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CBS Outdoor is a leading Out-of-Home media 
company. We engage audiences for leading brands 
and are at the forefront of developments within the 
interactive Out-of-Home media space.

This report provides a 360° view on the interactive  
Out-of-Home ecosystem, incorporating the views  
and latest trends from consumers and big brands,  
as well as tips and lessons learned from recent 
interactive campaigns.
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In response, brands are increasingly seeking 
to create interactive experiences that allow 
consumers to actively immerse themselves 
in the brand.

For this reason, and for the second consecutive 
year, CBS Outdoor has conducted Interactive 
Europe, the largest and most comprehensive 
pan-European research study into the interactive 
behaviours of the Out-of-Home audience.

In this most recent study, in addition to 
capturing consumer trends and views, we have 
also put three interactive client campaigns to 
the test. The results prove that whilst it is still 
early days and there are lessons to be learned, 
introducing interactivity into Out-of-Home can 
help marketers achieve the holy grail – deeper 
levels of engagement.

Finally, to complete the picture and provide  
a 360° view on the interactive Out-of-Home 
ecosystem, we spoke to senior marketers 
from leading global brands across a number 
of different categories. We reveal their key 
challenges, their views on Out-of Home and 
crucially where they think it’s all headed. 

New innovations are emerging all the time,  
so we will update the facts and figures as  
they do and make them available on  
www.interactiveeurope.com. 

In the meantime, we hope this will be 
a useful guide for anyone wanting to know 
more about this exciting and constantly 
evolving advertising medium.

Foreword
Rapid evolutions in technology and changing 
consumer behaviours continue to challenge 
traditional marketing and advertising models. 
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“I would interact 
with ads, it’s fun” 
Teresa 27, Marketing Consultant 
– Rome
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We worked with Kantar Media to undertake 
our second study in three parts:

1: The consumer perspective
To understand consumers’ mindsets, behaviours 
and thoughts on interactive Out-of-Home, we 
undertook an online quantitative questionnaire 
with 5,283 urban respondents across six 
countries (UK, Ireland, Netherlands, France, 
Spain and Italy). 

2: Putting interactive Out-of-Home  
to the test
To quantify the impact of interactive  
Out-of-Home advertising in engaging 
consumers, we tested three client  
campaigns. They spanned three categories  
and incorporated different Out-of-Home 
formats, interactive technologies and  
calls to action.

3: The brand perspective
To gauge the marketing community’s 
awareness and openness to interactive 
Out-of-Home we spoke to senior marketing 
stakeholders from a range of advertiser 
categories across our six markets, including 
telecoms, automotive, FMCG, finance,  
retail and publishing. 

Full details of the methodology can be  
found on page 58. 

When considering interactivity, by its very definition there 
is not one singular perspective. The interrelationships 
between technology, consumer trends and marketers’ 
readiness to pioneer new ways of communicating need 
to be considered in totality.

Consumer  
perspective

The consumer 
perspective

The brand 
perspective

360°

view on the interactive  
Out-of-Home ecosystem

Putting interactive 
Out-of-Home to the test

What we did
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We gathered the views of 5,283 urban respondents  
across six countries (UK, Ireland, Netherlands, France, 
Spain and Italy) to understand consumers’ mindsets, 
behaviours and thoughts on interactive Out-of-Home.

Respondents were made up of adults aged 18-54  
who live in, work or visit an urban area at least three 
times a week. An urban area was defined as  
either a town or city.

This is what they told us.

The 
consumer
perspective

06 The consumer perspective | Interactive Europe 2013 07
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“I think the future  
of advertising is  
definitely interactive”
Runo, 31, Interior designer – Lille

Is interactivity  
for everybody?
The way in which audiences consume media has 
changed forever. Consumer usage of smart technology 
and smart devices has raised the expectations of how 
brands should communicate and multi-media tasking 
continues to change the brand/customer relationship. 

08 The consumer perspective | Interactive Europe 2013 09



Urban Out-of-Home audiences are now likely  
to have a smart device

Last year’s study established the relationship 
between smart device ownership and the  
level of comfort people felt from interacting 
with Out-of-Home advertising. When we look 
at levels of ownership reported by respondents 
this year, our results don’t just tell us that 
ownership is up significantly in every market. 
We now also know that three in four people 
have a smart device, meaning that we have 
reached a tipping point.

And of course this growth in ownership is set 
to continue. Most recently (January 2013) 
Deloitte predicted that smart phone shippings 
are due to surpass 1 billion units worldwide for 
the first time this year, meaning the global total 
should reach 2 billion in 2013. 

In line with increased ownership overall, the 
profile of those with smart devices has also 
evolved. Smart device ownership is no longer 
just the preserve of the young, with significant 
uplifts featuring in the older audience segments. 

