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Maximizing OOH in Today's Marketplace

Key 2023 Trends & Consumer Insights




OOH Industry Growth
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2022: OOH Fastest Growing Ad Channel, Surpassed 2019 (.J a.aa

OOH +20.7%

Total Media +7.2%

Digital OOH Increased
24.2%

Source: MAGNA
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OOH Ad Spend Grew 20.7% to $8.6 Billion

2022 YE
Total OOH Revenue $8.55 Billion

Place-Based
$556.1
6.5%

Transit
$12918
151%

Street Furniture

$4876
5.7%

Billboards
$62195
T2.7%

Digital O0H represents 29% of total 00H, format figuras in millions.
Source: QARA
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OOH Grew Across All Category Formats

Billboards 13%

Transit 49%

Street Furniture P44

Place-Based 67%
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OOH Ad Spend: Top 10 Product Categories

Top 10 Product Categories:

®© 0 00006000

Hospitals, Clinics, Medical Centers

Legal Services

Top 10
Quick Serve Restaurants Represents

Consumer Banking 1/3 of Total
OOH Spend

Source: Viwix

Domestic Hotels and Resorts

Colleges and Universities

Local Government

Television and Cable TV

Food Stores and Supermarkets

Real Estate Agents, Agencies Brokers
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#1 in California

#2

and

in the Nation
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©

BESTH
HOSPITALS

0 ROLL

Cedars
Sinai

Source: Viwix
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#1 OOH Product Category: Healthcare

58%

of US adult

consumers recently
noticed OOH ads
for healthcare

Men G G59,

Gen 7 D 78%
Millennial NS 74%
Urban 1M+ CE——— 729,

Urban <1M G 62%
Rura| G 59%

Northeast CEEENED 629,
West D 599,

Source: The Harris Poll
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76% of those who saw a
healthcare OOH ad engaged

Actions taken among those who engaged:

Searched for the product, company, or facility online 46% Urban 1M+

Asked friends or family if they know about the product, company, or facility enline
[ KA

Visited the product, company, or facility’s website

I, 30%

Asked my doctor or other HC provider about the product, company, or facilities

I 28%

Shared by word-of-mouth information about the product, company, or facility

I 250
Engaged with the offering, company, or facility

33% Urban <1M
Contacted the company or facility 30% Gen Z
I 22%

Followed the product, company, or facility on social media

I 21%




Top 10 OOH Advertisers 2022

amazon
~—"

I Mobile

Taner

BREAD®

< .

UNIVERSAL
T
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As COVID Fears Level, Economic and Inflation Concerns Remain High

Wave Change
Weekly

: ; 86% O
Economy, inflation /\
Crime rates / M 4 —— AN ~ / \ 82% -1
_ V2RV, . AN A AL I\ 81%

U.S. Recession ™\ +1

| ' ~ 74% *1

Political divisiveness

o
War on Ukraine Banking ’ \/\ /—71 % 0
crisis 67% 7 ‘i/\‘&
New COVID variant 63% 0
55% -4
Losing yourjob 45% -3

W131 W133 W135 W137 W139 W141 W143 W145 W147 W149 W151 W153 W155 W157 W159 W161 W163 W165 W167 W169 W171 W173 W175 W177 W179 W181 W183 W185 W187 W189 W191
{08/28)(09/11){09/25) {10/09) (10/23) (11/06)(11/20) (12/4) (12/18)(01/01)(01/15)(01/29)(02/12) (02/26) (03112)(03/26) (04/09) (04/23) (05/07) (05/21) (06/02) (06/18) (07/02) (07/16) {07/30){08/13) (08/27) (09/10) (09/24) {10/08) {10/22)

Source: Harris Poll America This Week Tracker (2023)
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Impact of Maintaining or Increasing Ad Spend in Last Recession

