OOH Drives Awareness
and Action for Colleges &

Universities

56% of Consumers Recall Almost 70% Who Saw a
Recently Seeing OOH Ads for Colleges & Universities OOH Ad Engaged
Colleges and Universities Among those who engaged
. Yes% Any action (Net)
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Hispanic 61% Looked up reviews of the school or its programs
Followed the school on social media
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Employed 62% Took a picture of the ad to share it with others
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88% GenZ
81% Urban IM+

College & University OOH Ad Messages Most Likely to Engage Consumers

39% Hispanic

38% HHI $50K - $75K
38% Urban <1M

37% Urban IM+

Affordability or cost (e.g., financial aid opportunities, tuition rates)

Online offerings (e.g., courses, programs, bootcamps)

28% GenZ
28% Urban <1M

Career services offerings (e.g., internship opportunities, job fairs)

30% College Graduate+
29% Parent
28% Urban 1M+

Academic program offerings (e.g., undergraduate or graduate programs)

Certificate programs

Athletic events

Student experience (e.g., campus living, local attractions)

Student outcomes or success stories

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.