Country 2012 2011 Change

UK 80% 64%  16%

Spain 78% 57%  21%

Netherlands 77% 56%  21%

Ireland 74% 54%  20%

Italy 72% 53%  19%

France 68% 50%  18%

80%

68%

78%

77%

74%

72%

Smart device ownership

75%2bn
of urban audiences  
now have a smart device,  
up from 56% last year

the total number smart phones  
should reach in 2013

All adults

56%

75%

18–24

67%

84%

25–34

80%

63%

35–44

56%

73%

45–54

40%

63%

Male

60%

78%

Female

51%

71%

20122011

Base: All adults 18–54 who live in or visit an urban area at least three times a week (2011: 9,024. 2012: 5,283)

Source: Kantar Media
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“  I think interactivity  
would be a fun way to 
interact with a brand”
Nas, 33, PR Consultant – Paris

“I notice advertising every 
day, on the subway, on the 
streets. It helps me to  
decide to buy things”
Alice, 26, Trainee Solicitor – London
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Awareness of most interactive mechanisms  
is relatively stable from last year – with the  
exception of QR codes

20122011

Base: All Adults 18-54 who live or visit an urban area at least three times a week (2011: 9,024. 2012: 5,283)

Source: Kantar Media

NFC predictions global handset statistics

The growth of NFC handsets by year (millions)

9 out of the top 10 OEMs now  
have NFC enabled handsets  
commercially available

ABI Research 22 November 2012

NFC handsets increased  
ten-fold in 2011 to 30 million  
units. Growing at an annual  
growth rate of 87.8%

Berg insight March 2012

By 2016 46% of total mobile  
phones will be NFC enabled 
compared to 5% in 2011

marketandmarkets January 2012

285 million NFC enabled mobile 
phones will be shipped in 2013 
reaching 1.5 billion handsets  
by 2017

ABI Research 22 November 2012

87.8%

1.5bn 9/10

46%

2011 2012 2013 2014 2015 2016 2017

1,500

900

615
412

28510230

ABI Research 22 November 2012

QR codes 

A promotional text code in an ad 

Touch screen billboard advertising

Advert image recognition 

Online check-in/location based vouchers 

Tweets/Facebook updates on digital ads

Augmented Reality ads 

Bluetooth enabled advertising 

Motion and gesture interaction 

Near field communication (NFC) 

40% / 54%

34% / 31%

20% / 23%

16% / 14%

14% / 17%

14% / 19%

14% / 14%

13% / 14%

7% / 8%

6% / 8%

Yet, in spite of the phenomenally fast uptake 
of the devices themselves, the great majority 
of people still remain relatively poorly informed 
about what interactive technologies are 
available to them. This is aside from QR codes 
where a large increase can be seen. 

The results also tell us that for the second 
consecutive year, NFC still records relatively 
low awareness. However, as more and more 
smart devices are NFC enabled we expect  
to see a significant uplift in the short-term.

14 The consumer perspective | Interactive Europe 2013

“I think this form of advertising is 
very innovative. It really suits the 
world we live in today and gives the 
opportunity to get more information 
about something instantly” 
Gabriella, 42, Shop owner – Madrid
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“I would use my QR 
scanner on my phone if 
there was a discount”
Stefanie, 21, Student – Rotterdam

Viewed collectively, the findings tell us very clearly that 
the hard part is done. People now have the technology 
to interact, if not necessarily the understanding 
and the awareness. It is only a matter of time until 
NFC technology underpins a mainstream interactive 
behaviour (such as mobile wallet payments) to make 
interacting with advertising via a smart device an 
everyday norm and a very real consumer expectation. 

Summary

16 The consumer perspective | Interactive Europe 2013

“A QR code on a billboard 
makes me curious”
Feline, 20, Student – Rotterdam
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TV
Out-of-Home is on par with TV in terms  
of stimulating response (Out-of-Home:  
Any action = 77%, TV: Any action = 76%)  
and significantly higher in terms of  
brand consideration (31% versus 26%)  
and downloading apps (13% versus 7%).

Press
Out-of-Home is better than publishing at 
stimulating a response (Out-of-Home:  
Any action = 77%, Press: Any action = 71%)  
notably so in terms of brand consideration  
(31% versus 23%) and online purchase  
(20% versus 16%). 

Radio
Out-of-Home is more likely than radio to  
stimulate response across all metrics  
than radio (Out-of-Home: Any action = 77%,  
Radio: Any action = 63%).

Out-of-Home  
driving a response

  More people have interacted overall

  Brand consideration and purchase up from last year

  Greater online purchase than last year

  Increase in engagement with social and mobile

So, if consumers are tech-enabled and 
increasingly open to interacting, will they 
take action? 77% of people reported doing 
something as a result of seeing an Out-of-Home 
ad and when we drill down into what they did 
compared with last year, metrics related to 
making online purchases and social media  
and mobile actions are all up.

Not only is Out-of-Home retaining its traditional 
strengths, when reviewing it in the wider context 
it is as good as TV and better than radio and 
publishing in driving a direct response.

But Out-of-Home is a brand  
building medium, right?

20122011

70% / 77%

30% / 32%

26% / 32%

26% / 31%

26% / 30%

18% / 24%

21% / 22%

14% / 20%

19% / 21%

13% / 16%

9% / 16%

6% / 13%

5% / 11%

7% / 11%

7% / 10%

4% / 8%

5% / 8%

2% / 7%

4% / 4%

Any action  

Went online for more information  

Considered a purchase as a result

Thought about the product/brand  

Mentioned the advert  

Made a purchase as a result  

Went somewhere as a result  

Went online to buy product 

Sought more information about product  

Responded to special offer  

Liked brand on Facebook  

Downloaded an app  

Scanned a QR/barcode  

Shared info on social media  

Accessed brand social media pages  

Redeemed voucher with mobile 

Call/text/email for more info using mobile

Used a mobile phone to purchase

Followed brand on twitter

18 The consumer perspective | Interactive Europe 2013

Base: All adults 18–54 who live in or visit an urban area at least three times a week (2011: 9,024. 2012: 5,283)

Source: Kantar Media

Base: All adults 18–54 who live or visit an urban area at least three times a week. Q16 / Q21 Looking at the following list, 
which of these have you ever done as a result of seeing a great or interesting [MEDIA] advert?

