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How is Political Advertising Different? e dda

Out of Home Advertising Association of America

I 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 gam
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Political Ad Landscaped A Multitude of Players fe.dadd

Out of Home Advertising Association of America

: Ad
Strategists Agencies

Campaign

Media Data
Companies Firms
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What 6s | mportant to Political(.J.aaaec

Out of Home Advertising Association of America

TARGETING

Seeking precise audience delivery, fattased approach required

A Specific demographicge.g. working mothers with no college education)
A Specific geographye.qg. voting districts)

SPEED
Need to implement and change quickl{digital has an advantage)

CREATIVE
Relevance to the target audience
(e.g. healthcare messages surrounding area hospitals)

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

Out of Home Advertising Association of America

OOH Political Ad Spend 2013 - 2022
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OOH Political Ad Spend: 66% Occurs in Second Half fe.dadad

Out of Home Advertising Association of America

OOH Political Ad Spend by Quarter 2013 - 2022
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Over 90% of OOH Political Ad Spend is Locally Driven He.dda

Out of Home Advertising Association of America

OOH Political Spend by Category 2012023

Ballot Issues National Campaigns
7% (US Senate/House)
6%

Political & Political Party PAC
2%

Presidential Campaign:
1%

State & Local Campaigns
84%

Source: Vivvix
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Political Rate Considerations for Candidate Campaigns fe.ddad

Out of Home Advertising Association of America

A OOH companies must charge equivalent rates for politic@ndidate campaigns. This rate consistency
applies for all political candidates across all parties, and to federal, state or local races.

A The 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.

A OOH 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
federallylicensed media (TV, radigtc).

A These restrictions apply only to political candidates. They do not apply to issue/advocacy advertising and OOH
companies can charge whatever rate they deem appropriate.

A With 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 peatiction and after the pricing has been set.
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OOH Proof Points For Political & Advocacy
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Top Ten OOH Benefits For Political Advertisers: (.J aaa

Out of Home Advertising Association of America

ALWAYS ON BREAKS THROUGH CLUTTER

A Cannot be delayed, skipped, turned off, or cowlit, and produces the highest levels of ad recall.
BUILDS AWARENESS & BRANDING/NAME ID

A Builds 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

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

A Improves all media investments by increasing the reach of all channels, including TV and digital. Pure ad play, no progranomin
editorial content, so not disrupted by audience fragmentation like other media. Offers some of the lowest CPMs, the higliestcall,
and billboards are ranked #1 in consumer ad favorability.

TARGETING
A Targetability by geographic location, key demographics or consumer interests with OOH ratings and technology.
SPEED AND FLEXIBILITY

A Digital OOH offers instantaneous updating of message, and ability to make changes as much as needed.

Source: The Harris Poll, Solomon Partners, Wall Street Researc!
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Top Ten OOH Benefits For Political Advertisers: (.J aaa

Out of Home Advertising Association of America

ENHANCES DIGITAL

A Increases ROI for search advertising by 40%, and more efficient at driving online activation than all media, including badser

MOBILE & SOCIAL ENGAGEMENT

A Nearly 80% of viewers have recently engaged with an OOH ad, and 68% have recently seen OOH political advertising
A 76% of US adults have taken an action on their mobile device after a recent OOH ad exposure and 51% of those actions were sedrch

A Over twethirds of Gen Z and Millennials have seen OOH ads reposted in their social media feeds (65% TikTok, 64% Facebookn&agrdm)
REACHES HIGH PROPENSITY VOTERS

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

REACHES DIVERSE VOTERS

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

REACHES YOUNG VOTERS
A Adults 183 34 are the segment most heavily engaged with OOH media, and OOH political ads over index with Gen Z and Millennials.

Source: The Harris Poll, Morning Consult
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Out of Home Pol i ti cal Ad Sna

geada

Out of Home Advertising Association of America

6 8 /O have seen, heard, or read political advertising through an OOH ad

5 6 /O who have been exposed to an OOH political ad in the past year say they trust the ad to be truthful and accurate

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

Source: Morning Consult
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OOH Ads Are Viewed As Informative (.J aaa
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How Adult Consumers 18 64 Describe OOH Ad8 Top Three Choices

Informative 53%
Entertaining 34%

Influential 30%

Authentic 23%

EARLY VOTING DATES:

l1voTED,
 EARLY

__II-'-“

TSI i v b

OCT 15th - OCT 31st

Trustworthy 19%

Find your Early Voting Site at:

ncvoter.org I‘
=

Source: Morning Consult
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OOH Political Ads Engage Likely Voters, Especially Younger Or&‘] ddd

Out of Home Advertising Association of America

How OOH Political Ads Index Among Key Groups of Likely Voters

Gen Z 110
Hispanic Americans 110

Black Americans

Millennials

Asian Americans

All Likely Voters

Source: Morning Consult
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Reasons Likely Voters Find OOH Political Ads Appealing He.dda

