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Where are we?
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OWNED MEDIAPAID MEDIA EARNED MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:

- Display
- Search
- Social network

BTL: sponsorship,
Events, influencer 
marketing

Website
App
Blog
Social network
Direct response/CRM

Point of Sales, 
merchandising,
Packaging
Branded spaces

PR:
- Press (+digital) 

articles
USG
- reviews
- recommendations
- Social, Blogs
- WOM



We have seen how to plan and buy
digital paid media
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But let's take a step back and talk in general 
about paid ATL media
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Paid media

Why should we have to buy media? We know that we need to buy 
them to attract new customers, create awareness and image.
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Advertising budget and media costs

When we talk about advertising budget, we mean mostly media 
investments, because most of the expenditures depends on media 
buying
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MEDIA BUYING COSTS =  85%

ADVERTISING AGENCY FEE + 
PRODUCTION COSTS =  15%

ADVERTISING BUDGET = 100%



Media investments in Italy
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Trend in advertising expenditures in Italy

WHAT DO YOU NOTICE?

https://public.tableau.com/profile/nielsen.upa#!/vizhome/AndamentoannualedegliinvestimentipubblicitariinItaliadal1962/INV_PUBBL_
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The impact on media mix: digital now accounts 1 investment 
out of 2; TV is still the main medium in a no SMB perimeter

Source: GroupM  Business Intelligence & Insight estimates
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The rise of GAMT on the Market

Source: GroupM  Business Intelligence & Insight estimates
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How do you explain this media 
investments mix?
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How do you explain this media 
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+ audience…
+ money
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+ audience…
+ money
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SOURCE: GroupM elaborations on Auditel Tot.2020, Audiweb 2.0 Tot.2020, Audipress 2020/III, TER H2 2020 and Sinottica TSSP 2020/D data, target Adults 15+
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Source: We Are Social «Digital 2022 Global Overview» and «Digital 2022 Italia», January 2022. Data from GlobalWebIndex (Q3 2021). Figures represent the findings of a broad survey of internet users aged 16 to 64
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The internet The internet revolution
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66.2% of the world population uses internet
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Higer reach in Northern Europe and Nord America
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Google, Youtube and Facebook are the most visited websites
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Mobile phones are the most used devices to access the 
internet
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62,3% of the world population uses social media
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Facebook is still the leader
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Thanks to internet the ATL media landascape is changing

These traditional offline media are becoming «hybrid»

■ TV

■ Print (Newspapers, Magazines)

■ Radio

■ Billboards

■ Cinema

Brand Management & Media Planning
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Internet is not only a medium itself, but it works as an enabler for 
new digital platforms and content
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Traditional media Today’s media landscape

LINEAR TV

RADIO

PRINT

VIDEO

AUDIO

TEXT

Linear TV Video Streaming

Radio Audio Streaming

Print Online News



The new media landscape:
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VIDEO AUDIO TEXT

Linear TV
Video streaming
Digital Out Of Home (DOOH)
Cinema
…

Radio
Web radio
Music streaming
Podcast
…

Offline and online Press: 
Newspaper
Newsmagazine
Traditional OOH
Display advertising
Search advertising
…
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The Video revolution
The current TV scenario in Italy
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Video is the most effective advertising format
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Expressive capabilities
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Use sight, sound, color and motion in commercials.

! emotional commercials
! product demos,
! show people in 

situations they can 
identify with

! The bigger the screen, 
the better



Drawbacks of video ads

■ Limited exposure time (we must say one thing at the time)

■ Poor placement of ads (within or between TV programs, or as 
invasive prerolls)

■ Cluttered airways

■ High costs of TV advertising

Brand Management & Media Planning
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Why is video important? 
It is the fundamental of the Italian media diet

! Source: GroupM  Business Intelligence & Insight elaborations on  eMarketer data – October 2023
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How do we watch videos?
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What do we find inside the TV screen?
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Source: GroupM BI&I

SVOD:
«Subscription Video On Demand»
Unlimited access to content for a subscription fee

