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OOH Drives Engagement  
for Legal Services

Source: OAAA, The Harris Poll 
Methodology: conducted online within the US by The Harris Poll from July 31 – August 8, 
2023 among 1,016 US adults ages 18 - 64, weighted to reflect the US population across age, 
gender, race/ethnicity, region, income, household size, and employment.

Almost Two-Thirds 
of Consumers Recall 
Recently Seeing OOH 
Legal Ads

Over 40% Who Saw a Legal 
Services OOH Ad Engaged

OOH Legal Services Ad Messages Most Likely to Engage Consumers
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Talked to my friends and/or family  
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Searched for more information about the law practice
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NET: Interest
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Looked up reviews online of the law practice

Types of law practiced

Made an appointment with the law 
practice advertised

Price and/or cost-saving opportunities
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Called the number on the advertisement

Information on the law practice’s expertise or qualifications
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Used QR/tap technology/text to access 
offer or information

Track record of success for previous clients
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Visited the physical office of the law practice

Recommendations/reviews of the law practice

Followed the law practice on social media

Information on nearby location availability
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Professional honors or recognitions awarded to the law practice

18%Took a picture of the ad to share on social media

The practice’s involvement in the local community
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