Source: Kantar Media 2012 base i.e. Outdoor (5,283) TV (1,761) Press (1,760), Radio (1,762) 
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“Sometimes when I’m out 
and I see an ad, I might  
use my phone to get online 
and find out more” 
Roel, 20, Waiter – Amsterdam

20 The consumer perspective | Interactive Europe 2013 21
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Engagement has been a buzzword in the marketing 
world for a number of years. Although most agree that 
it is positive for brands, there is little agreement about 
what constitutes engagement. 

Putting 
interactive  
Out-of-Home 
to the test

22 Putting interactive Out-of-Home to the test | Interactive Europe 2013 23



Our view is that engagement means changing 
someone’s behaviour; that may be a change to 
purchase intention or brand loyalty, in attitude 
towards the brand or likelihood to endorse the 
brand to others.

To quantify the impact of interactive 
Out-of-Home advertising in engaging consumers 
we tasked Kantar Media with testing three live 
client campaigns. The campaigns spanned 
several categories, ran in different markets 
and incorporated various Out-of-Home formats, 
interactive technologies and calls to action.

Two out of the three campaigns were selected 
for their relatively simple creative executions and 
demonstrate that at an early stage, a lot of the 
thinking is in the interactive Out-of-Home space. 

Although each campaign provides different 
insights, across the three we found that:

– those who had interacted were significantly 
more likely to find relevance in the advertising. 
We saw an average uplift of 45% in terms 
of the ad being ‘for people like me’ when 
respondents had interacted with the ad

– interactivity was significantly more likely  
to stimulate word of mouth about the 
advertising. We saw an average uplift of  
54% in terms of being likely to mention the 
advertising in conversation

– offering customers the chance to interact  
with the brand resulted in an average increase  
of 45% in terms of ‘having a better opinion  
of the brand’

– interactivity in an Out-of-Home environment 
produces a ‘Halo’ effect amongst those who 
watched others interact.

Ultimately, the results demonstrate that although 
there is still a lot to be learned and a long way 
to go, using interactivity in Out-of-Home can 
play an integral role in helping marketers achieve 
deeper engagement levels. 

Insights across the three campaigns

the effect amongst those who 
watched others interact

average uplift in terms of the ad being 
‘for people like me’ when respondents 
had interacted with the ad

average uplift in terms of being 
likely to mention the advertising  
in conversation

average increase in terms of 
‘having a better opinion  
of the brand’

45%

45% Halo

54%

24  Putting interactive Out-of-Home to the test   | Interactive Europe 2013

“ Sometimes when we talk about 
interaction we immediately jump 
to the very complex, when actually 
interaction can be quite simple”
Zoe Dark, Senior Manager, Lloyds Banking Group – UK

25



Where and what
The Chicago Town Pizza campaign was 
run in four shopping malls in Dublin and 
the research was conducted in the ILAC 
Centre (a city centre mall). Consumers were 
invited to vote for their favourite type of 
pizza – cheese & tomato or pepperoni – by 
pressing a button on an interactive 6 sheet 
unit which had been specially adapted with 
an electronic voting device. The number 
of votes were shown in real time and were 
clearly visible. 

Results
The campaign itself was a huge success. In 
the ILAC Centre alone, 520 votes were cast 
each day. The average per day across the 
four centres was 2350, with a total of 32,900 
votes cast overall (and for those interested, 
pepperoni was the clear winner). 

Client campaigns
To test the impact of interactive Out-of-Home advertising 
in practice we tasked Kantar Media with conducting 
three separate in-field, face-to-face, quantitative test 
and control studies on live client campaigns.

Chicago Town Pizza

26  Putting interactive Out-of-Home to the test   | Interactive Europe 2013

“  The voting was grand,  
it was easy. You just  
go over and touch  
it and that’s it”
Sinead, 22, Sales Assistant – Dublin

 

“ I think Chicago Town 
Pizza are a bit more 
innovative as a brand 
after seeing this ad”
Louise, 27, Photographer – Dublin

2350
votes across the four centres each day agreed pepperoni was 

the winner

57%

“ I think the next time I go 
shopping it may persuade me 
to buy a Chicago Town Pizza 
as its memorable”
Tom, 25, Web Developer – Dublin

27
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“

44%

65%
72%

Unaware  
of ads

Aware of ads no 
interaction

Interacted with ads

Recall of brand increases in line  
with exposure to the campaign 
Q. Can you recall brands of pizza? 

53%

68%
72%

Unaware of ads Aware of ads no 
interaction

Interacted with ads

The level of high rating (7+) of the brand increased  
with the level of exposure to the campaign 
Q. What is your opinion of the  
Chicago Town Pizza brand?

(unprompted awareness)

Overall rating (7+)

Base: All adults 18–64 within ILAC Centre. All unaware of 
Chicago Town Ads (170) All who were aware but had not 
interacted (109) All who were aware and interacted (75)

Source: Interactive Europe 2 – Kantar Media (Dublin Trial)

Base: All adults 18–64 within ILAC Centre. All unaware of 
Chicago Town Ads (170) All who were aware but had not 
interacted (109) All who were aware and interacted (75)

Source: Interactive Europe 2 – Kantar Media (Dublin Trial)

In addition to achieving high levels of 
interaction, the campaign also increased 
unprompted awareness of the brand. Those 
who interacted were 63% more likely to 
mention Chicago Town Pizza than those 
who were unaware of the advertising.