Out of Home Advertising Association of America

What likely voters like about OOH Political Ads

Don't interrupt my listening/reading/viewing like ads on TV/radio/online 34%

Readily visible

Ads can be easily shared on social medig

Short form 24%

Source: Morning Consult
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OOH Political Ads Impact Likely Voters He.ddad
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Reasons Likely Voters Value OOH Political Ads

Reminds me of the need and value of voting 26%

Increases my awareness on issues 25%

Generates interest for me to do more researc
on candidates or issues

Increases my intention to vote for a candidate

HEALTHCARE
OR ALL

Source: Morning Consult
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US Consumers Voted in Record Numbers in 2020 Elections (.] aaa

U.S. turnout rates: Midterm elections
1986-2022*
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A Total US voter turnout 052.2%in 2022
was second highest midterm turnout in
four decades.

A Eligible voter registration hit a 23/ear
high at69.1%

Source: US Census Bureau, Brookings Institution




OOH Formats: Connect with Consumers Throughout their Day fe.ddd

Out of Home Advertising Association of America

BILLBOARDS  STREET FURNITURE TRANSIT

. g |
Bulletins Bus Shelters Airport
173,985 64,838 27970
Digital Billboards Urban Street Furniture Digital Airport
11,500 57,866 3,150
Posters Bus Benches Buses
145,000 o 1354,842
Junior Posters Outdoor Kiosks Rail/Subway
19,000 Urban Panels 356,773
Wall Murals Digital Street Furniture Digital Rail/Subway/Transit
2,310 10,815 16,466

Bus Shelters % 2
Newsstands Mobile Billboards

Outdoor Kiosks 4,515

Urban Panels Taxis
21,000
Digital Taxis/Rideshare
71,400
Vehicle Wraps
441,0000

(.] Out of Home Advertising Association of America



OOH: Broad Reach Offers Highly Competitive CPM Value fe.dadd

Out of Home Advertising Association of America

e SOL
Solomon’s US Major Media CPM Comparison

o
=z

N

—

N

m
=
W

B @ Represents Estimated Median

Broadcast TV (Excluding Primetime) (a) $16.00 $24.00
b ® £20.00
Broadcast TV (Primetime) (a) $29.00 $45.00
R ® $36.00
Cable TV (Excluding Primetime) (a) $10.00 $14.00
b ® $12.00
Cable TV (Primetime) (a) $16.00 $22.00

1 @ 519.00

'8 Podcasts (b) $1000 [ s25.00

= 1 @ 52333

P Radio (c) $4.00 [ s8.00
1 ® 5675

OTT (d) $25.00 [ $40.00
| @ 53000
Mobile Video () $8.00 0 $13.00
1 @ 51047
Desktop Video (&) $9.00 [N s13.00
1 ® 510.64
Mabile Display (e) (f) ($0.80 [ $4.00
1 ® 5221
General Display (e) (f) $2.00 [0 $4.00
1 @ 3227 ___—3$6.00
Bulletins (g) s$3.00 $Bq$'lé 00 p=———
g ® 536 ] i 1 = Additional CPM range for digital signage
Posters (g) | $2.00 I~ $7.00 CERES
9 @ $3.19
Transit Shelters (g) | $2.00 [ $5.00
1 ® s52.18
Digital Place-Based Media (h) $4.50 N 39.00

b ® 57.50

- Newspapers (i) s4000 NN 55400

£ . @ 546.82

% Magazines (j) so.00 N 52300

- @ 51324

Source: Solomen Partners Estimates as of January 2022 based on SEC filings, news, research and other industry sources.
a) 30-second advertisement.

b) 60-second advertisement.

¢) 30-second advertizernent. Includes both spot and network.

d) Dataset includes various network and subscription streaming services.

€) Represents data from 2018. Mobile dataset includes mobile web, phone and tablet for both Android and iIPhane.

) 300x250 banner ads.

g) Caleulated using SQAD reporting from OOH media companies.

h) Represents a range of average realized direct and programmatic rates on various on-premise media [ place-based digital networks.
i) 1/2 page ad. Calculated using estimated readership.

1) Full-page color ad. Calculated using estimated readership.

© 2022 | Solomon Partners. All rights reserved.
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OOH Produces the Highest Ad Recall

Streaming (b)

Podcast (c) 59% _ T7%

fe.daad

Out of Home Advertising Association of America

Advertising Effectiveness:
Solomon Partners Ad Recall
Comparison Analysis

A Solomon Partners independent study of the five
primary advertising channels

A 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
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Source: Solomon Partners Analysis 2022




OOH Amplifies All Media Investments fe.dadad

Out of Home Advertising Association of America

Increases the reach of all media channels to 90% or more

Total Reach: Heavy Consumers of Other Media + Any OOH

Sorted by Volume
100%

92% 93% 92% 91% 90,
80%
60%
40%
20%

0% 98% 50% 35% 35% 33% 27% 23%

Mobile Devices All Internet Internet at Home Cable Radio Magazines Internet at Work  Newspapers
(Work + Home)

Heavy Other Media Consumers include adults 15-64 who fall into the top 2 volume groups for using that media fype in the past 7 days.
Any O0H includes adulis 15-64 who traveled any miles in a car as a driver or passenger, im a city, fown or suburb, in the past 7 days.

