWTR YMJ FSI JINYNTSX TK YMJ LQTGFQ 8YFY
WJIJUTWY 9MJ WIJUTWY HT[IWJI HTWJ RFWPJYX _ YMJ :8&
+WFSHJ FSI &ZXYWFQNF _ UQZX LZJXY RFWPJY 8UFNS 9MJ
NSHQZIJI YMJ XFRJ HTWJ RFWPJYX \NYM "WF_NQ FX YMJ LZJ

&QTSLXNIJ YMNX 3TWINH WJUTWY \J \NQQ XMTWYQ" UZG QN>
NSXNLMYX KWTR YMJ (MNSJXJ RFWPJY FSI KZWYMJW RFWPJ
WJIQJFXJI NS 6 9T *SI TZY RTWJ [NXNY
viooh.com/sotn .
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This white paper explores the

PJN *SINSLX KWTR VZFONYFYNI[J
VZFSYNYFYN[J WIXIJFWHM NSHQ
LWT\YM NS NS[JXYRJS FITUYNT
YWISIX RIFXZWJIJRJSY HMFQQJS|
FSI XZXYFNSFGNQNY”™ HTSXNIJW

‘AN UWTININSL NSXNLMYX NSY
YWJSIX HMFQQJSLJIX FSI

TUUTWYZSNYNJX YMNX UFUJW F
LZNIJ XYFPIMTQIJWX NS SF[NLF)Y
YMJ JI[TQI[NSL UWTLWFRRFYNH )4
QFSIXHFUJ NS YMJ 3TW

JC CONTI, CEO, VIOOH
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Our survey respondents indicated that
in the past 18 months, 32% of all Nordic
campaigns included pDOOH, outpacing
the 2024 global average* of 27%, and
that share is expected to rise to 34%

by 2026°. This signals a strong intent

to embed pDOOH more deeply within
KZYZWJ HFRUFNLS XYWFYJLNJX _ WJ+J
a broader ambition to align with the

NSST[FYNTS FSI LWT\YM YMFY 1J*SJ
global pDOOH landscape.

While pDOOH may still be in its relative
infancy across the Nordics, there's clear
evidence that the region is evolving quickly
FSI \NYM UZWUTXJ 3TWINH RFWPJYJWX
to reach the heights of 2023/24 global
benchmarks and leverage the full potential
of this dynamic, data-driven channel.

Almost all Nordic marketers (99%) plan to OF NORDIC MARKETERS

invest in pDOOH over the next 12 months, PLAN TO INVEST IN

XZWUFXXNSL YMJ TK RFWPJIJYJWX NS

RFWPJYX \MT XFNI YMJN MEI XN QFW@@@%N@?Q%HE
NEXT 12 MONTHS

This makes pDOOH the most planned-for
HMFSSJQ NS YMJ 3TWINHX \NYM XTHNFQ RJINF
and non-programmatic digital out-of-home
KTQQT\NSL HQ.TTKid donG IMN S |
commitment is unsurprising, as 90% of Nordic
marketers believe pDOOH offers some of the
most innovative opportunities in media today .

OF NORDIC MARKETERS

BELIEVEpDOOH
OFFERS SOME OF THE
MOST INNOVATIVE
OPPORTUNITIES IN
MEDIA TODAY

LQTGFQ F[JWFLJ NSHQZIJX IFYF KWTR :8& :0 &:8 )* +7 '7
( I9MNSP TK YMJ HFRUFNLSX ATZc[J \TWPJI TS NS TWUYINIBXMF[JRTTZY MFFHKIW URFSSIWTW GTZLMVRIUWTLWFRREWYSNH INLNYFQ TZY TK
& <SMNHM TK YMJ KTQQT\NSL RJINF FWJ "TZ U@WNSINBW BZ"NBLTRIJSWYIN XNEAHKBW NQFSIJ SI]RQZIRT SWXEWTRL@RG F@Q@ B[LBW FLJI+NSH7
& <SMNHM TK YMJ KTQQT\NSL RJINF FWJ "TZ UGNSINBW BZ"NBLTRIJSWYIN XNEAHKBW NQFSIJ SJI]Y RTSYMX$
' <SMNHM TK YMJIXJ RJINF FWJ IJ[JQTUNSL YNIX RKTDW AN SBW YANWNW XU UTWYZSNY
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WHICH OF THE FOLLOWING MEDIA ARE YOU PLANNING TO, OR OPEN TO,
PLACING, PLANNING OR BUYING IN THE NEXT 12 MONTHS?

pDOOH Social Media Direct DOOH

3TYJ 3TWINH RFWPJYX NSHQZIJ 8\JI1JS +NSQFSI 3TW\F” FSI )JJSRFWP
8TZWHJ & 'FXJ XN_J 9TYFQ 5QJFXJ STYJ IFXETBXNXS ¥YT WZZIKQYNTSXZG MISWRZQYN XJQJIHY

Looking ahead, Nordic marketers expect their

U)44- NS[IXYRISY YT LWT\ G FS F[JWFLJ TK
T[IJW YMJ SJ]Y "JFW XNLSN*HFSYQ” MNLMJW YMFS

the 28% global average (2024) This indicates

F XYWTSL IJXNWJ YT HFYHM ZU \NYM LQTGFQ

FSI HFUNYFQNXJ TS YMJ LWT\NSL RTRJSYZR

of pDOOH.

