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BACKGROUND

Janovic is NYC’s 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




OBJECTIVE

*»* Drive brand awareness

»» Foot traffic to their 9 store locations in
NYC

% Reaching their target audience:
+» Homeowners
. L : .
% Individuals interested in home
renovations
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The strategy is four-fold:

% Audience & store proximity targeting
¢ Creative

% Campaign KPI Measurement

% Amplification




ADVANCED AUDIENCE DATA
FOR CAMPAIGN PLANNING

Target Profile:

% » Home Ownership: Own Primary
Residence

>« HH Income: $150,000+

» » Made Major Home Improvement

Last 12M

« HH Bought Bedroom Furniture

« HH Bought Living Room Furniture

« HH Bought Dining Room Furniture
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Areas of Focus:

“ Upper East Side
% Upper West Side
% Midtown East

/

% Peter Cooper Village/Stuyvesant Town
% SoHo

R

% Tribeca/Financial District
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JCDecaux
DATA SOLUT:ONS

EVALUATE

Janovic

Market Flight
New York, NY Fall 2019

Media
9 OOH Street Furniture placements

JANOVIC

Foot Traffic Affectiveness Study

Goal

Utilize messaging in OOH
media in NYC to drive traffic
to Janovic locations

Results:

Targeting '
Janovic Locations
Visits to Janovic
Locations

) . .
5 Sample Size (Devices)
=N Exposed = 14,855
Control = 56,541

Peak Visitation occurred on
Thursdays and in the early
afternoon (1PM)

Powered by: ubimo”
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Tech Tank
Client Success Story

(LAMAR )

ADVERTISING COMPANY
Lauren Coletta




Background

e Tech Tank LLC specializes in creating molded plastics for the manufacturing industry.
e They were in need of a hiring initiative and some brand awareness lift.

e They had never used OOH before this.



Objective

e Tech Tank needed to hire qualified workers, specifically pull qualified
workers from nearby competitors.

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



Strategy

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

e Three posters would rotate every 4 weeks on routes that would target
gualified workers commuting to competing plastics manufacturers.

e Use a quirky create message that would

catch the eye of young workers seeking W A P |
new jobs. The idea they landed on was reBlastics |

ction Mo

a play on a popular rap song at the time
this campaign launched.




Plan Detalls

e Market: Erie, PA — focus on areas surrounding competitors
e Dates: November 2020 — January 2021

e [Format: Rotating Posters

e Target Audience: 18+, concentrating on workers age 30-40
e Target Reach: 64%

e Target Frequency: 7.5x

e Budget: under $10,000



Results

e OOH reach was increased by social media coverage of the quirky creative idea.
e They saw increases to their web traffic, phone lines and business production during this time.
e They received enough qualified applications to fill all of the needed positions.

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

Long term results:
e Tech Tank has since expanded into a larger facility.
e They continue to use OOH as needed for expansions and hiring.

e Tech Tank’'s competitors are now also using OOH.



| OAAA/Geopath Local Case Study

Kathy Crowley, Senior Account Executive | Lamar Outdoor Advertising | Providence Worcester Boston | kcrowley@lamar.com
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ROGER WILLIAMS PARK aCk' fl!\\l\ 'Lantem
Z s Spectacular/b
/ \ at Roger Williams Park Zoo

SEPTEMBER 30 - OCTOBER 31
Tickets at: rwpzoo.org . w7

Jack-O-Lantern Spectacular Campaign "

ROGER WILLIAMS PARK




[ZVY ZV:® | Background

at Roger Williams Park Zoo ,
—— SEPTEMBER 30 - OCTOBER 31 —— £

Tickets at: rwpzoo.org ¢

s ,;U/ 3

Rhode Island’s number one
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 O’Lantern Spectacular.
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@YY EY:® | Objective

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

Emphasis on Hispanic women 25-49




[ZVYIEY:®) | Strategy

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

— SEPTEMBER 30- ocmmmga;i sl | The client chose poster locations

llcksts et g S with a high index for their target
—— audience.