Source: MRI/Simmons
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OOH Amplifies Video Media Investments fe.dadad

Out of Home Advertising Association of America

Adding OOH to plans for consumers who engage with digital
video content doubles or triples reach

Users of Digital/Video Media Activities + Any OOH
Sorted by Volume

100% | BT
= 93%
280%
60%
40%
20%
29% 41% 23%
0%
Used TV or Movie Cell/Smartphone/Tablet Used Video Streaming Service Watched Video Content on Mobile Devivce Downloaded/Streamed Video on
App Past 7 Days Past 30 Days Cell'Smartphone
Fast 30 Days Past 30 Days

Any O0H includes adults 13-64 who traveled any miles in a car as a driver or passenger in a city, town, or suburt in the past 7 days OR noticed ads in movie theaters in the past 7 days. Source: MRI/Simmons
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OOH Provides Targeting with OOH Ratings e .ddad

Out of Home Advertising Association of America

Enhanced Audience Insights

Precision and scale for local and
¢ national campaigns

Expands target audience
profiling capabilities

5% A Reports by time of day, day of week,
% y and seasonal audience variation

: W 4 Provides predictive and
Leverages location data from e &g actual audience delivery
mobile and GPS devices

\ Applicable to additional media
formats & environments

ge-path

(.] Out of Home Advertising Association of America 25



OOH Breaks Through Clutter With 24/7 Exposure

OOH'’s Massive Reach Generates High Consumer Notice

0 of adults have seen OOH 0 of adults look at OOH ads all,
BB /6 ads in the past 50 days 35 A most or some of the time

Source: Morning Consult
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OOH-#1 In Consumer Ad Favorability fe.dda

Out of Home Advertising Association of America

Most media produce voter tuneout because
of their intrusive nature

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

Source: Morning Consult
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OOH Delivers Consumer Digital ActivatioBoosts Search Investment by 40%

OOH boosts ROI of Search

+40%

Source: The Harris Poll, Nielser
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Digital OOH Offers Coverage Across the Entire US fe ddad

Out of Home Advertising Association of America

DIGITAL OUT OF HOME COVERAGE

’f::lLABLE IN 208 DMAS, ON OVER 65,000 DISPLAYS, AND 1.25 MILLION DIGITAL PLACE-BASED VIDEQ SCREENS

Bulletins, posters, mobile billboards, street furniture, transit, placéased, cinema

(.] Out of Home Advertising Association of America



Out of Home Advertising Association of America

Digital OOH: Fast & Flexible fe.dadad

Digital OOH is more flexible than most types of advertising

A Instantaneous updating of message

A Ability to make changes as much as needed

A No production cost 1

. g ! FOR KEEPING YUUR WORD AND
THETIME W% PROTECTING THE FILIBUSTER

H THE FILIBUSTER

PAID FOR BY JUST DEMOCRACY ! 5 , 2 ALEXANDRIA OCASIO-CORTEZ 09/22/20 ,* NEW YORKER, 09/29/20
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Voter Population Trend® Turnout by Race and Ethnicity fe.ddad

Out of Home Advertising Association of America

Citizen Voting-Age Population
Turnout Rates by Race and Ethnicity
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Source: ElectProject.org
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Voter Population Trend® White Share of Electorate fe.dadad
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Non-Hispanic White Share of Electorate
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Source: ElectProject.org
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Voter Population Trend$ Turnout by Age He.dda
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Citizen Voting-Age Population

Turnout by Age
90%
Bl
70%
60%
50%
40%
0%
20%
10%
0%
——18-20 —pp—30-44 —p—45-59 —p—0G0+

Source: ElectProject.org
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OOH Reaches Young Voters e dda

Out of Home Advertising Association of America

Adults 18 0 44 are the segment most heavily engaged with OOH media.
They over index with these OOH formats:

A Digital billboards

A Printed billboards

A Bus shelters and sidewalk kiosks
A Placebased video screens and printed signs
A Posters(small billboards)

A Shopping mall

A Taxis and ride share vehicles

A Movie theaters

A Airports

A Mobile billboards

A Subways or commuter rail

Source: Morning Consult
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UnskippableOOH Can Reach Low Engagement Voters

Wide disparities by age, race and

education between voters and nonvoters

(.] Out of Home Advertising Association of America

fe.daad

Out of Home Advertising Association of America

Compaosition of validated voters and nonvoters (%)

