
90%
of adults engaged with a major

sporting event OOH ad after seeing it

61%
of adults engaged on social media after sporting

 event OOH ad exposure - Visual ad impact and feature
of favorite team/athlete drive engagement

Top Actions Taken After Seeing 
Major Sporting Event OOH Ad
Among those who have engaged with the ad type
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Look up more information online

Discuss the event with friends or family

Watch a related game or highlights on TV or streaming platforms

Visit the event's official website or social media pages

Search for tickets or information on buying tickets

Follow the event's social media account

Follow the team(s) or athlete(s) on social media

Buy related merchandise

Take a photo of the ad and post it on social media

Share or tag friends in a post about the event

Sign up for updates or newsletters about the event, sport, or team

Scan a QR code on the ad

Engage with sponsors or brand promotions related to the event

Sign up for updates or newsletters about the event, sport, or team

42%

42%

38%

30%

29%

26%

25%

22%

22%

21%

20%

19%

16%

16%

0% 10% 20% 30% 40% 50%

It was visually appealing

It featured my favorite team or athlete

It was entertaining

It was innovative

It was inspiring or emotional

It was educational or taught me something

It had a thought-provoking message

50%

49%

48%

36%

32%

29%

28%

54% Millenials

45% Urban 1M+

OOH Drives Consumer
 Action for Major 
Sporting Events + 
Boosts Local Economies

99%
of adults who attended a 

sporting event after seeing 
and OOH ad spent money locally

Source: OAAA, The Harris Poll
Methodology: Conducted online in the US by The Harris Poll August 14-18, 2025, among 1,624 U.S. adults ages
18-64, weighted by age, gender, region, race/ethnicity, household income, education, marital status, size of
household, and political party affiliation.
“OOH’s Impact on Sports Event Marketing” was sponsored by The Foundation for Outdoor Advertising Research
and Education (FOARE), a 501 (c) (3) not for profit, charitable organization.

OOH's Local Spend Effect
Among those who attended a major sporting event in person after seeing an OOH ad for it

No, I did not spend
any money locally

1%

Yes, I spent a
decent amount

of money locally

34%

Yes, I spent a
significant amount
of money locally

66%

Reasons for Social Media Engagement
Among those who have engaged with the ad type via social media


