


ROAD Metrics Explained
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Viewability (online) Impressions vs
Viewed Impacts (VACs)

» The goal of a VAC is to obtain the most precise estimate possible of the number of individuals who
engage with the advertising, rather than simply counting those who pass by a panel.




Digital / Online ad impressions

« A "served ad impression" occurs when an ad server successfully delivers an ad to a website or app,
regardless of whether the user sees it. It indicates that the ad was sent, not necessarily viewed.




Visibility Adjusted Contacts (VACs)

« The Out-Of-Home (OOH) sector acknowledges that merely measuring Viewability is not enough.

» Both online and OOH advertisements exist in environments that are as congested as in a typical
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DESKTOP & MOBILE

VIEWABILITY

The ad is present
and can be seen

REALISTIC LIKELIHOOD
TO SEE (RLTS)

Realistic likelihood

to see a viewable ad

VISIBILITY ADJUSTED
CONTACT VAC

% of all ads served that
are actively looked at:
VAC=Viewability x RLTS)

DWELL TIME

How long the ad holds
a viewer's attention




Impacts # Impressions (ROUTE UK)

 Impression:
— Measurement of responses from a web server filtered from robotic activity and error codes,




OOH spots generate multiple impacts (ROUTE UK)

The the audience funnel is different to that of other media...

Oneto one mediumi.e.online/ One to many medium
mobile l.e. OOH

Ads served to Impressions
publishers (Spots bought and played out)

Ads served to humans with - : : .
Viewable impressions

h o - W i ; : » .. Pk 1o
L S Vlewahle (traffic within visibility areas
Imprie.ss:lﬂns ' when spots play on screen)

Ads served to humans with Impacts

enough on screen and seen (Those who in the areawho
actually see ads - viewed
impressions,




Online Desktop Online Mobile Out of Home
100% are Paid for

100% are Paid for 100% are Paid for

55% are Viewable 100% are Viewable

50% are Viewable

100% are Viewed




What are VACs made up of?

« ROAD functions as an attention-based currency, meaning it does not rely on an ‘opportunity to see’ (OTS)
model for advertising; rather, it modifies audiences according to the likelihood of exposure (LTS).

« The core idea is to assess the probability that each individual entering a visibility area, where out-of-home
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What are the Visibility Adjustment (VA) elements?

» Object size: Larger objects tend to be noticed more readily than smaller ones, as they occupy a greater area
of the visual field.

« Proximity to the object: The nearer you are to the object, the higher the probability of seeing it.

» Offset distance: The further away the object is from an individual’s path, the less likely it is to be observed.
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The 5th Wave By Rich Tennant
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The VAC calculation process

(how OOH moves from an OTS to a VAC)

OTS: Opportunity to See

Any person driving or walking near the frame, within the Cone of Vision,
would be a potential viewer of the frame.

ROTS: Realistic Opportunity to See
-Includes audiences in the CoV that are travelling in the direction of the panel.
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VAC: Visibility Adjusted Contact

-Probable/actual viewed measurement
-Attention based measurement




Compared to other media

OTS: Opportunity to See
OTS: Opportunity to See
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(o ROTS: Realistic Opportunity to See

~ TV, Radio, Print, Online Digital
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VAC: Visibility Adjusted Contact

Visibility Adjusted Contact
OOH is the only media type that can currently offer this
level of granularity and refined audience figures







CIRCULATION

Any person driving or walking in the
street or indoor. They move as directed
by roads and corridors.
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Any person driving or walking in the
street or indoor. They move as directed
by roads and corridors.

A frame is constructed which creates a
visibility area limited by its size and the

surrounding obstructions.
18 Ipsos
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OTS: Opportunity to See

Any person driving or walking near the
frame, within the Cone of Vision, would
be a potential viewer of the frame.
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ROTS: Realistic Opportunity to See

Includes audiences in the CoV that are travelling
in the direction of the panel. The potential
viewability that is available for the frame.
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VA: Visibility Adjustment

- Removes those who didn’t actually see the frame
- Takes into angle of approach, speed/dwell time, mode
of transport, and more

Ipsos /



VAC: Visibility Adjusted Contact

- Probable/actual viewed measurement
- Attention based measurement

9 Ipsos /
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CIRCULATION to VAC

Potential to actual audience presenting credible metrics for
confident planning.
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Reach

* The number or percentage of individuals exposed at least once to a panel or multiple panels.

» The estimated number or percentage of the target market exposed one or more times to the panels in
a plan.




Frequency

* The number of times that the average person is exposed to a panel or panels in a campaign.

- That is, the average number of times a panel or panels could be seen by each person in a target market over a
period of time.
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VAC / Impact

» The overall VAC (refer to the explanation in the earlier section) can be mathematically calculated by REACH
multiplied by AVERAGE FREQUENCY.

 This figure indicates the actual count of views a panel or multiple panels receive during a campaign.
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Gross Rating Point (GRP)

* Represents total campaign exposure as a percentage.
* Indicates the campaign's media "weight" and overall impact.

» GRPs reflect the frequency of exposure needed for effectiveness.

or example i 00% o he taraet audience sees an ad once it tota
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Cost Per Thousand (CPT / CPM)

« The CPT in the ROAD data is calculated per 1000 VACs.

* |t measures the cost efficiency of a campaign in relation to its cost.

« Specifically, it represents the expense of acquiring 1000 VACs, aiding in the assessment of a