AGE

50-64

Voters Voters
Monvotars Nonvoters
2018 2022
EDUCATION

HS or less B

Some
college

Postgrad . .
- -

Voters ‘mte rs
Nnnmte:s _ Nanvoters
2018 i 2022

RACE/ETHMICITY

Asian
Hispanic n “
g
15
Voters Voters
Nonvoters | Monvaters
2018 . 2022

FAMILY INCOME

-1}
- a7

S100K+
l- I-

vme:s | Voters
Mon voterﬁ NomrmErs
2018 2022
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Voter Population Trend$ Turnout by Education fe.dda
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Citizen Voting-Age Population
Turnout Rates by Education

100%
o0
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—#— LessThan Hgh School —e— High 5chool Grad —e— Some College to College Grad —a—FPost-Graduate

Source: ElectProject.org
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OOH Reaches HigiPropensity Voters fe.dadd

Out of Home Advertising Association of America

OONH political ads over index in reaching likely voters:
A Adults 1842
A Household Incomes of $50K+

Source: Morning Consult
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Voter Demographic Profiles in Key States e dadad

Out of Home Advertising Association of America

B White noncollege W White college grads B Nonwhite*

2010 2022 2000 2022 2000 2022 2000 2022 20M0 2022 2010 2022
Georgia Florida Arizona Michigan Pennsylvania Dhio

Source: William H. Frey, Brookings Institution
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Digital Online Media Campaign Issues

fLos Angeles Times  Giter ends 471 I

Police killing of Stephon Clark

Yes, a Chinese space station is
about to plummet to Earth,
Here's why you don't need to...

maker Remington files for
ruptcy protection

Clayton Kershaw faces a year
unlike any other in his Dodgers
I

Political campaigns will run more digital ads this year than ever. Here's
how they'll find you

A Brand safety
A Viewability
A Mistargeting

fe.dad

Out of Home Advertising Association of America

Among Adults 18+:

A 73%are concerned with data privacy/use of
personal information/behavior for online ad
targeting

A 68% frequently skip online ads due
to digital device burnout

A 43% are actively trying to spend less time on
their phone, computer, or reduce TV viewing

Source: The Harris Poll

(.] Out of Home Advertising Association of America



OOH Features and Benefits He.ddad

Out of Home Advertising Association of America

Lower CPMs and CPPs More exposure for ad dollarspent

Localdemographic targets Minimal wasted exposures

Feature Benefit

Messages presented in an uncluttered environment Messages areseen by the consumer and stand out from
competitors

Feature Benefit
A variety of media products, schedules, and weight:A 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 t@ mobile A constant messagéetween other media inserts
audience

(.] Out of Home Advertising Association of America



2024 Political Preview & Opportunities




2022 Political Ad Spend Set Midterm Record of $10 Billion

Exceeded projections by $1 Billion

A$16.7 Billion Total Dollars Raised
A$10 Billion Total Projected Ad Spend

(a midterm election record)

AMedia Break Down:
A $4.3 Billion Broadcast TV
A $1.4 Billion Cable/Satellite
A $1.2 Billion Google/Facebook
A $1 Billion OTT/Streaming
A $300 Million Radio
A $28 Million OOH

Ly -
[UESDAY
NOVEMBER 6

VOTE |

TUESDAY
NOVEMBER 6

fe.daad
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Source: Vivvix, Mark Mellman
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2024: Opportunity Ahead fe.daad

Out of Home Advertising Association of America

Expected ad spend forecast of $11.6 Billion

A$19B in Projected Fundraising

AMedia Break Down:
A$5B Broadcast TV
A$1.4B Cable/Satellite
A$1.2B Google/Facebook
A$1B OTT/Streaming
A$300M Radio
A $30M OOH

Source: Vivvix
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2024: Most Likely Areas of Ad Spend Focus fe.dda

Out of Home Advertising Association of America

Presidential

Governors
A Republicans: primary spending will occur, at least early ANH rated a toss up

US Senate Aln NC, Gov. Cooper (D) term limited, so open
A51/49 current Democrat majority competitive seat

AAZ, OH and MT are toss ups

AWV a solid pickup oppor t unStateYegilatures &8 Supreme Courts

AWiill there be close races in PA, NV, Ml and WI? A Expect more pitched battles as result of Supreme
US House Court Dobbs decision

ARepublicans +3 majority a nARReproductive.rightsnowyup tg ethIStQL? (gote

recent Wisconsin Supreme Court spen

A Redistricting will impact a number of states including
AL, LA, NC, and NY, and play determining role of
control.

Source: Vivvix
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US Senate Outloold Ten Competitive Races fe.dadd

Out of Home Advertising Association of America

REPUBLICANS | 11 HELD SEATS

— — “ - = -

A The Senate is not significantly
more competitive this cycle .
compared to 2020 yet spend is —
projected to increase dramatically. PEVORATS | 22 HELD SEATS B

UT-Open
A 34 seats up, including a special --n-n-- |

H H CA-Open MJ-Menendez MI-Open AZ-Sinema (1) WV-Open
election in NE.

