OOH Drives Consumer

Engagement with
Social Media

o OOH ads with social media elements generate higher influence with Adults
e Highest influence is among Urban, Black, Hispanic and Younger Audiences

67% 52% 48% 45%

Report seeing OOH ads OOH ads with social media OOH ads influence decisions OOH ads influence
using social media elements elements increase likelihood about whether to follow social media behavior
of online brand engagement brands on social media

Social Media Actions Taken After Seeing OOH Ad

% Yes, I've done this

61% Urban IM+
58% Black, Gen Z
56% Hispanic, Millennials

Searched for a social media handle featured on the ad

Scanned a QR code from an ad that sent me to a social media page

59% Black
56% Urban 1M+
55% Gen Z, Millennials

Followed a social media handle featured on the ad

54% Urban 1M+
52% Black

51% Hispanic
50% Millennials

Shared items from the ad

Tagged a brand/company in a social media post

47% Black
46% Urban 1M+
43% Gen

Participated in a social media contest or challenge featured on the ad

Searched for or visited a hashtag featured in an OOH ad

44% Urban 1M+
43% Gen Z

Created a social media post using the hashtag featured on the ad
40% Hispanic

Reasons For Sharing OOH Ads on Social Media

Among those who have shared an OOH ad on social media

It was entertaining

It was educational/taught me something 36%

It had a discount or offer | wanted to share with others 35%
It was culturally or socially relevant 33%

It was innovative 28%
It had a thought-provoking message

It featured my favorite artists, celebrities, or social/cultural influencers 26%
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It was different or went against "the norm" 23%

Source: OAAA, The Harris Poll

N\ . Methodoloy: Conducted online within the US by The Harris Poll from October 22 - 24,2024
(.) b The Harrls POI I among 1,661 US adults 18 - 64, weighted to reflect the US

Harris Insights & Analytics LLC, A Stagwell Company population across age, gender, race/ethnicity, region, income, household size, and employment.



