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The OMA releases 2018 Annual Report

The Outdoor Media Association (OMA) has today released its 2018 Annual Report,
which notes a healthy and growing industry currently accounting for 6.2% share of
media and sitting in the top two growing media channels for 2018.

Total net media revenue increased 10.8% to an all-time high of $927.2 million, with
digital Out of Home (DOOH) accounting for 52.3%. The industry continued to give
back, citing over 200 arts, sports, and charitable beneficiaries of donated media
space and advertising services, valued at $69 million.

The report also details 2018 initiatives such as the School Mapping Tool that
ensures products that are illegal for sale to minors are not advertised within 150
metres of a primary or secondary school; and, driver behaviour research which
indicates that digital billboards can improve driver performance.

“We are proud of our achievements in 2018, working in areas that not only unify
our industry but also focus on the needs of advertisers and the community.

The OMA'’s work across the core functions of policy and regulation, government
relations, media relations, marketing, audience measurement, and member
services, has proven pivotal for industry growth,” said Charmaine Moldrich, CEO of
the OMA.

“We take our position in the public space seriously, and one area where we have
seen significant results is with our content policy and advice service. In 2018 we
pre-vetted 377 advertisements, rejected 69 and proposed changes to 38. As a
result of this diligent self-regulation, there were no breaches of Outdoor
advertisements in 2018,” continued Moldrich.

“Our Board and our membership continue to drive innovation and invest in
technology that will grow our industry well into the future. Our most recent
investment of $1.3 million into a Neuroscience Project Study will inform the
development of a new metric to measure DOOH. The industry continues to build a
modern, dynamic channel with scale to reach Australians en masse and we are
keen to expand this story to include impact and engagement of DOOH,” Moldrich
concluded.

The organisation welcomed two new members in 2018: Seedooh and ODNA.
Click here to view the OMA 2018 Annual Report online.
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About the OMA
The OMA is the peak industry body which represents most of Australia’s Outdoor Media
Display companies and production facilities, and some Media Display asset owners.

The OMA operates nationally and prior to July 2005 traded as the Outdoor Advertising
Association of Australia (OAAA). It was first incorporated in 1939.

The OMA's charter is to serve its members by promoting the OOH industry and developing
constructive relations with its primary stakeholders.

Its core functions are Marketing and Research (including audience measurement),
Government Relations and Regulatory Affairs, Media Relations, and Member Services.

The OMA is governed by a Board of Directors which is elected by the membership.

Members of the OMA adhere to a Code of Ethics and abide by the regulatory frameworks
in which they operate.
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