Those who interacted were also more likely 
to have a better opinion of the brand; scoring 
7+ out of 10. 

Lessons 
learned

 Having a greater choice of 
pizzas to vote for might have 
helped encourage even greater 
participation.

People liked the simplicity of the ad 
and that it was a quick execution.

The physical action of people interacting 
created a halo effect - those who 
watched people voting but who didn’t 
interact themselves thought more 
positively of the brand.

1

2 3

4 
There were missed opportunities:

–  those who interacted reported they had expected some 
sort of benefit - a taster, coupon or someone to tell 
them more information

–  ...and of course, had a coupon redemption been  
offered, this would have resulted in measurable  
revenue generation.

28 Putting interactive Out-of-Home to the test | Interactive Europe 2013 29



Where and what
Ads to launch David Baldacci’s new book, 
‘The Forgotten’, ran on NS Rail stations in the 
Netherlands. The campaign featured a content 
download app which, once downloaded, 
allowed people to scan the poster in order to 
access the first chapter of the book for free. 

Results
Perhaps unsurprisingly because of the creative 
execution, the response was limited in terms  
of total downloads achieved.

Not only was there no clear invitation to 
interact (apart from the very small Layar  
app logo), it was also not obvious how to 
interact. Additionally, the customer journey  
was confusing and inconsistent. 

Bruna Books

If the consumer took a picture of the cover  
of the book it took them to a landing page 
where they could download the chapter for 
free. However, if you scanned the whole ad 
it gave consumers three options: 

1) read the first chapter 

2) download the ebook 

3) buy the book at Bol.com (the online 
bookstore where there was no mention  
of the promotion or a discount incentive).

This created a disconnect between the 
ad and the online environment, which missed 
the opportunity to turn the consumer 
visit into a sale.

 

Those who interacted scored  
consistently higher across all metrics Aware of ads 

no interaction
Interacted 
with site

For people like me

62%

40%

Would like to see 
the ad again

35%

55%

Increase interest 
in buying David 
Baldacci’s ‘The 
Forgotten’

30%

23%

Was worthwhile 
seeing

49%

40%

Have better 
opinion after 
seeing

20%

46%

Would mention  
it again

38%

20%

English translation

Excitement from here to Washington

If it’s action related, Baldacci is one  
of the best

Now in bookstores

Start reading now

– NU.NL

“  I was not sure what part 
to scan. It would have 
been nice to have had 
some instructions”
Modime, 35, Teacher – the Netherlands

Base: Aware not interacted (80); Aware and interacted (69) 

Source: Interactive Europe 2 – Kantar Media (The Netherlands Trial)
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This was the only source of interaction 
for the campaign.

31



 If you’re introducing interactivity, 
a host of new possibilities open 
up. The campaign could have 
provided a great distribution 
channel for those wishing to 
purchase the book online as a 
direct result of seeing the ad. 

5

As a result of the subtle messaging Kantar 
Media, who were observing the campaign in 
action, had to force exposure that resulted in 
140 visits to the online store and 73 downloads 
of the chapter. 

In spite of the interactive element proving  
a challenge, the web traffic to the David 
Baldacci site increased 500% (from c1k 
to 5k unique visits) for the duration of the 
campaign and then remained above average 
during November (c2.5k unique visits). This 
proves that Out-of-Home delivered against 
its traditional strengths of building brand 
awareness and driving a response.

And whilst the levels of the interactions 
were low, those who did interact reported 
a consistently more positive response than 
those who hadn’t across a host of brand 
metrics, notably advocacy (talking about the 
ads, word of mouth). Interaction also improved 
opinions, which is a good result for a category 
that is conservative and notoriously difficult to 
encourage people to try new authors or genres.

What the ad could have looked like
English translation

New! Baldacci, when it’s about action it’s  
one of the best! Now in bookstores

Scan with Layar and start reading

First chapter for free

 Respondents were impressed  
(if a little surprised) that the ad was 
interactive – they were positive 
about the experience, liked the idea 
and those who interacted became 
more motivated.

The creative execution should have 
been more explicit in telling people 
they could interact with the ad.

 Interactions (and expectations of 
consumers) should be easy, fast and 
explained - for those who interacted 
we saw strong results for the ad 
with notable increases in motivation, 
but this was dampened by the fact 
that not many people knew they 
could interact with it. 

 There needs to be an obvious benefit 
for consumers in order for them to 
interact – nowhere on the ad was 
there mention of the free chapter.

1

2

3

4

Lessons  
learned

32 Putting interactive Out-of-Home to the test | Interactive Europe 2013

www.baldacci.nl
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Those who interacted scored consistently  
higher across all metrics

Where and what
The third client campaign researched was within 
the financial services sector, another challenging 
category to engage and influence consumers. 
Here we tested an animated touch screen 
game where consumers could guide the lead 
character to pick up various feature apps relating 
to the core message of the advertising (saving 
products). The creative of the wider brand 
campaign featured animated characters and this 
execution was designed to engage the consumer 
with the characters they had previously seen 
running on other forms of media (including 
traditional Out-of-Home). The interactive 
campaign was run on digital touch screen pods 
within Westfield London, UK. 

