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IMPACT OF OOH ADVERTISING – MOBILE ACTIVATION

Used online search to look up information about the 

advertiser
35%

Accessed a coupon or discount code 22%

Visited an advertiser's website 22%

Downloaded or used an app shown in the ad 15%

Snapped a photo of an ad 14%

Source: Nielsen 2016 Base: Adults 16+

Actions taken by consumers after viewing any OOH media in the past year…
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OOH REACHES CONSUMERS WHEN THEY ARE IN 
ACTIVE PURCHASE MODE

Source: Nielsen

39%
HAVE NOTICED DIRECTIONAL OOH ADS

21% visited RESTAURANT advertised

19% visited STORE advertised

9% ATTENDED event advertised

8% CALLED a phone number

AMONG CONSUMERS WHO VIEWED 
ANY OOH AD IN THE PAST MONTH

16%
IMMEDIATELY VISITED THE BUSINESS 

ADVERTISED
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OOH OUTPERFORMS TRADITIONAL MEDIA IN REACHING 
CONSUMERS IN THE HALF-HOUR BEFORE PURCHASE 
ACTIVITIES
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Source: USA Touchpoints, RealityMine Base: Adults 18-64
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CONSUMERS SPEND MORE TIME WITH OOH THAN 
ANY MEDIUM EXCEPT TV
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Source: USA Touchpoints, RealityMine Base: Adults 18-64
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NIELSEN OOH ADVERTISING STUDY– HIGHLIGHTS

Source: Nielsen 2016 Base: Adults 16+

REACH
91% of U.S. residents age 16 or older who have traveled in a vehicle in the past 
month, noticed some form of OOH, and 79% have noticed OOH in the past week. 

ENGAGEMENT
82% of billboard viewers make a point to look at the advertising message at least 
some of the time; over one-third look at the billboard ad each time or almost each 
time they noticed one. 



 
Source: Peter J. Solomon Company 

Estimates as of June 2015, median values represented within each bar. 
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CONSUMERS REPORT POSITIVE EMOTIONS IN THE SAME HALF-
HOUR AS 49% OF OOH EXPOSURES
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