
70% of Consumers Recall 
Recently Seeing OOH Ads

 for Personal Care Products
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OOH Drives Awareness
and Action for Personal
Care Products

Source: OAAA, The Harris Poll 
Methodology: Conducted online within the US by The Harris Poll from February 25 – 27, 2025
among 1,632 US adults 18 - 64, weighted to reflect the US population across age, gender, region,
race/ethnicity, household income, education, marital status, size of household, and political party affiliation.

83% Who Saw an OOH
 Personal Care Product Ad Engaged

OOH Personal Care Product Ad Messages Most Likely to Engage Consumers

Purchased the product/brand

Looked up reviews of the
product/brand

Searched for the specific
product/brand online

Took advantage of a
special offer or promotion

Talked to friends or family about
the product/brand

Visited the product/brand's
website

Followed the product/brand on
social media

Downloaded an app

Scanned or tapped an ad for
more information

Took a picture of the ad to
share it with others
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