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How Out of Home gives 

meaning to brands
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independent 
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consultancy.

Introductions

Tim Spencer

is head of 

semiotics & 
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• 500 hours of research

• 400 photographs

• 200 ads

• 100 Years of history

Our Analysis

• 60 intercepts

• 20 customer 

journeys

• 16 locations

• 6   expert interviews

And only 20 minutes

to tell you about it….
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Watching TV

Reading a Magazine



Commuting

to work



Retail therapy



Question:
What makes the great 
outdoors great?

First answer:
Vitamin D



Second Answer:

The Amygdala



Our brains are 
hard-wired from 
primitive times to be 
more alert in transit



It keeps us out of danger



It helps us read the 
landscape



… and identify mating opportunities



When we’re in transit, we are highly receptive



OOH Doesn’t have an off switch



OOH exploits peripheral vision



It broadcasts messages across high volumes of 

absorbent people



Providing instantaneous 

messaging



Absorbency
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OOH catches people in an

‘Ultra-Absorbent’ state of mind.
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Enchantment



OOH is an 

advertising 

medium that

exists in 

‘constructed 

environments’





Cultural signage puts us at ease 



Places feel more real with advertising



Landscapes evolve

http://www.google.co.uk/url?sa=i&source=images&cd=&cad=rja&docid=wWW0_pglxX4pwM&tbnid=0_WmJdMe4AdHyM:&ved=0CAgQjRwwADgn&url=http://retro-vintage-photography.blogspot.com/2013/03/piccadilly-circus-1963.html&ei=pYfBUaKXLo3aOPiDgIAI&psig=AFQjCNH8cLunul1544nkszXBW6OeqPVVOQ&ust=1371724069799115


OOH is a vital element of evolution



RESIDUAL DOMINANT
Immersive online 

enchantment lead to

digital disenchantment

EMERGENT
Analogue disenchantment 

lead to digital enchantment
Re-enchantment with

the real world once more.

Culture evolves, constantly



Online: “I find it quite creepy the 
way that online ads seems to 
know your behaviour and who 
you are and it directs ads at you 
based on that”

OOH: “Some [Out of Home ads] 
are beautiful, transporting you to 
a world of colour and excitement”















Power Prestige Empathy
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Enchantment

OOH is an essential ingredient of our 

environment. The real world has the power to 

enchant and delight us once more.

OOH owns real-world engagement.
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Entanglement



Entanglement embeds unique semiotic brand codes 

irreversibly within our consciousness

If at first you don’t succeed… hang 

on, sorry, wrong poster.
Staring won’t make your internet 

faster

But calling 0800 123 1234 could





Entanglement is the key to visual branding 
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Entanglement

Through multi-layered exposure,

we become entangled with a brand’s

language, intention, and the real-world 

advantages offered by the brand.
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Ubiquity & Scale





Scale enables a brand to dominate an 
environment 



Scale keeps us looking longer



Scale creates aspiration through authenticity





Out of Home is like receiving tweets from giants



An anecdote about instant ubiquity



4

Ubiquity & Scale

Ubiquity and scale are key ingredients in 

visual branding and brand-viewer 

entanglement.

They  enable a powerful connection to be 

established very quickly with authenticity.
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Propaganda & Seduction



Posters 
shaped the 
20th century



1. Purpose

2. Evocation

3. Brand

Poster art finds 
strength in economy











Travel poster- tropical island or 
something 







http://katiegiovanni.com/blog/2013/2/10/lurpak-good-proper-food




A Shout outwards A window, inwards

Selling, competing, compelling Aspiring, inviting, seducing
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OOH can push message out, and

pull attention in. It can transport us to

other worlds using a wide variety of

highly effective approaches.
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Propaganda & Seduction
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Absorbency

Enchantment

Entanglement

Ubiquity & Scale

Propaganda & Seduction



Good Out of Home ads 

give something whilst 

selling something.

Great ones magnify the 

experience.













OOH is Vitamin D


