.‘ OOH Drives Engagement for
J Home Improvement Stores

About 60% of Over 70% Who Saw an OOH

Consumers Recall Home Improvement Ad Engaged
Recently Seeing
0 0 H Home NET: Any Engagement NG 71% - :
Visited the stores website NG 54% :
I mprovement Ads Purchased a product from a retail location | NNEGING 37%
% Yes Purchased a product online NI 34%
Men 68% Talked to my friends and/or family about the store I 33%
Women Watched product reviews on items
from the store’s social media I 25%
GenZ 64% Compared prices of products to . 27
Millennial 69% other home improvement retail stores
X
Gen Downloaded the store’s app I 24%
Boomer +
Followed the store on social media I 21%
Urban 1M+ 72% Called the store to ask about o
Urban <1M 59% product availability, discounts, etc. B 18%
Suburban Used QR/tap technology/text to access
- 0,
Rural a product offer or information 17%
Took a picture of the ad to share on social media I 16%
Northeast
Midwest
82% Urban 1M+
South 63% .
West 61% 81% Gen Z

OOH Home Improvement Ad Messages Most Likely to Engage Consumers

0,
NET: Interest N S0 oo eeeeeeeeee e 89% Urban 1M+
Price and/or cost-saving opportunities 57% 88% Northeast
i _savi unities I 570 «-cocoveoveeeeeeennens .
65%GenX | | 88% Genz
Product Quality NN 40% ----------
New items on the market I 29%
Products related to the specific season of the year I 26%

52% Urban 1M+

Information on nearby location availability N 23%
Information on major brands sold at the store I 22%

Brand or retail store website/social media information I 17%

Partnerships or endorsements I 13% -------cocooveeeeeenienns ‘| 28% Genz

N\ Source: OAAA, The Harris Poll
(. aaa - | The Ha rris Pol I Methodology: conducted online within the US by The Harris Poll from July 31 - August 8,
J i 2023 among 1,016 US adults ages 18 - 64, weighted to reflect the US population across age,

Harris Insights & Analytics LLC, A Stagwell Company

Out of Home Advertising Association of America gender, race/ethnicity, region, income, household size, and employment.



