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Out of Home
drives recall

After the campaign ran in 2020

904

of people surveyed remembered
seeing a responsible drinking ad
in the last month, up from

40% in 2019

Source: Dynata ad hoc surveys, June 2019 and January 2020.
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Out of Home
starts conversations

After the campaign ran in 2020

of people who saw the campaign
said they discussed it with other
people, up from 33% in 2019

Source: Dynata ad hoc surveys, June 2019 and January 2020.
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After the campaign ran in 2020
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of people who saw the campaign
agreed they drink more moderately
after seeing the ads, up from

24% in 2019

Source: Dynata ad hoc surveys, June 2019 and January 2020.



The DrinkWise campaign
increased in effectiveness
over time SURVEY RESULTS

July 2019 and January 2020
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Source: Dynata ad hoc surveys, June 2019 and Januar y 2020. i i
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Out of Home inspires positive
campaign engagement

Of those who saw the Of those who saw the
DrinkWise campaign in 2020 DrinkWise campaign in 2020
said they liked it said they think it is

‘good for society’

Source: Dynata ad hoc survey January 2020.



HMOVE

Measurement of Outdoor Visibility and Exposure

More research and insights may be found at
Anatomy of Out of Home



https://www.oma.org.au/anatomy-out-home