FWPJY X

X

9MJ YIJHMSTQTLA GIMNSI U)44-
YWZQA NRUWJIXXN[J JXUJHNFQQAYF
F QTTP GFHP F KJ\ AJFWX FLT IZWNSL
YMJ [JWA JFWQA UMFXJ TK U)44- .YcX
RNSI GOT\NSL YT \NYSJXX FSI GJ UE MARKETERS

TK YMJ LWT\YM FSI UTYJSYNFQ K T THEIR
KZYZWJ &X RJINF GzrJwX YMPRQOH INKESTMENT
TZW HTS*IJSHJ NS NSHQZINSL U)44-TO GROW
NSYT TZW RJINF RN] UQFSSNSL F SYIAN AVERAGE OF 37% OVER
XYWEYJLNJIJX .YX [FQZJ MFX GJHTRJ TMENEXTYEAR
JINIJSY FSI TYMJW RJINF GZAJWX

FHWTXX XJHYTWX FWJ WIJHTLSNXNSL NYX

NRUFHY FX \JQQ

ANNICK BATAMULIZA,
DIGITAL MEDIA SPECIALIST, ARLA FOODS

©STVIT ATZ YMNSP ATZW FI[JWYNXNSL NS[JX@RISMAGS ¥ MS KMQIETANS L R TISWAMONS LQTGFQ F[JW:BLI)NSHQZTI
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While the number of Nordic campaigns
incorporating pDOOH is strong, this
expertise remains concentrated in the
hands of a select group of marketers.
In the past 12 months, only 37% of
Nordic marketers have bought pDOOH,
compared to an average of 65% in
leading global markets in 2024 "

.S 3TWINH RFWPJYX

TW FQ\FAX UZWHMFXJ )44- UWTLWFRRF@
TXMONFHMSGWTFIJSX NYX ZXJ

HTRUFWJI \NYM
GTYM INWJHY TSQ" GZ~X
and hybrid direct and programmatic approaches
(42% Nordics, 43% global).

LQTGFQQ~ NS

& STYFGQJ INXYNSHYNTS JRIWLJIX GYY\JJS

FITITWYNXIJWX FSI FLISHNJX NS YMJ
advertisers have embraced pDOOH in the last
RTSYMX \MNQJ OzZXY
done the same’. This disparity may be due to
40% of Nordic agency respondents citing a lack

TK ZSIJWXYFSINSL TK U)44-cX HFUFGNQNYNJX FSYNYX

role in campaigns (41%) as key barriers
to investment®.

.S HTSYWFXY FI[JWYNXJWX *S| U)4.
FUUJFQNSL GJHFZXJ TK NYX +J]NGN
FHYN[FYNTS FQQT\NSL KTW WJFQ Y
and agile campaign execution. In fact, 48%

TK FITIWYNXIJWX WFSP YMJ +J]NGN
XYTU TW UFzZXJ HFRUFNLSX FX F Y
NS+ZJSHNSL RJINF XUJSI IJHNXNTE

8JHYTWX XZHM FX UWTUJWY~ ZYNQ
YIJQHT FWJ QJFINSL YMJ HMFWL

adoption, having been the most active users over

the past 12 months®”. These are often national

or local industries that are likely capitalising on

U)44-cX FGNQNY™ YT QFAIW RJIXXFLI

contextual targeting, enabling them to engage

NS RFWPJY FZINJSHJX \MJWJ YMJ" |

TK WJXUTSIJSYYXNEWZ]F]QQ‘

STWINHX

TK FLISHNJX M

g

.S 3TW\FA NK "TZ GZ" @)44-B
FSI ATZ \FSY YT GZ" 0ZXY XU
QTHFYNTSX ATZcWJ LTNSL Y
YT INKKIWJISY RJIINF [JSITWX
YMFY FQQ YTLIJYMJW NS UWT
GNL XJQQNSL UTNSY _ GZ~NS
[JSITWX LJYYNSL TSJ WJUTW
Y FQXT RIFSX YMFY
FHodJTUQJIB HFS GZ~ UWTL

TOM SLI'F%&&FFRQDUCT AND TECH LEAD, GROUPM NEXUS

W TK

-0

<J MF[J HQNJSYX \MT JJHQZX
UWTLWFRRFYNH )44- 'ZY \J F
\NYM HQNJSYX WZSSNSL QFW
44- HFRUFNLSX \MJWJ UWTL)
)44- UQFAX F XRFQQJW HTRU
WTQJ _ FQQT\NSL zX YT RII F
TK NRUFHY TW UWJHNXNT
PATRIK GARPMO,

SENIOR PROGRAMMATIC AND AD OPERATIONS SPECIALIST,
TRE KONOR MEDIA

HTSYJSY YMFYcX GTYM MNLMQ” WJIC.,. «. . <. . ..io«

&
&
(

&

.S YMJ UFXY

<MNHM TK YMJ KTQQT\NSL NK FS?

<MNHM TK YMJ KTQQT\NSL RIINF MF[J ATZ YRRNSL KTV NSV TW GRXYMY RSN X $
RTSYMX MT\ MF[J ATZW INLNWHFORY GKISTRDZHMRGFNLERXYSTYJ IFYF ITIX SIXYWFZFQXJIURAWF WIQG ZMNEL RIMN MAFQJI KWTR MBQ FIWTKYF: K& FIX & GG
<MNHM TK YMJ KTQQT\NSL RIINF MF[J ~TZ YRRNSL KTV NS ¥ TW GRXYMY RSN X $
FWJ UWIMWITS WWFSRLRFTYZN KW N RNFYIF @ YINSL TRRTWTRJ HFRUFNLSX NS ATZW RJINF UQFSS

© ST\ NRUTWYFSY FWJ YMJ KTQQTINSL KFHY TWX INBJ HNZW TRSIX 8 5 Q QSIS NSQIFHY! BIZU *[J H T SWNNWFW NIVE XIFLS | YWRIS R TV IR RNUST WWRSY KFHYTW *WXY
<MNHM TK YMJ KTQQT\NSL RIINF MF[J ATZ YRRNSL KTM N\ES)IY MW GRFRYMY R BMM X $
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One of the most compelling insights 4 4

ergggasigh;grﬁede;ﬁénggihﬁ;’v U)44- WIVZNWIX F MAGWNI XI
P P gnt. RFSA FLISHNJX FWJ XYNQQ I.

<MNQJ YMJ WILNTScX KWFLRJISYJI )85 IHEXMWYjRXXISYNFQQ™ RIWLN S
\NYM ST XNSLQJ ITRNSFSY UQFYKTWR 44FrRLUIWFRUNGS FSI FZINIJSHJ L
33% of marketers to rely on managed service \NYM UWTLWFRRFYNH IFYF Fl

)85 YJFRX HTRUFWJI YT OZXY LQTGFQGR"WISFQ YNRJI TUYNRNXFYNT
YMNX HTRUQJIINY” MFXScY XQT\JI ZWTIWKXESINSL GTYM XNIJX

'S KFHY 3TWINH RFWPJYIWX FWJ QIFINSL NN WF\W T[JWUEA TW ZSIJ

\NYM F INLNYFQQ NSYILWFYJl UWTLWERRFRYAHS y 75 NvZJ HFUFGNOQ

*WXY FUUWTFHM
MICHAEL O'SHEA, PARTNER, N@RR3
+NWXYQ"A FHWTXX GTYM GWFSIX FSI FLISHNJX U)44-
in the Nordics is primarily bought by digital or
programmatic teams (83%), closely mirroring
the 2024 global trend of 7494°. At the same time,
OOH specialist media agencies remain central to
YMJ GZANSL UWTHJXX \NYM TK 3 TWINH GWFSIX
surveyed purchasing pDOOH through them.

