
A New Solution To An Old Problem: 
How B2B Intent Data Can Measure and Maximize DOOH 
Advertising Effectiveness

Maroun Ishac    Director,  Business Development Intel
Marc Johnson    General Manager & Chief Marketing Officer Bombora
Nikki Hawke       Chief Marketing Officer Hivestack



What brands expect now: Intel



“By the end of 2022, more than 70% of B2B 
marketers will use third-party Intent data to 
target prospects and engage with groups of 

buyers in selected accounts.”

Gartner Inc. 



Intent data use is growing because:

People are tired 
of intrusion

Business buying 
has changed

Demand for better 
sales and marketing 

performance



What is intent data?

”Intent data is behavioral information collected 
about an individual’s or company’s online 
activities combining both topic and context data, 
to demonstrate what the individual or company 
will likely do or buy next.”

Gartner Inc.



Types of Third-Party Intent data

Independent 
websites

Cooperative Bidstream

Independent websites that produce 
content or have user-generated content

Examples: G2 Crowd, TechTarget, 
Gartner Digital Markets

Log-level data generated by various 
tech vendors (SSPs, DSPs, ad servers) 
involved in the real-time bidding 
auction of digital ads

Examples: Demandbase, The Big 
Willow, MRP Prelytix, True Influence

Multiple content websites 
contributing to an aggregated data 
set

Examples: Bombora

Pros:
• High-quality
• Consent based (Privacy-compliant)

Cons:
• Limited volume

Pros:
• High volume
• Real-time data

Cons:
• Privacy and commercial  

compliance is unclear

Pros:
• High-volume
• High-quality
• (Consent based) Privacy-compliant

• Cons: Single Source



Businesses both small and large get 
results from different use cases

30% - 120%+
In marketing engagement

20% - 40%
Reduction in CPL

100% - 300%
Marketing budget ROI

13% average
35% = 15%+
Pipeline expansion
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Finding intent = better 
results. 

Finding increased intent =
Better measurement



digital



Historically DOOH has been bought as a one-to-many media



Digital marketers want to target custom audiences



Digital Out-of-Home
addressable, accountable & 
attributable



Our future is predicated on our 

ability to help brands reach 
targeted audiences



Programmatic DOOH Case Study in Japan



CUSTOM AUDIENCES

1. Healthcare Decision Makers

2. Manufacturing Decision Makers

3. Retailer Decision Makers

4. Business Decision Makers

KPI

Drive lift in Bombora Company 
Surge® from Decision Makers

PREFECTURES: Tokyo, Kanagawa, Osaka, Aichi, Saitama

“See it All” Campaign











MAIDs & SEGMENTS

14.7M monthly unique MAIDs in Japan

Company Surge® data identifies which businesses are showing intent 
towards products and services.







Value & Effectiveness of 3A-Compliant DOOH
Results from Liveboard POC

Overall, an average 8.8% lift in B2B surge

By target:
• 11.2% increase for healthcare,
• 6.8% increase for manufacturing
• 6.9% increase for retail,
• 11.1% increase for IT companies

Company Surge® Score


