
OOH Case Study

Lavender Acres Winery

Background
Lavender Acres Winery was established in 2021 and is currently building its winery
and event rental space business. Wine sales began in January 2024, with 2024 serving
as a soft opening year. The brand primarily advertised through Facebook, Instagram,
and its website, and participated in local wine shows and community events.

Harrisburg Lebanon Lancaster York
(HLLY), Pennsylvania

In addition to increased social media engagement, the Lavender Acres Winery also wanted to increase web activity and walk-in sales traffic. With
an established web and social media presence, they chose to OOH to their marketing mix to further increase awareness. The strategic plan was to
measure awareness gains using their existing social media and web analytics, along with evaluating increased awareness with sales growth. 

Increase Social Media Engagement  

Objective

Out of Home Advertising Association of America

Strategy
In March 2025, OOH was added to the marketing mix in the York and Lancaster markets, while all existing social media efforts were maintained. The
campaign ran for three consecutive months, beginning in mid-March and continuing for 12 weeks. It consisted of 10 static posters per cycle, with
messaging rotated every four weeks. The creative was designed to be clever, catchy, and attention-grabbing.  The goal was to deliver between 3.1
million and 3.5 million impressions per four-week cycle. The target audience was adults 21+, with a focus on women ages 25 to 64.The 10  static
posters were all within the winery's geographic footprint and the units were rotated to new locations during each of the three four-week cycles to
build reach.

Results
Social Media: 737 new followers, which was a 209% increase. Social media engagement grew  38% over the same time period. 
Website engagement grew 40% over the same time period.  
Customer in-person visitation to the winery grew by more than double (107%) between 2024 and 2025. 
Click through rates increased 271%.  
Average customer spend was $47.71 and the customer base doubled after OOH was added as part of the campaign mix. 

Plan Details
Target Demographic : Adults 21+ and women 25-64
Campaign Posting Dates: 3/15/25, 4/14/25 and 5/12/25
OOH Formats Used: Static Posters
Campaign Impressions: 11,692,760
Campaign Reach: 65.28%
Campaign Frequency: 14
Budget: $15,000 or larger


	OOH Case Study
	Visit Philadelphia
	Philadelphia, Pennsylvania
	Background
	Visit Philadelphia is the official nonprofit tourism marketing agency for the five‑county Greater Philadelphia region and exists to build the region's image, drive leisure visitation, and strengthen the local economy by showcasing the stories, culture, and experiences that define Philadelphia. Their focus is squarely on leisure travelers, highlighting reasons to visit the city, stay longer, do more, and ultimately return more often. Through advertising, public relations, social media, partnerships, and large‑scale campaigns, they work to shape positive perceptions of the city.

	Objective
	Build General Awareness
	Visit Philadelphia was facing a deep crisis of local pride and perception. Research showed that 54% of Philadelphians believed the city was "pretty seriously off on the wrong track" and many residents no longer viewed Philadelphia as an excellent or good place to live. At the same time, national sentiment was also deteriorating, with nearly half of Americans believing Philadelphia was unsafe — a perception problem that overshadowed measurable improvements in crime and safety. These negative perceptions created what city leadership referred to as a "hope deficit," undermining residents' confidence in their own city. This erosion of civic morale threatened core objectives that tourism and economic vitality depend on: pride in local communities, willingness to explore and support city institutions, and residents acting as ambassadors who invite friends and family to visit. With Philadelphia preparing for major upcoming moments in 2026 such as the semiquincentenial celebration, FIFA World Cup and PGA tournament and other national and international events, Visit Philadelphia needed to reverse negative sentiment, rekindle regional pride, and re‑energize Philadelphians' connection to their neighborhoods, businesses, culture, and citywide identity.

	Strategy
	The strategy for addressing the Civic Pride plan objectives was built on a deep understanding that Philadelphians experience the city in profoundly different ways depending on their level of connection to it. Visit Philadelphia’s research made it clear that civic pride is not uniform; instead, it exists along a spectrum ranging from highly connected, deeply invested residents to actively disconnected individuals who feel excluded, overlooked, or frustrated.