HOW HAS THE PROGRAMMATIC DIGITAL OUT-OF-HOME ADVERTISING
YOU HAVE PLACED, PLANNED OR BOUGHT IN THE LAST 12 MONTHS
TYPICALLY BEEN BOUGHT?

83"

BOUGHT BY DIGITAL /
PROGRAMMATIC TEAM

65”

BOUGHT BY DEDICATEL
pDOOH TEAM
OR SPECIALIST

&

2024 GLOBAL AVERAGE

74

BOUGHT BY DIGITAL /
PROGRAMMATIC
TEAM

33”

BOUGHT BY
DSP SERVIC

60”

BOUGHT BY
OOH TEAM

8TZWHJ ( 'FXJ XN_J FQQ WJIXUTSIJSYX \MT UQFHIWH@4- 9TYFQ

3TYJ ,QTGFQ RFWPJYX KWTR NSHQZIJ :8& :0 &:JIXBTNY IVZBQJIFXIZITYT WINFUMSXIX YT VZIXYNTSX GINSL RZQYN XJQJIHY
( -TVMFX YMJ UWTLWFRRFYNH INLNYFQ TRYUTX MINRUQ@HASWMNDW SITZTHM W KNS YMJ QFXY RTIQYER QY FUNHFIQOQN SGHIQBI &XT EEXFY EWTR :8& :0 &:8 )* +7 '7
( -TVMFX YMJ UWTLWFRRFYNH INLNYFQ TEY UKFMTIRIURIFSWYINKWSGATZILMMMNS YMJ QFXY RTIQYER QY FUNHFIQQN SGHIQBI &XT EEXFY EWTR :8& :0 &:8 )* +7 '7

(

<MT MFX YAUNHFQQ” GJJS WJIXUTSXNG QRREMN H QNFISEWEQ FBY GE"MTRIUMNST YWIH QF XY RTSYMXS$
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Agencies are doing far more than marrying pDOOH with
direct bought DOOH and traditional OOH — they’re playing a
proactive role in embedding pDOOH within wider digital and
programmatic strategies, helping to accelerate its integration
into modern media plans.

&X F WIXZQY 3TWINH RFWPJYJWX FWJ XNLSN*HFSYQ" RTWJ QNPJQ”™ YT |

FX UFWY TK \NIJW INLNYFQ FHYN[NY" _ IT XT HTRUFWJI YT O0ZXY N
global markets in 2023. This mindset is especially prevalent among media
FLISHNJX \ANYM FI[IWYNXJIWX HQTXJ GIJMNSI

& XNLSN*HFSY UTWYNTS TK YMJ GZILJY KTW U)44- NX JJUJHYJI YT HTRJ |
JINXYNSL INLNYFQ GZILJYX \NYM TK RRWRINAOW X WIFQQTHFYNSL KZS
HMFSSJQX \MNQJ UQFS YT RT[J RTSJM KWTR YWFINYNTSFQ HMFSSJQ X
press or radio®.

O9IMNX NSHQNSFYNTS NX JXUJHNFQQ"N XYWTBSEINS YMJ 3TWINHX \MJWJ RF
FOQONLSRJSY TK U)44- \ANYM INLNYFQ JJUQFNSHR¥Y YMJ*cWJ RTWJ QNPJQ"
KZSIX KWTR INLNYFQ HMFSSJQX HTRUFWJI YT YMJNW LQTGFQ HTZSYJWU
TK 3 TWINH RFWPJYJWX UQFSSNSL YT RFPJ YMJ XMNKY \JQQ FGT[J YMJ
global average®.

IF BUDGET IS GOING TO BE INCREASED FOR PROGRAMMATIC DIGITAL
OUT-OF-HOME, WHERE IS THIS BUDGET BEING MOVED FROM?

AVG.

Digital channels

(including DOOH) 89% 92% 91% 87%
Traditional channels
0, 0
(including traditional OOH) 72 /0 79 A)
New budget is being 41% % 40% 39%
added for pDOOH
8TZWHJ ( 'FXJ XN_J FQQ WJXUTSIJSYX NSHWJIFXNSL UB44- 9T Y&FQ SRWFXJ STYJ [JWYNHFRQWJIXUWBITSXIXZFQ 123 Y
to question being multi select as budgets for pPDOOH may come from multiple sairces.
( -T\MFX YMJ UWTLWFRRFYNH INLNYFQ TEZX UKFMTRJURIFSEYNKWSATZLMMMNS YMJ QFXY  RTSHMNGF @ R[NWFQDNSHQIIURASSBEIEWTR :8& :0 &:8 )* +7 *8

(
(
(

-TVMFX YMJ UWTLWFRRFYNH INLNYFQ TEY UKFMTIIRIURIFSS YINKWSGTZILMMMNS YMJ QFXY RTSYMX YAUNHFQQ” GJJS UQFSSJI$
K GZILJY NX LTNSL YT GJ NSHWJFXJI KMWRUW TN IWFR R KYWMHNDN GNLY FLY T INSK RT[JI KWTRS$
K GZILJY NX LTNSL YT GJ NSHWJFXJI KMWRUWTMIMWRRIRE WYNHN KNGRMRQY GIWIK RT[JI KWTRBYF KMQIRG FB& F[OW& L8 NS HQIZ 1'T7X |
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BUDGET
ORIGINATION

IF BUDGET IS GOING TO BE INCREASED FOR PROGRAMMATIC
DIGITAL OUT-OF-HOME, WHERE IS THIS BUDGET BEING MOVED FROM?