CT-Murphy NV-Rosen MT-Tester
DE-Open PA-Casey r. OH-Brown
HI-Hirono Wi-Baldwin

A Republicans defending 10 seats e
and an open seat in UT. VD-Open

ME-King (1)
MN-Klobuchar
NM-Heinrich

A Democrats defending 23 (includes . sum
three Independents). R-Whitehouse

VA-Kaine
VT-Sanders (1)

WaA-Cantwell

Source: The Cook Political Report

(.: Out of Home Advertising Association of America



Key States for US Senate Races (‘] a.a.a.

Out of Home Advertising Association of America

Arizona

A 2022 Senate race totaled $206M. Now a twavay contest between Rep. Gallego (D)

and the eventual Republican nomi nee, | 1 kel y Kari Lake, fo
announcement she will not run.

Michigan I
A Senator Stabenow is retiring and Rep. ElisSlotkin will be the D candidate (MI7). "%’1“&‘17'0“'\

Shedoll raise a fheedtdcoalesce tobéicampatiiyea n RO s N R
Montana

A 2020 Senate race totaled nearly $150M. Senator Tester is a resilient candidate and
wonot be ewsry Hy bb&,aG00 votes in 018 wi

Nevada

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

candidate to run vs. Senator Rosen. Dos won by just 9,000
between Sen. Cortez Masto & Adam Laxalt totaled $146M.

Source: Vivvix
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Key States for US Senate Races (‘] aaa

Out of Home Advertising Association of America

Ohio Jan
7/ | T

A 2022 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 022)

Pennsylvania

A Sen. Casey is a popular and likely up against David McCormick (lost R primary
to Dr. Oz in 0622). 2022 race totaled

West Virginia

A A projected pickup for Republicans.

rices.

Source: Vivvix
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US House Outlookd 73 Competitive Races

The US House outlook will change as states finalize redistricting changes

COMPETITIVE RACES

Source: The Cook Political Report

LIKELY DEMOCRAT LEAN DEMOCRAT DEMOCRAT TOSS UP REPUBLICAN TOSS UP LEAN REPUBLICAN LIKELY REPUBLICAN
17 Dem =1 Rep 13 Dem * O Rep 10 Dem = 0 Rep 0 Dem = 14 Rep 0 Dem = 8 Rep 0Dem =11 Rep
0ind 0Ind 0ind 0Ind 0 Ind o ind

AL-02 New Seat AK-AL Peltola CO-08 Caraveo AZ-01 Schweikert CA-45 Steel CA-03 Kiley
CA-09 Harder CA-47 Open (Porter) ME-02 Golden AZ-06 Ciscomani C0O-03 Open (Boebert) CA-40 Kim
CA-49 Levin CT-05 Hayes MI-07 Open (Slotkin) CA-13 Duarte 14-03 Nunn FL-05 Rutherford
FL-09 Soto IL-17 Sorensen MI-08 Open (Kildee) CA-22 Valadao MI-10 fames FL-T3 Luna
FL-23 Moskowitz IN-01 Mrvan NC-01 Davis CA-27 Garcia NE-02 Bacon 1A-01 Miller-Meeks
KS-03 Davids NW-03 Lee NM-02 Vasquez CA-41 Calvert PA-10 Perry LA-06 Graves
MD-06 Open (Trone) NY-18 Ryan OH-13 Sykes LA-05 Letlow VA-02 Kiggans MT-01 Zinke
MI-03 Scholten OH-01 Landsman PA-07 Wild NJ-07 Kean Jr. Wi-03 Van Orden NY-0T Lalota

MN-02 Craig

NH-01 Pappas
NH-02 Kuster

MJ-03 Open (Kim})
MNW-01 Titus

MY-04 Horsford
OR-04 Hoyle

TX-28 Cuellar

VA-10 Open (Wexton)
WA-08 Schrier

OH-09 Kaptur
OR-06 Salinas
PA-17 Deluzio
TX-34 Gonzalez

WA-07 Open (Spanberger)

(.] Out of Home Advertising Association of America

PA-08 Cartwright
WA-03 Perez

NY-03 Vacant
NY-04 D'Esposito
NY-17 Lawler
NY-15 Malinaro
NY-22 Williams

OR-05 Chavez-DeRemer

PA-01 Fitzpatrick
SC-01 Mace
TX-15 De La Cruz
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Control of the US House On a Kni f edbs Edge [e.ddad

Out of Home Advertising Association of America

AAf ter a disappointing 0622 cycle, Republic
seats versus 213 for the Democrats.

ARGs cur r en margn inthe W®Hoase.+ 3

A Dems could further reduce the margin with a NYd®District win in February special
election.

A Among the competitive seats, 24 are held by a freshman; California and New York each
have six competitive House seats in the ¢
Some of these 12 seats sit within the two largest DMAs in the country.