Lloyds TSB Sidecar Grand Prix

Results
Although the campaign had to compete with 
considerable Christmas based activity within 
Westfield, the overall balance of opinion was 
very positive about the experience for those 
who interacted with the ads. 

The interaction also substantially increased 
brand metrics, particularly brand opinion and 
talkability in a category that is traditionally 
difficult to motivate people.

Q15. How much did you like or dislike the experience of interacting with the Lloyds TSB sidecar grand prix advertising?

Base: All who had played the game (58). 37% didn’t express an opinion.

Source: Interactive Europe 2 - Kantar Media (Westfield London Trial)
Base: Aware not interacted (108): Aware and interacted (85)

Source: Interactive Europe 2 - Kantar Media (Westfield Trial)

Positive reaction

55% 5%-3        

Would mention 
it again

Have better 
opinion after 
seeing

Was worthwhile 
seeing

Increase interest in 
using Lloyds TSB

Would like to see 
the ad again

For people  
like me

55%

35%

40%

54%

14%

26%

44%

27%

Game players were positive about  
their interactive experience 
 

34 Putting interactive Out-of-Home to the test | Interactive Europe 2013

Quite  
liked

Liked  
a lot

Disliked  Disliked  
a lot

Aware of Ads 
no interaction

Interacted 
with ads

“Brands that are  
using interactive  
technology definitely  
seem more current”
Jemma, 30, Make-up artist – London

26%

41%

27%

38%

35
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“ It’s making it fun which in 
a way is making you enjoy 
the brand a little bit more”
Sophie, 27, Hairdresser – London

Lessons learned

Lessons  
learned

 Timing is key – if you want people to 
take time out to interact, make sure 
you’re not competing with seasonal 
activities or other events. 

Don’t forget people are interacting 
in an open space so take care 
over messaging. With games in 
particular, avoid negative language 
like ‘bad luck’.

 Keep things simple – making the 
game overly complex can distract 
from the core advertising message.

 Keep it fun and quick – people 
have limited attention spans, they 
don’t want to go on a mission.

Make the interactive call to 
action loud and clear.

1

2

4

3

5
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37%

60%

Aware  
no interaction

Interacted  
with ad

Bruna Publishing

Base: Aware not interacted (80); 
Aware and interacted (69) 

Source: Interactive Europe 2 – 
Kantar Media (Netherlands Trial) 

Those who interacted with the ad were  
more likely to be motivated by the ad

Proof that interaction = 
engagement 
Ultimately, the success of engagement as a strategy will 
depend on the ability to measure impact on the brand; 
there has to be a commercial value. 

Brand owner measurement models are likely to include 
highly sensitive commercial data that, for obvious reasons, 
they are unlikely to share. To be able to answer this question 
definitively we identified a robust and credible standard 
measure, AdEval, and applied it across our three campaigns.

The TNS developed AdEval approach is 
widely used for evaluating advertising and 
across Kantar it has been implemented on 
over 11,000 different tests globally.

It involves asking people a series of simple 
questions about saliency, consideration  
and advocacy.

The main benefit of this approach is the ability 
to go beyond standard advertising awareness  
to measure motivation (engagement). The 
principle is that for advertising to be effective,  
it must be involving and motivating. 

Involvement
‘Involvement’ is a measure of an advertisement’s 
ability to build its own rapport with the audience, 
to engage their interest and attention. This 
is distinct from the concept of likeability or 

enjoyability, as an ad can be involving without 
being entertaining if it contains information 
of sufficient relevance for the audience. 
Involvement can be summarised as a measure 
of whether the ad (for whatever reason) is 
worthwhile looking at or not.

Motivation
The ultimate or persuasive effect is defined  
as ‘motivation’ - the building (or reinforcement) 
of a bond between the audience and the  
brand. Improvement in attitude and desires  
to buy or use (or reinforce) results from  
the communication.

The two measures are not independent.  
In order for an ad to be ‘motivating’  
it must also ‘involve’ the consumer.

How does AdEval work? 

81%

72%

Aware  
no interaction

Interacted  
with ad

motivation = engagement

Motivated Involved

Chicago Town Pizza

37%

53%

Aware  
no interaction

Interacted  
with ad

Base: Aware not interacted: (108)  
Aware and interacted (85)

Source: Interactive Europe 2 –  
Kantar Media (Westfield Trial)

Lloyds TSB

Base: All adults 18–64 within ILAC 
Centre. All unaware of Chicago Town 
Ads (170) All who were aware but had 
not interacted (109) All who were aware 
and interacted (75)

Source: Interactive Europe 2 –  
Kantar Media (Dublin Trial)
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The findings for each campaign were positive 
and prove categorically that interactivity was 
more likely to motivate people into action. 
When we look at the AdEval scores amongst 
those interacting we see the proportion of 
those who were motivated by the advertising 
increase on average by 52%.
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Interactive Out-of-Home  
golden rules
The campaigns tell us that the core sentiment from 
respondents is that interactivity is a positive thing. Our 
findings also tell us is that people have high expectations 
– in the days of Apple products and smart devices being 
almost omnipresent, people expect a lot in return for 
their attention and this extends to advertising.

In addition to the specific learnings from each campaign 
here are a few golden rules to bear in mind. 