TVOD:
«Transactional Video On Demand»
Video fruition by paying single content

AVOD:
«Advertising Video On Demand»
Video contents for free + ADV

Video fruition by paying single content

FAST CHANNEL:
«Free Ad-supportedStreaming TV»
TV live streaming without subscription. 
Contents are broadcast 24/7

HVOD:
«HybridVideo On Demand»
Like a SVOD, the Subscription fee depends on ADV

TRADITIONAL TV:
Traditional TV broadcasting video content 
via satellite or cable

LINEAR

ON 
DEMAND
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On-Demand viewing will surpass linear TV also in Italy, but 
it will take time
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Source: GroupM B&I elaboration on Audience Origin data - 2024 - AO 22/23; «Where do you watch TV Content?» Pop. 18+ 
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“Where do you watch TV content?”
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The technological evolution of TV involves a fragmented landscape, 
constantly expanding content and platforms
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Fonte: OMG

PIATTAFORME DI STREAMING

FTA
Free To Air Channels

VOD
Video On Demand

SVOD
Subscription Video On Demand

TV LINEARE

FREE PAY

PIATTAFORME DI STREAMING

SAT TV
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Thanks to internet connection, the TV content can live in a linear or 
on demand on various devices connected to the internet
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Advanced tvAdvanced tv
each single extension of traditional television that adds editorial and/ or advertising content making 

them available in different ways from linear broadcasting
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Advanced TV (addressable TV) is the new fronteer, where 
connected TV (CTV) adv acquires digital adv characteristics:
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Source: GroupM BI&I

TRADITIONAL ADV ADRESSABLE TV

different ads to different users 
watching the same program
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In-Streaming Video ads
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Full skin Banner

Video Format:Video Format:

Spot replacement/ 
DAI (Ad dynamic insertion)

All addressable formats available
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The Adressable TV Adv offer of leading traditional publishers 
in Italy
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7.57.5mio
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4.44.4mio
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Decoder AdSmart
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7.3mio
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o Dati Geo Comportamentali
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o Socio-demo
o Geo-targeting
o Qualitative
o Frequency cap

o Viewing 
behaviour

o Content
o Big data 

audience cluster
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o Time day 
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o TV Device model
o Retargeting
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o TV Device model
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o Device category
o Site
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! Display
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! Video DAI

! Display ! Display/Video
! Pre/mid/post rollFormats

Nota: *Unique device che hanno dato il consenso a DiscoverySource: OMG



The main linear TV channels have the highest reach
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October, 24 2024 Auditel data - UPA



The main linear TV channels have the highest reach
(e.g. Newscasts have some of the highest audiences)
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October, 24 2024 Auditel data - UPA
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People 14+ 

VOD audience behaviour reflects the availability of new 
released contents in their library
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Source: GroupM BI&I elaborations on GFK VOD data
based on a panel of individuals 14+ base: 9.000

Week
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7,4mio

3,4mio

2,1mio

2023
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2024
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How to plan advertising on TV
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Knowing each media

To effectively planning media we have to know:

1. Potential reach and frequency on our target audience

2. How audence is measured, and if these surveys are reliable

3. Expressive capability

4. Technical Constrains

5. Cost (and who sell the media vehicles - dealers)

Brand Management & Media Planning
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Knowing each media

To effectively planning media we have to know:

1. Potential reach of (and frequency on) our target audience

2. How audence is measured, and if these surveys are reliable

3. Expressive capability

4. Technical Constrains

5. Cost (and who sell the media vehicles - dealers)

Brand Management & Media Planning
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In Italy there’s Auditel

Instead of measure household audience, Auditel measure individuals’ 
behaviour
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Auditel

■ 30.540 meters AGB in 16.100 households

■ Every member of the family has a dedicated button on the meter’s
remote (there’s also a button for hosts)

■ Audience is tracked every 60’’: so we can estimate our ad audience
(the advertising break, not only the TV program’s audience)

Brand Management & Media Planning
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TV audience on an average day (Oct 2024) 

48Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Commercial break

Imma Tataranni sost. Proc. 2° stagioneTG1

Grande Fratello VIP

I soliti Ignoti. Il ritorno

We can estimate the audience during the advertising breaks
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RAI pubblicità
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You can download the price lists (Excel files)
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…And look for price-list (for a 30’’ commercial) and 
audience estimate
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Example of Publitalia rate prices for a 30” commercial
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Do you think that a 15’’ 
commercial costs 

half the price of a 30’’?
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Price list per lenght of time

LENGHT: PRICE:

! 60” (costs x 2,5 il 30”)

! 45” (1,70)

! 40” (1,4)

! 30”

! 20” (0,80)

! 15” (0,70)

! 10” (0,60)

Brand Management & Media Planning
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A 15’’ commercial costs 70% of a 30’’
A 60’’ commercial costs 250% of a 30’’
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We buy by GRP’s and evaluate efficiency with C/GRP’s

58Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Scheduling Patterns

1. CONTINUITY SCHEDULING: advertising is scheduled evenly 
through the year. E.g. 200 GRP’s per month x 12 months.

– Low frequency but coverage of the entire purchase cycle. 
– It’s difficult to create awareness and break through the clutter

Brand Management & Media Planning
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Scheduling Patterns: the more used approach

2. FLIGHTING (OR BURSTING): advertising is scheduled alternating 
periods of onair with periods of silence. 

– E.g. 500 GRP’s in 2 weeks, then off 2 weeks, then on again with 
500 GRp’s and so on

– It is more likely to break through the clutter and create 
awareness, because of the higher frequency

– But no advertising between flights, so competitors could be on

Brand Management & Media Planning
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E.g. TV plan
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Example of TV planning

62Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Cinema
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Expressive capability

■ This the medium with the highest expressive quality: impactful 
image, sound (hi-fi), few distractions…

■ The problem is that few people go to movie theaters, and they do it 
very rarely

■ It’s the perfect medium to create emotion (but we cannot explain 
every detail of the product)

Brand Management & Media Planning
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Cinema (video on BIG screens) gets the highest level of 
memorization
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2020 and 2021 were years of great suffering for the sector 
due to cinema closures, which partially resumed in 2022
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Nr. Tickets sold in Italy
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How to plan advertising
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How do we buy advertising at the Cinema?

! Audience is measured by ticket sold (Audimovie.it)

! As for television, we buy video commercials (30", 60" etc.)

! we usually buy a circuits of theatres for a certain period of time 
(some dealers now offers the possibility of following a movie)

! We can also buy other communication tools: special events, 
decorations, etc.

! Main dealers in Italy are: RAI Pubblicità, Moviemedia and DCA

Brand Management & Media Planning
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, Moviemedia and 
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The Audio beyond the radio
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The new audio ecosystem
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Audio streamingRadio

Radio FM/DAB* Streaming Web Web Radio Music 
Streaming PodcastRe-audio radio 

programs

.it

.it .it .it

.i.it
.it .it

.it
.it

.it.it

On DemandLive

*DAB: audio broadcasting in which analogue audio is converted into a digital signal and transmitted on an assigned channel in the AM or (more usually) FM 
frequency range.

.it

.it
.i.it

.it
.it

SOURCE: GroupM BI&I



Radio reaches almost 70% of the adult population every day
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NB: during the first months of the pandemic (2020), TER was unable to proceed regularly with the interviews.
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The listening curve is complementary to the TV one
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Source: GroupM BI&I elaborations on TER 2023 data – Adults 14+
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The listening curve is complementary to the TV one
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We mostly listen to radio while driving
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Listeners per device
Ascoltatori nel giorno medio (.000) - %var y.o.y.

Autoradio PC/TabletSmart 
Speaker/Assistente 

vocale

Apparecchio
radio

Canale TV della 
radio

Cellulare/Smart
phone

TV (solo audio)

26.434

10.280

4.277 3.738
1.464 1.142 1.003

Var %



Radio stations audience in Italy
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Ascoltatori quarto d’ora medio Ascoltatori giorno medioVar % Var % Ascoltatori 7 giorni Var %
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650

608

565

456

383

373

242

234

228
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216

168
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112
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RADIO DEEJAY

