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How is Political Advertising Different?

POLITICAL ADVERTISING

CAMPAIGN TIMING Highly seasonal, ads up immediately, instantaneous changes

OVERALL BUDGET Typically not shared, historically heavy TV, digital now competing

PLANNING Can be up to two years in advance

AVAILS Typically not

DECISION MAKERS Many

CONTENT Can be highly controversial

CLIENT SERVICE Need to maintain ongoing relationship, not an every two or four year game
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Political Ad LandscapeðA Multitude of Players
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Whatõs Important to Political Ad Decision Makers?
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TARGETING

Seeking precise audience delivery, fact-based approach required
ÅSpecific demographics (e.g. working mothers with no college education)

ÅSpecific geography (e.g. voting districts)

SPEED

Need to implement and change quickly (digital has an advantage)

CREATIVE

Relevance to the target audience 

(e.g. healthcare messages surrounding area hospitals)

INFRASTRUCTURE

Ability to execute quickly and seamlessly, very small margin for error.  
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OOH Political Ad Spend: A Growth Category

Source: Vivvix
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OOH Political Ad Spend: 66% Occurs in Second Half
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Source: Vivvix 
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Over 90% of OOH Political Ad Spend is Locally Driven
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Source: Vivvix 

Ballot Issues

7%
National Campaigns 

(US Senate/House)

6%

Political & Political Party PACs

2%

Presidential Campaigns

1%

State & Local Campaigns

84%

OOH Political Spend by Category 2014 - 2023
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Political Rate Considerations for Candidate Campaigns

ÅOOH companies must charge equivalent rates for political candidatecampaigns. This rate consistency 

applies for all political candidates across all parties, and to federal, state or local races. 

ÅThe rate equivalency should be based on the overall audience impression delivery cost (CPM). The rate does not have to 

be the exact same for each OOH piece of inventory, because audience delivery and cost vary by location. However, the 

overall CPM for the buy needs to be equivalent across candidate campaigns.

ÅOOH media companies are free to set the actual campaign rate (CPM) as they choose, but it must be the same for all 

candidate campaigns. OOH has no FEC legal obligation to give political advertisers the lowest rate, as there is with other 

federally-licensed media (TV, radio, etc). 

ÅThese restrictions apply only to political candidates. They do not apply to issue/advocacy advertising and OOH 

companies can charge whatever rate they deem appropriate.

ÅWith programmatic OOH, as long as the OOH media company is not offering preferential treatment to any candidate or 

campaign, they are in compliance. In an open exchange, the OOH media company does not have the ability to control 

which bids are accepted or rejected, because it is blinded and therefore considered compliant. The OOH media 

company can still accept or reject the creative, but that is post-auction and after the pricing has been set. 
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Top Ten OOH Benefits For Political Advertisers:

ALWAYS ON ðBREAKS THROUGH CLUTTER

ÅCannot be delayed, skipped, turned off, or cord-cut, and produces the highest levels of ad recall. 

BUILDS AWARENESS & BRANDING/NAME ID

ÅBuilds awareness rapidly with BIG larger than life, bold impact. Strong potential to create conversation and controversy 

leading to additional exposure on social media and other free media, significantly magnifying audience impressions.

AMPLIFICATION & VALUE

ÅNine in 10 adults have seen an OOH ad in the past month and 85% of US adult OOH ad viewers find them useful. 

ÅImproves all media investments by increasing the reach of all channels, including TV and digital. Pure ad play, no programming or 

editorial content, so not disrupted by audience fragmentation like other media. Offers some of the lowest CPMs, the highest ad recall, 

and billboards are ranked #1 in consumer ad favorability. 

TARGETING

ÅTargetability by geographic location, key demographics or consumer interests with OOH ratings and technology. 

SPEED AND FLEXIBILITY

ÅDigital OOH offers instantaneous updating of message, and ability to make changes as much as needed. 
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Source: The Harris Poll, Solomon Partners, Wall Street Research
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ENHANCES DIGITAL 

ÅIncreases ROI for search advertising by 40%, and more efficient at driving online activation than all media, including bannerads.

MOBILE & SOCIAL ENGAGEMENT

ÅNearly 80% of viewers have recently engaged with an OOH ad, and 68% have recently seen OOH political advertising 

Å76% of US adults have taken an action on their mobile device after a recent OOH ad exposure and 51% of those actions were online search 

ÅOver two-thirds of Gen Z and Millennials have seen OOH ads reposted in their social media feeds (65% TikTok, 64% Facebook, 62% Instagram) 

REACHES HIGH PROPENSITY VOTERS

ÅOOH political ads over index with some of the most likely voters: HHI $50K+ and those with college and advanced degrees. 

