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WE'VE

BEEN BUILDING
BRANDS
THROUGH

OUT OF HOME
MEDIA

SINGE

empowering the society



WHY SHOULD YOU
USE
ADVERTISING?

it's media that is everywhere, and when this
combined with creativity, it creates brand

new ads that attracts people's attention.

With the combination of these traditional and
non-traditional media, outdoor offers a palette of
media choices that is unequaled.

The choices and combinations are limited only by the
imagination and they are all available

here at Pariwara. Advertising is all that we do.



MOST PEOPLE
SPEND ' OF
THEIR TIME
OUTSIDE THE
HOME

We are a nation on the move,
and we spend increasing
amounts of time outside the
home, and yet a
disproportionately small
amount of advertising budgets
are spent on outdoor
advertising.




OUTDOOR

IS ONE OF THE MOST
COST EFFECTIVE
MEDIA FORMATS

The CPM (Coast per mille/thousand)
for outdoor advertising is historically

one of the lowest - second only to radio.

What does that mean for advertiser?
Reach more people, with less money.
Pretty simple right?
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OUT OF HOME
IS
MEMORABLE MEDIA

Consumers are aware of out of home.
As they move through their daily lives
they take note of the advertising

they see.

This graph shows the rate at which
consumers reported being exposed to
praticular media,
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g OTHER ADS OPTIONS

Unlike tv, radio or print, outdoor is media that cannot
be turned off or put down. Viewers cannot fast forward
through an outdoor ads as it moves though their
environment or they enter the viewing range of
strategically placed displays - like billboard. With tv,
radio, print and the internet, consumers have the
ability to change the channel, fast forward, turn the
page (or miss the page) or close the browser window.

Outdoor is possibly the last place where consumers do not
control the ads space. This gives advertisers un-
precedented control over how and where an ads is seen.
o Outdoor is GIVING advertisers more control over their
— 4 P ads spaces through is immunity to the “effect” and its
e | ' unprecedented offering of different media options. This

.. ;‘ , : S - a time when other ads media are offering advertisers less
3l Bort DR T | | ! ; control.







