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OOH ðUBIQUITOUS FORMATS
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OOH IS TIED FOR #1 IN CONSUMER AD FAVORABILITY
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OOH ðDATA DRIVEN, HIGHLY COMPETITIVE VALUE
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OOH OUTPERFORMS ALL TRADITIONAL MEDIA

6

Source: MAGNA, April 2019

* Excluding cyclical events such as Political, Olympics  

OOH - Second to Digital for Media Growth 2017 - 2019

Media Format
Growth Rate 

2017

Estimated

Growth Rate 

2018

Projected 

Growth Rate 

2019

OOH 1.2% 4.5% 2.6%

Total TV * -2.7% -1.7% -3.1%

Radio -2.5% -1.9% -5.2%

Newspaper -15.4% -17.2% -19.5%

Magazine -14.2% -13.9% -17.6%

Total Traditional Media -4.7% -3.8% -5.2%

OOH Variance to Total Traditional Media +5.9% +8.3% +7.8%

Digital Media (search, display, video, social, mobile) 18.1% 20.2% 11.7%

Total Core Media 4.9% 7.4% 4.1%
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OOH Growth ðIncreased Time Spent & Mobility
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2013-2018 Projection
2017 Growth

+0.8 - 4.7%+5%

Growing Audience 

Leads all traditional media in consumer 

time spent growth ðall others, other than 

Cable TV, are declining

Source: Borrell Associates

Increasing Consumer 

Mobility 

Total consumer miles driven, airline passenger 

travel 

Source: US DOT

2013 - 2018
2018



Out of Home Advertising Association of America 

POWERFUL AMPLIFICATION EFFECT OF OOH 
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Source: MRI/Simmons                Base: Adults 18-64

Adding OOH to heavy users of other media can double weekly audience and grow exposure to nearly 100%
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POWERFUL AMPLIFICATION EFFECT OF OOH 
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Source: MRI/Simmons               Base: Adults 18-64

Adding OOH to consumers who engage with digital/video media grows reach to nearly 100%
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OOH ðEFFECTIVE WITH STRONG ROI

Source: Benchmarketing
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OOH INCREASES ROI FOR SEARCH +40% AND PRINT +14%
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Source: Benchmarketing
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OOH ðKEY PRODUCT SHARE GROWTH 2013 - 2017
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Source: Benchmarketing
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INCREASED OOH SHARE WILL OPTIMIZE MEDIA PLANS

Source: BenchmarketingBrand Planning Tool:  Automotive, Consumer Electronics, Food & Drink, Finance ðBanking, Restaurants & Coffee Shops, Retail ðGrocery, Retail ðNon Grocery categories

More should be spent on OOH at all budget levels
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OOH UNDER-ALLOCATED IN ALL CATEGORIES ANALYZED 
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Å Ad Awareness (AA), Brand Awareness (BA), Consideration (CON), Recommendation (REC), Purchase Intent (PI)
Source: Benchmarketing
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TOP BRANDS USING OOH IN 2018 INCLUDES FAANG
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Source: Kantar Media 
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TRY ITéEFFECTIVE
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INTEGRATED - SOCIAL MEDIA ENGAGEMENT 
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16 Markets Nationwide
18,000 submissions

700,000 Instagram likes

40,000 incremental Instagram fans

80 million earned impressions
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OOH - REACH, QUALITY AUDIENCE, ENGAGEMENT
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Source: Nielsen 2019 Base: Adults 16+
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OOH ðHIGHEST INDEX A18ð34, DRIVES CONSUMER TRAFFIC

21

Source: Nielsen 2019 Base: Adults 16+
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OOH IMPACT ðMOBILE ACTIVATION
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Actions taken by consumers after viewing any OOH media in the past yearé

Source: Nielsen 2019 Base: Adults 16+
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OOH IMPACTðINFLUENCING BEHAVIOR
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Source: Nielsen 2019 Base: Adults 16+
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OOH POSTERS ðENGAGE AND DRIVE RECALL

24

Source: Nielsen     Base: Adults 18+
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OOH IMPACT ðHIGH AD RECALL 
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TODAY ENHANCED

REACH & FREQUENCY

Mobile device data

REACH & FREQUENCY

Survey data and modeling

DEMOGRAPHICS

US Census and the Nationwide 

Journey to Work survey

VISIBILITY RESEARCH

Eye tracking studies

CIRCULATION COUNTS

DOT Traffic counts and 

pedestrian model

DEMOGRAPHICS

Esri, Claritas, GFK MRI, US Census, US 

Government data, etc.