A'In 2022, 3 House races totaled more than $30m (MI, ME2 and VA7); 11 races were
between $20-30m. Total spend Vivvix/CMAG tracked exceeded $1.3b led by House
Leadership PAC buarouli8®m.out spent RO&6s by

Source: Vivvix

(.] Out of Home Advertising Association of America
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Gubernatorial Outlookd Five Competitive Races fe.dda

Out of Home Advertising Association of America

Democrats 23 27 Republicans

DEMOCRATS | 3 HELD SEATS
2 no 2024 election no 2024 election

DE-Open WA-Open NC-Open -n T&
REPUBLICANS | 8 HELD SEATS
- — B - . B o,

NH-Open IN-Cpen
MO-Open
MT-Gianforte
ND-Burgum g\zg
UT-Cox -
VT-5cott
WV-Open

A The real action in 024 wil!/ be in North Carolina, whegwosupS&onthe Coo

map.

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

for reelection in 2024.
Source: The Cook Political Report, Vivvix. 270toWin

(.] Out of Home Advertising Association of America




State Legislatures Outlook e dadad

Out of Home Advertising Association of America

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

A

In the 50 states, there are 99 state legislative chambers altogether. Across 44 states, 85 of those chambers are holding lexdegislative
elections in 2024. The general election for state legislative races is on November 5, 2024.

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 askhAl
Senate) were organized under multipartisan, powsharing coalitions. Control of the Michigan House of Representatives is split.

The Dobbs decision by the US Supreme Court to overturn Roe v. Wade lets each state decide its own course on the issuetadrabor
Therefore, the legislature of every state is now in charge of determining the laws overseeing that procedure drawing manetiatt and
more money.

|l tds not just drawing Congressional di stricts every Sameprocgssar s a
for State Supreme Court races. A $30M price tag in Wisconsin is a great example of this new reality.

Partisan balance of all 7,386 state legislative seats

Legislative chamber
State senates 853 1.111 4 5
State houses 2426 2937

S - S R R

- -

Source: Viwvix, Ballotpedia

(.] Out of Home Advertising Association of America
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Local Races and Ballot Measured OOHO s Bi ggest (ﬁaasa- t

Out of Home Advertising Association of America

A Ballotpediad free website with compilation of local and state races and candidates,
plus potential ballot measures listed by state

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

A Secretary of State websites also list elections and candidates.

April 2

1. Wisconsin Question 1, Ban on Private and Non-Governmental Funding of Election Administration Amendment (April 2024)
2. Wisconsin Question 2, Only Designated Election Officials to Conduct Elections Amendment (April 2024)

Arizona

See also: Arizona 2024 ballot measures

Type Title Description

Criminal Conviction Fee for First
LRSS Responder Death Financial Benefit Establish a $20 fee on every conviction for a criminal offense, which would go to pay a benefit of $250,000 to the family of a first responder who is killed in the line of duty
Amendment

Provide for the legislature to terminate a state of emergency or alter the emergency powers of the governor during the state of emergency, and provide for any emergency powers granted to the
LRCA Emergency Declarations Amendment governor to automatically terminate 30 days after the state of emergency is proclaimed, unless the state legislature extends the emergency powers granted to the governor, and except in cases for a
state of war emergency or an emergency arising from a flood or a fire

LRCA Require Partisan Primaries Amendment Require partisan primary elections for partisan offices

.. Signature Distribution Requirement for

LRCA i Create a signature distribution requirement for citizen-initiated ballot measures based on state legislative districts
Initiatives Amendment

Source: Ballotpedia

(.] Out of Home Advertising Association of America



https://ballotpedia.org/Potential_2020_ballot_measures
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Electionsd Get Out The Vote (GOTV) fe.dda

Out of Home Advertising Association of America

Zf;’a{vf = ' [ An the crucial state of Pennsylvania, the 2020 general election

'N/ | : EART turnout exceeded every presidential election since at least
Wbt L ) \ L, 1960, with more than 6.9 million voters

AThe election also produced the highest percentage of
participation by the votingage populationd 70.93%

RVAT.ORG

I’'M A REPUBLICAN.
I’'M A VETERAN.
I’'M VOTING BIDEN.

Mark, Chester Co. PA

PALDFOR Y REPUBLCAN VOTERS AGAINSTTRUNE A PRIECTOF EFENDING DEVOD P'L‘ITE”VE )TATTHORIZED BY ANY CANDIDATE ORC

(.] Out of Home Advertising Association of America



Presidential Cabinet Appointments fe.dadd

Out of Home Advertising Association of America

Indigenous American groups used billboard to put pressure on senators in WV, WY, MT and SD to
support Rep. DebHaaland (D-N.M.) to lead the Interior DepartmentSecretaryHaaland was
confirmed and became the first Indigenous American to lead the Department.

OUR ANCESTORS' DREAMS COME 'iRUE'
- DEB HAALAND

1ENTB 1EGEd
| viaigicn ISIEE I
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Electionsd State Senate He.ddad

Out of Home Advertising Association of America

Billboards helped Sacramento City Council Member Angelique Ashby defeat the former California
Insurance Commissioner Dave Jones for the California State Senate seat wiih.5% of the vote

'; DONTGINE
" DAVE JONES THENOD

. TRE .

