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OOHoO UBIQUITOUS FORMATS

NUMBER OF OUT OF HOME DISPLAYS (2019)

STREET
FURNITURE

Bus Shelters
63,239

Urban St. Furniture
39,128

Bus Benches

Newsracks

Newsstands

Phone Kiosks

Urban Panels

Dlyltal St. Furniture
5,742

TRANSIT

Airports
29476

Digital Airport
2,350

Buses

1.05 million
Rail/Subway
365,113

Digital Rail/Subwa
5454 #

Digital Transit
7,847

Mobile Billboards
514

Taxis

44,008

Digital Taxis
33,800

Truckside

3,501
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OOH IS TIED FOR #1 IN CONSUMER AD FAVORABILITY [‘Jaaa.

Out of Home Advertising Association of America

Favorability towards different ad types among U.S adults

Unfavorable Favorable

| |

Print 55%

Billboards 55
TV 49
Radio 46
Side-bar
Native
Pre-roll video

Pop-up 72

Data: Morning Consult, August 24-September 8, 2017. Note: Excludes 'Don't know/No
Opinion'; Chart: Andrew Witherspoon / Axios
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OOHo DATA DRIVEN, HIGHLY COMPETITIVE VALUE [‘J a.aa.

Out of Home Advertising Association of America

US MAJOR MEDIA CPM COMPARISON W sOLOMON

® Represents Estimated Median | o _: = Additional CPM range for Digital Out of Home
Broadcast TV (Excluding Primetime) (a) s$10.00 NG :19.00
c 1 ® 31450
2 Broadcast TV (Primetime) (a) $23.00 [N 5:200
'g | ® $27.00
] Cable TV (Excluding Primetime) (a) $6.00 NN 51300
= 1 ® $9.50
Cable TV (Primetime) (a) $13.00 [N $17.00
4 ® $15.00
o Podcasts (b) $15.00 N $30.00
o . ® 524.00
@ Radio (c) $400 I $8.00
8 ® 3658
Mobile Video (d) s$5.00 [N 519.00
4 ® 3858
Desktop Video s$o.00 NN 51600
4 ® 31039
Mobile Display (d) |$0.30 [ $3.00
1 @ $1.63
General Display (e) | $1.00 F $3.00
4 $1.91
Bulletins (f) $2.00 | $5.00, $7.00
] O 5284
Posters (f) $2.00 | $5.00 ___ 1 $10.00
4 ® 3308
Transit Shelters (f) $2.00 $4.00
1 ® $2.08
Digital Place-Based / Airports (g) $9.00 $32.00
1 ® 32050
Newspapers (h) $31.00 $39.00
1 @ $35.00
Magazines (i) $10.00 $21.00
- ® 51325
Source: PJ SOLOMON Estimates as of November 2018 based on SEC filings, news, research and other industry sources.
(a) 30-second advertisement.
(b) 10- to 60-second advertisements. Includes both pre-roll and mid-roll advertising.
(c) 30-second advertisement. Includes both spot and nefwork.
(d) Dataset includes mobile web, phone and tablet for both Android and iPhone.
(8) 300x250 banner ads.
( Caleulated using SQAD reporting from OOH media companies.
(g) Represents data from 2014.
(h)  1/2 page ad pre-discount. Galculated using estimated readership.
(it Full-page color ad. Calculated using estimated readership. 1
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OOH OUTPERFORMS ALL TRADITIONAL MEDIA

fe.daad

Qut of Home Advertising Association of America

OOH - Second to Digital for Media Growth 2017 - 2019

Estimated Projected
Growth Rate | Growth Rate Growth Rate

Media Format 2017 2018 2019
OOH 1.2% 4.5% 2.6%
Total TV * -2.7% -1.7% -3.1%
Radio -2.5% -1.9% -5.2%
Newspaper -15.4% -17.2% -19.5%
Magazine -14.2% -13.9% -17.6%
Total Traditional Media -4.7% -3.8% -5.2%
OOH Variance to Total Traditional Media +5.9% +8.3% +7.8%
Digital Media (search, display, video, social, mobile) 18.1% 20.2% 11.7%
Total Core Media 4.9% 7.4% 4.1%

Source: MAGNA, April 2019
* Excluding cyclical events such a$olitical, Olympics

(.] Out of Home Advertising Association of America




| 1
OOH Growtld Increased Time Spent & Mobility [.; a.a.a.