40 Putting interactive Out-of-Home to the test

Whilst consumers’ level of general 
awareness and comfort factor of 
interacting with Out-Of-Home build, the 
creative execution should still deliver 
the advertising message regardless of 
whether the consumer interacts or not 
(work as a ‘traditional’ Out-of-Home ad).

Don’t incorporate technology for 
technology’s sake. Ensure the 
interaction is appropriate to the 
category and the target audience.

The creative should be explicit 
in communicating the core 
message and in showing people 
if and how they can interact 
with the ad.

2

3

5 6

8
In addition to brand awareness,  
start to think about using interactive 
Out-of-Home as alternative channels 
for direct marketing (e.g. geo-location 
targeted offers which use real time 
location data to reach consumers on 
their devices when they are out and 
about, on the go and closer to the  
buying decision than ever before)  
and distribution purposes.

4
Interactions should be easy and fast. 
This is similar to online – too many 
steps and you lose the consumer.

Building interactivity into your campaign 
can’t be an afterthought – temporary 
installations and tailored campaigns create 
real impact so involve media owners in 
conversations at the outset to know what 
options are available.

1

There needs to be an obvious 
benefit (and one of perceived value) 
for consumers in order for them to 
interact and take away a positive 
perception of the brand.

Make sure you consider the 
implications of the halo effect 
(positive & negative) – people will 
watch others interact both in the 
physical and virtual worlds.

7
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The brand 
perspective
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To complete the picture and provide a 360° view  
on the interactive Out-of-Home ecosystem, we spoke  
to a number of senior marketers from leading global 
brands across our six markets. 

The individuals we spoke to represented a wide 
range of categories and we explored with them their 
marketing challenges, the role of Out-of-Home and 
any related interactive experiences, as well as their 
visions for the future. 

Flat_LovinIt_RedBG.pdf   28/10/08   10:57:58
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Reassuringly, Out-of-Home  
is known for its traditional  
strengths

“Out-of-Home advertising 
is very visual. It has instant 
impact. With Outdoor, it 
grabs your attention.”
Colette Coughlan, Senior Brand Manager, 
Danone – Ireland

Traditional marketing challenges exist, but increasingly 
brands are having to deliver against expectations 
created by the new technological era.

Our brand owners confirmed that  
Out-of-Home advertising remains a strong 
player within marketing plans. Well-known 
for its ability to increase brand awareness, 
reach broadcast audiences and generate 
significant impact, all agreed it continues  
to play a critical role in capturing the 
attention of consumers and building  
the brands of today.

“Out of Home delivers very 
strongly on awareness 
driving activity.” 
James Taylor, Bought, Owned and Earned 
Media Manager, Diageo plc – UK
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However, of the marketers we spoke to, bar a pioneering 
few, the collective experience of interactive Out-of-Home 
was limited. Whilst FMCG brands appear to be actively 
seeking innovation in communication to achieve cut-through, 
other brands are more tentative and have questions:

Cost
Isn’t it expensive in relation to my  
Out-of-Home budget?
No. The majority of Out-of-Home formats 
do not require special modification. It’s the 
call to action contained within the creative 
and the chosen technology that need 
careful consideration.

Technology uncertainty
What’s possible, will it work easily?
Smart device technology continues to move 
at a pace, however there is still low consumer 
awareness. In spite of the myriad of options 
available there are no more than three or four 
technologies which are mainstream and which 
should be considered (see Quick Reference 
section, page 54). Final selection will depend 
on a combination of factors including: 
campaign objective, advertiser category 
and target audience.

‘Fit’ with other media
How does interactivity fit? 
Many already understand the role  
Out-of-Home can play in acting as a bridge 
between owned and earned media. As the 
media becomes a creative part of conveying 
the message or achieving the campaign 
objective, interactivity works best when it is 
considered right at the very outset, at the 
‘big idea’ stage, as opposed to as a bolt-on  
at the end of the process. 

Measurability
How can ROI be assessed?
Whilst traditional KPI’s do still apply (e.g. sales 
uplift and brand awareness) other metrics 
and measurements should be considered 
when it comes to interactivity. Some 
marketers talk of trying to measure a ‘return 
on engagement’ – the balance between the 
functional exchange (i.e. voucher, discount) 
versus the emotional exchange (the content 
and the experience for the consumer).

Ben Fox, McDonald’s – UK Eilís Fitzgerald, Renault – Ireland Dario Albano, Mercedes-Benz – Italy
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Zoe Dark, Lloyds TSB – UK

Questions from brands

James Taylor, Diageo plc – UK Marcel van Kesteren, C&A – Netherlands

Santiago Sainz, Ford – Spain



Case study

CBS Outdoor ran this campaign on the 
London Underground utilising Wi-Fi and 50 
posters across 30 stations. The campaign 
challenged Londoners, asking them to identify 
the names of 75 London Underground 
stations hidden within the image on the 
campaign. Commuters were directed to a 
micro-site (www.lookforlonger.com) through 
a clear call to action, where they submitted 
answers for the chance to win a selection  
of prizes. They were also able to ask for help 
via Twitter (#lookforlonger).

Here are just some of the impressive results  
from the campaign:

– 297,205 unique visitors to the microsite, 
578,777 total visits

– The average length of time visitors spent  
on the site was 1 hour 6 minutes

– Despite the campaign being run in London, 
60,660 visits came from outside the UK  
and it reached 170 countries

– 30% of visits were from a mobile device

– 25% of traffic referrals were from 
social media

– There were 7,231 mentions of the campaign 
on social media (not including Facebook).

