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Executive Overview     

Finding e�ective ways to reach consumers has become 
the biggest challenge facing advertisers today. 
Traditional methods of advertising are becoming less 
e�ective as consumers are no longer spending time 
in places where marketers have traditionally had an 
advantage in reaching them. To recapture attention, 
advertisers are forced to navigate a complex media 
landscape in pursuit of an often distracted and 
unreceptive consumer. 

As a society, we’ve become more mobile and we’re 
living in closer proximity to each other. According 
to a recent report from McKinsey Global Institute, 
more than 80% of the U.S. population lives in 
large cities.1 This trend, known as urbanization, has 
accelerated as opportunities for jobs, education, 
housing, and transportation improve life in most 
urban areas. The advent of mobile technology 
combined with ubiquitous connectivity has radically 
changed consumer behavior. We are no longer 
tethered to one or more �xed locations.

Americans today spend signi�cantly more time 
outside of the home and workplace than they 
did just a few decades ago. Increased mobility 
is providing new opportunities for marketers, 
which is why location has become the 
new currency of marketing. 

Most chief marketing o�cers would be the �rst to say that the only good results 
are the ones that are better than last month’s results. This ongoing, results-driven 
treadmill has made advertisers less adventurous, and for many marketers, being 
risk averse has worked to their advantage. But in today’s marketplace, staying 
with the tried and true may be the riskiest move of all.     

This report is aimed at brand marketers and media 
planners and strategists who are looking to break 
through and reach on-the-go consumers using 
nontraditional marketing methods. 

To compile this report, ScreenMedia Daily has drawn 
from more than 5 years of examination and reporting on 
location-based mobile marketing and digital place-based 
media. The report also includes quotes by thought leaders 
who participated in open forum discussions at the 
Digital Place-based Advertising Association’s (DPAA) 
“Video Everywhere” Summit held in New York
on October 22, 2013.
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The Connected Consumer: 
Distracted and Unreceptive

Tandem Platforms: Leveraging the Moment

As platforms increasingly diversify, delivering targeted 
brand messages becomes more di�cult. We’re living 
in a time when television has become the least 
accountable of all mass mediums, and shifting from 
one digital screen to another and moving from device 
to device have become commonplace for consumers.2 
Mobile devices now allow content to be consumed 
anywhere and everywhere, and the world is awash 
with content. According to YouTube, more than 
100 hours of video are uploaded each and every 
minute, and people around the world are watching 
more than 1 billion videos each day on mobile devices.3 

Consumers are less receptive to display advertising 
and actively �lter unwanted content through mental 
�rewalls, banner blindness, and ad-blocking software, 
rendering most online advertising ine�ective. According 
to Forbes, more than 22% of Web surfers actively block 
advertisements, and it’s projected that the use of 
ad-blocking software will continue to grow at a rate 
of 43% per year.4

The e�ectiveness of online advertising has decayed 
every year since the �rst banner ad was introduced. 
For example, in 1994, a banner ad on HotWired 
reported an incredible clickthrough rate (CTR) of 78%. 
In 2011, the average CTR for a Facebook ad was 
dramatically lower at only 0.05%.5 E�ectiveness has 
also declined for other digital marketing platforms 
such as email, online search, and in-app mobile 
advertising—once the novelty wears o�, engagement 
tends to drop o� as well. The problem with online 
display advertising is compounded even further by 
recent reports of online click fraud. It’s estimated that 
$53 million of advertisers’ budgets have been wasted 
by click fraud in the �rst two quarters of 2013 alone.6

When we think about the challenges marketers 
experience navigating their brands through the digital 
ecosystem, it’s not surprising they’re shifting ad 
spending to more reliable, brand-safe alternatives. 
In the quest for ROI, perhaps it’s time to stop thinking 
screens, and instead, start thinking location.

Location is the new cookie. We have just started to 
scratch the surface of using location from a targeting 
and analytics standpoint.” — David Cohen, 
Chief Media O�cer, UM; DPAA, October 2013

According to Google, more than 50% of all mobile 
searches have local intent, and 17% of search happens 
while consumers are on-the-go.7 Active consumers 
spend money, and while they’re going about their daily 
routine, they’re also actively looking for information. 
It’s at this precise moment when the consumer’s 
optimum receptivity is piqued and open to receiving 
branded messages. But not just any message. The 
message must be relevant to the speci�c environment 
and have a sense of immediacy that responds to the 
unique moment the consumer is in. 

