Awareness and Action
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Almost 60% of Consumers Recall
Recently Seeing OOH Ads
for Job Recruitment
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OOH Job Recruitment Ad Messages Most Likely to Engage Consumers

48% —» 57% Rural
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Wage/salary information

Benefits available/offered 39%

Eligibility criteria 28%
Information about what kind of work the company hiring does _ 27%
Employer/company contact information _ 27%
Information about the industry the job/opportunity is within 25%

Education and/or job training opportunities available 20%

Current employee testimonials/reviews 16%

The company's involvement in the local community 15% —» 20% Gen Z
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