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OOH Produces High Notice and

Engagement for Financial Services

49% of consumers are noticing OOH ads more than one year ago

56% of consumers have
recently noticed OOH ads for
financial services

Notice rate among key consumer segments:

Men 63%
Women 49%
GenZ 70%
Millennial 76%
Gen X 53%
Boomer + 38%
Urban 1M+ 70%
Urban <1M 57%
Suburban 52%
Rural 50%
Northeast 64%
Midwest 53%
South 51%
West 60%

OOH financial services ad
messages most likely to
engage consumers

Among those interested in OOH financial services ads:

Rewards offered 37% "
Benefits offered 34%
Promotions and deals 29% ----:
Nearby locations 26% ...
Money savings and investment tips 26% - : ..........
Price-related information 20% :
Customer service 19%
An app to download to manage finances 14% ----.
News/upqates .about t!le e(_:onomy/ 12% :
financial services industry =/ <=~ .
Financial consultation services 12%
News/updates about the 10%

financial services company

73% of those who saw a financial
services OOH ad engaged

Actions taken among those who engaged:

Read reviews of the financial service online
o 3717 .

50% Gen Z

Visited the financial service’s website 64% Boomer+

B0 vt .

Searched for the financial service online
30%

Asked friends and family if they know about the financial service
30%

Downloaded the financial service’s app

24%
36% Urban <1M
Engaged with the company 34% Urban 1M+
24% ....................................

Asked my current provider to match the promo/plan offerings
23%

Contacted the company
22%

Shared by word of mouth information about the financial service

21%
37% Urban <1M

Took a picture of the ad to share on social media ) )
27% Millennials

21%

Followed the financial service on social media

29% Urban 1M+
23% GenZ

46% Boomer+

37% Boomer+

43% GenZ

26% GenZ
21% Urban <1M

Source: OAAA, The Harris Poll
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Methodology: conducted online within the US by The Harris Poll from September 2 - 6,
2022 among 1,000 US adults ages 18+, weighted to reflect the US population across age,
gender,race/ethnicity, region, income, household size, and employment.