Out-of-home Dedicated Digital /
team programmatic programmatic
DOOH team teams

|

I S IR U O U

70" 68" 66* 80" 65* 64" 90" 81" 82"

Other
traditional
channels

Other digital Traditional New Digital channels  Traditional New Other digital Traditional
channels OOH investment  including DOOH OOH investment channels OOH

8TZWHJ ( ( 'FXJ XN_J FQQ WJIXUTSIJSYX \MTURQFFU)44- 5QJFXJ S
does not equal 100% due to responses to question being multi select as budgetsdr
pDOOH may come from multiple sources.

SYIWIXYNSLQN _ GZY STY XZWUWNXNSLQN _ RMWPIYIWX \MT XFA YMJINV
GM F IJINHFYJI U)44- YIFR FWJ RTWJ QNPJQ"N YT WJUTWY ZSQTHPNSL S
YT XZUUTWY NY X. IMsTs\IikeéW due to the singular focus of pDOOH

YIJFRX HTRUFWJI YT GWTFIJW INLNYFQ TW 44- YJFRX \MT FWJ OZLLQNS
RJINF T\SJWX FSI UWNTWNYNJX

&RTSL FI[TIJWYNXIWX YMTXJ \MT NS MTZXJ YMINW RJINF GZANSL FWJ R1
YT ZSQTHP SJ\ GZILJYX KTW U)44- TW XMNKY KZSIX KWTR TYMJW IN
HMFSSJQX YT XZUUTHAWMWN X YRFLWZILNMXY YMFY U)44-cX WIQFYN[J
XNRUQNHNY” _ HTRUFWJI YT HMFSSJQX QNPJ (9; YMFY TKYJS WJVZNWJ
YT SF[NLFYJ RJINF T\SIJWX [J[JQTU HWJIFYN[J FSI RFSFLJ JJJHZYNTS _
KFHYTW NS NYX LWT\YM

I9IMNX XNLSFQX F RTWJ MTQNXYNH UTXNYNTSNSL KTW U)44- NS YMJ 3TWI
[NJ\JI FX F INXYNSHY FSI HTRUQJRJSYFW” RJUNF \ANYMNS F RZQYN HMFS:
&X U)44- LEFNSX RTRJIJSYZR NY NX GJIJNSL JRGMIJI INWIJHYQ”™ NSYT INLNYF
RJINF XYWFYJLNJX WJ+JHYNSL YMJ WILNTSWXTSL[FSHJI INLNYFQ RFYZWI
appetite for scalable, programmatic solutions.

+ZWYMIWRTWJI U)44- NX GINSL UQFHJI KWTSY FSI HISYWJ GN 3TWINH R
\NYM WIJUTWYNSL YMJIN MF[J F IJINHFYJI U)44- YIFR TW XUJHNFQNXY
UZWHMFXJI U)44- NS YMJ UFXY RTSYMX _ XNLSN*HFSYQ® MNLMJW YMF.
LQTGFQ F[JWFLZF TKMOIZXXZSIIWXHTWIX YMJ XYWFYJLNH XNLSN*HFSHJ FSI
LWT\NSL UWNTWNY” YMFY U)44- MTQIX \NYMNS YMJ WJILNTS

(
(
(

K GZILJY NX LTNSL YT GJ NSHWJFXJI KMWRUW TN IWFR R KYWMHNDN GNLY FLY T INSK RT[JI KWTRS
K GZILJY NX LTNSL YT GJ NSHWJFXJI KMWRUW TN IWFR R KYWMHNDN GNLY ELY T INSK RT[JI KWTRS$
-TVMFX YMJ UWTLWFRRFYNH INLNYFQ TEY UKFMJIRIURIESS YINKWSATZLMMMNS YMJ QFXY RT QYRR QY FUNMHFIQQN SGIQBI BXT EZEWFY §WTR :18& 0 &:8 )* +7 '7
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Nordic marketers value pDOOH = 4 4

KTW NYX +JINGNQNY" FHWTXX GWEG! fWrLWFRREYNH \J HES
performance campaigns, with its real Y44- FX F QT\JW KZSSJQ HMFS

strength in delivering dynamic, real- +TW JJFRUQJ NK \JCWJ WZSSN
time messaging based on factors like \J HFS HTRGNSJ XTHNFQ FSI
audience movement, weather, or time UWTLWERREYNH 44- YT HWJF
of day. TRSN HMFSSJQ UWJXJSHJ 9\
&S NRUWJIXXNI[J TK 3TWINH RFWPJYJ%N—QISMNWZJSHA FHWTXX IN
pDOOH important for brand campaigns, placing FSI JSXZWJIX YMJ RIXXFLJ W<

NY OZXY FGT[J YMJ LQTGFQ F[JWFLSTNKNHUFs FSI ITIWN[JX XFQJX

ranking it as the second-most important branding PATRIK GARPMO.

channel, behind only social media (91%6). SENIOR PROGRAMMATIC AND AD OPERATIONS SPECIALIST,
TRE KONOR MEDIA

7J+IJHYNSL YMINW INLNYFQ *WXY RNSIXJY 3TWINH

marketers are especially likely to integrate pDOOH

\NYM TYMJIW INLNYFQ HMFSSJQX NS GWFSI QJI XYWFYJLNJX

_ RTXYQM XTHNFQ RJINF FX\JQQ FX INXUQF?

FSI INWJHY )44-

% OF RESPONDENTS WHO SBBOOH AS IMPORTANT
FOR PERFORMANCE-LED / BRAND-LED CAMPAIGNS

Performance-led

NORDICS 86%

N2 4

y 91
+ e
$ o
o e

DK

8TZWHJ ' ' '"FXJ XN_J 9TYFQ )0 +. 34 8*

' <MFY HMFSSJQX IT ~"TZ XJJ FX NRUTWYFSY KIQM GMF & [JQWHA LHFRIHFQUZSIXSIFYF KWTR :8& :0 &:8 )* +7 '7
) O9MNSPNSL FGTZY GWFSI QJI HFRUFNLSXSXWNHW WHFSSS D X) WTZQW FREFYNH INLNYFQ TZY TK MTRJ FQTSLXNIJ$
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When it comes to performance marketing,
83% of Nordic marketers consider pDOOH an
effective channel — just below the 2024 global
average of 919",

<MFYcX UFWYNHZQFWQ" NRUWJIXXN[J NX MT\ VZNHPQ"
pDOOH has earned its place as a credible

UIWKTWRFSHJ HMFSSJQ NS YMJ 3TWINHX _ WFSPNSL
OZXY GIMNSI IJXYFGQNXMJI UT\JWMTZXJIX QNPJ
social media (92%) and display (84%). In more

RFYZWJ RFWPJYX XZHM FX YMJ :8& :0 &ZXYWFQN
,JWRFS™ FSI +WFSHJ NYcX YFPJS YNRJ KTW YMJ
performance potential of pPDOOH to be fully

JRGWFHJI .S YMJXJ RFWPJYX \J XF\ FS
NSHWJFXJ NS U)44-cX UIWHJIN[JI NRUTWYESHJ KTW
UIWKTWRFSHJ HFRUFNLSX GJY\JJS F
20247. That Nordic marketers have adopted it so
WFUNIQM XUJFPX YT YMJIJNW YJSFHNY
FUUWTFHM FSI\NQQNSLSJXX YT N
most out of the channel.

