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3 myths we need to give up
From guidelines to audits
DOOH CAN do it!

Context: U.S.Transit media
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3 MYTHS
WE NEED TO GIVE UP




MYTH #1

Diversity:

Too many different types of
Digital OOH

We canot establ i
standards or methods



MYTH #2
Baby Steps:

Gradually orefin
data

OCruded met rowes
need to start somewhere

| t O0s better t han



MY TH #3

Fancy Measurement Tools:

Technology Is a stand -alone
solution for audience
measurement

Techniti cal t ool s
than old -fashioned methods
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FROM
GUIDELINES

o
AUDITS




Measurement Hierarchy
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GUIDELIN POLICY | STANDARD| AUDITS

WHO? Industry Execs Research Unbiased
Body(with  (Buyer/  Suppliers  Bureau/
Input) Seller) (often) Association

COMPLIANCI Optional Mandatory Enforceable Enforced

DETAIL General Specific Measurable Verified

This is currently missing



Question for you:

What Is the most important

guality of an AUDIT?




TRANSPARENCY!

Glass box NOT Black box
i ‘transitcounts



DOOH
CANDO IT!
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Where Do We Start?

EstablislSTRUCTURE
Identify RESOURCES
Define PROCESS

=
Z transitcounts






STRUCTURE

(who leads the charge?)

R B wTransportation Research Board
T wFundedResearch

mGuidelines an®versight
wlransit agencies, media sellers

T A B wTraffic Audit Bureau
wlimplementation ¢ Nationwide
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COMMITTEE

transitcounts




RESOURCES

(what can we use?)

Busroutes
Roads Tracking
Traffic
t SRQ
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transitcounts




PROCESS

(2 Important points)
Avoid PITFALLget BUY-IN
(stakeholder consultation):
Multiple committees
Transit media buyer/seller surveys

In-depth interviews 0 buyers/sellers
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Key Findings
Sel |l er sd mi sconc

Why Buyers Choose Transit Media

0% 10% 20% 30% 40%

Mass Reach“

Only OOH Option

Geo Targetting*
Low Cost -

B Buyer% = Seller%



Key Findings
More sell ersodo m

Why Buyers Don't Choose Transit

0% 10% 20% 30% 40% 50% 60%
Can't Target I
Not Suitable T
Expensive/No ¢ I—
Buyers Unfamiliar

B Buyer% = Seller%



PROCESS

(2nd important point)
GIGO : know your data
sources or collect your own:

2800 intercept surveys (3 markets)

450 bus-route miles 0 counts by side

Eye-tracking pilot study



Data Issues

Ridership data 0 inconsistent
Road/traffic data o spotty
Eye tracking o very little

Solution 0 collect our OWN
data



2800 Intercept
surveys (3 markets)

450 bus-route miles
d passing -vehicle
counts by side of
bus

Eye-tracking study

Fieldwork




Subjects wearing eyewear with
cameras and retina tracking
followed a fixed bus-subway route.

Live eye camera tests



Vehiclemounted mobile camera



Example:

Piedmont Rd NE/Morosgo Dr NE to
Roswell Rd NE/Glenridge Dr NE

5.8 miles

14 runs

13.2 mph average
Vehicle counts:

Opp 10,905 (78%)

Same L 2,816 (20%)
Same R 237 ( 2%)