LAMAR

Research

Providence-Warwick, RI-MA (CBSA) (verker
Hispanic Fermnales 25-43 yrs [fags! Audience)

42 245 Targer Population!
| 4 Week Campaign
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VY -V:®) | Plan Details

Market: Providence, Rl
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




IAMAR Results

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.

sswanm:fm;;;m\ \‘. The largest percent increases

were from the highest Hispanic
indexing zip codes in the metro
area.
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OAAA LOCAL CASE STUDY FINALIST

Objective

Brand Launch

Brand Awareness

DTC Sales Engagement

Connect with JLo’s Fans

JLO BEAUTY




OAAA LOCAL CASE STUDY FINALIST

Strategy

« Market: New York, NY

* Flight Dates: New Years Eve 2021 (8
weeks)

« OOH Formats: Transit Times Square
Shuttle

« Target Audience: Women 18+

 Budget: $10,000+

JLO BEAUTY
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Creative by OUTFRONT STUDIOS
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OAAA LOCAL CASE STUDY FINALIST

Creative by OUTFRONT STUDIOS
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OAAA LOCAL CASE STUDY FINALIST

We Inci

Visits

Impres for JLo
Beauty
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QR Code Scans

3

Flowpage Views

JLO BEAUTY

SOURCE: Flowcode and JLo Beauty







OAAA LOCAL CASE STUDY FINALIST

We Drov:
Throuc
Social for JLo Beauty

14(

i potential social impressions
|

86

|. potential media impressions
|

8.5

I|. potential TV impressions

JLO BEAUTY

SOURCE: Flowcode, JLo Beauty, Instagram, Twitter, YouTube, Cision 2021
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J.Lo Has a Cinderella Moment on the Subway

na Slunning Bab};’ Blue Ball Gown

She completed the look with thigh-high PVC stiletto boots.

@ AMY MACKELDEN

2222274 tes

il 56 .
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JLo | %
Posts Follow

jlo e Tweets Tweets & replies Media

{Left) Commuters can shop JLo
Beauty by scanning OR codeson
the S shuttle train in New York
Subways. (Right) Nike's OR code-
powered in-stcre experience s
inspired by Smith Rock, Ore.

The QR Code C(mecti(m

A NEARLY 30-YEAR-
OLD TECHNOLOGY HAS
CAUGHT A SECOND
WIND, THANKS TO
THE PANDEMIC.
BYIAN ZELAYA

of Flowcods,

platform, said. *Brands canbuild
digital ecosystem for their consumers
‘and extend it into the offine world
through & simple QR code”

A January survey of 2,200 80uts
conducted by Aweek data partner
Morning Consult found that 56%
of respondents saw en uptickin
restaurants using QR codes o ink to
heir menus sinos the pandemic began,
compared to 4B% pre-pandemic. Mare:

OTHER QR CODESTATS

3

Lccations

scontactless, safe way 10 acoess
information.

‘table's code 0 view the menu and order

of ways for menus, bus schedles,

The restaurant chain, which

in the

u. o

g

inta signag

ubiquitous during the pandemnic.
nsumer

policies. Federica Valiente, Polla

1L million US.

saidtne

9 1 patentially

140§ 2020,

in2018. It i
scan, since Apple's 0S 11 update in
2007

ow the strategy is performing.

use their
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accasion but minimize interactions. T

GETFLOWCODE
Posts
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Follow

Times Square, New York City
jlo® @JLo-4d
@ Last night was so surreal!!!! | was riding the
; 6 and S trains to Times Square for a il

video we did for the show tonight. The
whole train had all the #JLOBEAUTY
posters ... and | was overwhelmed thinking
about that lil girl who used to read
magazines on that very same train!!

Qv .

@ ") Liked by msiegelman0 and 2 233 575 others R T e

@ getflowcode

. W

/B Liked by outfrontmediausa and 250
others

getflowcode The JLo and Flowcode subway is
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https://www.harpersbazaar.com/celebrity/latest/a35103662/jennifer-lopez-cinderella-ball-gown-subway-photo/
https://www.harpersbazaar.com/celebrity/latest/a35103662/jennifer-lopez-cinderella-ball-gown-subway-photo/
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OAAA LOCAL CASE STUDY FINALIST

Objective

* Focus on the Pentagon, and other federal
agencies for general awareness in the
Defense and Federal Healthcare sectors,
along with satellite agencies and military P
installations. re———

« KPMG used a layered OOH approach with
buses, bike shares, Liveboards in Metro, and
geotargeting in 30+ specific areas.