KTW\FWI Y M
JXY NS LJIYY]

When running performance campaigns, and as
\NYM GWFSI QJI HFRUFNLSX 3TWINH RFW
RTXY TKYJS UFNW U)44- \NYM XTHNFQ R
INXUQF~ FSI INWJHY GTZLMY )44-
further reinforcing its role in integrated, digital-
*WXY XYWFEYJLNJIX

Despite the strong momentum behind pDOOH

in the Nordics, most campaigns remain
KTHZXJI \NYMNS F XNSLQJ RFWH <J MF[J GJJS XYFWYNSL YT

J]YISINSL WILNTSFQOA \MNQ RZQYN RFWPJY HFRUFNLSX
FHYN[FYJI UFS *ZWTUJ . *TW L UWTLWFRRFYNH LWT\NSL NYX

9MNX MNLMQNLMYX YMFY \MNQJ NX JFXA YT FHYN[FYJ FQQ FW

border scaling remains an untapped opportunity
_FSI F PJ" FWJF KTW KZYZWJ L

<J QJ[JWFLJ UWTLWFRRFYNH
YFHYNHFQQ”™ FSI XYWFYJLNH
NY TKKIJWX ZSRFYHMJI +J]ING
IFYF IWN[JS FHYN[FYNTSX FS
TUYNRNXFYNTS 8YWFYJLNHF

XJFRQJIXXQ”A NSYT TZW RZQY
HFRUFNLSX \MJYMJW \J WJ |
F\FWJSJXX TW UJWKTWRFSHJ
YMJ YEWLJYNSL HFUFGNQNY
\JQQ KTW GTYM TGOJHYNI[JIX

)

<MFY HMFSSJQX IT "TZ XJJ FX NRUTWYFSYSK$W UJILWRTGWRFEBW R MEFRQENIX IFYF KWTR :8& :0 &:8 )* +7 '7

<MFY HMFSSJQX IT "TZ XJJ FX NRUTWYFSYSK$W UJWKTWRFSHJ QJI HFRUFNL

<MFY HMFSSJQX IT ATZ XJJ FX NRUTWYFSYSK$W UJIWRTGWRFEBW R MEFRQENIX IFYF KWTR :8& JWFLE:BSHQZMX IFYRKWAR F§& 0 &:8 )* +7
9MNSPNSL FGTZY UJWKTWRFSHJ QJI HERUPNESKT SKIMIHIW MIBSSHNBAXUWTLWFRRFYO$ INLNYFQ TZY TK MTRJ FQTSLXN

( 4K YMJ UWTLWFRRFYNH INLNYFQ TZY TK MSTR$ WRMRUFWIBWXTZKZc[RTBWRX FUUWTINRFYJQMNI\MFQ QUWBILSQJI[J@IASWZS FY JFHM TK YM
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One key enabler for scaling pDOOH in
the Nordics is robust measurement.
Nordic marketers point to cost
JK*HNJSH? GWFSI JKKJHYN[JSJXX
(68%), and ROI (65%) as the primary

KFHYTWX NS+ZJSHNSL \MJYMJW YMJA?
continue to invest in the channel —
mirroring the same priorities cited

by global marketers in 2024 — all
factors that depend on strong, reliable
measurement®.

Yet, measurement remains one of the biggest
challenges facing pDOOH in the region. Like

their global counterparts, Nordic marketers
UWIITRNSFSYQ" ZXJ XFQJX IFYF
LOQTGFQQ"™ NS FSI \JG YWFK*L
43% globally in 2024) to assess effectiveness.
<MNQJ ZXJKZQ YMJIXJ RIYWNHX
UFWYNHZQFWQ" \MJS YWANSL .S YIWRX TK RIFXZWJRJSY

broader impact across the funnel. KTW RTWJ RIYWNHX YT GJYY
NRUFHY TK U)44- <J MF[J MF
The lack of standardised measurement THHEXNTS YT WZS Y\T GWESI
KVI"FtRJ\TW:X TZV}’YMJWA';hTR;’QN AJEW KTW TZW GNLLJIXY GWF
evaluate cross-channel performance. ou
marketers are increasinglycomfortable Iinking \MNHM HFRJ ANYM [FQZFGQJ
U)44- YT QT\JIJW KZSSJQ TZYHTR YMJ GWEFSI HTRUJYNYTWX FS
room to improve understanding around the UTXNYNTSNSL .Y HTZQI GJ G
factors that drive feasibility for upper-funnel JJUFSI YMJXJ YAUJ TK XYZINJ
RIFXZWJRJSY _ UFWYNHZQFWQ TK TZW GWESIX MT\J[JW X7
varied audienceexposuresacrosstime, place, YAUNHFQQA WJVZNWJ F RNSN
and creative. WJIJFHM F XUJHN*H QJ[JQ TK
\MNHM RNLMY GJ HMFQQJSLN
XRFQQJW GWFSIX \NYM QJXX
BI[JIWYMIQIXX YMNX XMTZQI
KWTR FXXJIJXXNSL GWFSI FSI
FQYJWSFYN[J RIFXZWJRJSY
GJ HTSXNIJWJI

( -TVNRUTWYFSY FWJ YMJ KTQQTINSL NSSIUW WRWERRSALY NTHZ WN NS YPQY RABYTK MTRJI$ YF KVTRF@ & [IW F&ISNSHQZIIN | F
) STVIT ATZ XJJ RIFXZWJIRJISY FYYWNGZYRTISZNM ST K WITTIRN FERRIRNFSYIN R JIINANWY FI $ LQTGFQ R[JVWFIRINSHHQETIX7IFYF KWTR :8



STATE OF THE QIII=_I_
NATION =1
rrrrrrrrrr ic DOOH | 8|

How Is
sustainability
shaping the future
of pDOOH In

the Nordics?




