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Janovicis NYCõs premium resource for paint and 

decorating since 1888.

× Never ran OOH before

× Previous marketing efforts were focused on B2B

× They were looking to expand their business and 

clientele to the consumer side

BACKGROUND



OBJECTIVE

× Drive brand awareness

× Foot traffic to their 9 store locations in 

NYC

× Reaching their target audience:

× Homeowners

× Individuals interested in home 

renovations



STRATEGY

The strategy is four-fold:

× Audience & store proximity targeting

× Creative

× Campaign KPI Measurement

× Amplification



Target Profile: 

× Å Home Ownership: Own Primary 

Residence

× Å HH Income: $150,000+ 

× Å Made Major Home Improvement 

Last 12M 

× Å HH Bought Bedroom Furniture 

× Å HH Bought Living Room Furniture 

× Å HH Bought Dining Room Furniture

Areas of Focus:

× Upper East Side

× Upper West Side

× Midtown East

× Peter Cooper Village/Stuyvesant Town

× SoHo

× Tribeca/Financial District

ADVANCED AUDIENCE DATA

FOR CAMPAIGN PLANNING









Tech Tank
Client Success Story

Lauren Coletta



Background

ǒ Tech Tank LLC specializes in creating molded plastics for the manufacturing industry. 

ǒ They were in need of a hiring initiative and some brand awareness lift. 

ǒ They had never used OOH before this.



Objective

ǒ Tech Tank needed to hire qualified workers, specifically pull qualified 

workers from nearby competitors. 

ǒ They also needed to grow general brand recognition in the market. 



Strategy

ǒ Target consumers 18+ with a rotating poster campaign to keep costs low.

ǒ Three posters would rotate every 4 weeks on routes that would target 

qualified workers commuting to competing plastics manufacturers. 

ǒ Use a quirky create message that would 

catch the eye of young workers seeking

new jobs. The idea they landed on was 

a play on a popular rap song at the time 

this campaign launched. 



Plan Details

ǒ Market: Erie, PA ïfocus on areas surrounding competitors 

ǒ Dates: November 2020 ïJanuary 2021

ǒ Format: Rotating Posters

ǒ Target Audience: 18+, concentrating on workers age 30-40

ǒ Target Reach: 64%

ǒ Target Frequency: 7.5x

ǒ Budget: under $10,000 



Results

ǒ OOH reach was increased by social media coverage of the quirky creative idea.

ǒ They saw increases to their web traffic, phone lines and business production during this time. 

ǒ They received enough qualified applications to fill all of the needed positions.

ǒ They saw increases in brand recognition and established themselves among their competitors. 

Long term results: 

ǒ Tech Tank has since expanded into a larger facility.  

ǒ They continue to use OOH as needed for expansions and hiring. 

ǒ Tech Tankôs competitors are now also using OOH. 



Jack-O-Lantern Spectacular Campaign
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wƘƻŘŜ LǎƭŀƴŘΩǎ ƴǳƳōŜǊ ƻƴŜ 
outdoor family and tourist 
attraction

Goal - increase their presence in 
the Hispanic community

After experiencing an increase in 
attendance for their Asian 
Lantern event using digital 
bulletins, they wanted to use a 
more localized format to target 
the Hispanic audience for their 
Jack hΩ[ŀƴǘŜǊƴSpectacular.

| Background



Increase event ticket sales with 
women 25-49 with young families

Emphasis on Hispanic women 25-49

| Objective



The creative featured bold, 
eye-catching pictures of 
playfully carved pumpkins to 
showcase the event with a 
simple call to action

The client chose poster locations 
with a high index for their target 
audience.

Strategy|



Research

|

144

218

417



Market: Providence, RI

Flight Dates: September 20-October 17, 2021

OOH Formats: Posters

Target Audience: Women 25-49, with a 
secondary target of Hispanic women 25-49

Target Audience Reach: 16% for women; 26% for Hispanic women

Target Audience Frequency: 8 for women; 7 for Hispanic women

Budget: Under $10,000

Plan Details|



The Roger Williams Park Zoo set 
a new record of 170,648 visitors 
for its annual Halloween event, 
which is 20% higher than its 
previous attendance record. 

The largest percent increases 
were from the highest Hispanic 
indexing zip codes in the metro 
area.

Results



O A A A  L O C A L  C A S E  S T U D Y  F I N A L I S T

Jlo Beauty 

Brand Launch



Objective

Å Brand Launch

Å Brand Awareness 

Å DTC Sales Engagement

Å Connect with JLoôsFans



O O H  P L A N  D E T A I L S

Å Market: New York, NY

Å Flight Dates: New Years Eve 2021 (8 

weeks)

Å OOH Formats: Transit Times Square 

Shuttle

Å Target Audience: Women 18+

Å Budget: $10,000+

Strategy



O O H  P L A N  D E T A I L S

Creative by OUTFRONT STUDIOS



O O H  P L A N  D E T A I L S

Creative by OUTFRONT STUDIOS