A recent campaign which addresses many of the questions 
raised by the marketing community and demonstrates 
how effective Out-of-Home can be in driving interaction 
is ‘Look for Longer’. It’s clever creative and simple call to 
action coupled with the right Out-of-Home environment 
generated a response beyond all expectations. The results 
not only highlight how a traditional Out-of-Home format 
can successfully capture the attention of a busy urban 
audience but also how it can trigger interactions creating  
a buzz of online conversations.

unique visitors to  
the microsite

number of countries  
it reached

mentions of the campaign 
on social media (not 
including Facebook)

297k 170

7.2k
of visits were from  
a mobile device

of traffic referrals were 
from social media

the average length of time 
visitors spent on the site 

30% 25%

1.6hr

Look for Longer
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Putting in place a coherent multi-channel 
marketing strategy and integrating social  
and digital has and continues to be a key  
focus and significant challenge. Thoughts  
of omni-channel strategies (where each 
platform has an awareness of the other 
e.g., the website knows what experience 
the consumer’s had on Facebook, how 
they’ve interacted with the brand’s apps, 
and what kind of in-store digital experiences 
a consumer might have had) are starting to 
form in the middle distance. Media solutions 
– Out-of-Home and other – need to be able 
to answer and provide a part solution to 
these issues.

Moving beyond  
multi-channel strategies

Engagement = holy grail

In spite of questions in people’s minds, all are open to 
interactive Out-of-Home in principle and understand  
the opportunity to supplement reach with an ability  
to promote engagement.   

“We cannot think about 
digital versus traditional.  
We have to think about  
all the contact points  
and how they enrich the 
consumer experience.”
Philippe Balladur, Media Director,  
Coca-Cola – France

All our marketers are grappling with the need to move 
away from traditional push marketing. Advances in 
technology have given consumers greater knowledge, 
a stronger voice and more choice. These changes 
mean advertisers are finding it increasingly difficult to 
achieve cut through or stand out. Engagement, for 
some, has become the holy grail to achieving  
and sustaining a brands success.

“Exposure is something very basic 
today. What we try to do is engage 
people, meaning being more able to 
make them interact with the brand, 
with a message, with the content, 
or with the product. We try to put 
people in a universe where they can 
just touch the value – play and 
interact with the brand.” 
Philippe Balladur, Media Director,  
Coca-Cola – France
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Opportunity to meet today’s challenges
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“If we’re talking about  
a new offer you could 
embed a voucher into it.  
So it just opens up a  
really rich territory.”
Ben Fox, Senior Media and Budget Manager, 
McDonald’s – UK 

Final thoughts
We saw from some of the trials that, as with any new 
emerging platform, there are still lessons to be learned 
and that for some, using interactive Out-of-Home to 
promote brand awareness and drive engagement is  
just the beginning. 

The media landscape continues to evolve at a pace 
and advertisers will need to respond to the increasing 
expectations of the consumer. 

Those brands that are pioneering interactivity are starting 
to think beyond the confines of how Out-of-Home 
is traditionally viewed. Increasingly they are exploring 
interactivity as a new channel for distribution and direct 
marketing – future solutions to the very real challenges 
they are facing.

“I think you have to offer people  
a return on engagement or a return  
on involvement. You have got to be 
offering something that is of value.” 
Adam Boita, Marketing Controller (Vodka, Gin, Tequila)  
Pernod Ricard – UK
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The following pages provide  a brief overview of  
the main interactive technologies which are used  
in conjunction with Out-of-Home. Further details  
and full product sheets can be accessed via the  
Interactive Europe website. 

www.interactiveeurope.com

In the Out-of-Home context smart phones 
equipped with NFC can be paired with NFC 
tags or stickers which can be programmed by 
NFC apps to automate tasks. This can allow for 
a change of phone settings, a text to be created 
and sent, an app to be launched, or any number 
of commands to be executed, limited only by the 
NFC app and other apps on the smartphone. 
This is perhaps one of the most practical 
current uses for NFC since it does not rely on 
a company or manufacture but can be utilized 
immediately by anyone anywhere with an NFC 
equipped smartphone and an NFC tag.

NFC can achieve a number of  
campaign objectives:

Tap for
– App download

– Drive consumers to social media channels  
or increase (Facebook & Twitter etc.)

– Music download

– Viewing movie trailers

– Immediate purchase

– Product gallery (landing pages)

– Store location

Tap to win
– Collect and redeem (discount voucher, tickets)

– Enter competitions

– Treasure hunt

– Instant win (scratch cards, roulette wheel, 
tumbler, static content)

– Loyalty card

Near field communication  
(NFC)Quick 

reference
interactive 
technologies
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Is a live, direct or indirect, view of a physical, 
real-world environment whose elements are 
augmented by computer-generated sensory 
input such as sound, video, graphics or GPS 
data. It is related to a more general concept 
called mediated reality, in which a view of reality 
is modified (possibly even diminished rather 
than augmented) by a computer. As a result, 
the technology functions by enhancing one’s 
current perception of reality.

There are a number of ways in which 
augmented reality can be used and it really 
depends on the objectives of the advertiser 
how it is incorporated into campaigns. 