	To meaningfully shift perceptions and rebuild pride, the campaign needed to speak to each audience from where they stood—geographically, and culturally. The strategy began by segmenting residents into five connection tiers: highly connected, moderately connected, partially connected, disconnected, and actively disconnected. Each group carries its own relationship to place—shaped by neighborhood identity, economic opportunity, cultural relevance, systemic barriers, and trust in local leadership. Understanding these nuances allowed the campaign to tailor its messaging with precision. Highly connected Philadelphians respond strongly to reminders of legacy, cultural wins, and citywide “momentum,” whereas partially connected residents require messaging that addresses real challenges, acknowledges inequities, and highlights improvements in ways that feel authentic rather than promotional.
	With this segmentation in place, the OOH plan was mapped directly onto the lived experience of each audience tier. In neighborhoods with strong civic identity—places like South Philly, Germantown, Manayunk, or Fishtown—the strategy focused on amplifying pride by celebrating Philadelphia’s accolades, successes, and unique culture. This localization ensured the campaign did not speak “at” communities but met them with narratives rooted in what matters most to them.  OOH media became the backbone of this approach by placing hyperlocal messaging directly into residents’ everyday routines—on transit, in commercial corridors, along major arteries, in neighborhood hubs, and near local businesses.
	By tailoring creative to each geography, the campaign ensured that residents saw pride reflected in the places they call home. For highly connected audiences, messaging leaned into the city’s accolades, cultural strengths, and beloved institutions. For moderately‑connected audiences, the creative highlighted neighborhood heroes, popular neighborhood businesses, parks and restaurants. Throughout, the strategy positioned OOH not as standalone advertising but as part of a fully integrated civic‑pride ecosystem—supported by community storytelling, local ambassadors, neighborhood organizations, and real‑time communication tools. This combination ensured that pride was not simply declared; it was demonstrated, reinforced, and made visible at every level of daily life. The result was a strategy that didn’t just promote Philadelphia—it rebuilt the emotional foundations of civic identity across the entire region, one neighborhood and one resident segment at a time.

	Plan Details
	Target Demographic: A18+ Highly and moderately connected to Philadelphia Campaign Posting Dates: 2/17/25 - 7/6/25 & 8/25/25 - 12/7/25 OOH Formats Used: Static Transit Shelters, Digital Transit Shelters, High-Impact Digital Screens on street furniture and in transit stations, Digital & Static Bulletins Campaign Impressions: 98,707,000 Budget: $15,000 or larger

	Results
	The research perception studies were done in 2024 before the launch of campaign and then in December 2025 at the campaign's completion. The study results are noted below.
	Philadelphia County:
	Perception of Philadelphia Functionally (how it performs overall): Before: 35% | After: 42% +7%.
	Closeness (how close someone feels emotionally) Before: 50% | After 56% + 6%.
	Pride in Philadelphia: Before 66% | After 71% + 5%.
	Feelings of Safety in Philadelphia (% feel unsafe): Before 54% | After 50% - 4%.
	Counties surrounding Philadelphia:
	Is a place I am proud of Before 50% | After 61% +11%.
	Is unsafe (% feel unsafe): Before 62% | After 56% -6%


	OOH Case Study
	Hand & Stone Massage and Facial Spa
	Atlanta, Georgia
	Background
	Hand & Stone is a massage and facial spa and operates within a national franchise network owned by a corporate parent, which sets strict parameters for all marketing budgets. OOH has not typically qualified under the corporate guidelines, but a special corporate approval was granted for the Atlanta location to use OOH media.

	Objective
	New Product or Service Launch
	The campaign strategy centered on maximizing local visibility during the 2025 holiday season by promoting a BOGO Gift Card offer through high‑impact OOH placements within a five‑mile radius of the spa. Despite a modest media budget of $7,000, the investment was leveraged through strategic placements in high-traffic locations along key routes leading into Atlanta's largest retail shopping community, ensuring exposure to thousands of holiday shoppers at peak decision-making moments.

	Strategy
	Working within a defined five mile radius of the spa, the was to maximize awareness and frequency among high-intent local consumers who are most likely to convert into repeat spa clients. A high-profile static bulletin positioned along one of the busiest highways leading into the primary business and retail corridor surrounding the spa was selected to capture consistent daily traffic from commuters, local professionals, and residents traveling to work, shopping, dining, and wellness destinations within the immediate trade area. The target audience reached with this billboard strategy was affluent local residents seeking convenient self-care and wellness services, working professionals commuting through the area during peak morning and evening hours, women and men ages 25–64 with interest in stress relief, skincare, and preventative wellness. Repeat local traffic reinforced brand familiarity and top-of-mind awareness, and the proximity-driven messaging reached consumers within minutes of the spa, increasing likelihood of immediate or near-term visits. High daily impressions on a major commuter route ensured sustained exposure throughout the week, and the directional influence reached drivers already traveling toward the business district where the spa is located, making the message timely and actionable. The large-format static bulletin positions the spa as an established, premium local wellness destination, enchancing brand credibility. The creative strategy ensured the message was not only visually compelling but also instantly readable and included a call to action in a high-speed environment - all designed to cut through visual clutter and drive meaningful impact in the marketplace. With an emphasis on creative clarity, simplicity, and stopping power, the approach ensured the message resonated quickly and effectively, driving immediate engagement and rapid membership growth.