Out of Home Advertising Association of America

+0.8 -4.7%

Growing Audience Increasing Consumer
Leads all traditional media in consumer MObIIIty
time spent growth d all others, other than
Cable TV, are declining Total consumer miles driven, airline passenger
travel
Source:Borrell Associates Source:US DOT
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POWERFUL AMPLIFICATION EFFECT OF OOH [.] a.aa.

QOut of Home Advertising Association of America

Adding OOH to heavy users of other media can double weekly audience and grow exposure to nearly 100%

Total Reach: Heavy Consumers of Other Media + Any OOH
Sorted by Volume

100%
92% 93% 92% 91% 90,
80%
60%
40%
20%
0% 98% 50% 35% 5% 33% 27% 23%
Mobile Devices All Internet Internet at Home Cable Radio Magazines Internet at Work ~ Newspapers
(Work + Home)

Heavy Other Media Consumers include adulis 13-64 who fall into the top 2 volume groups for uzing that media fype in the past 7 days.

Any O0H includes adults 18-64 who traveled iles i dri i ity, burt, in th T days. .
ny includes adults ] any miles in a car as a driver or passenger, in a city, town or su . in the past 7 days Source: MRI/Simmons Base: Adults 164
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POWERFUL AMPLIFICATION EFFECT OF OOH [.] a.aa.

Out of Home Advertising Association of America

Adding OOH to consumers who engage with digital/video media grows reach to nearly 100%

Users of Digital/Video Media Activities + Any OOH
Sorted by Volume

100% | o | |
95% 93%
80%
60%
40%
20%
29% 41% 23%
0%
Used TV or Movie Cell/Smartphone/Tablet Used Video Streaming Service Watched Video Content on Mobile Devivce Downloaded/Streamed Video on
App Past 7 Days Past 20 Days Cell’'Smartphone
Past 30 Days Past 30 Days

Any O0H includes adults 18-64 who traveled any miles in a car as a driver or passenger in a city, town, or suburiy in the past 7 days OR noticed ads in movie theaters in the past 7 days.
Source: MRI/Simmons Base: Adults 184
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OOHo EFFECTIVE WITH STRONG ROI [.] a-aa.

Out of Home Advertising Association of America

Radio Print Digital Display Digital Search

Source:Benchmarketing
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OOH INCREASHEOI| FOR SEARCH +40% AND PRINT +14% [.Jaaa.

Out of Home Advertising Association of America

Using OOH Not using OOH
16 16
14 14
12 12
10 10
8 8
b 6
4 4
2 2
0 0
v OOH Radio Print Digital Digital v OOH Radio Print Digital Digital
Display  Search Display  Search

Source:Benchmarketing
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OOHo KEY PRODUCT SHARE GROWTH 2(GL7 [.] a-aa.

Out of Home Advertising Association of America

16%
14.7%
14%
12%
10%
8.7%
8% -
6.8%
6%
4.8%
4% 3.7%
3.1%
o9 2.4%
0%
2013 2014 20145 20146 207
- Average Automotive
Consumer Electronics Finance - Banking
Food & Drnk Restaurants & Coffee Shops
Retal - Grocery Retal - Mon Grocery

Source:Benchmarketing
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INCREASED OOH SHARE WILL OPTIMIZE MEDIA PLANS [‘J aaa.

Out of Home Advertising Association of America

More should be spent on OOH at all budget levels
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Source:BenchmarketingBrand Planning Tool:Automotive, Consumer Electronics, Food & Drink, Finart®anking, Restaurants & Coffee Shops, RetdilGrocery, Retai Non Gocery categories
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OOH UNDHERLLOCATED IN ALL CATEGORIES ANALYZED [.J a.a.a.

