
WE TALKED TO CLOSE TO 10,000 PEOPLE
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AC Nielsen 2011 
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Source: MOVE 2013 Data Update
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OOH REACHES 9 OUT OF 10 PEOPLE

92.6%
84.9%

76.1%
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31.9%

12.9%

Outdoor Online TV Radio Newspapers Magazines

Percentage of people exposed
to media at least once in a day

Source: Day in the Life Study, Research  Now
Total 14+ n=3465

Outdoor Online TV Radio Newspapers Magazines
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Paid media Standard OOH formats

Source: Building the Case for Outdoor, Mediabrands 2012 5,033  respondents

OOH DELIVERS  MORE 

Awareness Education Desire Seek More Trial Transaction Commitment Involvement Recommendation
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CONSUMERS SAY

Awareness 
#1 

When compared to paid media, 

Desire
#1 

OOH ranks:

Trial
#3 

Transaction
#3 

Source: Day in the Life Study, Research Now 
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DRIVING AWARENESS AND DESIRE

*Indexed to the average response % across all media usage categories for each  media type
Source: Day in the Life Study, Research Now

Awareness Desire

TV OOH
MEDIA USAGE
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THE RIGHT PLACE
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Online Outdoor Radio TV Newspapers Magazines

Average time spent with the media prior to 
shopping occasion on the same day, min.

Source: Day in the Life Study, Research  Now
N=3165

Online Outdoor Radio TV Newspapers Magazines
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ONLINE IS OOH’S ‘2ND SCREEN’ IN DAYTIME
Source: Day in the Life Study, Research  Now

N=3465
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THE GAPS ARE FILLED

Online OOH TV

*Indexed to the average response % across all media usage categories for each  media type
Source: Day in the Life Study, Research Now
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Outdoor and Online are making 
consumers mobile lives smarter, 
boundless and changing shopping

OOH influences people when 
they are in an active space

HOW DOES OOH COMBINE WITH OTHER CHANNELS? 

Outdoor and TV play 
complementary roles



90% agree
Raising awareness 

for new products

Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)
Q17. Please rate how helpful outdoor advertising is with regard to the following statements
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84% agree

Reminding you of brands 
and products you 
already know

Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)
Q17. Please rate how helpful outdoor advertising is with regard to the following statements
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92% agree
Raising awareness 

about events

Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)
Q17. Please rate how helpful outdoor advertising is with regard to the following statements
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Helps with product/brand 
purchasing decisions

74% agree
Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)

Q17. Please rate how helpful outdoor advertising is with regard to the following statements
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It is useful to have a website 
address included on OOH

78% agree
Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)

Q17. Please rate how helpful outdoor advertising is with regard to the following statements

It is useful to have a website 
address included on OOH

78% agree
Source: OOH Public Attitude Study, ACNielsen  2011 | Base: All respondents (n=1557)

Q17. Please rate how helpful outdoor advertising is with regard to the following statements
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Digital OOH accounted for 
of total OOH revenue 

in 201312%



smartphone owners are 
‘smartphone shoppers’

1 in 4 
Source: Ipsos Mind & Mood Report 2012



audiences
Outdoor reaches everyone, 
even hard to reach
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Source: MOVE 2013 Data Update
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