Brands who maintained or increased spend
in the last recession

54% 60%

saw ROl improve that raised outlay
realised a better ROI

52% increment!a’rzzes growth
JEetele Bl RO UIHris achieved by brands that

over a two-year period ) .
y P increased investment

Source: Why advertisers need to keep spending in a recession — and other effectiveness insights
from Analytic Partners, Stephen Whiteside, WARC, June 2022
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2023 + 2024 Ad Spend Growth Projections

Ad Revenue Growth

2023 [ 2024 25.4%
o ; 13.2%
" ' 11.8%
9.1% : : 9.8%10.0% 8.0% 5.6%
g . 5.3% 5.2% 5-
5.9% : 4.2% '
) : '
. - ; '
0.7% !—OE 2.6% -3.5% » I;I E /C) &0 All Media All Media
-5.3% Short Form 73% E | ' e
Pure Play [ﬂ) . OOH ' Search Social
7 : -
22.7% Audio AL R '
Publishing
Local TV

Source: MAGNASeptember2023) | CE= Cyclical events (Political + Olympics)

N At 5 R :
(.J Out of Home Advertising Association of America



2024 US Political Ad Spend Projected to Reach $160$12 Billion

2024 will see the highest political ad
spend of all time: report

Spending related to next year’s elections will surpass $10 billion, according to Adimpact.
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Political Primer: OOH Delivers Value and Effectiveness

Content:

Political Advertising is Different

OOH Proof Points for Political & Advocacy
2023 Political Preview & Opportunities
OOH Political Case Studies

Political Agencies and Organization Contact List
APPENDIX

_~
A OOH Political & Advocacy Ad .blu

A - Voter Trend Statistics

A Creative & Media Planning ResWurces


https://oaaa.org/resources/sales-tip-ooh-resources-to-maximize-political-advertising-sales/

A |
OOH Political Ad Spend: A Growth Category (.J a.a.a.

Out of Home Advertising Association of America

OOH Political Ad Spend 2013 - 2022

$30,000,000
$25,000,000
$20,000,000
$15,000,000
$10,000,000

$5,000,000

$0
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Source: Vivvix
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OOH Political Ad Spend: 66% Occurs in Second Half (.J a.a.a.

Out of Home Advertising Association of America

OOH Political Ad Spend by Quarter 2013 - 2022
$60.000,000

$50,000,000

$40,000,000

$30,000,000
$20,000,000
$10.000.000 I
$0
Q1 Q2 Q3 Q4

Source: Vivvix
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Almost 85% of OOH Political Ad Spend is Locally Driven (.J a.a.a.

Out of Home Advertising Association of America

Ballot Issues
7%

National Campaigns (US
Senate/House)

Political & Political Parties:
PACs
2%

Presidential Campaigns
1%

State & L ocal Campaigns

84%
Ballot Issues = National Campaigns (US Senate/House)
m Political & Political Parties: PACs m Presidential Campaigns

m State & Local Campaigns

OOH Political Ad Spend by Category Type 202822

Source: Vivvix
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Consumer Journey & Experience







Almost 80% of Workers are Commuting

‘9
—

LR T A
i
=

7 Commuting to Work - US Adults

. = I
55% Commute daily
= e = _3 \ - ‘ 22% Hybrid commute

(Ol speeD —
| LIMIT k

45

Source: Morning Consult
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Transit and Airport Volume Continue to Grow

| S

US Air Travel

A Up 10.4% July 2023 vs. July 2022
A Up 1% July 2023 vs. July 2019
A Up 12.5% January July 2023 vs. January July 2022

==

Transit Ridership

A Up 13.6% in Q2 2023 vs. Q2 2022

Source: APTA, US DOT
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Consumer Mobility + OOH Reach Drives Ad Notice

Consumer Mobility Heightens
OOH Ad Exposure

860 of adults have driven or ridden in a vehicle
% in the past 30 days

560 of adults have walked in a town, city,
Ai or downtown in the past 30 days

OOH’s Massive Reach Generates
High Consumer Notice

8 8 0 of adults have seen OOH ads in the
Ai past 30 days

850 of adults look at OOH ads all, most or
AJ some of the time

Source: Morning Consult
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OOH Complements Consumer Experiences, Engages When Most Likely to Act