22 -TV NX XZXYFNSFGNQNY”A XMFUNSL YMJ KZYZWJ TK UState of h& NetMI2@G26W INH X $ viooh.com
Nordics report hello@viooh.com

Sustainability is an important factor for
Nordic advertisers, though it has yet to
become a leading driver of investment
decisions. While some media owners
now provide carbon impact data, most
advertisers have not fully embedded
sustainability metrics into their media
planning frameworks.

Currently, around a quarter (24%) of Nordic

marketers rank the sustainability of a

channel among their top three investment
HTSXNIJWFYNTSX _ UQFHNSL NY TS U \NYM
XHFQFGNQNYA” FSI FQNLSRJSY \N =
HFRUFNLS TGOJHYNI[JIX

-T\JI[IJW YMNX XYNQQ QFLX GIJMNSI YM
FIJWFLJ \MJWJ SIJFWQ" F YMNWI T
consider sustainability a top-three factor®”.

MOST IMPORTANT
FACTORS WHEN PLANNING

Fi
8*1*(9*) .3 945

( 4 3 8 0 ) ks 7 & 9 0 4 3 8 30% Measurability of results

2 8 0/p Flexibility to stop, start or pause
campaigns as needed

NORDICS
AVG.

0 Budget required to achieve meaningful results
2 7 /0 Ability to reallocate / optimise spend at short notice
Flexibility to stop, start or pause campaigns as needed

Ability to change creative message in real-time

2 6 % '"WFSI *Y
Fit with target audience

Measurability of results

Campaign goals DK

24% Scalability of the channel

Sustainability of the channel
3 1 % Ability to change creative message in real-time

2 9 % Budget required to achieve meaningful results

8TZWHJ ' 'FXJ XN_J 9TYFQ )0 +. 34 8*
5QJFXJ STYJ IFYF ITJX STY JVZFQ 1ZJ YT WIXUTDRXBY YT VZIXYNTSX GJN

2 7 0% scalability of the channel

-TVNRUTWYFSY FWJ YMJ KTQQTINSL KFHYTWS$ INBI ANZW TROX 8 B Q DAPSISKBQIMHY GIZU *[J HT SWNNWTFW NIVE XJFIS | YWWRISR TYXW IR RNUST WWIRSY KFHYTW *WXY
-TVNRUTWYFSY FWJ YMJ KTQQTINSL KFHYTW$ INBI ANZW TROX 8 B Q DAPSISKBQIMHY GIZU *[J HT SWNNWTFW NIVE XJFIS | YWWRISR TYXW IR RNUST WWIRSY KFHYTW *WXY
LQTGFQ F[JWFLJ NSHQZIJX IFYF KWTR :8& :0 &:8 )* +7 '7
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<MFYcX UFWYNHZQFWQ” STYJI\TWYMA NX YMFY 3TWINH
marketers already recognise sustainable or

JHT JK*HNJSY WJIJFHM FX TSJ TK U)44-cX XYFSITZY
FYYWNGZYJX .S KFHY HNYJ NY FX F PJ» GJSJ*Y

_ XJHTSI TSQMN YT 74. LISIWFYNTS FSI YMJ
HMFSSJQcX FGNQNY”™ YT FHYN[FYJ +JINGQ”™ ZSIJW YMJ
WNLMY HTSINY NT Exmpéardditdvbther

formats, pDOOH is also seen as outperforming

TS XZXYFNSFGNQNY”~ FMJFI TK INWJHY )44- FSI
XNLSN*HFSYQ" RTWJ YMFS YWFINYNTSFQ 44-

00

.YcX GJIJS FS NSHWJFXNSL YWJSI \MJWJ
GTYM HQNJSYX FSI FITIWYNXJIJWX FWJ FXPN
KTW RTWJ XZXYFNSFGNQNY”N WJUTWYX KT
GZM"X @GZYB \J MF[JScY SJHIXXFWNQ~"
NS[IJXYRJISY IJHNXNTSX RFIJ TKK YMJ
TK YMFY QYNRFYJQ”A YMJ HQNJSY LTNSL YT
LT \ANYM \MFY NX LTNSL YT IJQN[IJW YMJ GIXY
WIXZQYX KTW YMJIJR GZY XZXYFNSBFGNQNY”" NX
[J*SNYJQN GIHTRNSL RTWJ F UEXNY TK YMJ
HTS[JWXFYNTS

TOM STREM@, PRODUCT AND TECH LEAD, GROUPM NEXUS

YMINW
Js
HP

' <JANQQ ST\ XMT\ ATZ F QNXY TK FYYWNGZYJIXFBK FRMIRYIMNFIXTS EIBRIIHMN[OXWOXFELFNSXY YMJIXJ FYYWNGZYJX
' <JANQQ ST\ XMT\ ATZ F QNXY TK FYYWNGZYJXFBK RMIRYIMNFIXTS EIBRIIHMN[OXWOXFELFNSXY YMJIXJ FYYWNGZYJX
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Despite the growing interest in
programmatic DOOH, several
challenges continue to hinder its full-
scale adoption, the most prominent
concern being inventory availability.

Nordic marketers highlight the limited supply

of programmatically available DOOH inventory
HTXY HTSHIJWSX FSI' F QFHP TK IN[JWXJ

IJFQ TUYNTSX FX PIJI» GFWWNJWX 9MNX MNLMQNLMY X

that these barriers are largely tied to the early

stage of the channel's development in the

BSTWINHX \NYM F HQJFW SJJI KTW LWJIFYJW JIZHFYNTS

measurement, and support to unlock its

full potential.

WHICH OF THE FOLLOWING, IF ANY, ARE PREVENTING YOU FROM
ADOPTING MORE PROGRAMMATIC DIGITAL OUT-OF-HOME CAMPAIGNS
IN YOUR MEDIA PLAN?