AUTOMOTIVE

2017 spend : 2.4%

AVG spend (2013-17): 2.0%
Key Insights: BA Focus
LOW -BA (14%)

MED - BA (10%)

HIGH - BA (9%)

RESTAURANTS & COFFEE SHOPS

2017 spend : 8.7%
AVG spend (2013-17): 8.3%
Key Insights: Pl Focus

LOW - PI (19%)
MED - P (19%)
HIGH - PI (18%)

CONSUMER ELECTRONICS

2017 spend : 3.7%

AVG spend (2013-17): 3.7%
Key Insights: REC Focus
LOW - REC (17%)

MED - REC (18%)

HIGH - REC (16%)

RETAIL - GROCERY

2017 spend : 14.7%

AVG spend (2013-17): 11.9%
Key Insights: BA Focus

LOW - BA (36%)

MED - BA (36%)

HIGH - BA (36%)

FINANCE - BANKING

2017 spend : 6.8%

AVG spend (2013-17): 5.2%
Key Insights: REC Focus
LOW - CON & REC (42%)
MED - REC (41%)

HIGH - REC (22%)

RETAIL - NON GROCERY

2017 spend : 4.8%

AVG spend (2013-17): 4.5%
Key Insights: REC Focus
LOW - Pl (26%)

MED -REC (17%)

HIGH - REC (16%)

Out of Home Advertising Association of America

FOOD & DRINK

2017 spend : 3.1%

AVG spend (2013-17): 2.8%
Key Insights: BA Focus
LOW -PI (18%)

MED - BA (10%)

HIGH - BA (10%)

AVERAGE CATEGORY

2017 spend : 4.8%
AVG spend (2013-17): 4.3%
Key Insights:

Brands tend to benefit from
increasing their % OOH fo
improve Brand awareness,
Recommendation, Purchase
Intent

A Ad Awareness (AA), Brand Awareness (BA), Consideration (CON), Recommendation (REC), Purchase Intent (PI)

(.] Out of Home Advertising Association of America

Source:Benchmarketing




TOP BRANDS USING OOH IN 2018 INCLUDES FAANG [‘;aa.a.

ooooooooooooooooooooooooooooooooooooooo

CHEVROLET

| / ' y @
UNIVERSAL (4] @ COMCAST

Source: Kantar Media
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TRY | TeEFFECTI VE [.]a.aa.
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INTEGRATEBSOCIAL MEDIA ENGAGEMENT

16 Markets Nationwide

18,000 submissions
700,000 Instagram likes

|| |28

40,000 incremental Instagram fans
80 million earned impressions
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OOH- REACH, QUALITY AUDIENCE, ENGAGEMENT [.J a.a.a.

]
i

REACH

90% of U.5. residents age 16 or older noticed some
form of out-of-home advertising in the past month,
80% noticed ads in the past week.

QUALITY TIME

Roadside billboards are the most noticed ads, and that
stands to reason since travelers average 25+ hours on
the road each week and cover over 159 miles. The
heaviest travelers, Mega-Milers average 465 miles per
week.

INTERACTION

66% of smartphone users took some type of action
after seeing a OOH advertisement in the past

year, and over 4 in 10 used online search to look up
information.

AUDIENCE

Out of Home ad viewers are more likely to be both
younger and have higher incomes than the general
population.

(.] Out of Home Advertising Association of America

QOut of Home Advertising Association of America

WHAT IF WE NEVER INVENTED

THE HOME frwz&r.7

Robots can’t take
d your job if you'’re
| IH already retired. ® Prudenia

f&Z Clear Channel

Source: Nielsen 2019 Base: Adults 16+
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OOHoO HIGHEST INDEX Ad84, DRIVES CONSUMER TRAFFl(.J a-aa.

QOut of Home Advertising Association of America

ENGAGEMENT

83% of billboard viewers make a point to look at the

advertising message at least some of the time; 4 in 10

look at the billboard ad each time or almost each time T ——
rayv time ) IH

they noticed one. : on Hwy 281 & Bitte

VARIETY

People encounter OOH ads in a wide range of places.
81% of travelers have noticed a roadside bulletin,
digital bulletin or poster, and 78% noticed a transit
advertising in the past month.

Smile. It's <>nl, rus h hour

fz min }

Travelers age 16 to 24 and 18 to 34 are more likely to
recall seeing various types of out-of-home media in
the past month.

YOUNG PEOPLE _ /l ‘2

IN-STORE

39% noticed a directional OOH ad, 20% of OOH
viewers visited immediately after seeing the ad, and
74% of those visitors made a purchase.

Source: Nielsen 2019 Base: Adults 16+
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OOH IMPAC® MOBILE ACTIVATION [‘] a-aa.