Engages When Most Likely to Act
OOH Ads Evoke High Favorability with Consumers

of adults view billboard ads
favorably, high than any
competitive media

net favorability rating for OOH

44% ads beats digital media, radio,

podcasts, streaming audio

Source: Morning Consult
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Consumers Are Highly Engaged With OOH

85% of Viewers Find OOH Ads Useful

Types of OOH ad messages consumers find most useful:

(o) : :
42 /O special offers and promotions

38 % COVID safety and hygiene

29% awareness of new business/service

o . . .
25 /O advertiser services and business hours

2 1% advertiser website or social media information

Source: The Harris Poll
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OOH Engagement Drivers: Brand Loyalty, Locality, Influencers, Special Offers

OOH Ads that Best Capture Attention
& Engagement:

62% (=X:10](:] favorite brand or product
GIEUlIF-414 local businesses, artists
52%
or events
11N favorite artist, celebrity or
51% ;
(VIlinfluencer
4 80 provide access to LA el ITH &4
A) avorite brand (NFC, QR code, SMS)

Source: The Harris Poll
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OOH Ads Most Likely to Engage Consumers: Colorful, Clever and Clear

OOH Ads Most Likely - HEEE
to Engage Consumers: | m—
, Cliffhanger.
. A 50, Colorful and vibrant | 1 -l
ﬁ Portrays something o

3 8% clever or funny e bundie and save

369 Simple design, few words, easy to read

320 Big and bold (e.g., a larger than life mural
7% on a tall building, bus or mobile billboard)

190 Evokes an emotional feeling/has
% a serious tone

170 Abstract and creative
70 illustration with no words

Source: The Harris Poll
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Social Media Users Notice OOH Ads Posted on Platforms

How often do you see out of home advertisements reposted on the following social media platforms?

Among users of each social media platform

w @ jessicabiel & - Follow
[ <8

a jessicabiel @ Lala land becor

CANDYland @ *\ Counting do
@candyonhulu...

g 65%

60w 620// 4%

59%
® 54%
Q ::;ila_mapeli_cakes v 34% 29%
@ bertdaygs s

i Y lishurry € Wi
46w

Sometimes [ Often

e e 27% S0 30% 30% 28%
Qv
39,980 likes
MAY 5, 2022 TikTok Instagram Facebook Snapchat Twitter

Source: The Harris Poll
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OOH Generates Highest Ad Recall of All Core Media

Linear @ 20% | 0%
Streamin (o 285 [ >
Podcast (0 59% I 77

Radio (d) 119 [ 4%
Mobile (e) 12% [ 57
Desktop (7 o% [N 257

Printed (g) 3sy I S6%
Digital () 46% NG s
Print (i) 53% N 71%

o | eor e [ e
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OOHO6s Val uabl e Audi ence

Source: The Harris Poll, Morning Consult
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Importance of OOH Ad Messages Reflecting
Target Audience ldentity.

% more likely to notice OOH ads reflecting their cultural identity

OOH viewers are younger and have higher income than
the general population

OOH’s highest indexing viewers: ages 18 - 44

OOH over-indexes with Asian and Hispanic Americans,
and with Black Americans in many OOH formats

Asian, Black, and Hispanic Americans are more likely more
likely to notice OOH ads that reflects their cultural identity

Hispanic
Americans

Black
Americans

Asian
Americans



OOH Resonates with Multicultural Consumers

Favorability Toward OOH Advertising Over Indexes
with Multicultural Consumers vs. US Adults

Asian Americans +8%

Hispanic Americans +14%

Black Americans +20%

More Likely to Notice OOH Ads with Directions to
Stores/Restaurants vs. US Adults

Black Americans +7%

Hispanic Americans +17%

Asian Americans +27%

- == = — 4 B

Downioad the 859 and  ulid your drearmd.