NORDICS SE Fl NO DK
AVG.
Limited amount of Attribution / Limited amount of Attribution / Fewer deal options
pDOOH inventory measurement pDOOH inventory measurement available for pDOOH
available in my market challenges available in my market challenges

Cost concerns

Cost concerns Concerns around Lack of infrastructure Lack of understanding Limited amount of
availability or accuracy for integrating of pDOOH capabilities pDOOH inventory

of audience data pDOOH with other and technology in my market

available for pPDOOH channels on our plan Limited amount of Cost concerns

pDOOH inventory
available in my market

Fewer deal options Limited amount of Fewer deal options Concerns around Concerns around
available for pPDOOH pDOOH inventory available for pDOOH availability or accuracy  availability or accuracy
available in my market of audience data of audience data
available for pDOOH available for pDOOH

Cost concerns

8TZWHJ ( 'FXJ XN_J 9TYFQ )0 +. 34 8*
5QJFXJ STYJ IFYF ITJX STY JVZFQ 1ZJ YT WIXUT®NBY YT VZIXYNTSX GIJNSL RZQYN X

( <MNHM TK YMJ KTQQT\NSL NK FS*» FWJ UWWNTEWNRIRFVRNHKWNIRNFIFFQU YTESLTRTMTRI HFRUFNLSX NS ~"TZW RJINF UQFSS$
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Dynamic Creative Optimisation (DCO) is still
NS NYX JFWQ” XYFLJX GZY XMT\X XYWTSL UTYJSYNFQ

In 2025, 15% of Nordic marketers are actively <Jc[J OZXY XHWFYHMJI YMJ X
using DCO in their campaigns — outpacing WILFWIX YT ZXNSL )(4 FSI YN
the global average of 9% reported in 2024. GJSJ*Y TK ITNSL UWTLWFRRF
Additionally, 84% of Nordic marketers are either MTRJ 8T . YMNSP YMEYcX LTI

considering, piloting, or actively implementing A

)(4 XQNLMYQ” GIMNSI YMJ TK RFWPE@@%S%%%’IQ\?/\){IEVV\\?I 'I::il\\JNQQQQ M
\MT XFNI YMJ XFRA kdySbstacle for

DCO adoption is the limited access to relevant TOM STR@M@, PRODUCT AND TECH LEAD, GROUPM NEXUS
IFYF XTZWHJX \NYM TK RFWPJYJWX HNYNSL YMNX

FX F RFOTW HMFQRBRISISL FHHJIJXX YT IFYF

could help marketers unlock the full potential of

)(4 \NYM T[JW MFQK TK 3 TWINH RFWPJYJWX

GJQNJ[NSL YMFY )(4 HTZQI XNLSN*HFSYQ” JSMFSHJ

the relevance and engagement of their pDOOH

campaigns®.

WHICH, IF ANY, OF THE FOLLOWING WHICH OF THE FOLLOWING,
POTENTIAL BENEFITS CAN DYNAMIC IF ANY, ARE PREVENTING YOU
CREATIVE OPTIMISATION (DCO) FROM ADOPTING DYNAMIC
OFFER FOR PROGRAMMATIC DIGITAL CREATIVE OPTIMISATION (DCO)
OUT-OF-HOME ADVERTISING? FOR PROGRAMMATIC DIGITAL

OUT-OF-HOME ADVERTISING?

2

Limited access
to necessary
data sources
for relevance

Enhanced
engagement

@

Training on the
possibilities of
DCO campaigns

Improved
relevance

Budgetary
constraints for
implementing
DCO campaigns

Real-time
adaptability

Concerns around
privacy and brand
safety

Data-driven
creativity

6 Creative

+JINGNQNYA?
Message
sequencing

00066

Limited creative
resources to develop
ad templates and
dynamic elements

8TZWHJ ) 8TZWHJ )
"FXJ XN_J FQQ WIXUTSIJSYX \MT IT STY ZXJ )(4 TWFRTSXNIJW ZXNSL NS'FXUXNYZWDR@WIXUTSIISYX \MT IT STY ZXJ )(4 TWFRTSXNIIJW ZXNS
5QJFXJ STYJ IFYF ITJX STY JVZFQ 1ZJ YT WIXUDQXBY YT VZIXYNTSX GIJNSL RZQYN X

)T ATZ HZWWJISYQ” NSYJLWFYJ )"SFRNHNGWIF¥NIWAWUWRNRWRRREYSH)(MLNYFQ TZWQK-MWELFINBWMQYRKIKSLBY F KWJRG:8& :0 &:8 )* +7
<MNHM TK YMJ KTQQTI\NSL NK FS* FWJ URWIHIEW NSYNTT 24 U WNIRNKIFUNNS L) j4SKTW UWT IFWBRRMYXNSLELNYFQ TZY TK M
<MNHM NK FS* TK YMJ KTQQT\NSL UTYJIS[YNAL BRSIXFYYNMES ))4S ARKNKKE WWKITFW UW T LIWIFVRREXNSILBNLNYFQ TZY TK MTRJ F
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The expansion of premium inventory
is expected to further accelerate the
adoption of programmatic DOOH,
particularly among smaller advertisers.
However, to scale their investment,
Nordic marketers are seeking greater
access to real-time audience data
(38%), direct response-driving data
(37%), visibility into the impact on other
digital channels (37%), and enhanced
capabilities to execute DCO (37%)"°.

WHICH OF THE FOLLOWING WOULD YOU LIKE TO SEE IN ORDER TO GIVE
PROGRAMMATIC DIGITAL OUT-OF-HOME CAMPAIGNS MORE VALUE AND

MAKE YOU INVEST MORE?