RDS

RADIO 105

RTL 102.5

RADIO ITALIA

VIRGIN RADIO

RADIO KISS KISS

RAI RADIO1

RMC

R101

RADIO 24

RAI RADIO2

M2O

RADIO CAPITAL

RADIOFRECCIA

RAI RADIO3

RADIO ZETA

42%

57%

21%

16%

28%

81%

2%

-12%

73%

75%

12%

-16%

22%

11%

7%

-19%

81%

5.971

5.584

5.448

5.059

4.452

3.441

3.346

3.004

2.601

2.260

2.251

1.912

1.682

1.359

1.303

1.050

954

RTL 102.5

RDS

RADIO DEEJAY

RADIO ITALIA

RADIO 105
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VIRGIN RADIO

RAI RADIO1

RAI RADIO2

RADIO 24
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RMC
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RADIOFRECCIA

RADIO CAPITAL

RAI RADIO3

RADIO ZETA

-1%

15%

14%

12%

3%

-2%

30%

-12%

-5%

-1%

18%

31%

4%

7%

-5%

-17%

31%

-8%

-5%

-2%

-2%

-8%

-8%

-6%

5%

-12%

-2%

-1%

-12%

-8%

-8%

-1%

7%

-18%

16.707

14.714

14.130

13.054

13.052

9.590

9.359

7.901

7.072

6.989

5.889

5.008

4.872

4.292

4.086

3.184

2.885

RTL 102.5

RADIO ITALIA

RDS

RADIO DEEJAY

RADIO 105

R101

RADIO KISS KISS

VIRGIN RADIO

RAI RADIO1

RAI RADIO2

RMC

RADIO CAPITAL

RADIO 24

M2O

RADIOFRECCIA

RADIO ZETA

RAI RADIO3

7.335                      +17,7% 36.605                          +8,8% 44.827                            
+3,9%



Music streaming is the core of the Italian digital audio consumption
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86%

13%

1%

Source: GroupM BI&I elaborations on Politecnico data – Osservatorio digital content – March 2023

Digital Audio Spending
Music, podcast and audiobook - mln € – Italy 

143 

183 

239 

276 

325 

2019 2020 2021 2022 2023

Music

Audiobook

Podcast



Spotify leads the audioscape, but Youtube music and 
Amazon music are catching up
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Source: GroupM BI&I elaborations on Audience Origin Data (Wave 2.X Core 22/23, Deep Dive Streaming Italy)
Base: listens to a music streaming service/podcast at least once a month – Adult 18+

PlatformsAudio streamers

32.9MIO

Monthly Listeners – Italy Penetration %

57%

42%

33%

8%

2%

1%

18-24 y.o.143
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Graduated111
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Spotify is the leader worldwide
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Spotify is the world’s most popular
audio streaming platform

345mio monthly active users ww
of which 57% listen to 
ad-supported content



21% of internet users worldwide listen to podcasts
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Italian podcast listeners count for the 40% of population 16-
60 y.o.
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Source: GroupM BI&I elaborations on Ipsos Digital Audio Survey 2023 – July 2023  - N:908 – Adults 16-60 y.o. - People who declared to listen to a podcasts in the last month – Italy 

Podcast demographicPodcast Listeners

vs 2022+7%

11.9MIO 43%

30%

11%

39%

28%

12%

<35 Year Old Graduated High level profession

2022 2023

IDX VS POPULATION

114 133 145

Of Italian population
16-60 y.o.

39%

2023



The preferred platform is Spotify
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67%

29%

25%

21%

9%

6%

5%

Spotify

Siti degli autori/editori

Apple Music

Audible

Spreaker

Overcast

Stitcher

%pen – Base: Internet users 18-64



The commercial opportunities: from the classic insertion to 
native formats

81

Source: GroupM BI&I elaboration on «United State of Podcast» Nielsen 2020

Podcast ADV formats

! The host of the podcast 
reads the advertising

! It creates a more natural 
flow and provides 
credibility

! Similarly as influencers, 
podcast hosts hold 
tremendous power over 
the audience

Host-read adsPre/mid/post roll

Pre-recorded ads, inserted into 
the podcast at the dedicated 

commercial break

PRE MID POST

! Original editorial content in 
audio, on-demand, 
conceived, realized and 
financed by a brand

! Distributed on the digital 
properties of the client/audio 
platforms

! Entertains a target audience 
with values and objectives of 
the brand

Branded podcast
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Audio advertising and 
the power of 
imagination
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Expressive capabilities

■ Audio ad offers great opportunities to create theatre of the mind. It 
creates imagery (with little production costs…)

■ Although it does not offer the visual power of television, it helps 
reminding TV commercial and it is very useful in combination with 
TV planning.