......

(.] Out of Home Advertising Association of America 56



Electionsd City Controller e dda

Out of Home Advertising Association of America

Billboards helped political newcomer Kenneth Mejia t@n upset win over a veteran city councilmember
and he became the first Asian American to win citywide office in Los Angeles.

o TI\}‘ \ i M_TB C 7

e .'.,.,; " ; 0
=i L I i»lmu

Vote Kenneth Mejic
Nov 8'" for LA City Controller

Eﬁ_f‘: il 74 : : -" S
g -2 Tyl
| ME 2 OLYMPIC Ryan ;

§ CLEANERS |4

......
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Electionsd County District Attorney fe.dda

Out of Home Advertising Association of America

Bill boards ar e par t derafl theaupconoing aeklecton df Distriet Attormey PlikeCSchmat.

Mike Schmidt, District Attorney

(.] Out of Home Advertising Association of America



Electionsd County District Attorney fe.dadd

Out of Home Advertising Association of America

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, Michiganoters ages 1829 turned out at a rate of
37%, higher than any other state, and far higher than the national averaggouth rate of 23%. Michigan
was one of only four states where youth turnout was higher in 2022 than in 2018.

(.] Out of Home Advertising Association of America



fe.ddd

Ballot Referendum

In Maryland, sports betting proponents used billboards to urge voters to approve
ballot initiative 2, which passed with67% of the YES vote.

VOTE
A W|N FOR EDUCATION
R TR

=2

(.] Out of Home Advertising Association of America



Ballot Referendum He.ddad

Out of Home Advertising Association of America

In South Dakota cannabis proponents used billboards to urge voters to approve Amendment 26,
which passed with70% of the YES vote.

um I u i
i
IM IIMHI i

(.] Out of Home Advertising Association of America



Elections® US Congress fe.dadd

Out of Home Advertising Association of America

The campaign of Mark Amodei, RNV, buys digital billboards:

ADon6t use TV because of fr agme

ACompetitive US Senate and presidential races in Nevada typically
make TV inventory scarce and expensive

ADondt use direct mail because

AOnline ads are typically No. 1 expenditure

ADigital billboards are a close No. 2

OWhat sold me on digital billboards was the feedt

Two other attributes he noted about digital billboards:
A Easy with no production
A Projected a clean, sharp, modern image for his campaign

(.] Out of Home Advertising Association of America



Elections® US Congress fe.dadd

Out of Home Advertising Association of America

Running in a newlydrawn district in metro Atlanta, David Scott relied on billboards to reach
commuters to win electionto Congressand then reelection.

CON GRESS

3™ I)IS’HU(‘T

(.] Out of Home Advertising Association of America



Electionsd US Senate He.ddad

Out of Home Advertising Association of America

The two Democrats in Georgia both defeated incumbent Republicans in close runoff elections
that gave the Democrats the majority in the US Senate.

For Covid Relief & Healthcare.

Ossoff/Warnock "3'\
VOTE TODAY! 7 :

PAID FOR BY REALLY AMERICAN PAC. NOT AUTHORIZED BY ANY CANDIDATE
OR CANDIDATE'S COMMITTEE. WWW REALLYAMERICAN.COM

(.] Out of Home Advertising Association of America



Electionsd US President He.dAdaAd

Out of Home Advertising Association of America

President Trump was supported by a local Union County, Oregon PAC and
he won the county with 68% of the vote.

Paid for by the Concerned Citizens of Union County. Not authorized by any candidate or candidate’s committee.

(.] Out of Home Advertising Association of America 65




Electionsd US President He.ddad

Out of Home Advertising Association of America

President Bidend6s campaign was helped by cit
state of Michigan, wherehe won the state with 50.6% of the vote.

g Ao

(.] Out of Home Advertising Association of America 66



Electionsd State Senate He.ddad

Out of Home Advertising Association of America

Pennsylvania State Senator Dan Laughlin (R) wanted to increase his name recognition in advance of the
general election to solidify his reelection campaign, and dissuade serious Democratic party challengers.

AThe billboard campaign of digital bulletins and posters took his name recognitioffom 40% to 65%.
AHe improved on his 2016 performance 065% and increased it to 60%.

DAN
® LAUGHLIN

STATE SENATE

NO PERKS.
JUST PROGRE

Faid for by Commimes % Blect Bon Laughin

(.] Out of Home Advertising Association of America



Elections® County Executive Ko a.a.a.

Out of Home Advertising Association of America

Bill boards were part of Buwopeling hitbtioascmldenmd s medi a
as Harford County Executive in Maryland.

(.] Out of Home Advertising Association of America



Advocacyd Voter Registration e dda

Out of Home Advertising Association of America

Harri s County officials ramped up the countyds vot
IDs to the polls, and were billboards were printed in multiple languages.