REACHES DIVERSE VOTERS

ÅOOH political ads reach multicultural voting blocs and over index with Asian, Black and Hispanic Americans.

REACHES YOUNG VOTERS

ÅAdults 18 ð34 are the segment most heavily engaged with OOH media, and OOH political ads over index with Gen Z and Millennials.
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Top Ten OOH Benefits For Political Advertisers:

Source: The Harris Poll, Morning Consult
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Out of Home Political Ad Snapshot: Among Likely Voterséé 
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68% have seen, heard, or read political advertising through an OOH ad

49% who have been exposed to an OOH political ad in the past year say the ads are personally influential 

56% who have been exposed to an OOH political ad in the past year say they trust the ad to be truthful and accurate 

Source: Morning Consult
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OOH Ads Are Viewed As Informative 

Source: Morning Consult

53%

34%

30%

23%

19%

Informative

Entertaining

Influential

Authentic

Trustworthy

How Adult Consumers 18 ð 64 Describe OOH Ads ð Top Three Choices
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OOH Political Ads Engage Likely Voters, Especially Younger Ones

100

102

106

106

110

110

All Likely Voters

Asian Americans

Millennials

Black Americans

Hispanic Americans

Gen Z

Source: Morning Consult

How OOH Political Ads Index Among Key Groups of Likely Voters



Out of Home Advertising Association of America 

Reasons Likely Voters Find OOH Political Ads Appealing
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34%

28%

25%

24%

Don't interrupt my listening/reading/viewing like ads on TV/radio/online

Readily visible

Ads can be easily shared on social media

Short form

What likely voters like about OOH Political Ads

Source: Morning Consult
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OOH Political Ads Impact Likely Voters

26%

25%

21%

19%

Reminds me of the need and value of voting

Increases my awareness on issues

Generates interest for me to do more research

on candidates or issues

Increases my intention to vote for a candidate

Reasons Likely Voters Value OOH Political Ads

Source: Morning Consult
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US Consumers Voted in Record Numbers in 2020 Elections
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ÅTotal US voter turnout of 52.2% in 2022 

was second highest midterm turnout in 

four decades.

ÅEligible voter registration hit a 22-year 

high at 69.1% 

Source: US Census Bureau, Brookings Institution 
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OOH Formats: Connect with Consumers Throughout their Day
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OOH: Broad Reach Offers Highly Competitive CPM Value
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OOH Produces the Highest Ad Recall 
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Source: Solomon Partners Analysis 2022

Advertising Effectiveness: 

Solomon Partners Ad Recall 

Comparison Analysis 

Å Solomon Partners independent study of the five 

primary advertising channels

Å Advertising recall defined as advertising 

effectiveness in which respondents were exposed to 

an advertisement and then at a later point in time, 

respondents were asked if they remembered the 

advertisement on an aided or unaided basis



Out of Home Advertising Association of America 

OOH Amplifies All Media Investments 
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Increases the reach of all media channels to 90% or more 

Source: MRI/Simmons
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OOH Amplifies Video Media Investments 
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Adding OOH to plans for consumers who engage with digital 

video content doubles or triples reach

Source: MRI/Simmons



Out of Home Advertising Association of America 

OOH Provides Targeting with OOH Ratings
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OOH Breaks Through Clutter With 24/7 Exposure
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Source: Morning Consult

Noticing OOH

ads more than

pre-COVID

of  Millennials 

noticing OOH 

ads more

of Gen Z

noticing OOH 

ads more

Noticing OOH 

ads more in 

cities 1M+
43% 59% 63% 62%
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OOH - #1 In Consumer Ad Favorability
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Most media produce voter tune-out because 

of their intrusive nature

Source: Morning Consult
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OOH Delivers Consumer Digital Activation - Boosts Search Investment by 40%
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Source: The Harris Poll, Nielsen

Noticing OOH

ads more than

pre-COVID

of  Millennials 

noticing OOH 

ads more

of Gen Z

noticing OOH 

ads more

Noticing OOH 

ads more in 

cities 1M+
43% 59% 63% 62%

OOH boosts ROI of Search 

+40%
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Digital OOH Offers Coverage Across the Entire US
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Bulletins, posters, mobile billboards, street furniture, transit, place-based, cinema
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Digital OOH: Fast & Flexible
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Digital OOH is more flexible than most types of advertising

Å Instantaneous updating of message

ÅAbility to make changes as much as needed

ÅNo production cost
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Voter Population Trends ðTurnout by Race and Ethnicity 
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Source: ElectProject.org
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Voter Population Trends ðWhite Share of Electorate 

Source: ElectProject.org
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Voter Population Trends ðTurnout by Age 

Source: ElectProject.org
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OOH Reaches Young Voters 

Adults 18 ð 44 are the segment most heavily engaged with OOH media. 