Brand Management & Media Planning
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Drawbacks of audio ads

■ We don’t have visuals or text, therefore the commercials must be 
very impactful to be noticed. Creativity is a must.

■ Radio is a very cluttered medium and we have to plan with a lot of 
frequency (but, compared to TV, it is not an expensive medium)

Brand Management & Media Planning
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How to plan advertising on radio
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Audience measurement
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Who provides the audience data in Italy? In 2025 there will
be a new survey
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www.tavoloeditoriradio.it   Radio TER survey
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http://www.tavoloeditoriradio.it/


Radio TER (GFK + IPSOS)

120.000  interviews by phone and they ask:

If people remember to have listened (and where) to a specific radio 
station during the previous day, week, etc. (choosing from a list: it’s 
recognition)

Brand Management & Media Planning
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In Italy you can download some audience data for free
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Radio listeners over 7 days
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Planning & buying advertising 
on radio
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How to plan a radio advertising campaign

■ Usually by flighting of 2-3 weeks, purchasing packages of 
commercials on a daily rotation (8/10 commercials per day per 
broadcaster, minimum 6)

■ You can reach pressures similar to those on television (500 GRP's 
per week)

■ It takes a lot of attendance to overcome the crowding

■ Radio is an excellent medium of soliciting and maintaining the 
television campaigns awareness, so it is used effectively alternating 
it with TV flights

Brand Management & Media Planning
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An esample of radio rate price
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A media plan example
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Concessionaria Formato costo netto Novembre Dicembre TOTALE SAVING net net

Network Totale 16-22 23-29 7-13 14-20 Netto Net Net
TOTALE spot 2.588 627 587 699 691 753.202,16 640.221,84

MANZONI 504 126 126 126 126 146.493,50 124.519,48
DEEJAY

fasce qualità. 7-20 30" 678,57 112 56 56 76.000,00 64.600,00
fasce qualità. 20-23  (omaggio) 30" 14 7 7

30" 2 1 1

fasce qualità. 7-20 15" 475,00 112 56 56 53.200,00 45.220,00
fasce qualità. 20-23  (omaggio) 15" 14 7 7
fasce qualità. 14-16  (omaggio) 15" 2 1 1

CAPITAL
fasce qualità. 7-20 30" 105,00 122 61 61 12.810,00 10.888,50

fasce qualità. 20-23  (omaggio) 30" 2 1 1

fasce qualità. 7-20 15" 73,50 61 61 4.483,50 3.810,98
fasce qualità. 20-23  (omaggio) 15" 1 1

fasce qualità. 7-20 15" omaggio 61 61
fasce qualità. 20-23  (omaggio) 15" omaggio 1 1

sec. cad 



An example of a calendar
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Example of communication results
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TELECOM BUSINESS  NUVOLA STORE
Economico Radio Commerciali + Sipra

Formato tabellare: 30" + 15" 

Periodo:  16-29 novembre - 7 novembre - 20 dicembre 2014

DATI GENERALI
Totale comunicati piano: 2.342
Fonte: Audiradio 2013

RISULTATI DI COMUNICAZIONE

Target: Adulti + 14 anni 
Entità: 46.229.000

Grp Copertura Oth
1656 85,1 19,5

Target: Impresa Semplice
Entità: 3.304.000

Grp Copertura Oth
2469 91,7 26,9
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Text advertising and 
the power of 
information
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Readership and Circulation keep showing a negative trend

SOURCE: GroupM BI&I elaborations on Audicom and ADS data
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Newspapers profile: mainly male with high relevance of 
sports titles in the top ten

101
Source: GroupM  Business Intelligence & Insight elaborations on Audipress 2023.III data

Top 10 newspaperNewspapers daily readers

11.6MIO

Index vs Italian population - Adults 14+ Readership (val. x .000) – Adults 14+
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Magazines profiles: mainly female, but with a huge titles 
selection that feeds different interests
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Source: GroupM  Business Intelligence & Insight elaborations on Audipress 2023.III data

Top 10 magazinesMagazines weekly/monthly readers

13.7MIO

Index vs Italian population - Adults 14+ Readership (val. x .000) – Adults 14+
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Why should we plan advertising on the press?

