
Maximizing OOH in Today's Marketplace 
Key 2026 Trends & Consumer Insights



OOH Industry Growth



Out of Home Advertising Association of America 

2024 OOH Ad Spend Grew 4.5% to $9.13 Billion
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2024 Category Performance vs. 2023

• Billboards +3.6%

• Street Furniture +5.0%

• Transit +10.6%

• Place-Based -1.6%

DOOH Growth 

+7.5%



Out of Home Advertising Association of America 

2024 OOH Ad Spend: Top 25 Product Categories
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The top 25 product categories account for 53% of total OOH spend

1. Legal Services

2. Hospitals, Clinics & Medical Centers

3. Domestic Hotels & Resorts

4. Quick Serve Restaurants

5. Consumer Banking

6. Colleges & Universities

7. Local Government

8. Chain Food Stores & Supermarkets

9. Television & Cable TV

10. Live Theater, Opera, Music, Dance

11. Fuel Suppliers, Plumbing & HVAC Services 

12. Architects, Contractors, Engineers

13. Religious, Charitable & Humanitarian Organizations

14. Computer Software (excl games, education)

15. Wireless Telecom Providers

16. Miscellaneous Organizations

17. Real Estate Agents, Agencies & Brokers

18. Medical & Dental Insurance

19. Local Amusements & Events

20. Apparel 

21. Online & Mobile Travel Services

22. Motion Pictures

23. Domestic Tourism 

24. Local Restaurants

25. Wireless Home/Business Phone Equipment & Systems

Source: MediaRadar
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NOTE: OAAA estimates Vivvix under reports OOH spend by approximately 30%, so data in this chart is best used for longitudinal analysis. Source: MediaRadar



Out of Home Advertising Association of America 

2024 Top Ten OOH Advertisers and Parent Companies

Advertisers

• Apple

• McDonald's

• Amazon

• Coca-Cola

• Verizon

• Disney

• Morgan & Morgan Attorneys

• Hotels.com

• Google

• Samsung
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Parent Companies

• Walt Disney Company

• Comcast Corp. 

• Expedia Inc. 

• Apple Inc. 

• McDonald’s Corp.

• Amazon.com Inc.

• Paramount Global

• Coca-Cola Co. 

• LVMH Moet Hennessy Louis 

Vuitton SA

• Verizon Communications Inc.Access the full 2024 MegaBrands report here

Source: MediaRadar

https://oaaa.org/wp-content/uploads/2025/04/2024-OAAA-MegaBrands-FINAL.pdf


Out of Home Advertising Association of America 

MAGNA: OOH Outperforms All Non-Digital Channels 2024 - 2025

2024

• Total media = + 9.9%

• OOH growth = +5.0%

2025 MAGNA Forecast

• Total media = +7%

• OOH growth = +2.9% 
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Out of Home Advertising Association of America 

US Media Inflation 2025 - 2026
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Out of Home Advertising Association of America 

H1 2025: OOH Spend Grew 2.6% to Record High $4.84 Billion
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 H1 2025 vs. H1 2024 Category Performance

• Billboards +1.4%

• Street Furniture +5.9%

• Transit +6.4%

• Place-Based +3.1%

DOOH Growth 

+9.1%

Digital OOH represents 35% of total OOH, format figures in millions.

Source: OAAA



Out of Home Advertising Association of America 

Ubiquitous: OOH Displays by Category 
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Source: OAAA



Consumer Journey & Experience



Out of Home Advertising Association of America 12

H1 2025 + Moving 12-Month Average Auto Travel at Record Highs

Source: The Harris Poll

US Travel: Millions of Vehicle Miles 

• January–June 2025 = 1,622,972 million (previous high 2024)

• July 2024-June 2025 = 3,291,246 million (previous high July 2023-June 2024)

37% 
consumers driving more now 

than pre-COVID



Out of Home Advertising Association of America 

Transit Continues to Grow – Air Travel Equivalent to Record 2024 Levels 
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Source: APTA, US DOT  

US Transit Ridership

• Q3 YTD 2025 up 6.8% vs. Q3 YTD 2024

• Heavy Rail +14.2%

• Commuter Rail +10%

• Bus +1.6 

US Air Travel Passenger Volume

• 2024 = Domestic + International record volume

• January–October 2025 vs. January– October 2024 

• Domestic even  

• International even

• Total volume even



Out of Home Advertising Association of America 

Consumer Mobility + OOH Reach Drives Ad Notice
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Source: The Harris Poll, Morning Consult

Consumer Mobility Heightens OOH Ad Exposure

85% adults who have ridden in a vehicle in the past 30 days

75% adults who have walked in a town, city or downtown in the 

past 30 days

OOH’s Massive Reach Generates High Consumer Notice

88% adults who have seen OOH ads in the past 30 days

85% adults who look at OOH ads all, most or some of the time 



Out of Home Advertising Association of America 

OOH Complements Consumer Experiences, Engages When Most Likely to Act
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Source: Morning Consult



Out of Home Advertising Association of America 

Consumers Are Highly Engaged With OOH 
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Source: The Harris Poll



Out of Home Advertising Association of America 

OOH Ads Most Likely to Engage Consumers: Colorful, Clever and Clear
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Source: The Harris Poll



Out of Home Advertising Association of America 

Social Media Users Notice OOH Ads Posted on Platforms
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How often do you see out of home advertisements reposted on the following social media platforms?  