They over index with these OOH formats:

Å Digital billboards 

Å Printed billboards 

Å Bus shelters and sidewalk kiosks

Å Place-based video screens and printed signs 

Å Posters (small billboards) 

Å Shopping mall 

Å Taxis and ride share vehicles

Å Movie theaters

Å Airports 

Å Mobile billboards 

Å Subways or commuter rail

Source: Morning Consult
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UnskippableOOH Can Reach Low Engagement Voters
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Wide disparities by age, race and 

education between voters and nonvoters 
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Voter Population Trends ðTurnout by Education 

Source: ElectProject.org
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OOH Reaches HighðPropensity Voters 
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OOH political ads over index in reaching likely voters:

ÅAdults 18-42

ÅHousehold Incomes of $50K+  

Source: Morning Consult 
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Voter Demographic Profiles in Key States
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Source: William H. Frey, Brookings Institution 
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Digital Online Media Campaign Issues

ÅBrand safety

ÅViewability

ÅMistargeting

Among Adults 18+:

Å 73% are concerned with data privacy/use of 

personal information/behavior for online ad 

targeting 

Å 68% frequently skip online ads due 

to digital device burnout

Å 43% are actively trying to spend less time on 

their phone, computer, or reduce TV viewing

Source: The Harris Poll
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OOH Features and Benefits
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Feature Benefit

Lower CPMs and CPPs More exposure for ad dollarsspent

Feature Benefit

Localdemographic targets Minimal wasted exposures

Feature Benefit

Messages presented in an uncluttered environment Messages areseenby the consumer and stand out from 

competitors 

Feature Benefit

A variety of media products, schedules, and weightsA customized media plan that fits budget objectives

Feature Benefit

Acompliment to any media mix Media objectives are achieved effectively and efficiently 

Feature Benefit

A selling message delivered 24/7 toa mobile 

audience

A constant messagebetween other media inserts
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2022 Political Ad Spend Set Midterm Record of $10 Billion

Å$16.7 Billion Total Dollars Raised

Å$10 Billion Total Projected Ad Spend 
(a midterm election record)

ÅMedia Break Down:

Å$4.3 Billion Broadcast TV

Å$1.4 Billion Cable/Satellite

Å$1.2 Billion Google/Facebook

Å$1 Billion OTT/Streaming

Å$300 Million Radio

Å$28 Million OOH 
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Exceeded projections by $1 Billion 

Source: Vivvix, Mark Mellman



Out of Home Advertising Association of America 

2024: Opportunity Ahead 

Å$19B in Projected Fundraising

ÅMedia Break Down:

Å$5B Broadcast TV

Å$1.4B Cable/Satellite

Å$1.2B Google/Facebook

Å$1B OTT/Streaming

Å$300M Radio

Å$30M OOH 

43

Expected ad spend forecast of $11.6 Billion 

Source: Vivvix
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2024: Most Likely Areas of Ad Spend Focus

Presidential

ÅRepublicans: primary spending will occur, at least early

US Senate

Å51/49 current Democrat majority

ÅAZ, OH and MT are toss ups

ÅWV a solid pickup opportunity for Rõs

ÅWill there be close races in PA, NV, MI and WI?

US House

ÅRepublicans +3 majority and 73 seats òin playó 

ÅRedistricting will impact a number of states including 

AL, LA, NC, and NY, and play determining role of 

control.

44

Governors

ÅNH rated a toss up

ÅIn NC, Gov. Cooper (D) term limited, so open 

competitive seat

State Legislatures and Supreme Courts

ÅExpect more pitched battles as result of Supreme 

Court Dobbs decision

ÅReproductive rights now up to each state (note 

recent Wisconsin Supreme Court spend)

Source: Vivvix
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US Senate Outlook ðTen Competitive Races
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Source: The Cook Political Report

Å The Senate is not significantly 

more competitive this cycle 

compared to 2020 yet spend is 

projected to increase dramatically.

Å 34 seats up, including a special 

election in NE. 

Å Republicans defending 10 seats 

and an open seat in UT.

