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Q1 What is MOVE27?

Hourly data across “ Nationwide, measuring
365 days of the year ¥ B metro & 21 regional
reporting areas
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Granular digital e o o Synthetic Population
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—— audience at sign level with rich demographic
across all formats profiles and trip
purposes

Measures all
audiences, domestic
residents & domestic/
international visitors

11 Seasonal audience o
Ed with monthly
variations, including
school/public holidays

Q2 What are the key audience metrics
in MOVE2?

Viewable Attention Filter Impact

ROTS

l

Aligns with global standard terminology and reflects the
depth of MOVEZ2 data.

ROTS Realistic Opportunity to See

VAC Visibility Adjusted Contacts
the software reflects contacts for classic signs
and impressions for digital, factoring in audience
dwell, ad play length and share fo time

NIF Neuro Impact Factor

Q3 How does MOVE2 methodology
differ from MOVE1.5?

MOVEZ2 is a measured model, where multiple validated
data sources are used in the models to replicate
people’s behaviour across the year, providing more
granular audience drawn from the most current data.
In comparison, MOVE15S is based on an average, typical
week audience that covers 112 demographic profiles.

MOVE2 employs a fundamentally different approach.
This methodological discontinuity results in outputs
between the two systems not being directly comparable.

Q4 When will MOVEZ2 Training roll out
for agencies?

From Training for agency admins and

April 2025 MOVEZ2 implementation leads
Closer to Standard user training for agency
Launch campaign planners and buyers

Q5 How granular is MOVE2 data
atlaunch?

MOVE2 at launch will deliver weekly audience data that
reflects seasonal variations over the course of 52 weeks,
across 180+ demographic profiles, including Australians
and international visitors. MOVE2 models have undergone
491 acceptance tests to ensure it delivers the most
accurate and robust data to the market.

The OMA will work in collaboration with the MFA to refine
the future data granularity.

Q6 What does agency accessibility
look like at launch?

Intuitive User Experience
“W  Visually appealing design with easy-to-navigate
dashboards for seamless interaction

Dynamic Campaign Analysis
ﬂ Interactive design that empowers you to explore
your campaign audiences by geographical region

Centralised Site Data
Export media owners’ site classification file

Impression Multiplier

Hourly audience data for digital frames will integrate
with programmatic OOH, enhancing targeting

and effectiveness
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Automation

@ Streamlined APl integration with media owner
systems to ensure consistency and accuracy
|4 Flexible Campaign View
+|  View your campaign as a list, map, or as a campaign

plan with flighting

Security
ﬁ Log in using One-Time Password or Single Sign-On
to protect your data

Q7 Will MOVE share analysis and
insights?

An Insights Series will commence in Q12025 to
communicate key findings from MOVEZ2 analysis. This will
showcase the richness of the demographic profiles in
the data, distribution of trips by audience trip purposes,
variations of travel across different markets driven by
seasonality, and other trends, to build confidence in the
data and excitement in the lead up to launch.

Contact info@moveoutdoorcom.au
for all your inquiries



