
Mobile data 
insights
O2's mobile data and bespoke interface are 
helping Exterion to maximise advertising spend 
for its clients on the London Underground.

Delivering audiences, 
not just ad space 
O2 Motion uses anonymous data from across 
its mobile network of 25 million O2 devices. 
It processes only relevant big data events created 
by a selection of these devices, then analyses the 
crowd behaviours and trends at specific locations. 
O2 Motion protects customer data by aggregating 
and anonymising all information – users only ever 
see crowd level-insights, never individual IDs. 

O2 built a bespoke online interface for easy 
visualisation of targeted audience insights across 
the 5 million passenger journeys through London 
Underground’s zone 1 each day. O2’s data has been a great 

improvement on previous methods 
of collecting audience information. 
We can use it to identify the best 
stations and times for a particular 
demographic, and also to establish 
which demographics are best 
represented at a specific station. 

Mick Ridley, Chief Data Officer, Exterion

Targeting ads on 
the Underground
Exterion Media is responsible for selling both 
static and digital advertising space on the London 
Underground. They required the strategic 
application of new data sources to tailor advertising 
campaigns based on unique audience insights, 
changing the way that Out-of-Home (OOH) 
advertising could be bought, sold and optimised.



Exterion approached O2 to understand how its 
unique data could provide rich insights beyond 
the static data that had been applied to dynamic 
environments like the London Underground. 
The partnership between O2 Motion and Exterion 
provides a catalyst to move from selling advertising 
panels to selling audiences using robust data. 
The thousands of smart panels distributed across 
the London Underground can change their ad 
focus at any time enabling a much more bespoke 
approach to advertising. 

“O2 has been able to provide anonymised audience 
insights based on an unparalleled sample size – 
roughly a third of UK handsets are on O2,” says 
Adriano Correia, O2’s Data Insights Director “By 
sharing the insights we gather, we’re helping 
Exterion Media and their customers get the right 
content, to the right people, in the right location 
at the right time.”

O2’s network data is anonymised, but can still reveal 
valuable insight into trends and demographics of 
crowds at differing times of the day. For instance, 
revealing tech-savvy commuters frequent London's 
Old Street station in the morning and evening, makes 
the station a prime consumer for mobile phone ads. 
But as this demographic drops sharply during the 
day, it opens potential for other audiences to be 
targeted by different advertisers using the same 
digital advertising estate.

Strategically we hope our 
partnership with Exterion 
can transform the data 
available to the outdoor 
advertising industry and offer 
brands opportunities to 
engage with relevant 
audiences more effectively.

Adriano Correia, Data Insights Director, O2

Understanding audiences 
and travel insight

“Previously, we had no way of understanding what 
the audience trends would be at any zone 1 station 
on the London Underground,” says Mick Ridley, 
Exterion’s Chief Data Officer. “Before we had access 
to O2’s data, we just didn’t have a profile of people 
making journeys on the Underground.”



Benefits for Exterion:
•  Granular mobile user data – a third of UK 

handsets use O2’s network, offering unprecedented 
insight into the digital behaviour and distinct 
demographic profiles of London Underground 
users, enabling advertisers to plan OOH campaigns 
based on the habitual movement of people, 
not just specific destinations

•  Online interface – making it easy to access and 
process the data

•  Identify audience trends and patterns – 
helping to establish which station advertising real 
estate is best suited for which audience at what 
time, defined by audience affluence and other 
lifestyle perspectives 

•  Maximising audience share – optimising ad 
exposure for each audience, using additional layers 
of insight to more accurately identify key periods 
when certain demographics are more prevalent at 
particular stations

•  Anonymised data – O2 is trusted to protect users’ 
private data, helping to ensure compliance

•  User support – O2 provides training and 
assistance throughout the length of the contract

•  Full data licence – Exterion has full use of O2’s 
data for the entirety of the contract

Smart partnership 
A lot of effort went into identifying the best ways 
for Exterion and O2 to work together and make 
best use of the huge amount of data available. 
As the first product borne from the partnership, 
the release of Abi (Audience Behavioural Insights) 
is offering the ability for brands and advertisers to 
better understand and target consumers across 
London Underground.

“We worked collaboratively with Exterion’s chief 
data officer to understand their requirements,” 
says Adriano Correia. “There are many different 
ways to use the data, so we made sure our portal 
was not only easy to use, but also flexible enough 
to cope with future requirements and change. 
We’re currently working with data that’s collected 
on a monthly basis, but from next year we’re hoping 
to be able to offer data in near real time, which 
opens up further possibilities.”

O2’s solution has made an impressive 
difference to the way we sell advertising 
on the London Underground. Their insight 
into users’ interests and behaviour is an 
invaluable tool to help each of our clients 
reach their ideal audience.

Mick Ridley, Chief Data Officer, Exterion
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Read more customer stories at: 
www.o2.co.uk/enterprise/insights

About Exterion Media
Exterion Media is Europe’s largest privately 
held Out-of-Home (OOH) advertising company, 
operating in the United Kingdom, Ireland, France, 
The Netherlands and Spain.

As well as bus advertising, it holds the contract for 
London Underground and associated rail networks, 
offering both digital and static signage throughout 
the network. As part of a forward-reaching 
development campaign it’s modernising its research 
and insight capabilities to better understand audience 
trends so it can maximise potential reach and 
cost-effectiveness for its corporate clients.

O2 took time to fully 
understand our requirements 
and tailor their offering to suit 
what we needed, rather than 
offering an off-the-peg 
product. They’ve also been 
extremely helpful with 
suggestions and expertise first 
to set up the solution, but also 
to take it forward in future.

Mick Ridley, Chief Data Officer, Exterion