QOut of Home Advertising Association of America

Actions taken by consumers after viewing any O

MOBILE INTERACTION

Used online search (such as Google) to look up 42%
information about the advertiser 0

Accessed a coupon or discount code 33%
Visited an advertiser's website 32%
Downloaded or used an app shown in the ad 21%

Snapped a photo of an ad 18%

Interacted with an ad to send a message, o
13%
upload a photo or vote

Interacted with an out-of-home advertisement

" u u " ﬂ
by either SW|!:i|ng an NFC sensor, scanninga QR  20% . Investing, simplified.
code or sending a SMS text. B oo

=1v]-|8] =[5

ANY OF THE ABOVE ACTIONS 66%

Source: Nielsen 2019 Base: Adults 16+
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OOH IMPAGI INFLUENCING BEHAVIOR [.]a.aa.

QOut of Home Advertising Association of America

TOP THINGS
PEOPLE THINK ABOUT Family 74%
DURING THEIR Work 719%
DAILY COMMUTE
Finances 50%
Friends 43%
What I'm going to eat later that day 36%
Plans for this evening 33%
e Plans for the weekend 33%
Food shopping | need to do 31%
Current events/news 27%
Shopping for things other than food 19%
E Your car or other auto needs 18%
Politics 15%
a My health and/or medical conditions 14%
What to watch on TV or stream online 12%
Vacation plans 11%

Source: Nielsen 2019 Base: Adults 16+

(.] Out of Home Advertising Association of America




OOH POSTERBENGAGE AND DRIVE RECALL

nielsen POSTER ADVERTISING STUDY 2017

fe.daad

Qut of Home Advertising Association of America

POSTER VIEWERSHIP

Over half of the adults surveyed (51%) noticed
a poster advertisement in the past month and
38% noted a poster in the past week.

REACHING YOUNG ADULTS

Younger adults were more likely to notice
posters. Poster viewership was highest among
people age 25-34 with 71% noticing a poster
in the past month.

<
L

HIGH ENGAGEMENT

Half of poster viewers (50%) are highly
engaged with the ads and look at the messages
either all or most of the time.

(.] Out of Home Advertising Association of America

AD RECALL

The average ad recall per poster campaign tested
was 47%; meaning 47% of poster viewers in the
campaign’s local market, recalled seeing that
specific ad.

MORE IS BETTER

The number of posters used by a brand directly
impacted overall ad recall for the campaign. Brands
using 40 or more posters yielded substantially
higher ad recall levels.

POSTERS STAND OUT

Over half of poster viewers agree poster ads stand
out more than ads seen in newspapers, online, on
mobile devices or over the radio.

Source: Nielsen Base: Adults 18+




OOH IMPAC® HIGH AD RECALL [.] a-aa.

Out of Home Advertising Association of America

Advertising Effectiveness — PJSC Study and Recall Comparison Analysis
» Based on PJSC independent study of the five primary advertising channels

» Advertising recall defined as advertising effectiveness in which respondents were exposed to an advertisement and then at a
later point in time, respondents were asked if they remembered the advertisement on an aided or unaided basis

Radio (b) 21% - 36%

Desktop (d) 35%

>
=

57%

Qut of Home (&) 67%

T T 1
0% 20% 10% 60% 80% 100%
Source: Peter J. Solomon Company Study as of March 2017 and Wall Streef research.
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OOH RATINGENHANCED MEASUREMENT METHODOLOGY OVERVIEW

geOpath

TODAY > ENHANCED

REACH & FREQUENCY
Survey data and modeling

REACH & FREQUENCY

REACH & FREQUENC ) )
Q Mobile device data

DEMOGRAPHICS
Esrj Claritas GFK MRI, US Census, US
Government data, etc.

DEMOGRAPHICS
US Census and the Nationwide
Journey to Work survey

DEMOGRAPHIC

VISIBILITY RESEARCH VISIBILITY RESEARCF VISIBILITY RESEARCH
Eye tracking studies Eye tracking studies; Speed Data

CIRCULATION COUNTS CIRCULATION CIRCULATION COUNTS
DOT Traffic counts and COUNTS DOT Traffic counts, pedestrian counts,
pedestrian model mobile trip data

(.] Out of Home Advertising Association of America
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OOH RATING& DISTINCT AUDIENCE COMPOSITION [.J a-aa.