Å Democrats defending 23 (includes 

three Independents). 
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Key States for US Senate Races

Arizona

Å2022 Senate race totaled $206M. Now a two-way contest between Rep. Gallego (D) 

and the eventual Republican nominee, likely Kari Lake, following Sen. Sinemaõs 

announcement she will not run. 

Michigan

ÅSenator Stabenow is retiring and Rep. Elissa Slotkinwill be the D candidate (MI7). 

Sheõll raise a fortune. Michigan Rõs need to coalesce to be competitive.

Montana

Å2020 Senate race totaled nearly $150M. Senator Tester is a resilient candidate and 

wonõt be easy to beat -won by 18,000 votes in ô18 with 50.3% of vote.

Nevada

ÅCould Las Vegas be an inventory nightmare again? Republicans still looking for a 

candidate to run vs. Senator Rosen. Dõs won by just 9,000 votes in 2022. The race 

between Sen. Cortez Masto & Adam Laxalt totaled $146M.
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Source: Vivvix
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Key States for US Senate Races

Ohio

Å2022 Senate race was nearly $150M. Sen. Brown is another resilient 

candidate. State Sen. Matt Dolan is likely opponent (lost Senate primary to 

Sen. Vance in õ22)

Pennsylvania

ÅSen. Casey is a popular and likely up against David McCormick (lost R primary 

to Dr. Oz in ô22). 2022 race totaled $233M.

West Virginia

ÅA projected pickup for Republicans. 

47

Source: Vivvix
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The US House outlook will change as states finalize redistricting changes
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US House Outlook ð73 Competitive Races

Source: The Cook Political Report
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Control of the US House ðOn a Knifeõs Edge

ÅAfter a disappointing ô22 cycle, Republicans now have an even smaller majority at 220 

seats versus 213 for the Democrats. 

ÅRõs currently have a +3 margin in the US House. 

ÅDems could further reduce the margin with a NY 3rd District win in February special 

election. 

ÅAmong the competitive seats, 24 are held by a freshman; California and New York each 

have six competitive House seats in the ô24 election. North Carolina has four key races. 

Some of these 12 seats sit within the two largest DMAs in the country. 

ÅIn 2022, 3 House races totaled more than $30m (MI-7, ME-2 and VA-7); 11 races were 

between $20-30m. Total spend Vivvix/CMAG tracked exceeded $1.3b led by House 

Leadership PAC but Dõs outspent Rõs by around $50m.
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Source: Vivvix
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Gubernatorial Outlook ðFive Competitive Races
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Source: The Cook Political Report, Vivvix. 270toWin

Å The real action in ô24 will be in North Carolina, where Gov. Cooper (D) is term limited, and New Hampshire. These are the only toss ups on the 

map. 

Å In NC, Republicans hold veto proof majorities in the State Legislature and the majority in the State Supreme Court. The entire legislature is up 

for reelection in 2024.

.
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State Legislatures Outlook 
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Source: Vivvix, Ballotpedia

Expect a more active ad cycle with both State Legislatures & State Supreme Court races.

Å In the 50 states, there are 99 state legislative chambers altogether. Across 44 states, 85 of those chambers are holding regular legislative 

elections in 2024. The general election for state legislative races is on November 5, 2024.

Å As of December 5, 2023, Republicans controlled 54.75% of all state legislative seats nationally, while Democrats held 44.35%. 

Republicans held a majority in 57 chambers, and Democrats held the majority in 39 chambers. Two chambers (Alaska House and Alaska 

Senate) were organized under multipartisan, power-sharing coalitions. Control of the Michigan House of Representatives is split.

Å The Dobbs decision by the US Supreme Court to overturn Roe v. Wade lets each state decide its own course on the issue of abortion. 

Therefore, the legislature of every state is now in charge of determining the laws overseeing that procedure drawing more attention and 

more money.

Å Itõs not just drawing Congressional districts every ten years and serving as each partyõs bench for more up ballot contests. Same process 

for State Supreme Court races. A $30M price tag in Wisconsin is a great example of this new reality. 
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Local Races and Ballot Measures ðOOHõs Biggest Opportunities

52

Å Ballotpedia ð free website with compilation of local and state races and candidates, 

plus potential ballot measures listed by state 

Å Listing of upcoming 2024 ballot measures by state on their website

Å Secretary of State websites also list elections and candidates. 

