OOH Drives Awareness

and Action for
Real Estate

62% of Consumers Recall
Recently Seeing OOH Ads
for Real Estate

About 60% Who Saw an OOH
Real Estate Ad Engaged
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OOH Real Estate Ad Messages Most Likely to Engage Consumers

Local homes for sale 44%—» 51% Gen X

Types of homes sold 38%

28%

Information about the agent(s) or realty group’s experience or expertise

Track record of success 26% —» 35% GenZ

Client testimonials/reviews of the agent(s) or realty group 25%
Regional homes for sale 25%
Agent(s)/realty group contact information 24%

17%

Honors or recognitions awarded to the agent(s) or realty group

N Source: OAAA, The Harris Poll
(. aaa The Harris Po" Methodology: Conducted online within the US by The Harris Poll from February 25 - 27, 2025
4 among 1,632 US adults 18 - 64, weighted to reflect the US population across age, gender, region,

ot b los LLG, & Stagy il race/ethnicity, household income, education, marital status, size of household, and political party affiliation.



