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Factsheet 
The five things you need to know about Out of 
Home.

Increasingly advertisers are embracing the outdoor medium as one of 
the most effective platforms for reaching consumers. But how much do 
you really know about the impact of Out of Home?

To help answer this question, Clear Channel International commissioned Millward Brown to conduct research 
examining its impact across different levels of the consumer journey - from initial awareness, to brand conside-
ration through to product purchase. The results show that there may be much more to the power of Out of 
Home than you knew.
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 Out of Home (OOH) is more impactful than TV at driving top box consideration.

 When askes what brands consumers were more likely to favour, Out of Home campaigns were 29%   
 more impactful than TV campaigns.

 It is 3x more efficient than TV, making media budgets go further.

 The trial, measuring 124 campaigns, found that having a higher percentageof OOH in the media mix   
 directly results in higher sales uplift, with less campaign budget. By adding OOH to a campaign for   
 example, sales increased by 33% in the short term (one week after launching the campaign). Overall it   
 is 3 times more efficient than TV.

 OOH is 50% more efficient than TV at driving brand love.

 Affinity for a brand is the largest and most direct contributor to brand equity. According to the Millward   
 Brown research, Out of Home advertising is a significant contributor to driving brand love. It is 50% more  
 effective than TV in this regard.

 Synergies with other media deliver greater brand impact.

 OOH can be very powerful and efficient at supporting and extending TV messaging, even with a low   
 share of spend. In fact, advertising across these two channels is 1.5 times more effective than TV and   
 online combined.

 The abilty to position OOH advertising in close proximity to point of purchase is a key strength.

 Millward Brown reviewed a campaign case study which revealed OOH advertisements in close 
 proximity to retail locations required fewer viewings than other formats to be effective. It also found 92% 
 of paper campaigns and 100% of OOH campaigns to be effective in generating sales.1

 1 Campaigns generating a sales differential of min. 5%.
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Millward Brown – Advertising impact study

Methodology

The Millward Brown research findings are based on learnings from over 150 European case studies. 
CrossMedia evaluates the contribution to brand impact made by individual channels in a multimedia 
campaign. Our statistical model accurately measure the brand effect of the campaign by relating people’s 
media exposure with their attitudes towards the brand with also accounting for pre-disposition and non-
media influences. In-depth media analysis identifies optimal reach and frequency levels and which chan-
nels are delivering discreet reach. 

CrossMedia is based on opportunity to be exposed to the campaign through a series of media consump-
tions questions across media channels, and cookie-reading. This profile is then matched with the booked 
media plan and OTS (opportunity to see) scores are generated for each respondent.

Recruitment takes place via online panel. 

«This study, shows there is a clear need for brands to deploy a broad me-
dia mix. Specific media channels are able to help brands drive different 
brand measures. In the case of OOH, we see it is particularly good at dri-
ving top box of consideration, and this is even stronger when the adverti-
sing is close to point of sale. As with all media, creative strenght is also key 
factor in OOH impact, and this should be tested to ensure maximum im-
pact.»
Hannah Walley, Client Director, Media and Digital, Millward Brown