« KPMG also created a landing page where
visitors could learn about them and their social
media “scavenger hunt” to find ads and
schedule a meeting.

KPMG




OAAA LOCAL CASE STUDY FINALIST

Strategy

 Market: Nationwide
* Flight Dates: August 2021 — November 2021
- OOH Layered Approach: Kings with l’ | . | Everagile.

Headliner Buses, Commuter Buses, Digital
Liveboards, Bike Share

. . . . . . . . ’“, l\ ; > ™ Fueli the f
Mobile: Mobile Proximity in 30+ specific areas re it | | Bttt
with a landing page where visitors could learn N = = technologies, and experience.

about them and their social media “scavenger
hunt” to find ads and schedule a meeting.

> Government Advisor i
e y Services
».3“ / :.\ visit.kpmg/us/alwaysmodern

— {LAEEN

Lw. capital bikeshare corr

 Target Audience: Specific federal agencies
in the Defense and Healthcare sectors

 Budget: $10,000+

KPMG




OAAA LOCAL CASE STUDY FINALIST

we Amp = i “ Washington, DC
Media Mix for KPMG ———

The social campaign generated |

just over $117,000 in earned

media value with 700+ shares :

and 304 clicks. KbMB) e s

2 - 8 mobile impressions delivered Y, -
crossroads for
goverment
workforce.

7 _ 5 clicks fenn

© [
.27' click through rate

KPMG




OAAA LOCAL CASE STUDY FINALIST

Creative: Bus Kings with Headliners (40)

DETagle. o s

visit. kpmg/us/alwaysmodern 3203

We help keep
moderm government
moving forward.

——




OAAA LOCAL CASE STUDY FINALIST

Creative: Ultra Super Kings (12)

_— -

—_—

P

We help keep
Prowelly serving Prince Williawm County and

the Chties of Manatsas and Manassas Park ‘ : mOdem govern ment @m n i Ri d
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g : ; e s

,‘ ~ Government Acisory Servicé! ; -
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Creative: Liveboards (40)
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Government Advisory Services
visit kpmg/us/alwaysmodern




OAAA LOCAL CASE STUDY FINALIST

Creative: Bike Share (10)

astern |y
arket
ennsylvania Al\/letro .
— Ve SE ko

AIWaYS modem
EVeragie

Fueling the future.of modern
government with insights,

technologies, and experience.
Government Advisory Services
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OAAA LOCAL CASE STUDY FINALIST

We Drove So

Engagement for KPMG

KPMG utilized OOH to amplify
their social media strategy &
employee engagement.

“Very proud of this Washington DC
market brand activation most of all the
leadership and collaboration it took to
plan and launch.”

- Lauren Wagner Boyman, Chief
Marketing Officer at KPMG US

e.

@ Lauren Wagner Boyman - 3rd+
Chief Marketing Officer at KPMG US
3mo - ®

Very proud of this Washington, DC market brand activation -

most of all the leadership and collaboration it took to plan and
launch. Congratulations to Jen Towbin Sarah Mizener Sarah
Mancini Diana Macomber!! #KPMGproud Timothy H. Gillis

-

Comment Send

o B

Always modern. §
eragie

i Fueling the future of modem

govemment with insights,
technologies, and experience.

Government Advisory Servi
oy ces
visitkpmag/us/atwaysmodern

(_

, Benjamin G. - 3rd+
Federal Technology Assurance Associate at KPMG
2mo - Edited - ®
Found my third KPMG US ad in our Federal Practice's new
campaign.

A big thank you to the nice lady who took this photo.

#KPMGFind #KPMGSelfie
#KPMGFed #AlwaysModern #EverAgile #DC

oe 7

S ] o

Like Comment Share

Reactions

-

Wes Smith - 3rd+
", Military
i

2mo - Edited - ®

Excited to see the #kpmgfed bus ads on my way to work
today! So | took a #kpmgselfie #kpmgfound #kpmg_us

oee

)

Like

Reactions

Jen Towbin - 2nd + Follow
Marketing Strategy, Brand and
Relationship Targeting Leader

2mo - ®

Today, on my day off, | went on a #quest to find #kpmgfed
ads, #bikeshare edition! Even though | know “where" there
are, it was so much fun driving around #dc looking for them!
#marketing #advertising #brand #kpmgselfie #kpmgselfie
with Sarah Mizener




OAAA LOCAL CASE STUDY FINALIST

Mobile Recap

T
4. STORMA a1 . STORMA .