NORDICS, SE Fl
\Yel
2024 GLOBAL
More audience data Real-time Real-time Real-time Ability to buy Real-time
Ability to buy packages audience data audience data audience data XUJHN*H JS[NWTS RaliiehXe data
Ability to buy More data to drive Visibility on impact Ability to buy More data to drive Third-party
XUJHN*H JS[NWT SdRdcrésponses on other digital packages direct responses FI [JWN*HFYNTS
DCO media channels DCO

L4

media channels

Visibility on impact
on other digital
media channels

2TWJ HTXY JK*H NJogetbehavioural / More data to drive Situational data More audience data
from the market visitation / mobility data direct responses DCO
Visibility on impact &GNQNYAN YT GZ~ XBituHtiratidata
on other digital environments DCO

Situational data

8TZWHJ ( 'FXJ XN_J 9TYFQ )0 +. JSATYJ IFYF ITIXSRUFXVZFQ 1ZJ YT WIXUTSXJIX YT VIZQXE&R D SP{ JGMRLSIL NRSZHQYAN IXXI Q I H Y

IFYF KWTR :0 :8 +7 )* &: '7

Proximity data

<MNHM TK YMJ KTQQT\NSL \TZQI ~TZ QNPJ YT XNY NS TIANI JTW ¥MTRNHFRWFNWERRAWWH[FNQZJ FSI RFPJ ~TZ NS[JXY RTWIJ$
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KTW U)44- NS YMJ 3TWINHXS$

SIZXYWAANII HTQQFGTWFERFYNTS FRTSL RJIINF TA\SIWX YT

establish standardised metrics and tools could help
JSFGQJ YMJIXJ LWT\YM IWN[IJWX NRUWT[J HWTXX HMFSSJQ

NSYJLWFYNTS FSI KFHNQNYFYJ GWTFIJW FITUYNTS -T\J[JW
YMIWJI NX XYNQQ \TWP YT GJ ITSJ

5QFYKTWRX FQXT MF[J FS NRUTWYFSY WTQJ YT UQF” _ \MNQJ
)(4 UWJIXJISYX XNLSN*HFSY UTYJSYNFQ KTW HTSYJ]YZFQQ"
relevant advertising, its adoption remains limited due

to execution constraints in these markets.

2TXY NRUTWYFSYQ” GTYM FI[JTIWYNXJIWX FSI FLISHNJX SJJI
KZWYMJIW JIZHFYNTS TS YMJ GJSJ*YX HFUFGNQNYNJX FSI

best practices of programmatic DOOH to drive broader
FITUYNTS <MNQJ SIJFWQ”™ Y\T YMNWIX TK 3TWINH RFWPJYJW X

UQFS YT NS[JXY NS JJUFSINSL YMJIJNW U)44- JJUJWYNXJ
over the next 12 months, and a similar proportion aim
YT RFPJ LWIFYJW ZXJ TK YWNLLIJW GFXJI GZANSL )(4

FSI FZINJSHJ IFYF FHYN[FYNTSX YMJIN EQXT
recognise the need for additional training 8UJHN*HFQQ"
they are seeking guidance on the advantages of the
HMFSSJQ MT\ YT RIFXZWJ 74. FSI GJX®
UWFHYNHJX KTW ZXNSL IFYF YT TUYNRN '
YT XZUUTWY ¥YMNX LWT\YM

OF NORDIC MARKETEERS

PLAN TO INVEST IN
EXPANDING THEIR
pDOOH EXPERTISE

OVER THE NEXT 12 MONTHS

( O9MNSPNSL FGTZY MT\ ATZ JJUJHY YT UQFHJYRQQF3YT WKGM T RUWFTI LWWFRNRENSIH NS LYNMJ SJ]Y RTH®YIMXFYWIMENYNYVBY KT QQRZ \MILSAIAYIFYIJRISY XS
) <MNHM TZY TK YMJ KTQQT\NSL \TZQI MJQUW YNE QNEM\YSFR TMZY FIGKT MY RIWHI[MFRRXNSL$
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Programmatic DOOH is evolving
rapidly in the Nordic region, driven by
Increasing investment, technological
advancements, and an expanding pool
of inventory.

However, key challenges such as
measurement, transparency, and market
fragmentation must be addressed to
unlock its potential.

The future success of programmatic
DOOH will depend on the availability
of better measurement tools, clearer
pricing, increased collaboration, and
ongoing education for both agencies
and advertisers.
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TOP SECTORS FOR PLACING, PLANNING OR
BUYINGpDOOH OVER THE LAST 12 MONTHS

Property, %
Utilities” 53

Tech,
Telco

Finance, Advertising,
Consulting

Retail, Luxury,
Clothing, FMCG

Automotive,
Transport

Entertainment,
Gambling

Food, Drink,
Hospitality

Academic, Gov,
3TS 5WT*Y -JFQY

8TZWHJ & 'FXJ XN_J

&HFIJRNH LT[ STS UWT*Y MJIJFQYMHFWJ+2(, 7JYFNNQSREHIZIWFI[HQTNKNSIL HTSXZQYNRIAQNSL*SYIWFVFINGRNSP -TXUNYFQNY" 9JHM YJQ
&ZYTRTYN[J YWFSXUTWY SWTUJWY” ZYNQNYNJIX

3TYJ GFXJ XN_J GJQT\ WJIXZQYX FWJ NSINHFYN[J TSQ"

5QJFXJ STYJ IFYF ITJX STY JVZFQ 1ZJ YT WIXUDQXBY YT VZIXYNTSX GINSL RZQYN X
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SAMPLE PROFILE

SIZE OF ADVERTISING BUDGET

Under €1m Between €1m & €56m Between €56m & €20m Between €20m & €150m Over €150m
34 ZSIJW OW R 34 'JY\JJS OW R~ O0W 3R 'JY\JJS OW R 2~ 0W 34R'JY\JJS OW R~ O0W GS34 4[JW OW GS
8* ZSIJW OW R 8* 'JY\JJS ow R ~O0W 8R 'JY\JJS OW R A" O0OW 8*R'JY\JJS OW R ™~ O0OW GS8* 4[JW O0OW GS
)O ZSIJW OW R )O "JY\JJS OW R ~O0W )R 'JY\JJS OW R A"O0W )OR 'JY\JJS OW R N O0OW GS)0 4[JW OW GS
COUNTRY SECTOR
Sector Net Percentage

+TTl )WNSP -TXUNYFQNYA”

NE1SO  Ne150 e oo | |

*SYIWYFNSRJSY LFRGQNSL 13%

+NSFSHJ FI[JWYNXNSL HTSXZQY N9SL

Nes0 et [ ciF1aRN LT 5TS uwTev waFomEw

S5WTUJIJWY”? ZYNQNYNJIX

MANAGERIAL RESPONSIBILITY ORGANISATION TYPE

@ Advertiser
2JINF &LJSH~?
50%

6% "TEFWI )NWJIHYTW
*JIHZYN[J )NWJIHYTW

& 2NI RFSFLIWNFQ

63%