Ideas include:
– Advert gaming

– Event/retail/outdoor promotion

– Online/mobile marketing

– Product goods and packaging

QR codes have become common in recent 
years in consumer advertising and packaging 
because the popularity of smart phones has 
put a barcode reader in everyone’s pocket for 
the first time. As a result, the QR code has 
become a focus of advertising strategy, since 
it provides quick and effortless access to the 
brand’s website. Beyond mere convenience to 
the consumer, the importance of this capability 
is that it increases the conversion rate (that 
is, increases the chance that contact with the 
advertisement will convert to a sale).

When scanned, QR codes can drive traffic 
and provide information including, but not 
limited to:
– Web address/product landing page

– Contact details

– Email address

– Coupons (combined location and device 
number generation)

– Map locations

– Competition entries (i.e. treasure hunt: find 
location with the code) 

– Digital collection (collect codes for discount  
or special offer)

– Social media channels

QR Codes

Augmented 
Reality
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Interactive Europe comprised a three stage  
multi-disciplinary research programme, utilising  
both quantitative and qualitative methods which  
spanned six European markets and was conducted  
by Kantar Media.

Phase 1: Landscape study
The landscape study was representative of 
people who live, work or visit urban areas at 
least three times a week within the UK, Ireland, 
France, Italy, Netherlands and Spain. In total 
Kantar Media conducted 5,283 interviews. 
Fieldwork took place in October/November 
2012. The study was carried out online and all 
samples were provided by Kantar’s Lightspeed 
Panel. All data was weighted to urban 
audiences by country and the overall data 
weighted by total population. 

Phase 2: Advertising evaluation –  
client campaigns
This stage of the research was to test the 
impact of interactive Out-of-Home advertising. 
This was achieved through three separate face 
to face quantitative test and control studies.

The first trial (Chicago Town Pizza 
Opinionator) was conducted within the ILAC 
shopping centre in Dublin in November 2012 
and involved 362 interviews. Respondents 
were split into test and control groups 
depending on whether they were aware of 
the advertising being tested. We had 170 
within the control group who were previously 
unaware and 192 who were aware of the 
advertising. Of the 192 aware of the ads,  
75 had actually interacted with it.

The second trial (David Baldacci’s ‘The 
Forgotten’) was conducted within rail stations 
in the Netherlands. Fieldwork took place in late 
November 2012 within Amsterdam Central, 
Amsterdam City and Utrecht Stations. In total 
354 interviews were achieved, of these 205 
were unaware of the advertising with 149 
aware. 69 of those aware of the advertising 
were shown a video example of the interactive 
element of the advertising in action, 80 had not 
been exposed to the interactivity.

The final trial (Lloyds TSB Sidecar Grand 
Prix) was conducted within Westfield London 
Shopping centre in December 2012. This 
comprised 307 interviews, 193 were aware of 
the ads with 114 unaware control cases. Of the 
193 aware, 85 were aware and had interacted 
(either by playing the game or being shown 
a video of the game in action) and 108 were 
aware of the ad without having interacted.

Phase 3: Interviews with  
senior marketing stakeholders 
The final stage of the research involved Kantar 
Media conducting 14 in-depth interviews with 
senior marketing stakeholders. Interviews lasted 
up to an hour and a half and occurred between 
October and December 2012. The respondents 
were based across the six markets and 
represented a range of advertiser categories 
including Telecoms, Automotive, FMCG, 
Finance, Retail and Publishing.

Methodology
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Our core business is in transport and billboard advertising,  
but in many of our markets we deliver street furniture and 
retail advertising too. We are also one of the leading digital 
Out-of-Home advertising companies.

With operations in Europe and China and partnerships 
throughout Asia and the US, our advertising reaches 60%  
of the world’s population, accounting for 85% of the  
world’s GDP. 

We combine this unrivalled reach with deep audience  
insight and the latest innovations in Out-of-Home.  
Other recent audience insight studies include:

Interactive Europe 2012:  
www.interactiveeurope.com

Europe on the Move:  
www.europeonthemove.com

 

About  
CBS Outdoor
CBS Outdoor is a leading Out-of-Home media  
company. We specialise in engaging audiences  
for leading brands and are at the very forefront  
of interactive Out-of-Home developments.

60 About CBS Outdoor | Interactive Europe 2013 61



Want to know more?
The insights contained in this guide provide  
just a snapshot of the information we hold  
on interactive Out-of Home. 

Anna Reeves – International  
anna.reeves@cbsoutdoorinternational.com

Federica Bonato-Hayes – International 
federica.bonatohayes@cbsoutdoorinternational.com

Virginie Massard – France 
virginie.massard@cbsoutdoor.fr 

Antoinette O’Callaghan – Ireland 
antoinette.ocallaghan@cbsoutdoor.ie 

Valeria Concardi – Italy 
valeria.concardi@cbs-outdoor.it

Guy Grimmelt – The Netherlands 
guy.grimmelt@cbsoutdoor.nl

Agata Romo Martin – Spain 
agata.romo@cbsoutdoor.es

Simon Harrington – United Kingdom 
simon.harrington@cbsoutdoor.co.uk

We have collected and analysed a significant 
amount of data – both for individual 
countries and at a pan-European level –  
and would be happy to share these findings 
as well as other insights with you. Please 
contact the relevant person to the right  
and they will be happy to discuss the  
insights in more detail. Alternatively, visit 
www.interactiveeurope.com to download  
a copy of this guide and access more  
content on the study. 
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