Source: Ballotpedia

https://ballotpedia.org/Potential_2020_ballot_measures
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Elections ðGet Out The Vote (GOTV) 

54

ÅIn the crucial state of Pennsylvania, the 2020 general election 

turnout exceeded every presidential election since at least 

1960, with more than 6.9 million voters

ÅThe election also produced the highest percentage of 

participation by the voting-age population ð70.93%
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Presidential Cabinet Appointments
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Indigenous American groups used billboard to put pressure on senators in WV, WY, MT and SD to 

support Rep. Deb Haaland (D-N.M.) to lead the Interior Department. Secretary Haaland was 

confirmed and became the first Indigenous American to lead the Department. 
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Elections ðState Senate  
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Billboards helped Sacramento City Council Member Angelique Ashby defeat the former California 

Insurance Commissioner Dave Jones for the California State Senate seat with 51.5% of the vote. 
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Elections ðCity Controller  
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Billboards helped political newcomer Kenneth Mejia to an upset win over a veteran city councilmember, 

and he became the first Asian American to win citywide office in Los Angeles. 
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Elections ðCounty District Attorney
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Billboards are part of a local citizenõs PAC to derail the upcoming re-election of District Attorney Mike Schmidt. 
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Elections ðCounty District Attorney
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The Economic Justice Alliance of Michigan (EJAM) used billboards and interior bus cards to drive voter 

participation in communities with historically low voter turnout. EJAM targeted multicultural 

consumers, mothers and young adults. In 2022, Michigan voters ages 18-29 turned out at a rate of 

37%, higher than any other state, and far higher than the national average youth rate of 23%. Michigan 

was one of only four states where youth turnout was higher in 2022 than in 2018.
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Ballot Referendum
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In Maryland, sports betting proponents used billboards to urge voters to approve 

ballot initiative 2, which passed with 67% of the YES vote. 
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Ballot Referendum
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In South Dakota cannabis proponents used billboards to urge voters to approve Amendment 26,

which passed with 70% of the YES vote. 
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òWhat sold me on digital billboards was the feedback,ó says Amodei. òI got nothing but good feedback.ó 

Two other attributes he noted about digital billboards:

Å Easy with no production

Å Projected a clean, sharp, modern image for his campaign

Elections ðUS Congress

The campaign of Mark Amodei, R-NV, buys digital billboards:

Å Donõt use TV because of fragmentation 

Å Competitive US Senate and presidential races in Nevada typically

  make TV inventory scarce and expensive

Å Donõt use direct mail because believe itõs an expensive throwaway

Å Online ads are typically No. 1 expenditure

Å Digital billboards are a close No. 2
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Elections ðUS Congress 
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Running in a newly-drawn district in metro Atlanta, David Scott relied on billboards to reach 

commuters to win election to Congress, and then re-election. 
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Elections ðUS Senate 

The two Democrats in Georgia both defeated incumbent Republicans in close runoff elections 

that gave the Democrats the majority in the US Senate. 
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Elections ðUS President 

President Trump was supported by a local Union County, Oregon PAC and 

he won the county with 68% of the vote. 
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Elections ðUS President 

President Bidenõs campaign was helped by citizen activists in the critical swing 

state of Michigan, where he won the state with 50.6% of the vote. 
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Elections ðState Senate 
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Pennsylvania State Senator Dan Laughlin (R) wanted to increase his name recognition in advance of the 

general election to solidify his re-election campaign, and dissuade serious Democratic party challengers. 

ÅThe billboard campaign of digital bulletins and posters took his name recognition from 40% to 65%. 

ÅHe improved on his 2016 performance of 55% and increased it to 60%. 
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Elections ðCounty Executive
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Billboards were part of Barry Glassmanõs media strategy propelling him to a second term 

as Harford County Executive in Maryland. 
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Advocacy ðVoter Registration 
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Harris County officials ramped up the countyõs voter awareness campaign to remind voters to bring photo 

IDs to the polls, and were billboards were printed in multiple languages. 

Harris County Clerk Stan Stanart said, òBillboards are a fantastic way to communicate to the citizens of 

Harris County. We want to make sure that every person in Harris County gets the right to vote.ó
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Political Agencies and Organizations ðContact List
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o Detailed list of major political agencies and organizations 

o Contact information for each entry

o Download the contact list here 

https://oaaa.org/wp-content/uploads/2023/08/OAAA-Political-Agencies-and-Organizations-2023-Update.pdf


APPENDIX: More OOH Political/Advocacy Ads
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OOH Get Out The Vote (GOTV) Campaigns
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OOH Get Out The Vote (GOTV) Campaigns
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OOH Political/Advocacy Campaigns
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OOH Political/Advocacy Campaigns
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OOH Political/Advocacy Campaigns
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OOH Political/Advocacy Campaigns
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OOH Political/Advocacy Campaigns
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OOH Political/Advocacy Campaigns


