INCREASED OOH ALLOCATION BOOSTS MEDIA
PLAN BRAND SCORES AT NO ADDITIONAL COST

Benchmarketing’s analysis of incremental adjustments in media plans found that by simply reallocating
a few points of budget share from overspent media to OOH, Automotive, CPG Food, and Retail grocery brands
could significantly increase return on ad spend (ROAS), and boost brand metric scores, at no additional cost.
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ROAS Impact of Boosting OOH Media Plan Share
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Benchmarketing Recommendations

- Use the incremental increase findings to guide stepped adjustments in OOH spending levels to move toward total media plan optimization.
- A “test and learn” best practice advocates for incremental spend shifts by reallocating from channels identified as over-spent, using
multiple evaluation and reporting methods.

Download the complete analysis here, which includes the brand metric KPI analysis and charts.
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