	Plan Details
	Target Demographic: Affluent, working professionals, A25-64 Campaign Posting Dates: 10/01/26-12/31/26 OOH Formats Used: Static Bulletins Campaign Impressions: 109,526 Weekly Impressions Campaign Reach: n/a Campaign Frequency: n/a Budget: Under $15,000

	Results
	The spa generated over 100 new members within 30 days of the campaign going live. Despite the modest budget, the campaign became one of the most successful initiatives the client had run. As a result, OOH was elevated in importance within corporate marketing, and the strong performance led the client to renew their advertising investment for the entire 2026 calendar year.

	OOH Case Study
	Scooter's Coffee
	Dallas - Fort Worth, Texas
	Background
	Scooter's Coffee is a fast-growing drive thru coffee brand focused on rapid market expansion and frequency building. In the highly competitive Dallas market, the brand faced intense pressure from national and regional coffee chains competing for morning and afternoon drive time occasions.

	Objective
	Increase Physical Store or Venue/Facility Consumer Traffic
	The objective was to drive incremental store visitation and validate OOH as a performance channel capable of influencing consumer action and go beyond building brand awareness.

	Strategy
	The campaign was designed as a controlled market test to measure the direct impact of OOH on physical store traffic versus comparable control markets with no OOH investment during the same period. OOH was used to engage consumers throughout the marketing funnel: to reinforce brand presence, cue habitual visits, and intercept consumers during daily travel routines. Dallas was selected as the test market due to its high density of stores, strong commuter patterns, and competitive coffee landscape. The campaign utilized high impact roadside OOH placements near Scooter's Coffee locations and along key commuter corridors during peak drive times.

	Plan Details
	Target Demographic: Adults 18 to 54, commuters and on the go consumers Campaign Posting Dates: 6/23/25-8/17/25 OOH Formats Used: Bulletins and Posters Campaign Impressions: 28.8 million Campaign Reach: 41.6% Campaign Frequency: 18.0 Budget: $15,000 or larger

	Results
	The Dallas test market significantly outperformed control markets during the OOH campaign.
	Dallas locations delivered a positive year over year increase of foot traffic increase of +3.39%, while control markets declined -4.40% year over year.
	The traffic performance gap between the test and control markets widened during the campaign, demonstrating incremental lift driven by OOH exposure.
	Pre test, the performance difference between Dallas and control markets was 4.86% separation. During the OOH test period, that delta increased to 7.79% separation, indicating a meaningful acceleration in the Dallas market's relative performance after OOH was introduced.



	OOH Case Study
	BoomBoom Naturals Inc.
	New York
	Background
	BoomBoom Naturals Inc. is an emerging functional‑wellness brand rapidly gaining organic traction on TikTok but still seeking mainstream cultural visibility. Known for its aromatherapy nasal inhalers, BoomBoom appeals strongly to Gen Z and Millennial consumers who value instant, sensory wellness experiences. They were facing the dual challenge of operating in a crowded wellness market while selling a niche product format that required consumer education. Although the brand enjoyed strong organic momentum on TikTok, it lacked mainstream visibility and needed to establish credibility rapidly.

	Objective
	Increase online, promotional / special event sales
	At the time of planning, BoomBoom Naturals Inc. was an emerging functional‑wellness brand rapidly gaining organic traction on TikTok but still seeking mainstream cultural visibility. Known for its aromatherapy nasal inhalers, BoomBoom appealed strongly to Gen Z and Millennial consumers who value instant, sensory wellness experiences.