More Likely to Visit Stores/Restaurants within
30 Minutes of Seeing Directional OOH Ads vs. US Adults

Black Americans +28% ? 'i—

e

Hispanic Americans +28%

Asian Americans +40%

Source: Morning Consult
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2023 Holidays: Consumer Travel Intent

‘;“'

Among the 60% of US adults who
plan to travel for the EQY holidays

62% [ will travel by car
59% [ will travel by plane (87% Urban pop 1IM+)

25% I will travel by bus, train, light rail or subway
(33% Millennials, 32% Gen Z)
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Holiday travelers plan more
vacation days and longer
distances vs. 2022

47% I will travel over 500 miles round trip

44% I will travel for more holiday vacation days
than last year (59% Gen Z, 57% Urban pop 1M+)

36% I will travel longer distances than last year
(50% Urban, 43% Gen Z)

29




2023 Holidays: Consumer Gift Shopping Intent

Months shoppers plan to do the
majority of their purchasing:

38% I November

16% Il December

15% WMl Spread over several months
12% [l October

Shoppers plan to spend the most

in these product categories: Ad messages most
relevant to shoppers:
60% I Clothing
41% I Technology products (52% Millennials) 87% I Value or savings (vs. 75% LY)
37% I Toys (46% Millennials) g80% I Convenience and/or location (vs. 66% LY)
30% [l Jewelry or Accessories (49% Gen Z) 73% I Special Delivery Options
30% [l Perfume or Cosmetics 64% I Businesses supporting the local community

(vs. 56% LY)
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Digital Transformation




Consumer Concerns with Digital Media

Consumers are annoyed by ad
sponsored digital media content
and feeling device fatigue

7 8 o are annoyed with ELERGEIRCI{T0)¢
(]

viewing, listening, and reading experiences

73 % (-3 concerned about personal security
()

and data when using online devices

68° frequently skip online ads due to

Yo digital device burnout

43 % are actively trying to LI REECRT ) on
()

their phone, computer, or reduce TV viewing

Source: The Harris Poll
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Digital: Key Growth Driver for OOH

2 4 % SHARE SHIFT TO DIGITAL

DOOH Revenue 45 £ Total OOH S d
Hi Ry o 2 e

Will be DOOH by 2027
13.5K ’

Total Billboard
Units in 2023

Source: MAGNA, OAAA, Yahoo
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Digital OOH Generates Consumer Engagement

ALL-ELECTRIC 2023
CADILLAC LYRIQ
INC oM I

ON CADILLAC CO! N
OO0 OO0 13
DAYS HRS MINS
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710%

65%

52%

of consumers have recently noticed
digital billboard ads

of viewers took action after seeing
digital billboard ads (search, store
visit, social media post)

of viewers engaged in a mobile
device action (website visit,
purchase, access discount)

Source: Morning Consult, Nielsen

34



Nearly Half Say Contextual OOH Ads Are More Interesting

Dynamic OOH Ad Content
Increases Consumer Interest

Percent who find OOH ads with timely information
more interesting than typical ads

I <o i 99¢
DT <% i N e

Household Income $100K+ 51%
51%

Post-Graduate Degree 56%

Adults 30-44

Source: The Harris Poll
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Programmatic: Significantly Expanding DOOH Opportunities

Omnichannel DemandSide-Platform integrations
into DOOH Supphgide Platforms continue to grow

Programmatic DOOH in 2023
A Projected growth of 48% over 2022
A Projected to be 23% of DOOH

Key Drivers:
A Shorter lead times
A Greater flexibility
A Aggregated Scale

A Consistent targeting/data

Source: WARQAIfi
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VOOH Attributes & Competitive Advantages

Scale: 750K+ digital screens across malls, gas stations,
transit systems, offices and more.

Reach: Top 10 VOOH Networks reach 30% more Adults
18-34 than cable and 31% more than broadcast.

Premium Inventory: Delivered on high-quality large

screens with 100% viewable ads — no “above or below”
the fold and no bots.

Reliable: Ever-present. No need to turn on, tune in or
click. Cannot be delayed, skipped, or blocked.

