WHY OOH MATTERS
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A Marketer’s Guide to OOH
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Out of Home (OOH) advertising is a powerful brand-building and
awareness marketing channel. It delivers unmissable, creative
messages for advertisers to engage audiences throughout their daily
journeys at scale.

So why is OOH so important now more
than ever?
•
•
•
•
•
•

OOH is brand safe and cost-effective
OOH is unmissable and a proven brand-builder
Programmatic buying has made OOH more nimble and more
precise than ever
Advances in measurement close the loop on performance
OOH elevates cross-platform results
Consumers have a growing appetite to be back outside

This guide will help Marketers better understand OOH planning and
buying and ensure that brands get the most out of a medium when it
matters more than ever before.

OOH

TRUSTWORTHINESS OF A
TRIED AND TRUE MEDIUM

An anchor and unifier of brand identity, OOH advertising
shows consumers that a brand has credibility. Because the
only content around OOH is the location and the context
of consumers’ lives, OOH represents the most brand-safe,
cost-effective advertising medium.

57%

of consumers indicated that they trust
messaging in OOH advertising

40%

of consumers
consider OOH
positively vs. 16%
for online ads
SOURCE: TALON AND ONDEVICE RESEARCH
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The growth of digital OOH has created an opportunity for unique, interactive executions
that allow consumers to interact and engage with brands and their messaging.

OOH is the only medium in which
the advertisement IS the content

OOH marries place & space with
context & messaging

Out of Home allows advertisers to present big, bold
creative that has an impact on consumers
Proven Brand Recall
OOH generates
engagement and
brand recall

90%
of the US
population 16+
is reached by
OOH monthly

80%
of the US
population 16+
is reached by
OOH weekly

OOH ads are
unmissable
and a proven
brand builder

81%

of consumers who noticed
an OOH ad engaged with
the messaging
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SOURCE: NIELSEN OOH STUDY
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OUT OF HOME IS SMART,
DYNAMIC, AND ADAPTABLE

55% of marketers plan to buy
DOOH programmatically
over the next 12 months

The advent of programmatic buying, targeting, and
audience insights have made OOH more nimble and
more precise than ever.

Behavioral
Data

As user journeys change, data informs OOH planning, buying, and
optimization to more accurately reach intended audiences. These
advances in data applications and measurement tools close the loop
with performance measurement in the same way other channels have
been expected to measure for years. Through Talon’s partnerships with
the industry’s most trusted attribution platforms, all touchpoints can be
optimized to make better brand decisions and improve performance.

Technology
Enabled

Dynamic
Creative

Behavioral
Targeting

Precise Targeting
at Scale

Weather
Triggers

Audience
Insights

Optimized Buying
in Real-Time

Traffic Data

Performance
Reporting

Media Investments
Work Harder

Social Feeds
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OOH ELEVATES
CROSS-PLATFORM RESULTS
Adding any OOH to heavy users of other media
grows overall reach and exposure.

+235%

UNSILOING OOH – THE HALO EFFECT
ON CROSS-PLATFORM ADVERTISING

OOH + MAGAZINE

+181%

OOH + Radio

Historically, OOH was bought in a silo, often planned separately from
omnichannel campaigns. A significant evolution in data and technology has
put OOH on the same playing field as other media channels, creating new
opportunities for brands to plan holistically.

OOH

+161%

OOH + TV

By harnessing new tools and technologies, brands today can shift OOH spend
between OOH environments and across media channels such as connected
TV (CTV), digital display, mobile, and social media using channel-agnostic
databases.

Consumers
18-64 spend
more time with
OOH than any
other ad media
except TV

+86%

OOH + Internet
hello@talonoutdoor.com
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SOURCE: OAAA, MRI-SIMMONS 2019 NHCS, HEAVY MEDIA CONSUMERS, A18-64
Heavy Other Media Consumers include A18-64 who fall into the top 2 volume groups for using that media type in the past 7 days.
Any OOH includes A18-64 who traveled any miles in a car as a driver or passenger in a city, town, or suburb in the past 7 days.
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75%

70%

of consumers have
stated that they
are paying less
attention to online
ads due to digital
device burnout

of workers will be
commuting at least
part-time over the
next few months

A WHOLE NEW (OOH) WORLD

After more than a year of virtual meetings, extended screen time, and social
distancing, consumers are ready for a spring awakening. The Harris Poll’s
latest study shows that digital screen time has left consumers feeling burnt
out. As COVID-19 vaccines become more readily available, people are ready
for a reprieve from their digital devices and seek opportunities to get outside.

Whether walking
in cities or driving
on roadways,
daily commutes
or Sunday strolls,
consumers will
engage more with
OOH advertising.

This creates more opportunities for OOH to be a
powerful part of the consumer journey.
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SOURCE: HARRIS POLL

OOH is not the traditional ad channel it once was. The
application of data, technology, and strategic planning
allows OOH to offer new opportunities for brands and
marketers to engage with consumers and produce
measurable results.

TRANSPARENT

IMPACTFUL

DYNAMIC

Compared to other
media channels,
OOH has a simple,
transparent supply
chain with limited
intermediaries and
resellers.

OOH offers brands nearly
limitless creative flexibility. DOOH
specifically gives advertisers
the ability to tap into specific
environments and control
creative messaging to deliver the
right story to the right audience
at the right time.

Automated and
programmatic buying
of DOOH has enabled
greater flexibility and
control over ad spend
as well as speed to
market.

MAGNIFYING

UNMISSABLE

OOH elevates the impact
and results of cross platform
campaigns when combined with
other mediums such as mobile,
social, online, radio, and live TV.

As people break free from their
digital screens and return outdoors,
the unmissable nature of OOH
ads will resonate with consumers
throughout their daily journeys.

At Talon, we’re committed to building long-term strategic relationships with
our advertisers and partners. Together, we’re driving the industry forward by
elevating OOH planning, capitalizing on the medium’s agility and flexibility,
and taking an outcome-based approached to reap its true value.reap its

true value.
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