	Strategy
	The launch of their new Spearmint flavor—paired with an exclusive TikTok Shop sales window—created a pivotal opportunity to scale awareness, drive trial, and elevate the brand from social‑platform success to wider cultural relevance. These dynamics set the stage for a bold, high‑impact OOH campaign aimed at signaling credibility, reaching new audiences, and bridging physical visibility with digital commerce. BoomBoom needed to bridge the high‑impact OOH placements with a digital‑only sales channel during a limited TikTok Shop exclusivity window, requiring bold, culturally resonant media that could drive both awareness and measurable commerce outcomes.
	Each campaign element was strategically chosen to amplify BoomBoom’s culturally charged, sensory‑forward brand story. Times Square’s monumental digital canvases provided the scale and spectacle needed to position BoomBoom as a breakout wellness brand, while subway Livescapes and Liveboards extended frequency and engagement across the city. Reaction‑driven creative rooted in instant sensory refresh was optimized for both static and motion formats, supported by QR codes that bridged physical impressions with BoomBoom’s TikTok Shop exclusivity window. Together, these elements formed a powerful, social‑first OOH ecosystem designed to drive awareness, trial, and trackable digital commerce.


	The OOH campaign was designed to activate their social media through impact + frequency + shareability:
	Impact (Times Square Digital Spectaculars): Dominant video placements at the very top and on the large cube unit beneath the Coca-Cola and Samsung boards to deliver instant scale, PR optics, and a backdrop people want to film. Creative: tight loops of product use + authentic reaction shots; bold Spearmint cues; clear “TikTok Shop New Arrivals” CTA with QR code.
	Frequency (Manhattan Subway Video Network): Multi-screen video along key stations to reach commuters repeatedly at stress/energy-need moments, reinforcing the instant-benefit message between rides.
	Content Engine (In-Market Capture): CEO on-site for first-look reactions, micro-interviews, and BTS to feed daily TikTok/IG posts and seed UGC prompts.
	Selection Rationale: Times Square for cultural authority and social spillover; subway for efficient reach and daypart frequency; reaction-led creative to prove the benefit in seconds. Measurement: OOH proof-of-play/impression estimates, NYC-tagged social volume and engagement, QR/vanity-URL traffic, and TikTok Shop clicks/sales during the flight.


	Plan Details
	Target Demographic : Gen Z & Millennials (18–34) who are wellness-curious, fitness/beauty-adjacent, creators and service/nightlife workers; Secondary—urban commuters (25–44) and tourists with high propensity to post/share. Campaign Posting Dates: 05/19/25 - 05/25/25 OOH Formats Used: Digital Bulletins, Subway Liveboards Campaign Impressions: Total Contracted Impressions: 170.9M Budget: $15,000 or larger

	Results
	Sales Lift: Daily TikTok Shop orders increased 4x, from ~2,000/day pre-campaign to 8,000/day at peak.
	Traffic Lift: Average daily TikTok Shop visitors increased from 398,000 before launch to a peak of 826,000/day during the campaign (+107%).
	Social Impact: >15M organic impressions on TikTok/Instagram from UGC, CEO content, and reposts of Times Square activations.

	OOH Case Study
	Hunneman Real Estate
	Boston, Massachusetts
	Background
	By early 2025, Hunneman Real Estate faced a pivotal moment in its near century-long history. Despite being one of New England’s oldest and largest independent commercial real estate firms, the company struggled with brand recognition in a market dominated by global giants like CBRE, JLL, and Colliers.   Hunneman’s track record spoke volumes, but brand recognition lagged behind their legacy. At the same time, the commercial real estate market was under pressure from record office vacancies, slower deal cycles, and cautious investors.  Against this backdrop, Hunneman confronted the dual challenge of differentiating themselves in a crowded, highly competitive industry while also countering the perception that bigger, international firms had the scale and sophistication to outmaneuver local players. What Hunneman needed was a way to not just get their name out in front of decision-makers, but to redefine their brand narrative: positioning themselves as the local experts — more attentive, knowledgeable, and nimble than their larger, slower-moving competitors.

	Objective
	Increase Website Visitation

	Strategy
	In 2025, they set out to make their independent expertise impossible to overlook by shaking up its marketing strategy. To raise awareness of Hunneman and its services among Boston-area C-suite executives and commercial real estate decision-makers, they created a plan to:
	Build broad brand visibility in the Boston market. • Reinforce Hunneman’s independent, nimble positioning versus global competitors.
	Drive measurable digital engagement, including web traffic and organic searches.
	Generate qualified leads through “Contact Us” form submissions.
	Support talent recruitment by spotlighting career growth opportunities.
	Hunneman leaned into a bold new approach — placing out of home (OOH) and mobile advertising at the center of its marketing campaign by leveraging high-impact visibility on Boston’s busiest commuter corridors and pairing it with precise mobile targeting, the firm sought to elevate its brand presence, showcase its full breadth of services, and stand out as a trusted, responsive alternative to the global CRE powerhouses. Hunneman launched a 10-week integrated OOH and mobile campaign during Spring 2025 (March 24 – June 1, 2025) to boost brand visibility and drive more interest & demand among their key audiences. The plan placed OOH at the center of a multi-channel strategy, blending high-impact formats with digital and mobile extensions to reach decision-makers at multiple touchpoints. OOH + Mobile Tactics:



	Prime Digital Billboards: These cherry-picked ad placments anchored the campaign, delivering avoidable brand visibility on Boston’s busiest commuter arteries, maximizing exposure and ensuring daily impact among commuting professionals.
	Programmatic Digital Bulletins: planned to deliver an additional 7M impressions using locations that over-indexed against Hunneman's target audiences. This cost-efficient tactic extended incremental reach while leveraging dynamic creative rotations to spotlight different service lines and maintain campaign freshness.
	MBTA Commuter Rail Interior Cards: Targeted corporate professionals during long dwell-time commutes. Each creative featured a QR code that encouraged engagement and drove direct site visits.
	Mobile Advertising: Reinforced awareness and drove lower-funnel actions through geofencing, retargeting, and precision audience targeting. Mobile ads focused on C-Suite executives and CRE decision-makers, with geofencing layers around billboard locations and WeWork offices to maximize relevance. By combining the scale of roadside billboards, the engagement of commuter rail, and the precision of mobile targeting, Hunneman built a full-funnel campaign: broad awareness at the top, engagement and search in the middle, and measurable lead generation at the bottom. Hunneman took advantage of the creative flexibility and versatility of Digital OOH by rotating their creative messaging to spotlight various taglines used for general brand awareness & talent acquisition vs. taglines that promoted their various service lines of business. DOOH gave them the opportunity to test various creatives and refresh them as needed. This multi-pronged creative approach elevated the brand name, promoted service offerings, and supported recruitment — versatility that competitors couldn’t easily replicate.

	Plan Details
	Target Demographic : Boston-area C-suite executives and commercial real estate decision-makers. Campaign Posting Dates: 3/24/25 - 6/01/25 OOH Formats Used: (3) Cherry-Picked Digital Bulletins, (120) MBTA Commuter Rail Interior Car Cards, Programmatic (DDA) Digital Bulletin Impressions, Mobile Impressions (Audience & Location Targeting) Campaign Impressions: 26,812,081 total adult 18+ Geopath impressions Budget: $15,000 or larger

	Results
	Awareness & Discovery:
	Organic search traffic surged +82.17%, proving OOH drove brand curiosity.
	Direct traffic increased +58.9%, showing strong name recognition. o Mobile generated 4,410 clicks / 0.40% CTR (167% above benchmark)
	Earned amplification in The Boston Globe further raised visibility.
	Digital Engagement:
	Website sessions spiked in April/May during the campaign, then tapered once media went dark — underscoring OOH’s influence.
	Both new and returning visitors increased, highlighting OOH’s dual role in introducing and re-engaging audiences.
	Lead Generation:
	~87 “Contact Us” form submissions (Feb–Aug 2025), with >50% (~45) generated during the OOH campaign window.
	Submissions peaked in April, directly aligning with OOH presence.
	Independent Advantage: Hunneman’s agility let them tailor creative and media locally, unlike global competitors bound by national mandates.
	Website Visits (impact): 45 online contact form submissions during the timeframe the OOH campaign was live.
	Website Visitation or Views: Website traffic tells the story of how OOH drove digital discovery:
	Organic Search (+82.17%): This is the clearest signal of brand lift. More people were searching “Hunneman” by name, showing that OOH visibility translated into curiosity and search intent.
	Direct Traffic (+58.9%): Users were typing Hunneman’s URL directly or clicking from saved bookmarks, a strong indicator of brand recognition strengthened by large-format roadside and commuter placements.
	Referrals (1,828 sessions): While smaller in volume, referrals added incremental visibility. The March–May period aligns with the strongest spikes in both organic and direct sessions, matching the OOH campaign’s active flight. After the campaign ended, website activity trended downward, reinforcing the impact that OOH had in driving digital discovery and brand engagement.