Greater Recall: DOOH generates up to 82% ad recall -
higher than all other media channels. More trusted than
other digital channels including online, mobile, and social.
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OOH Effectiveness




Almost Four in Five Act Following Recent OOH Ad Exposure

78% of US adults took an action after recently seeing an OOH ad including:

V.88 used search to look up information about the advertiser

'Mb7Y watched a television program

»leLb 7Y visited an advertiser’s social media

wich/y visited an advertiser’'s website

p1:{79 tuned to a radio station

»2:U79 visited an advertised restaurant

» 17 visited a store or other business advertised

L4 watched a movie in the theater

puL7y talked about the advertisement or product with others

Source: Morning Consult
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OOH Engages Consumers On Journeys to Retail Stores

r Almost ~70%+ Notice OOH Ads on Their Way to In-Store Shopping —‘

68%

US Adults Asian Americans Hispanic Americans Black Americans

Source: Morning Consult
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OOH Influences Consumer Purchase Decisions

~—\ Almost Half Say OOH Ads Impact
In-Store Purchase Decisions

US Adults

Adults 18-29 |
Men 48% >§~ 1‘

HHI $100K+ [l i

Bachelor’'s Degree

Adults 30-44 L

JUIVIGAZSKET T757°

R

Hispanic Americans 51

AES SQUARE

g
R

Post-Graduate Degree

e
>

Black Americans
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OOH Primes Mobile Activation

760/ of US adults took an action on their mobile device
O ifter recently seeing an OOH ad including:

1YV used search to look up information about the advertiser

'A% 5 made an online purchase

kx4 visited an advertiser's website

KV W accessed a coupon, discount code, or other info using QR code, tap or SMS/text

v].5/8 downloaded or used an app shown in the ad

Source: Morning Consult
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OOH Most Efficient at Driving Online Activation

Top Efficiencies - OOH Ads Prompted Consumers to Take Action:

41% used a search engine 33% visited a website 21% posted in social media 19% downloaded an app
33% searched social media ~ 30% searched forvideo  20% made an online purchase ~ 18% posted a video

Interpreting Survey Chart Results | Within the past six months, 41% of US adults used a search engine to look up information after seeing an out of home ad.

Methodology: Conducted online between March 3 and 31, 2022, among a representative sample of 1,580 US residents aged 16-64. Ad spend data supplied by MAGNA | Source: OAAA, Comscore

Search Engine Actions

45 ® ooH @ Television @ video Ads Display Ads @ Radio Print
41
37 33 33 33
30 30
31 28
28 27 26
27
22 21 22 22 24
20
16 16 14 15 45 16 45
10 10

8

Search Engine Search Social Search Video Post Social Post Video Download App Website Visit Purchased Online

Source:Comscore
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OOH Ads Amplify All Media Plang Delivers Huge Boost to Search ROI

+40%

OOH boosts ROI

- W "N ==
of Search' ) nﬁ __I_L.__l_aL

- -~ e VO
BT I s a M Mg ,. (Shouidrt s

mm Ll L —_—

e

ST SRR I

Source: Benchmarketing
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OOH Engages Gen Z + MillenniadssReaches Them Again on Social Media

Clint Smith @
@ClintSmithlll

. Well now this is pretty damn cool

OOH Ads Deliver Important Earned
Impressions Through Social Media

67% of both Gen Z and Millennials have seen
an OOH ad reposted on social media

91% of Gen Z and 82% of Millennials

would reshare an OOH ad on social media

‘amll,"‘ 5
% -

INTHEARENA.

e
AMING Lz
o k] R
L %

L.

1:563 PM - Nov 17, 2021 - Twitter for iPhone

Source: The Harris Poll
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OOH Key Product Category Ads Most Relevant to Consumers

Consumers Rate a Wide Variety of
OOH Product Ads as Most Relevant

63% |:| 54%

Retail Consumer Tech

62% 6‘%1 52%

Fast Food Automotive

0 oo 0
60% 22 43%
Food & Insurance
Beverages

: (o] 43%
55 A’ Financial
Health Services Services

Source: The Harris Poll
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