Two platforms, digital place-based media and 
location-based mobile marketing, are proving highly 
e�ective at reaching on-the-go consumers. Digital 
place-based networks (DPN), also known as digital 
out-of-home (DOOH) media, utilize strategically placed, 
networked digital signage displays to reach consumers 
with highly targeted messages in venues such as 
transportation hubs and shopping centers. 
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Tandem Platforms Reach On-the-Go Consumers

For example, JCDecaux France has equipped its digital 
place-based inventory with sensors that enable the 
on-screen message to change based on the current 
temperature, pollen count, precipitation, or wind speed. 
The ability to instantly adapt the advertising message 
brings greater relevancy and immediacy to brand 
campaigns. Adding interactive technologies such as 
touchscreens and sensors has also been shown to 
increase engagement and message retention. If 
consumers interact with a brand’s message, then 
they are more likely to remember it.

What I love about digital place-based media is that it’s so 
targeted. The ability to zero-in on your particular audience 
is a phenomenal advancement in a marketer’s ability to 
reach their audience. Digital place-based media is the 
next-generation platform where marketers will be placing 
their advertising dollars.” — Bob Liodice, President & CEO, 
Association of National Advertisers; DPAA, October 2013

Digital place-based networks are location-based 
businesses. Every digital display—public or private—
is tied to a physical location, and that location is 
attached to a speci�c IP address. Similarly, location-
based mobile (LbM) providers have the ability to 
triangulate a mobile device’s location to a speci�c 
radius and push content and promotions that are tied 
to active locations. Location-based mobile campaigns 
drive foot tra�c to a nearby retail location, or even 
target a competitor’s location. When combined, 
these tandem platforms provide unique synergies 
for marketers.

Both location-based mobile advertising and digital 
place-based media share similar targeting and 
audience capabilities; however, both mediums are 
e�ective only if the on-screen message is directly 
relevant to the environment the consumer is in. 

PLATFORM

DIGITAL PLACE-BASED 
NETWORKS (DPN)

DPNs utilize strategically 
placed, networked 
digital signage displays 
to reach on-the-go 
consumers with targeted
messages

Transportation hubs, 
shopping centers, 
hotels, �tness centers, 
spas, movie theaters, 
stadiums, arenas, 
gas stations, and 
restaurants

Highly targeted reach 
and demographics 
based on time and 
location, constantly 
replenished audience 
all day long in high-
tra�c, brand-safe 
environments

Delivers relevant 
information and 
o�ers tied to speci�c 
locations and is on 
the consumer’s path-
to-purchase; high 
visibility that’s 
always on

LbM marketing delivers 
o�ers, promotions,
and content tied to 
an opt-in user’s pro�le 
and current GPS location

O�ers and information 
are pushed to mobile 
devices based on 
proximity to a location 
or GPS radius

Highly targeted, 
geolocation-based
messaging  
that captures 
the on-the-go 
consumer’s attention

Delivers relevant 
information and o�ers 
tied to a speci�c 
location and brand 
promotion

LOCATION-BASED MOBILE
(LbM) MARKETING

DESCRIPTION VENUE/OFFER BENEFIT VALUE
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The Big Shift: Multiscreen Campaigns

Gaining visibility in today’s marketplace means planning 
across the entire digital ecosystem. Most consumers 
divide their screen time across multiple devices, shifting 
their attention from one digital screen to another, which 
makes multiscreen campaign planning an imperative 
for brands. According to a new study by the Association 
of National Advertisers (ANA) and Nielsen, multiscreen 
advertising campaigns will account for more than 50% 
of all media spending by 2017.8  The study, which polled 
client-side marketers, agencies, and media sellers, 
de�ned multiscreen campaigns as those that run 
during a similar timeframe across two or more digital 
screen platforms, including television, computer, tablet, 
smartphone, and digital place-based media. In�uencing Consumers: Retail’s New Playbook