1. Newspapers are the media of stakeholders. The so called “top 
10%” read newspapers.

2. They are targeted. Newspapers have a specific geographical 
coverage, magazines target almost every conceivable consumer or 
business market/audience – from music or auto or wine 
enthusiasts…

3. It is possible to explain products or service in detail

Brand Management & Media Planning
103Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Newspapers are read by the ruling class (C-level managers, 
politicians, etc.)
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politicians, etc.)
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But the main reason for planning 
the press is that it increases the 

possibility of earning good articles 
from journalists (Earned media)
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Drawbacks of press ads

■ We have only text and images, it is more difficult to create 
emotions

■ Newspapers are still a very expensive medium

Brand Management & Media Planning
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How to plan advertising on the press
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How do we measure press 
audience?
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In Italy we have ADS and Audipress

■ CIRCULATION DATA 
– ADS certificates circulation (declared by publishers)

■ AUDIENCE DATA
– While Audipress is a survey that measures readership

Brand Management & Media Planning
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www.adsnotizie.it
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You can download the file with the ADS circulation data
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The merger of Audiweb and Audipress gave birth to 
Audicom
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is the new JIC born from the merger of   
                                Audiweb and Audipress.

The new research will measure the fruition of news and 
multimedia content (editorial and advertising) on print and on 
the internet.

Audicom will have 5 shareholders: 
Fedoweb, FIEG, UPA, UNA and Auditel. 
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Let’s look for CairoRCS Media to see the options for Corriere 
della Sera
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We can check the different formats available
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Advertising formats on the press

Press formats are very flexible, especially in newspapers

On magazines we usually buy pages, double pages or half pages.
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Press price lists examples
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Scheduling strategy

We need to plan a lot of frequency. Newspapers are cluttered and 
magazines are read once in a while.

It is difficult to create awareness in a very short time

The more used patterns are:

– Flighting for newspaper

– Continuity for magazines
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Example of a newspaper campaign
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CAMPAGNA: IS NUVOLA STORE
Mezzo: Stampa Quotidiana
Formato: Pagina Intera / Piede
Periodo: 27 Ottobre -  15 Novembre 2014

COSTO CAMPAGNA SAVING  OTTOBRE NOVEMBRE
Testate Formato Posizionamento netto netto net net Valore % n° dom lun mar mer gio ven sab dom lun mar mer gio ven sab dom lun mar mer

cad. tot  tot  net net uscite 26 27 28 29 30 31 01 02 03 04 05 06 07 08 09 10 11 12

MANZONI 83.100,00 70.635,00 -7.905 -10% 10
La Repubblica 83.100,00 70.635,00 7

La Repubblica Pagina Intera Pagina 5 30.000,00 30.000,00 25.500,00 1 29
La Repubblica Piede Pag. 2 1.100,00 1.100,00 935,00 1 11
La Repubblica Piede Pag. 2/3 10.400,00 52.000,00 44.200,00 5 30 1 4 6 8

0,00 0,00 3

Il Tempo Pagina Intera ULTIMA PAGINA 0,00 0,00 0,00 3 28 1 3

RCS 155.000,00 131.750,00 -5.503 -4% 21
Il Corriere della Sera 79.000,00 67.150,00 7

Il Corriere della Sera Pagina Intera Pagina 7 29.000,00 29.000,00 24.650,00 1 27
Il Corriere della Sera Piede piede top - pag. 3 0,00 0,00 0,00 1 11
Il Corriere della Sera Piede piede top - pag. 3 10.000,00 30.000,00 25.500,00 3 30 6 9
Il Corriere della Sera Piede piede top - pag. 2 10.000,00 20.000,00 17.000,00 2 2 4