VISIBILITY RESEARCH

Eye tracking studies; Speed Data

CIRCULATION COUNTS

DOT Traffic counts, pedestrian counts, 

mobile trip data

REACH & FREQUENCY

DEMOGRAPHIC

VISIBILITY RESEARCH

CIRCULATION 

COUNTS

OOH RATINGS - ENHANCED MEASUREMENT METHODOLOGY OVERVIEW
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OOH RATINGS ðDISTINCT AUDIENCE COMPOSITION 
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14 x 48 Bulletin on Interstate

Center Read

275 ft & Parallel to road

Impressions: 274,856

12 x 25 Poster on Interstate

Left Read, 150 ft &

Perpendicular to Road

Impressions: 141,834

14 x 48 Bulletin on Interstate

Left Read, 325 ft, Parallel

Impressions: 217,327

20 x 60 Bulletin 

Right Read, 400 ft

Perpendicular

Impressions: 343,570

14 x 48 Digital Bulletin 

Right Read, 300 ft 

Perpendicular

Impressions: 263,300

Source: Geopath
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Coming Soon: Enhanced Audience InsightsENHANCED OOH RATINGS - AUDIENCE INSIGHTS
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OOH FEATURES AND BENEFITS
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Feature Benefit

Lower CPMs and CPPs More exposure for ad dollarsspent

Feature Benefit

Localdemographic targets Minimal wasted exposures

Feature Benefit

Messages presented in an uncluttered environmentMessages areseenby the consumer and stand out 

from competitors 

Feature Benefit

A variety of media products, schedules, and weightsA customized media plan that fits budget objectives

Feature Benefit

Acompliment to any media mix Media objectives are achieved effectively and 

efficiently 

Feature Benefit

A selling message delivered 24/7 toa mobile 

audience

A constant messagebetween other media inserts
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.....CONVERGENCE
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OOH delivers more online activity per advertising dollar spent compared to other offline media.

OOH MOST EFFECTIVE IN DRIVING ONLINE ACTIVATION 
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Source: Nielsen    Base: Adults 18+
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OOH ðDRIVING ONLINE ENGAGEMENT 
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FOUR of the top five social media sites and 

NINE of the top ten downloaded apps in 2018 advertised in OOH.

òFor us, OOH has become a social channel, and we trust that if the creative is compelling enough, people will 

do the work of amplification for us.ó   - Alex Bodman, Spotify global executive creative director
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OOH ATTRIBUTION ðCASE STUDIES ANALYSIS
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Source: Nielsen     Base: Adults 18+

Billboards
84%

Street Furniture
9%

Place-based
7%

OOH Formats

45
OAAA Media 

Member Companies
C

A
S

E
S
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OOH ATTRIBUTION CASE STUDY ðNATIONAL GROCER BRAND
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Source: Cuebiq

DMAs exposed and campaign flight:

Atlanta, GA: 1/5 - 6/27, 2018

Portland, OR: 2/15 - 4/13, 2018

Knoxville, TN: 8/31 - 10/5, 2018
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OOH #1 IN ATTRIBUTION ðCUEBIQ  NATIONAL BENCHMARKS
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OOH is the Most Effective Medium 
to Drive to Store

Source: Cuebiq, Attribution Benchmarks Report 2019.

(2018)

vs 19-49% 

(2017)

Mobile Out Of Home

(2018)(2018)

vs 17-46% 

(2017)

Cross-Device
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EFFECTIVE - ONLINE ACTIVATION & SALES 
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EMBRACING CHANGE - DIGITAL OOH CONTINUUM 
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Digital Billboards Digital Street Furniture Digital Place-BasedDigital Transit Cinema

ÅDay Parting

ÅUser-Generated Content

ÅCountdowns

ÅLive Scores

ÅTraffic

ÅTrending Items

ÅWeather Triggers

ÅSocial Media 
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DIGITAL OOH ðUNPARALLED CUSTOMIZATION & RELEVANCE
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Flexible

ÅQuick and targeted updates ðfaster than broadcast orprint media

ÅNo production costs or installation charges

ÅInventory can be purchased for periods ranging from days to weeks

Immediate

ÅDigital OOH can be updated in real-time responding to consumer needs
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DIGITAL BILLBOARDS ARE EFFECTIVE
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ALL TRAVELERS SURVEYEDé

1. énoticed a digital billboard in the PAST MONTH. 75% 

2. énoticed a digital billboard in the PAST WEEK. 60%

PAST MONTH DIGITAL BILLBOARD VIEWERSé

3. énotice the MESSAGE on the screen MOST OR ALL OF THE TIME. 55% 

4. énoticed DIRECTIONAL digital billboard ads. 37% 

5. éhave CHANGED PLANS to visit the store in the ad.22% 

6. éfeel digital billboards STAND OUT MORE than online ads.71% 

7.
éconsider digital billboards a good way to learn about NEW BUSINESSES 

in the area
65% 

8. éagree digital billboard are a good way to learn about SALES and EVENTS61%

9. érecalled ADVERTISING on digital boards. 82%

10. AVERAGEAD RECALL for an INDIVIDUAL digital billboard campaign 42%

Source: Nielsen               Base: Adults 18+
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RELEVANT - DELIVER DAY-PART MESSAGES 
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RELEVANT - CONSUMER GENERATED CONTENT
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GOOGLE PLAY
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INTEGRATED ðSHARE IT
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RELEVANT ðATMOSPHERIC CONDITIONS 
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INNOVATIVE - REAL TIME CONTENT 
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.....CREATIVE IMPACT
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INNOVATIVE - PROXIMITY AND THE MESSAGE 
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CREATIVE - TEASE & REVEAL INTRIGUE 
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