Out of Home Advertising Association of America

12 x 25 Poster on Interstate
Left Read, 150 ft &

Perpendicular to Road 20 x 60 Bulletin

Impressions: 141,834 Right Read, 400 ft
Perpendicular

14 x 48 Bulletin on Interstate Impressions: 343,570
Left Read, 325 ft, Parallel
Impressions: 217,327

14 x 48 Bulletin on Interstate
Center Read
275 ft & Parallel to road
Impressions: 274,856

Lakelront GV
RICHTY LANE

14 x 48 Digital Bulletin
Right Read, 300 ft
Perpendicular
Impressions: 263,300

Source:Geopath
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ENHANCED OOH RATING®JDIENCE INSIGHTS

Precision and scale for local and

e

Leverages location data from
mobile and GPS devices

national campaigns

Expands target audience
profiling capabilities

A Reports by time of day, day of week,

7 and seasonal audience variation

Provides predictive and
actual audience delivery

(.] Out of Home Advertising Association of America

Applicable to additional media
./ formats & environments

ge-path

28






OOH FEATURES AND BENEFITS fe aada

QOut of Home Advertising Association of America

Feature Benefit

Lower CPMs and CPPs More exposure for ad dollarspent
Feature Benefit

Localdemographic targets Minimal wasted exposures
Feature Benefit

Messages presented in an uncluttered environmen Messages areseen by the consumer and stand out
from competitors

Feature Benefit
A variety of media products, schedules, and weightA customized media plan that fits budget objective:

Acompliment to any media mix Media objectives are achieved effectively and
efficiently

Feature Benefit

A selling message delivered 24/7 ta mobile A constant messagéetween other media inserts

audience

(.] Out of Home Advertising Association of America



..... CONVERGENCE fe aada
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OOH MOST EFFECTIVE IN DRIVING ONLINE ACTIVATION [.J a-aa.

Out of Home Advertising Association of America

OOH delivers more online activity per advertising dollar spent compared to other offline media.

Online Activations Indexed Against Spend

B Television m Radio B Newspaper/Magazine Out of home m Banner Ad on Computer

360
341

369 7
338 349
130 135 135
92 03 26

Search activations Facebook activations Twitter activations Instagram activations

Source: Nielsen Base: Adults 18+
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OOHO DRIVING ONLINE ENGAGEMENT [.J a.aa.

Out of Home Advertising Ass

FOUR of the top five social media sites and
NINE of the top ten downloaded apps in 2018 advertised in OOH.

The free app for people
who want to fall in love

with someone who is
bad at love.

Love what you love. .
Free on Spotify. @ Spotlfy

oFor us, OOH has become a soci al channel
do the wor k of a-m@bBodmdn Epaifaglobhl éxebutivefcreative dirdc®r. O

, and we t
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OOH ATTRIBUTI@NCASE STUDIES ANALYSIS

45

OAAA Media
Member Companies

CASES

Place-based
7%

Street Furniture
9%

Billboards
84%

(.] Out of Home Advertising Association of America

Ad Recall

+12.7%-65.7%

Purchase Consideration

+6.0%-20.47

[eaaa

Out of Home Advertising Ass

Store Visits

+50.2%-127.4%

Source: Nielsen Base: Adults 18+
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OOH ATTRIBUTION CASE STONATIONAL GROCER BRAN[I.J a-aa.

DMAs exposed and campaign flight:

Atlanta, GA: 15-6/27, 2018
Portland, OR: 2/15-4/13, 2018

Knoxville, TN: s31-10s5, 2018

(.] Out of Home Advertising Association of America

=4

Uplift by DMA
Atlanta, GA: 80%
Portland, OR: 78%
Knoxville, TN: 97%

vs Grocery Stores
Benchmark: 5-51%

Out of Home Advertising Association of America

Visit Rate Distribution by DMA

¢ I ¢ Ll o W@ er o N et P B Pt et pt pet
0.81%
0.72%
0.63%
0.54%
0.45%
0.36%
0.27%
0.18%
0.09%
0.00%
R nd g T S . e T T P RS T
e’ 59 o? R q&'\’ o0’ e P LAY q-,@"' e®” ot o ot o &> &

Source:Cuebiq




OOH #1 IN ATTRIBUTI@NCUEBIQ NATIONAL BENCHI\/IARKI.J a.aa.