° Flight Dates: JUIy 2021 - OCtOber 2021 HOURLY FORECAST

SUNDAY 08/23
AM Thunderstorms

- Impressions: W | | s | e | 7w | 2 Il oo
 Booked 2,812,502 . s s I
° De“Vered 2,812,694 PM Thunderstorms

WEDNESDAY 08/26
Partly Cloudy

* Clicks:
« 7,458 Clicks /
* .27% Click Through Rate

10 DAY FORECAST

THURSDAY 08/27
Mostly Sunny

MONDAY 08/17
Isolated Thunderst...

TUESDAY 08/18
Mostly Sunny = Fueling the future of modern government with
insights, technologies, and experience.

WEDNESDAY 08/19 ) ) Learn morg about our )
AM Showers ) Government Advisory Services
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OAAA LOCAL CASE STUDY FINALIST
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Zip Code Click Through Rate oy
Scademy ||
80929 250% Cascade -.-'{
Pikes Peak Man?.3 Cs. ' aco
45422 2.33% i e R
23529 1.52% ":Lﬁ;»
20045 1.41% Stratmoor Mills Y, -
) Fort Carsiv %
C Secunty
20041 1.13% Q Se .« rity-Widy field
)
17120 1.10% Folintain
46216 1.10%
22060 1.02%

"
E m SOURCE: OUTFRONT Mobile Analytics . A
Fort Carvon Military \

Rerervation



Zip Code

33616
20010
43202
33609
33626
29401
33637
17103

OAAA LOCAL CASE STUDY FINALIST

Location Performance

Click Through Rate

0.45%
0.44%
0.44%
0.43%
0.43%
0.42%
0.42%
0.41%

SOURCE: OUTFRONT Mobile Analytics
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OAAA LOCAL CASE STUDY FINALIST

Objective

 Brand Awareness

e Reach a new audience in the insurance and/or
self pay area

* Promoting #itsOK

B 3

#itsOK |

-%T(

Indlwdual and family
mental health services




OAAA LOCAL CASE STUDY FINALIST

Strategy

 Market: Washington, DC
* Flight Dates: March 2021 — April 2021

« OOH Formats: DC Targeted King-Size Bus
Posters, Digital Liveboards

« Target Audience: $75K HHI

 Budget: $10,000+




OAAA LOCAL CASE STUDY FINALIST

Creative

2:45 9

4..

metrobus @ 4,

33 TRIANGLE

i SUNDAY 08/23
2:43 AM Thunderstorms

4. $TORMA . |

MONDAY 08/24
Sunny

TUESDAY 08/25
HOURLY FORECAST PM Thunderstorms

TIME NOW 3PM 4PM 5PM 6
WEDNESDAY 08/26

| Partly Cloudy

LA

U AY 08/27
THURSDAY 08/27 3\3[

Mostly Sunny

lndmdua!andfaml'y

#ltsOK | mental health services

‘BECAUSE |
WANT T0
BE MY B

. FOR HIM.
BECAUSE GETTING THE HELP
YOU NEED ISN'T “CRAZY” AT ALL. ° &F°

10 DAY FORECAST Individual and family PREVENTIVE

mental health services

MONDAY 08/17
Isolated Thunderst... 80 68 «o .

TUESDAY 08/18

Mostly Sunny 84 67 «

WEDNESDAY 08/19 oy



OAAA LOCAL CASE STUDY FINALIST

Creative

( 2:459 WS
4 an STORMAL a1

TEAM
>

M ) 5 Metrobus w1,

NN DAY 08/23
2:43 il = € Thunderstorms 84 72 « e
1 4. TEORMG o b
JAY 08/24
b 85 72 aon >
) >
DAY 08/25
‘ HOURLY FORECAST Thunderstorms 84 69 ’
TINE NOW 3PM 4PM 5PM 6 PM

NESDAY 08/26
l Cloudy 80 68 ¢ >
e 80° 80° 79° 78° 77

4 15% 415 4 18% 4 32 DAY 08/27
illy Sunny

EVEN SUCCESS
 FEELS HEAVY
SOMETIMES.