Among users of each social media platform

Source: The Harris Poll



Out of Home Advertising Association of America 

OOH Generates Highest Ad Recall of All Core Media
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Source: Solomon Partners
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OOH’s Valuable Audience
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Source: The Harris Poll, Morning Consult

44
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OOH Resonates with Multicultural Consumers
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Source: Morning Consult



OOH Effectiveness



Out of Home Advertising Association of America 

Almost Four in Five Act Following Recent OOH Ad Exposure
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Source: Morning Consult



Out of Home Advertising Association of America 

OOH Engages Consumers On Journeys to Retail Stores
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Source: Morning Consult



Out of Home Advertising Association of America 

OOH Influences Consumer Purchase Decisions

25

Source: Morning Consult



Out of Home Advertising Association of America 

OOH Primes Mobile Activation
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Source: Morning Consult



Out of Home Advertising Association of America 

OOH Most Efficient at Driving Online Activation

Source: Comscore



Out of Home Advertising Association of America 

OOH Key Product Category Ads Most Relevant to Consumers
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Source: The Harris Poll



Out of Home Advertising Association of America 

A majority of adults recall recently seeing OOH ads for major sporting events
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90% of adults 18-64 engaged 

with a major sporting event OOH 

ad after seeing it

61% of adults 18-64 engaged 

on social media

59% recall seeing OOH ads for major sporting events, with the highest recall among men, Gen Z, and residents in large urban areas (1M+).

Source: The Harris Poll



Out of Home Advertising Association of America 

OOH Reaches QSR Consumers      Drives Sales 

Source: The Harris Poll
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OOH Impact with Key Product Categories 

• Alcoholic Beverages

• Automotive

• Cannabis

• Colleges/Universities

• Financial Services

• Healthcare Services

• Home Improvement/Hardware Stores
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• Political

• Quick Service Restaurants

• Real Estate

• Sit Down Restaurants

• Sports Betting

• Sports Event Marketing

• TV/Video Streaming Services

OOH impact in driving notice and engagement + ad content most likely to resonate with consumers

• Hotels

• Insurance Services

• Job Recruitment

• Legal Services

• Luxury Apparel

• Non-Alcoholic Beverages

• Personal Care Products

• Pharmaceuticals



Out of Home Advertising Association of America 

OOH: Improve Sales ROI With Reallocation of Existing Budgets
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Increased OOH allocation boosts 

media plan sales ROI at no 

additional cost



Out of Home Advertising Association of America 

OOH: Improve Brand Metrics ROI With Reallocation of Existing Budgets
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Increased OOH allocation boosts 

media plan brand metric scores 

at no additional cost



Digital Transformation



Out of Home Advertising Association of America 

MAGNA: DOOH Share of Total OOH Spend 2010 - 2029
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Out of Home Advertising Association of America 

Digital: Key Growth Driver for OOH  
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Source: MAGNA, OAAA

20K 

Digital Billboard 

Units

2025

7.5% 

DOOH 

Revenue 

Growth 

In 2024

10% 

DOOH 

Projected 

Growth 

In 2025

42%
2029
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Consumer Concerns with Competitive Digital Media
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Source: The Harris Poll



Out of Home Advertising Association of America 

Digital OOH Generates Consumer Notice 
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62% 
Consumers who have recently 

noticed digital billboard ads 

Source: The Harris Poll



Out of Home Advertising Association of America 

Digital OOH: Most Favorably Viewed Advertising Format
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Consumers in large urban areas, transit users, and younger generations are most favorable toward DOOH ads.

Source: The Harris Poll



Out of Home Advertising Association of America 

Digital OOH: Ad Format Most Likely to Drive Consumer Action
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Consumers in large urban areas, transit users, and younger generations are most driven by DOOH ads to take action.

Source: The Harris Poll



Out of Home Advertising Association of America 

Consumer Actions Most Likely Driven by DOOH Billboard Ads
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Source: The Harris Poll



Out of Home Advertising Association of America 

DOOH Ads Impact Purchasing Decisions of Over Half of Consumers
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Source: The Harris Poll

Generates Biggest Purchase Decision Impact With:

• Public transit (68%) and rail (70%) users

• Younger consumers (Gen Z 63%, Millennial 

63%)



Out of Home Advertising Association of America 

Nearly Half Say Contextual OOH Ads Are More Interesting
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Source: The Harris Poll



Out of Home Advertising Association of America 

DOOH Ad Content Most Likely to Drive Consumer Engagement
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Source: The Harris Poll
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MAGNA: Programmatic Share of DOOH Spend 2019 - 2029
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