Independent, third party verified reach modelling. HOUR

Granular data inputs & leading data science techniques underpin Australia’s most accurate & robust Hourly Outdoor Unified Reach
multi-environment OOH reach modelling, at a per-screen, per hour level.

* Lens based measurement layer providing unique first party data
« Captures real-world human-to-screen interactions
 Second-by-second granularity
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» Visitation, membership, transaction and audience data validates screen-level traffic and audience behaviours

Demographics & Demographics & Side statistics and Membership & Visitation & . Provides additional baseline data for extended modelling

behaviours behaviours metadata visitation data Transaction data

* Machine-learning based approach by external data scientists
 Multivariate algorithm uses cluster analysis to model hourly reach metrics across VMO's Shop;
Active and On-the-Go networks for each individual placement
* This dataset is called DART R&F, and unveils the average hourly audience reach of each individual
Verified by N‘ data2decisions VMO screen

Screen audiences
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The HOUR model
(impressions per spot)

« Screen dwell times and spot lengths are used to extrapolate impressions per spot play
« VMO's impression multiplier dataset is called The HOUR Model (Hourly Outdoor Unified Reach) and
is universally synced to VMO's SSP partners: Vistar; Hivestack & Broadsign
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Demand Side Platforms (DSP’s)
 Impression multipliers transparently passed to buyers with each spot’s real-time bid
request to facilitate accurate data-driven planning, activation & reporting
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