	OOH Case Study
	The Black McDonald’s Operators Association of Chicagoland and Northwest Indiana
	Chicago, Illinois
	Background
	The Black McDonald’s Operators Association (BMOA) of Chicagoland and Northwest Indiana is a collective of franchise leaders. These dedicated owner operators are invested in creating meaningful and lasting impact through programs that support families and celebrate African American culture.   The 60+ BMOA stores compete with hundreds of QSR options in their neighborhoods. Many competitors are national chains with powerful ad budgets, while others might be locally owned quick service options. Overall, the category is extremely competitive, with all competing restaurants looking to grow and groom new customers while maintaining their existing repeat consumer base.

	Objective
	Increase Physical Store or Venue/Facility Consumer Traffic
	BMOA’s plan was to increase foot traffic and store visit frequency with their primary target of AA 18-34. Secondarily they wanted to reach AA 18+ and GM audiences within their trade areas. Their desired instore outcomes were: increased awareness of core menu offerings, inspire repeat visits, and generate more sales.

	Strategy
	BMOA’s OOH program spanned the trade areas of over 60 stores and featured strategically selected Premiere Panels and Jr. Posters, chosen for their strong impression delivery and high index against AA 18–34 audiences. BMOA launched a 47‑week campaign utilizing 48 Junior Posters and 4 Premiere Panels located in African American communities across the Chicago DMA. Each location was positioned within the trade areas of the 60+ BMOA McDonald’s locations and yielded high impressions for the primary and secondary target audiences.To complement the OOH impact and measure foot-traffic attribution, BMOA deployed mobile advertising targeting the same audience. Both the OOH inventory and the 60+ BMOA store locations were geofenced to measure ad exposure and resulting in-store visitation.



	Plan Details
	Target Demographic : African American A18-34 Campaign Posting Dates: 2/3/2025 - 12/28/2025 OOH Formats Used: Junior Posters, Premiere Panels, & Mobile Campaign Impressions: 4-Week AA 18-34 Impressions = 951,909  Est. 4-Week Reach: 7.41% Est. 4-Week Frequency: 33.6 Budget: $15,000 or larger

	Results
	BMOA’s campaign significantly exceeded all KPIs:
	The attribution study identified 898,382 visits from audiences exposed to the advertising, with 54% of exposed consumers visiting a BMOA location five or more times within 90 days.
	In addition, the association saw increased website engagement, over 18K mobile clicks (0.39% CTR) and surpassed sales expectations, reinforcing the campaign’s strong performance.

	OOH Case Study
	Lavender Acres Winery
	Harrisburg Lebanon Lancaster York  (HLLY), Pennsylvania
	Background
	Lavender Acres Winery was established in 2021 and is currently building its winery and event rental space business. Wine sales began in January 2024, with 2024 serving as a soft opening year. The brand primarily advertised through Facebook, Instagram, and its website, and participated in local wine shows and community events.

	Objective
	Increase Social Media Engagement
	In addition to increased social media engagement, the Lavender Acres Winery also wanted to increase web activity and walk-in sales traffic. With an established web and social media presence, they chose to OOH to their marketing mix to further increase awareness. The strategic plan was to measure awareness gains using their existing social media and web analytics, along with evaluating increased awareness with sales growth.

	Strategy
	In March 2025, OOH was added to the marketing mix in the York and Lancaster markets, while all existing social media efforts were maintained. The campaign ran for three consecutive months, beginning in mid-March and continuing for 12 weeks. It consisted of 10 static posters per cycle, with messaging rotated every four weeks. The creative was designed to be clever, catchy, and attention-grabbing.  The goal was to deliver between 3.1 million and 3.5 million impressions per four-week cycle. The target audience was adults 21+, with a focus on women ages 25 to 64.The 10  static posters were all within the winery's geographic footprint and the units were rotated to new locations during each of the three four-week cycles to build reach.

	Plan Details
	Target Demographic : Adults 21+ and women 25-64 Campaign Posting Dates: 3/15/25, 4/14/25 and 5/12/25 OOH Formats Used: Static Posters Campaign Impressions: 11,692,760 Campaign Reach: 65.28% Campaign Frequency: 14 Budget: $15,000 or larger

	Results
	Social Media: 737 new followers, which was a 209% increase. Social media engagement grew  38% over the same time period.
	Website engagement grew 40% over the same time period.
	Customer in-person visitation to the winery grew by more than double (107%) between 2024 and 2025.
	Click through rates increased 271%.
	Average customer spend was $47.71 and the customer base doubled after OOH was added as part of the campaign mix.




