
‘POWER USERS’ OF OUT OF HOME 
• Amplify other media channels
• Increase brand trust, customer loyalty and market share
• Use OOH for brand building and sales activation
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Source: Standing on the shoulders of giants study by Rapport and IPA, read more here

An update from the previous Power Users summary, see February 2018 AOOH

Out of Home (OOH) ‘Power Users’ are 

identified as: advertisers who 
spend 15% or more of their 
marketing budget on OOH

A recent report from Rapport and IPA examined 171 case studies from the IPA’s Effectiveness Awards 
Databank, and compared ‘Power Users’ (62 case studies) versus those that don’t use OOH

(109 case studies). The results showed…

http://www.oma.org.au/
https://www.thedrum.com/news/2018/08/16/study-links-ooh-advertising-with-increase-search-and-social-media-brand-activity
http://www.oma.org.au/__data/assets/powerpoint_doc/0017/19700/Feb_2018.pptx


‘POWER USERS’ OF OOH AMPLIFY THEIR FULL MEDIA SPEND

Advertisers who spend 15% or more of their marketing budget on 
OOH see an uplift in results from their other media channels 
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Source: Standing on the shoulders of giants study by Rapport and IPA, read more here

Study compares Power Users of OOH and Non Users of OOH.

Press Radio TV Any Online Social Search

+11% +12%

+21%

+31%

+56%

+80%

http://www.oma.org.au/
https://www.thedrum.com/news/2018/08/16/study-links-ooh-advertising-with-increase-search-and-social-media-brand-activity


‘POWER USERS’ OF OOH ACHIEVE STRONGER BRAND TRUST

Advertisers who spend 15% or more of their marketing budget on OOH 
see increases in the Brand Trust, Customer Loyalty and Market Share
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Brand Trust +24%

Source: Standing on the shoulders of giants study by Rapport and IPA, read more here

http://www.oma.org.au/
https://www.thedrum.com/news/2018/08/16/study-links-ooh-advertising-with-increase-search-and-social-media-brand-activity


‘POWER USERS’ USE OOH
FOR BRAND BUILDING AND SALES ACTIVATION
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Brand Building

48%
Both

24%

Sales Activation

28%

Advertisers who spend 15% or more of their marketing budget on 
OOH are using it for Sales Activation, Brand Building or Both
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https://www.thedrum.com/news/2018/08/16/study-links-ooh-advertising-with-increase-search-and-social-media-brand-activity