5 .

10 DAY FORECAST | Individual and family PREVENTIVE
mental health services

WHO DOES THE GO-TO
PERSON GO TO FOR HELP?

MONDAY 08/17
80 68 0% >

Isolated Thunderst...

TUESDAY 08/18
% >
Mostly Sunny 84 67 « '

WEDNESDAY 08/19 s P



OAAA LOCAL CASE STUDY FINALIST

Mobile Results

Dates: March 2021 — April 2021

mobile impressions delivered

3 ¢
8 clicks

p click through rate

%IVE

PRE
MEASURES

4., TEA MGt

HOURLY FORECAST

WHO DOES THE GO-TO
PERSON GO TO FOR HELP?
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OAAA LOCAL CASE STUDY FINALIST

We Increas
and Webs for
Preventive Measures

2 new clients on boarded during campaign

5C > increase in website sessions
94 > increase in website page views

34 ) Increase in average session duration

\J
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e
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SOURCE: Preventive Measures
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To Shady Grove via Metro Center
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Sit Means Sit
Client Success Story

(LAMAR )

ADVERTISING COMPANY
Michael Meadors




Background

e Matt Smith is a franchise owner of the Orlando FL location of Sit Means Sit dog training.

e Approach him while at a traffic light where he was using his very well-trained dog to create a
scene/spectacle to attract attention of passersby.

e Client was using direct mailers before.

e Generally, Orlando is a very saturated market due to the theme parks & resorts as well as one of the

largest undergraduate college campuses in the county (UCF).



Objective

e To veer people away from enrolling in programs with the bigger named
stores (Petsmart and Petco).

e They needed an OOH campaign to drive traffic to the store, website, and
Increase class registrations online.

e Gain market share and brand awareness in the Northern Orlando market.



Strategy

e Where: Northern-Orlando area, close to their training facility.
e Design eye-catching, seasonal creative focused around dogs.
o Ultilize creative flexibility on digital bulletins.

e Targeting local traffic, not tourists.

o Build brand awareness and trust with local pet owners.



Plan Detalls

e Using the charm of the charismatic dog photos was a strategic move because it is always eye-catching
and has strong commonly shared emotional connection with viewers.

e Customer ran exclusively on digital boards - looking to flow seasonal, relevant ads in seamlessly with
their generic creative.

e Switching out the dog images within the same template allows for a solid, consistent message while
avoiding creative wear-out.

e This also allowed him to move locations occasionally as desired without needing to reproduce any

creative materials.






Results

e Billboard advertising was the only change in their advertising plan. They went from servicing 600

dogs in 2020 to servicing over 900 dogs in 2021.

e They attribute this increase solely to their increased billboard spending.
Owner testimony:

"Using the customized creative that digital billboards allow, | have seen a 33% increase in the number
of dogs that | have trained since first using Digital Billboards year to year. My monthly spend on
Billboards has increased and | have started using long-term planning and buying when it comes to
billboards. It is the best advertising medium | have found for my business, and | use my billboard

creative in other forms of advertising | buy for the branding and recall it provides."
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Thank You
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ADVERTISING COMPANY







Clean rich is the
new filthy rich.

ASPIRATION.COM/NYC
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SUSTAINABILITY
MOBILE INTEGRATION
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MINIMON Whalt
MARINUM IMPALT

AIR-PURIFYING TOP COAT
MOBILE GEOFENCING
OR CODES ON STREET LEVEL WALLS

7 NYC WALLS
FROM JUNE-JULY
2021

OOH
IMPRESSIONS
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MOBILE GEDFENGING REULTS

“z s K IMPRESSIONS
I 7““ LINK CLICKS
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Leave your bank,
save the planet.
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+ EMAIL LEADS
GENERATED
IZI"I+ onediid

POSITIVE BRAND LIFT




Clean rich is the
new filthy rich.

ASPIRATION.COM/NYC
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OAAA/Geopath Local Case Study Contest Winners [.J a.a.a.

Out of Home Advertising Association of America

* Questions and Answers

CONGRATULATIONS AGAIN TO OUR WINNERS!

N
(.‘ Out of Home Advertising Association of America



