OOH Drives Awareness
and Action for Personal

Care Products

70% of Consumers Recall
Recently Seeing OOH Ads
for Personal Care Products
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OOH Personal Care Product Ad Messages Most Likely to Engage Consumers

Price and/or cost-saving opportunities 42%

Product benefits 41% —» 47% Women

New products on the market

33%

Product features 32% —» 39% Northeast

Customer testimonials/reviews 21%

Nearby locations to purchase 20%
Company/brand contact information 17%
Seasonal/limited time products available 17%

Partnerships/sponsorships
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