In another survey by the Digital Place-based Advertising 
Association (DPAA) of strategic media planners, 64% 
of planners are advising their clients to shift funding 
away from traditional out-of-home to digital place-
based media. The same survey also found planners 
recommend moving dollars away from traditional 
television (41%) and online media (40%) in order to 
fund digital place-based marketing channels.9

According to PQ Media, a leading provider of 
econometric intelligence on global media and 
technology, the United States is currently the largest 
market for digital out-of-home advertising with 
revenues that exceeded $2.17 billion in 2012.10

The digital out-of-home segment currently represents 
less than 30% of total out-of-home advertising spending; 
however, these numbers are steadily increasing as 
more advertisers shift their budgets to the medium. 

Location-based mobile advertising is also garnering a
larger slice of multiscreen ad budgets and is forecasted 
to receive more than 60% of the total spend on mobile 
advertising by 2018. The location-based mobile space is
expected to grow more than 150% by 2020 and generate 
double the CTR compared with the mobile industry 
average of 0.4%.11

Physical retail environments now compete head-to-head 
with virtual online shopping. As a result, retailers have 
had to revise their playbooks and elevate the shopping 
experience to provide a reason for consumers to visit 
a physical store.12 Mobile devices have also changed 
the equation. It’s now commonplace for consumers to 
comparison shop on their smartphones while they’re
in-store. To combat the online and mobile shopping 
threats, marketers are allocating a greater percentage 
of their budgets to shopper marketing, which includes 
the use of place-based retail networks to in�uence 
buying decisions at the point of sale.

Retailers are increasing customer engagement in-store 
using interactive technologies. Touchscreens enable 
consumers to explore and access product information 
at will. Proximity sensors and event triggers can activate 
screen content when a user is nearby or picks up a product. 
Facial recognition software tailors on-screen messages 
based on a viewer’s age or gender. Gesture-based systems, 
such as Microsoft Kinect and Leap Motion, can engage 
shoppers with direct screen interaction using physical 
movement. 
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Mobile technology such as near �eld communication 
(NFC), QR codes, and Apple iBeacons (BLE) are being 
integrated into retail environments so shoppers can 
receive special o�ers on their mobile devices.

It’s estimated that the average person is exposed to 
more than 64 hours of promotional messages outside 
of their home each year, and digital place-based media 
is becoming a large part of that exposure. PQ Media 
estimates that there are now more than 1 million digital 
place-based screens across the United States, which 
includes more than 425 individual digital out-of-home 
networks.10 Each network provides advertisers with 
unique reach and audience demographics that vary 
by time of day. 

Examples of digital place-based 
venues include transportation 
hubs such as airports, and 
railway and bus terminals. 
Corporations have also deployed 
digital screen networks as an e�ective 
way to communicate with employees at call centers, 
manufacturing facilities, and distribution hubs. 
Corporate advertising networks now reach on-the-go 
professionals at o�ce building lobbies and elevators. 
Hospitality providers such as hotels, �tness centers, 
spas, fast-casual restaurants, and entertainment and 
sports venue operators have adopted the technology 
at movie theaters, stadiums, and arenas. Retailers, 
including in-store networks and shopping centers, 
are in�uencing purchasing decisions by placing digital 
signage screens in aisles and checkouts. And specialized 
networks are popping up in doctor and dentist’s o�ces, 
hospital waiting areas, gas stations, beauty salons, and 
college campuses.

Digital Place-based Media: 
The Ampli�cation Channel 

Location Metrics: Are All Ad 
Impressions Created Equal?

Digital place-based advertising is not a replacement 
for television; instead, marketers should think of DPNs 
as an ampli�cation channel that is complementary to 
traditional media. Digital place-based media is a reach 
extender, helping advertisers to connect with consumers 
throughout their day rather than concentrating promotion 
into a few hours during primetime television. Digital 
place-based advertising can also be used as a more 
cost-e�ective alternative to television, particularly for 
local advertisers who are looking to reach a speci�c 
demographic. DPNs also o�er advertisers hyperlocal 
targeting down to a speci�c ZIP code radius that works 
in tandem with location-based mobile marketing and 
online social media campaigns.

