
 

How Ad Buyers Are Making Decisions About Digital Out Of Home 

Key Findings: 

● Out-Of-Home advertising is expanding as marketers adopt it as part of their integrated 

omnichannel campaigns 

● The data-driven capabilities of programmatic digital out-of-home afford flexibility and 

precision in activating new campaigns  

● Marketers are becoming more sophisticated when it comes to their use of digital out-of-

home, but there is still plenty of opportunity for growth 

 

Out-Of-Home advertising is expanding as marketers adopt it as part of their integrated 

omnichannel campaigns

Prior to the pandemic, the digital 

transformation of out-of-home (OOH) media 

resulted in strong momentum as screens 

became more accessible to advertisers. 

While this momentum may have wavered 

over the last 18 months, spend optimism for 

OOH had already rebounded to pre-

pandemic levels by June 2021.  

 

A key accelerant for that growth is 

programmatic. More than one quarter of 

advertisers’ DOOH spending was through 

programmatic channels in 2021, and that 

number is expected to increase by more 

than 10% for 2022.  

 

In addition to improved programmatic 

capabilities, the integration of DOOH into 

omnichannel campaigns is also fueling 

growth. From February 2020 to August 

2021, 66% of ad buyers activated a new 

digital-out-of-home (DOOH) campaign, and 

the majority of these decision makers have 

changed their siloed thinking about OOH. 

For example, 66% of advertisers agree that 

DOOH has been removed from the 

traditional OOH media planning silo to 

enable integrated cross-channel buys, and 

62% of advertisers see DOOH as an 

important screen in their integrated omni-

video campaigns.  

 

 

 

 

 

 

 

 

 

 

 

 

However, the way these decision makers 

think about DOOH isn’t the only thing that’s 



 

changed. There has been a substantial 

evolution in the way media buyers think 

about their campaigns, from ascribing set 

budgets to particular channels to a more 

fluid approach. As an illustration of this 

trend, 77% said their media strategy had the 

fluidity to allow for the inclusion of OOH, 

and 35% of omnichannel advertisers are 

including DOOH to complement their digital 

plan.  

 

With 81% of omnichannel decision-makers 

planning to recommend DOOH or inclusion 

in their media plans in the next year, the 

future points positively for the use of OOH.

 

The data-driven capabilities of programmatic DOOH afford flexibility and precision in 

activating new campaigns

Programmatic is a key accelerant of 

DOOH’s current and future growth, with ad 

buyers eager to funnel more DOOH 

spending through automated means. 

Programmatic is driving DOOH because of 

addressability, measurement, integration, 

increase of available screens, more flexible 

creative and integration with other channels. 

 

As advertisers are keen to uncover new 

efficiencies and improve business outcomes 

as a result of their ad campaigns, the ability 

to use data-driven creative is becoming 

more critical. Dynamic creative capabilities 

were cited by 60% of advertisers as a 

feature of DOOH that drives consideration 

for the medium’s use in media plans. The 

top reason cited for activating a new DOOH 

campaign in the past 18 months was 

creative flexibility enabled by programmatic, 

at 61%. As pandemic conditions changed, 

marketers capitalized on the potential to 

quickly change creative or adopt it to a 

specific audience the same as they would 

for other channels. 

 

This plays into the expectation for 

advertisers to continue their programmatic 

DOOH spending, with an anticipated rise to 

36% in 2022. This increased adoption in 

programmatic DOOH can allow for 

integrated campaigns that connect/move 

with audiences in and out of their home to 

deliver measurable outcomes. 

 

When asked about the programmatic 

capabilities of DOOH that have worked well 

for them, advertisers’ most commonly 

pointed to contextual targeting and 

flexibility. The top reasons for advertisers 

including DOOH on their media plans were 

the ability to geo-target ads by DMA, ZIP 

code, or another hyperlocal area (cited by 

44% of respondents), as well as the ability 

to target based on contextual relevance 

(42%). In other words, ad buyers appreciate 

that the very data-driven approaches they 

take throughout the rest of their digital ad 

campaigns can today be applied to DOOH. 

 



 

There are a variety of ways that advertisers 

choose to use this capability. More than 

seven in 10 respondents who reported 

using DOOH in the past year had used 

location or retargeting data as a real-time 

trigger or dynamic DOOH creative. 60% had 

used contextually relevant information about 

the environment as a trigger, while fewer 

than half of DOOH buyers included time of 

day (44%), weather (36%), news or pop 

culture (33%), and sports scores (24%). 

This means there is still a lot more 

opportunity for ad buyers to optimize their 

DOOH campaigns. 

 

Marketers are becoming more sophisticated when it comes to their use of digital out-of-

home, but there is still plenty of opportunity for growth

One of the main drivers of investment 

growth in DOOH is the ability to measure its 

effectiveness. While concerns about 

adopting DOOH into omnichannel 

campaigns do exist, they prove to be due to 

a knowledge gap on data-driven 

measurement.  

 

Despite the fact that 77% of omnichannel 

decision-makers reported their knowledge of 

DOOH had increased over the last 18 months,  

between half and two-thirds are unaware of 

the many data-driven capabilities of DOOH. 

In fact, only 58% of marketers and agencies 

rated themselves “somewhat sophisticated” 

about buying DOOH, causing the gap in 

understanding of programmatic and data-

driven capabilities of the channel to become 

more clear. 

Many of the knowledge gaps that exist in 

DOOH relate to measurement. For 

example, nearly one-third of ad buyers were 

not aware of the direct link between DOOH 

exposure IDs and first-party data, and 

nearly half were unaware that data on the 

number of people in target audiences (e.g., 

pet owners, organic food buyers) who pass 

DOOH screens is available. 

 

The same is true on the planning side of the 

equation. About half of advertisers perceive 

that planning and transacting for OOH 

campaigns is digitally enabled. Still, 32% of 

advertisers claim that their sophistication 

level when it comes to planning and 

transacting on DOOH is low. In sum, there’s 

still a lot of opportunity for education, testing 

and learning.  

 



 

Education proves to be essential for the 

growth of DOOH adoption in campaigns. 

While 81% of omnichannel decision-makers 

will recommend DOOH in the next year, that 

number goes up to 91% among those with 

significant or moderate recent education, 

and to 97% among those who are 

sophisticated users of the channel. 

Ultimately, media sellers and tech partners 

have an opportunity to drive investment by 

communicating the capabilities of DOOH so 

that advertisers understand and take 

advantage of them. 

 