Example of a magazine campaign
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TELECOM BUSINESS  NUVOLA STORE
Mezzo: Stampa Periodica
Periodo: Novembre / Dicembre 2014

 COSTO CAMPAGNA  NOV DIC
TESTATE FORMATO Periodicità Diffusione CPM netto netto net net n° uscite cons. 26-Oct 02-Nov 09-Nov 16-Nov 23-Nov 30-Nov 07-Dec 14-Dec 21-Dec

cad. tot  tot  materiale 01-Nov 08-Nov 15-Nov 22-Nov 29-Nov 06-Dec 13-Dec 20-Dec 27-Dec

VISIBILIA 4.800,00 4.080,00 2
PC Professionale pagina 4c / c.sommario mensile 61.946 39 2.400,00 4.800,00 4.080,00 2 29-Oct 6/11/2014  - Fascicolo Novembre 5/12/2014  - Fascicolo Dicembre

CONDE' NAST 8.235,29 7.000,00 1
Wired pagina 4c mensile 87.717 94 8.235,29 8.235,29 7.000,00 1 15-Oct Fascicolo Dicembre

PLAY MEDIA COMPANY 6.600,00 5.610,00 4
PC World Italia pagina 4c mensile 50.000 32 1.600,00 3.200,00 2.720,00 2 15-Oct 10-Nov 10-Dec

Chip pagina 4c mensile 50.000 34 1.700,00 3.400,00 2.890,00 2 15-Oct Fascicolo Novembre Fascicolo Dicembre

F.LLI PINI 7.058,82 6.000,00 2
Data Manager pagina 4c mensile 20.000 176 3.529,41 7.058,82 6.000,00 2 28-Oct 15-Nov 15-Dec

SOIEL INTERNATIONAL 3.529,41 3.000,00 2
Office Automation pagina 4c mensile 17.000 104 1.764,71 3.529,41 3.000,00 2 20-Oct Fascicolo Novembre Fascicolo Dicembre

MASTER ADVERTISING 3.600,00 3.060,00 2
Computer Bild pagina 4c mensile 26.000 69 1.800,00 3.600,00 3.060,00 2 15-Oct Fascicolo Novembre Fascicolo Dicembre

TECHNA EDITRICE 1.117,65 950,00 1
Ict Security pagina 4c bimestrale 15.000 75 1.117,65 1.117,65 950,00 1 25-Oct Fascicolo Novembre/Dicembre

ESTE EDIZIONI SCIENTIFICHE 5.600,00 4.760,00 2
Sistemi & Impresa pagina 4c mensile 7.500 373 2.800,00 5.600,00 4.760,00 2 20-Oct 20-Nov 20-Dec

RCS 6.000,00 5.100,00 2
Oggi pagina 4c settimanale 3.000,00 6.000,00 5.100,00 2 20-Oct 29-Oct 05-Nov

TVN MEDIA GROUP 2.117,65 1.800,00 1
ADV - Strategie di Comunicazione pagina 4c / I romana mensile 2.117,65 2.117,65 1.800,00 1 20-Oct 20-Nov

GAMBERO ROSSO 1.764,71 1.500,00 1
Gambero Rosso (spec Food&wine) pagina 4c mensile 1.764,71 1.764,71 1.500,00 1 20-Oct Fascicolo Dicembre

TOTALE NETTO 50.423,53 20 23.029,41 23.829,41
TOTALE NET NET 42.860,00 19.575,00 20.255,00
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The impact of OOH
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What is OOH?

For Out of Home we mean everything that’s out of our house: 
billboards, but also video, ambient advertising, etc.
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After TV, billboards attract the maximum attention of the public, especially 
the ones on the go. Most of the people living in large cities are often moving
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TV Billboards Radio Newspaper
/magazine

Internet

Attention to touchpoint
%pen - quite/a lot

29%
Underground

screens

19% 9%
TV/monitor 
on the bus

Screens in 
the airport

42%
of people pay attention to 
touchpoints video while 

being on the move 

73%
People living in cities with more than 
500.000 inhabitants who are on the 

move everyday

1h 52min
Time spent per day travelling 
or going around

Fonte: Elaborazioni OMG su dati TSSP 2023/B (Apr 2022-Mar 2023)

32%

23%

17% 17%
15%



Those who are often on the move have an high qualitative profile..
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91%
Have a smartphone

IDX vs pop.
108

78%
Surf the internet several 

times everyday
IDX vs pop.