Harris County CIl eBilboarfigae & faiastee way to commuanicalep thecitizens of
Harris County. We want to make sure that every

' Remember, bring
your Photo 1D
to the Polls

HarnsVote Co
uov,

(.] Out of Home Advertising Association of America
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Political Agencies and Organization® Contact List e dda

fe.dda

Political Media Agencies and Org

Table of Contents

DEMOCRATIC MEDIA BUYERS

Tier1

DEMOCRATIC MEDIA PRODUCTION FIRMS

anizations

Tier1

Tier 2

Tier3

NON-PARTISAN MEDIA PRODUCTION FIRMS

REPUBLICAN MEDIA BUYERS

Tier1

Tier2

REPUBLICAN MEDIA PRODUCTION FIRMS

Tier1

Tier 2

DEMOCRATIC COMMITTEES AND ORGANIZATIONS

Tier1

Tier 2

REPUBLICAN COMMITTEES AND ORGANIZATIONS

Tier1

Tier2

Out of Home Advertising Association of America

DEMOCRATIC MEDIABUYERS
Tier1

Buying Time

Catherine Herrick

(202) 965-5060
cathie@buying-time.com
www.buying-time.com
Washington, DC

Media Buying/Placement

Washington-based media buying firm that works with many Democratic candidates and consul-
tants. SKDK works with Buying Time extensively.

REPUBLICAN MEDIA BUYERS
Tier1

National Media

(703) 683-4877
info@natmedia.com
www.natmedia.com
Alexandria, VA

Media Buying/Placement

Top GOP media firm that specializes in placement of political advertising and original research.
Majority of NRCC placement, plus multiple other groups/campaigns.

o Detailed list of major political agencies and organizations
o Contact information for each entry
o Download the contaclist here

(.] Out of Home Advertising Association of America



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

APPENDIX: More OOH Political/Advocacy Ads




OOH Get Out The Vote (GOTV) Campaigns He.ddad

Out of Home Advertising Association of America
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OOH Get Out The Vote (GOTV) Campaigns g \ He.ddad
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VOTE EARLY
WISCONSL | &
VOTING osver

= QUICK, EASY,
o CONVENIENT.

OCT 15th - OCT 315t

|

EARLY VOTING DATES- ‘

fWILLVOTE.CON
LLVOTE.COM
Muv_or;_._cgu

[ ~ MEJOR ACCESO DE CUIDADD PAGADO POR LATING &

VICTORY FUND,
S[E]Tsﬂnbl[l][}]} ‘}UBEHE{?UEESID WWW.LATINOVICTORY.l S Y

NO AUTORIZADO POR

NINGUN CANDIDATO O
VOTEFLORIDA.COM COMITE DE CANDIDATO.

-

A . o ,
(.J Out of Home Advertising Association of America



OOH Political/Advocacy Campaigns Ko aa.a.
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KEEP AMERICA GREAT!

TRUMP

2020
PROMISES MADE - PROMISES KEPT

(.] Out of Home Advertising Association of America



OOH Political/Advocacy Campaigns e ddad
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E N0 MORE “AUDITS”

LY
A G | RO T AR v,
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OOH Political/Advocacy Campaigns fe.dadd
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RE-ELECT :MOTE & FO f_
WILES GABE/OKOY-E

SHERIFF VOTEFORGABE.COM GEORGIA SENATE DISTRICT 9 DEMOCRAT *%

EXPERIENCED, TESTED AND TRUSTED

050360
_ i

718642 " o

(.] Out of Home Advertising Association of America



OOH Political/Advocacy Campaigns

WELCOME T0 LIVINGSTON PARISH.

WE LOVE OUR SCHOOLS, CHURCHES ,
AND THE 2" AMENOMENT. -
ENJOY YOUR STAY.

o /S SUERIFF JASON ARD

¢

e
P
.

BEEREC " URENRERRERDERNNENERERE =
A ' LEHEIEIETAL] LELL ‘ =i
L d ’ ? - (LS b NS - ————— b b .o e — _ .

(.] Out of Home Advertising Association of America

Out of Home Advertising Association of America

AND
VOTE
FOR .
SCIENCE |

C ¥ Just sKIP CHURCH
3, a5 ITSALL FAKE NEWS!

' atheists.org
Happy Holidays from American Atheists!

p— —— o=d=o o e g E081942

s,




OOH Political/Advocacy Campaigns

LOUD. PROUD.

. {}I”W

'i At It ‘: r’ (™ | WI }{" y ‘Al‘ “‘
;U 1 4I‘H Mhlé[‘!H' ik ‘

It | H “
{ :1 ljlllllvln ln””li‘” i “

(T
— #ShutDownTCDF \

SIS C Rt e “

Paid for LA 2 ; ) W Me 1(.()v
. ¥ the A( I,U(i'N( ' M xi
Xic
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