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A look at Australian and international published research findings from 2017:
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OUT OF HOME INCREASES CAMPAIGN ROI
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Using Out of Home can lead to 23% more in ROI when combined with other channels

Source: oOh! media research by The Leading Edge  Click here for more info

The Leading Edge undertook Australia’s largest market mix modelling study which proved OOH increases ROI when 

added to the media mix:

when added to TV campaigns ROI increases 15%

when combined with TV and digital ROI increases 23%

http://www.oma.org.au/
http://www.oohmedia.com.au/news/in-a-world-of-missable-media-ooh-is-unmissable/


SIMPLICITY TO YOUR OOH CREATIVE IS KEY
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Source: Talon Canvas eye tracking results.  Click here for more details

Talon Canvas (UK) measures 
attention and engagement using 
eye-tracking technology and real people. 

One of the first and probably most important 
findings is that simplicity in OOH is key. 

Busy creatives that have more than five 
components, tend to underperform 
when tested with Talon Canvas.

http://www.oma.org.au/
http://www.oma.org.au/media2/latest-news/archive-items/what-makes-ooh-stand-out-from-the-crowd


MOVEMENT INCREASES MEMORY ENCODING
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Research shows campaigns that have movement have an edge in memory encoding

Source: APN Outdoor research by The Lab and Neuro-Insight.  Click here for more info

Australian Neuro-Insight research looked at the differences between static and moving advertising:

The study analysed over 
4 billion data points of 
people’s brain reactions to 
stimulus.

The results found that 
movement increases memory 
encoding, in turn increasing ad 
effectiveness. 

http://www.oma.org.au/
http://www.apnoutdoor.com.au/insights/research-studies/transit-factor


CONTEXTUALLY RELEVANT CREATIVE MORE EFFECTIVE
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Research shows there is a direct correlation between message and medium

Source: OMAC research . Click here for more details

Canadian Research looked at the effectiveness of contextually relevant advertising across digital OOH:

Contextually relevant creative is 19% more effective
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