118

23%
In the last 7 days used the 
mobile to read a Qr code

IDX vs pop.
131

25%
Graduated

IDX vs pop.
171

Fonte: Elaborazione OMG su dati TSSP  2023/B (Apr 2022-Mar 2023)



Source: OMG elaborations oni CBS Outdoor - Interactive Europe study data; 1.298 Italians (18-54 years living, working or visiting an urban area at least 3 times a week)

.. and they tend to have a reaction after seeing a billboard 
advertising
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38%

21%
16%

10%

Search for more information online Make an online/offline purchase They talk about it  on social media Download an App

Activities after viewing a poster advertisement
%rispondents



major categories of outdoor advertising
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Outdoor advertising

1. Posters (30-sheet posters and 8-sheet posters)
– Could be also illuminated. 

– They are excellent for market coverage, name recognition, and 
message or product reinforcement

– In Italy you can plan them for 14 consecutive days (there is a 
specific calendar)
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Billboards

2. Billboards may be rotaries, permanent bulletins, or spectaculars.
– They are one of the largest outdoor format with a standard size 

in U.S. of 14 feet high by 48 feet wide.
– Usually illuminated, they are most often seen on freeways

– They present excellent visibility and could be extremely 
impactful
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3. Digital Out Of Home
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3’02’’



Source: OMG

Significant growth in 2023 for digital OOH inventory. 
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29%
Digital OOH share 

on tot. OOH market in 2023

Qr codeCountdown Touch screens

Creative change with trigger Live events

DOOH solutions



3D TECHNOLOGY
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Digital OOH could be spectacular with 3D Technology
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SPECIAL ACTIVATION
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4. Street Furniture

Street furniture encompass benches, shelters, ect. to engage clients 
physically (branded spaces)
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5. Transit

Bus, train, transit, railway station and airport advertising reaches 
commuters as they wait or ride.
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6. Wraps

There are also taxi and bus wraps, wrapped cars, inside of buses and 
trains or building wraps

The number of creative idea using outdoor  is amazing…
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7. Ambient
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8 Stickering

Stickers of any size and shape, applied on common objects or surfaces
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Out Of Home impact 
and creativity
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OOH it’s a “glance medium”

An outdoor board may be exposed for less than a second.

Only a short, simple, visually dominand message can be 
communicated
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But it’s is perhaps the most 
geographically flexible mass 

medium available
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How to measure Outdoor audience?

In Italy there are specific surveys and the Audioutdoor Research, but 
more simply we measure the population living in the cities

50% coverage of the Italian population is given by 26 cities.
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17%

30%

37%

1 cities

2 cities

5 cities

10 cities

ItalySource: OMG elaboration



How to plan advertising on OOH
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How to buy OOH

Traditional transit and posters are bought in “packages”, called 
circuits.

■ Other formats can be bought separately, depending on the seller’s 
policy

■ Main media owners that operates in Italy are IGP Decaux, Clear 
Channel, Acone Associati and Urban Vision
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Technical costrains

Posters are sold for 14 days 
following a specific schedule
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Now it’s up to you!
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Let’s create random teams: you have to choose one of these
products:products:

BRAWN Dust Catcher BRAWN Safe Laundry FRIA Korean Beauty
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What you have to do:

■ Select the ATL media for the product you choose

■ So choose the product

■ Carefully read the slides and consider the characteristics of each
media in light of the product you have chosen (es. target coverage, 
expressive capabilities, and cost)

■ Select the media you think are most suitable and explain why.

■ Prepare a few slides to present your choice. 

■ Then, send me the presentation via email. Some of you will present
it in class after the break to receive feedback from Professor Freggi.
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You have 30 minutes, then I will ask some of you to present
the work
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Ready to play?
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