Out of Home Advertising Ass

OOH Is the Most Effective Medium
to Drive to Store

Mobile Cross-Device Out Of Home
10-89% 6-39% 80-120%
(2018) (2018) (2018)
vs 19-49% vs 17-46%
(2017) (2017)
Source: Cuebiq, Attribution Benchmarks Report 2019. ‘ cuebiq
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EFFECTIVEONLINE ACTIVATION & SALES [.] aaa.

Out of Home Advertising Association of America

THEPOWEROFSMILE.COM
&) DELYA DENTAL
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EMBRACING CHANGEIGITAL OOH CONTINUUM (';a.a.a.

Qut of Home Advertising Association of America

Digital Billboards Digital PlaceBased Cinema

X ’t’ 2 %
Make A Friend ¥
@ ClevelandAPL .org ' £
. .

ADay Parting ATraffic
AUserGenerated Content ATrending ltems
ACountdowns AWeather Triggers
ALive Scores ASocial Media

(.] Out of Home Advertising Association of America
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DIGITAL OO UNPARALLED CUSTOMIZATION & RELEVANEJ a.a.a.

Qut of Home Advertising Association of America

Flexible

AQuick and targeted updatesd faster than broadcast orprint media
ANo production costs or installation charges

Alnventory can be purchased for periods ranging from days to weeks

Immediate
ADigital OOH can be updated in reaime responding to consumer needs

S riamegee

CURRENT TEMP

R e
Rl 3

TRACKER
BOATING CENTER

(.] Out of Home Advertising Association of America



DIGITAL BILLBOARDS ARE EFFECTIVE [‘] a.a.a.

QOut of Home Advertising Association of America

ALL TRAVELERS SURVEYEDE
1. énoticed a digital bill board in the PAST MONTH. 75%

2. énoticed a digital bill board in the PAST WEEK. 60%

PAST MONTH DI GI TAL BI LLBOARD VI EWERSEé
3. énotice the MESSAGE on the screen MOST OR ALL OFD5SHE TI ME.

4. énoticed DIRECTI ONAL digital billboard ads. 37%
5. éhave CHANGED PLANS to visit the store in the ad?22%
6. éfeel digital bill boards STAND OUT MORE than onl i/l ads.
7 éconsider digital bill boards a good way to | earnG@@out NEW B
in the area
8. éagree digital billboard are a good way to |l earnb6ilbout SALES
99 érecalled ADVERTI SI NG on digital boards. 82%
10.  AVERAGRD RECALL for an INDIVIDUAL digital billboard campaign 42%
Source: Nielsen Base: Adults 18+
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RELEVANTDELIVER DAFART MESSAGES [.] aa.a.

Qut of Home Advertising Association of America

9:55 AM

cOrner
bakeéry

Stop in for the i " ‘ : ': . iz
ANAHEIM il . —
SCRAMBLER »

12:58 PM

DON'T DRIVE-THRU
LUNCH

CHICKEN POMODORI

PANINI

(.] Out of Home Advertising Association of America




RELEVANTCONSUMER GENERATED CONTENT
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GOOGLE PLAY
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INTEGRATED SHARE IT [.] aa.a.

Qut of Home Advertising Association of America

UL G|

—

) :
hare your own Bleachable Moment. BIeachltAway.comNegas
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RELEVAN® ATMOSPHERIC CONDITIONS [.] a-a.a.

Qut of Home Advertising Association of America

()

| Pollen Cou nt:

(® PHARMACY

(.] Out of Home Advertising Association of America
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DYNAMIC CAMP?
WEATHER TRIGGERS




.....CREATIVE IMPACT fe aada

Qut of Home Advertising Association of America

you're hungry.

PREMIUM
MCWRAP 'S8

bod’

(.] Out of Home Advertising Association of America




(.] Out of Home Advertising Association of America




INNOVATIVEPROXIMITY AND THE MESSAGE

7Y/

‘ Wg / '/ﬁ#
, .

ARIZONA SCIENCE CENER

Never stop wondering,
o

(.] Out of Home Advertising Association of America
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ARIZONA SCIENCE CENTER

top Wonclermg

52



CREATIVETEASE & REVEAL INTRIGUE [.] a.a.a.

Out of Home Advertising Association of America




