
High Rates of OOH Advertising 
Notice Drive Engagement

Source: OAAA, OnDevice. 
Methodology: conducted online within the US by OnDevice from September 7 - 17, 2021 among 1,000 
U.S. adults ages 18–65. Weighted to reflect the U.S. population across age, gender, and income.
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Recent OOH ads consumers found most useful:

OOH ads considered most useful by 
Adults 18 – 34, and HHI $100K+
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Recent consumer actions after viewing an OOH ad:

Pandemic Impact on  
Digital Device Usage:
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