We’ve been talking to our clients about complementing 
their content-based strategies with an audience-focused 
strategy in television and online video, and place-based media 
seems like the perfect play to add a highly complementary, 
highly scaled place-based video where we can now identify 
audiences very speci�cally.” — Kristian Magel, EVP, Director, 
National Broadcast, Initiative U.S.; DPAA, October 2013 

Media planners and strategists are always looking for 
sustainable experiences to recommend to their clients, 
but measuring any medium’s e�ectiveness has become 
complicated. Ad impressions now come in many di�erent 
�avors, and not every metric applies uniformly to all media. 
For example, the Internet has made demographics less 
important, and behavioral targeting doesn’t always 
translate to a quanti�able number. While media convergence 
has made digital screens omnipresent, it’s important to 
recognize that not all screens provide the same engagement 
attributes or opportunities for brand marketers. 

So what yardstick should be used to measure 
digital place-based media?

“
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The most important metric often comes down to the 
environment—the stronger the location is, the more 
likely that a speci�c ad impression has greater value 
to an advertiser.  

If the location becomes the primary metric of a digital 
place-based network’s e�ectiveness, then are all 
locations created equal? Not necessarily. Marketers 
must understand the speci�c demographics and tra�c 
dynamics for each location. For example, there might 
be a high-tra�c venue that's not really relevant to 
consumers. The location has high tra�c, but the screens 
are like wallpaper as far as consumers are concerned. 
In contrast, another location may not have high tra�c, 
but it is extremely relevant to consumers when they're 
shopping for products. Each location needs to be 
evaluated separately—it all starts with the consumer 
and the location’s relevance.

Digital place-based media is part of the larger multi-
channel ecosystem that can e�ectively amplify a brand’s 
message, creating a deeper level of engagement with 
on-the-go consumers. The medium has the reach and 
scale that brands are looking for, with high volumes 
of tra�c across a wide range of locations. And unlike 
television, it can’t be switched o� or Tivoed. 

According to a recent study by Arbitron | Scarborough 
USA, more than 108 million on-the-go consumers 
reported seeing place-based video advertising displays 
across 10 di�erent venue types over a 30-day period.13 
Digital place-based networks have a constantly 
replenished audience all day long, and most DPNs 
provide advertisers with proof of play, so they know 
their advertising is making an impression. 

Buying digital place-based media and location-based 
mobile channels together is about to become easier. 
  

The Takeaway: Marketing ROI

Several companies are working on solutions that will 
help media buyers and advertisers purchase multiscreen 
campaigns across both platforms.

Until recently, most media buys have been negotiated; 
however, media today is increasingly driven by data 
and analytics. Programmatic buying, also known as 
automated buying, is helping agencies and brands buy 
media more e�ciently using algorithms to analyze and 
automate the delivery of data. Several major advertising 
holding companies are developing new initiatives designed 
to make buying location-based mediums easier.  To learn 
more, download ScreenMedia Daily’s Digital Place-based 
Advertising Trend Report: Programmatic Buying and 
Digital Place-based Media.

Digital place-based media is unique because it intercepts 
active consumers with relevant, targeted messages as they 
move through the day. Similarly, location-based mobile 
marketing delivers relevant, targeted information to mobile 
devices within a geo-fenced area. For marketers looking 
to raise mass awareness and generate incremental reach, 
digital place-based media and location-based mobile 
marketing o�er a brand-safe environment free of the risks 
of online media. These tandem technologies are changing 
the media mix for brand marketers by providing 
a highly e�ective platform for reaching 
on-the-go consumers. 
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Programmatic Buying and Digital Place-based Media

Can Programmatic Buying Solutions Help Make 
Digital Place-based Media Easier to Transact?
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Our goal is to provide media strategists and marketers with the 
resources to navigate this fast-changing media landscape.
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Programmatic systems have transformed the media buying process, 
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The report is aimed at CMOs, media strategists, and digital out-of-home 
operators, and provides insight into how programmatic buying solutions 
can help make the medium easier to transact. 
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