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CONSUMER TRENDS

As the Trump administration
returns, there is reason for
economic optimism.

Polarizing as he may be, Donald Trump’s election was
met with record highs across all three major stock market
indices!. The incoming administration will inherit an
economy on the mend, with real growth projected at
2.0% this year alongside inflation slowing to 2.3%2.

With the Fed expected to loosen its funds target rate by
25 to 50 basis points this year3, consumers should have a
little more breathing room, especially when it comes to
home and auto purchases.

Any change in policy creates winners and losers, and
businesses should be alert for the opportunities that
emerge. For example, tariffs can create an opening for
domestic competitors to increase their market share.

SOURCE: 1. REUTERS, NOV. 2024; 2. THE CONFERENCE BOARD, DEC. 2024; 3. FORBES, NOV. 2025
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https://www.reuters.com/markets/us/sp-500-futures-soar-record-high-after-trump-claims-victory-2024-11-06/
https://www.conference-board.org/publications/pdf/index.cfm?brandingURL=us-forecast
https://www.forbes.com/sites/simonmoore/2025/01/05/heres-the-feds-2025-meeting-schedule-and-what-to-expect-for-interest-rates/
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Despite the high cost of living,
our finances are improving.

While consumers are still stinging from the cumulative effect of 17%
inflation over the past two years!, people are starting to feel better
about their own current economic situations and optimistic about
their financial futures. Maybe that’s why we spent a record $13.3B
on the latest Cyber Monday?Z.

& Remitly

Send money
from the sea:

40% say financially they are
better off this year than last

= m A lot worse r A little worse ®» About the same m A little better m A lot better

- | 51% expect to be
e 7 better off next year than this year3

SOURCES: 1. NIELSENIQ, SEP. 2024; 2. ADOBE ANALYTICS, DEC. 2024; 3. MINTEL, OCT. 2024



https://nielseniq.com/wp-content/uploads/sites/4/2024/09/NIQ-Guide-to-2025-Mid-Year-Consumer-Outlook-Full-Report_90de1a.pdf
https://news.adobe.com/news/2024/12/120324-adi-cyber-monday-recap
https://data.mintel.com/databook/us-consumer-confidence-and-its-impact-on-consumer-behaviour-october-2024-october-2024/
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However, the continued
high cost of living has meant
making some difficult choices.

Every category has seen more consumers planning to cut
back spending than to increase it. But some categories
have been impacted more than others.

ot | ss ‘WHOPPER JR.
DUO | GET TWO

It’s a WIN-WIN for the Windy City |

Likelihood to increase vs. decrease spend, net

Fast food

Takeout

Dining out

Events

Beauty

Home entertainment
Home décor

SOURCE: DENTSU, NOV. 2024



https://assets-eu-01.kc-usercontent.com/27bd3334-62dd-01a3-d049-720ae980f906/4af2eb27-0e3f-4c1f-a359-877d498a93c1/American%20Mindset_dentsu%20Consumer%20Navigator_Wave%2058.pdf
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. One way we’re adjusting is by
WO E
.\ embracing store brands.
\\.\\\ From Amazon to Walmart, store brands - also known as private
AN labels - are earning a greater share of wallet by providing quality

products at reasonable prices. In fact, for ALDI and Trader Joe’s,
N that share of wallet is more than two thirds.

Get up to 40%

more groceries

foryourmoney  \ " 59% 61% 57%
at ALDI. (/- )
plan to buy more say buying private brands choose a retailer
private label brands makes them feel like specifically for its
a smart shopper private label brands?

Private Label Brands Are Everywhere! m Share mPenetration

Office

Home improvement
Household

Grocery

Baby

Pet

Health/beauty

99%
100%

99%

SOURCES: 1. NUMERATOR, NOV. 2024; 2. MINTEL, NOV. 2024



https://www.numerator.com/private-label-trends/
https://clients.mintel.com/content/report/shopping-private-label-brands-us-2024?fromSearch=%3Ffilters.region%3D14%26last_filter%3Dregion%26resultPosition%3D11
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Amid all the chaos, consumers
seek sanctuary in wellness.

Wellness-focused U.S. consumers (about two thirds of us)
represent over a trillion dollars in spending power.

What matters more, a nation’s GDP or the well-being of its citizens?
Even in a society as consumer-centric as the U.S,, 73% say it’s the
latter2. Perhaps because self-improvement is easier than macro-level
changes, 51% say their life is headed in the right direction, versus
just 30% who say the same about the countrys?.

Consumers Willing to Spend on Well-Being4

Nutrition

Fitness

Sleep

Mental Health
Stress Management
Appearance
Healthy Living

SOURCES: 1. CIRCANA, SEP. 2024; 2. DENTSU, JULY 2024; 3. YOUGOV, NOV. 2024
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https://www.circana.com/wp-content/uploads/2024/09/Circana-Global-Wellbeing-Infographic.pdf
https://assets-eu-01.kc-usercontent.com/27bd3334-62dd-01a3-d049-720ae980f906/240918f1-22d6-4d78-a494-6af423073059/Wellbeing%20Economy_dentsu%20Consumer%20Navigator_July%202024%20%281%29.pdf
https://today.yougov.com/topics/consumer/trackers/health-of-eating-habits
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CONSUMER TRENDS

Loyalty is on the decline, but
loyalty program usage is up.

Overall consumer loyalty fell
one in four plan to use loyalty 68% :?:703;7225 they
programs more.

High prices aren’t the only catalyst their favorit

H . H say elr ravorite
for desertion: bad experiences and 62% ) brand treats them
low quality have each caused a like an individual?
majority to switch from a once-
favored brand..

LOYALTY DRIVERS LOYALTY DAMAGERS
High quality product (56%) Increasing prices (45%)

 Brand longevity (43%) Drop in quality (42%)

* Political neutrality (27%) Poor customer service (42%)

* Being iconic (24%) Irresponsible with data (31%)

* Memorable experience (20%) False advertising (30%)!

SOURCES: 1. EMARSYS, SEP. 2024; 2. MARIGOLD, MAR. 2024

—



https://emarsys.com/app/uploads/2024/09/Customer-Loyalty-Index-2024-US.pdf
marigold%20loyalty%20progtam%20optimization%20guide

CONSUMER TRENDS

To avoid inertia, brands must

become distinctive and resonant. SHINE R &

Brand inertia might look like loyalty, but it’s really habit. = SILK *‘JE@:I

SKIN-LOVING
 SEALM FOUNDATION

-

Just because a customer comes back doesn’t make them loyal.
Nearly two thirds default to their go-to brands without considering

alternatives, and 43% will even overlook dissatisfaction out of habit. o
a

: you )
We’re going through the motions because we’re alienated from too v Sesty2n A
many of the businesses we frequent. 56% of consumers can’t name a \F | B |
single brand we feel connected to, and only 26% can think of a piece
of branded content they’ve emotionally connected with recently.

How can brands create an emotional connection with consumers?
« 84% are interested in brand messages with offers.

« 79% will engage with a personalized email2.
« 64% will engage with a brand that stands for something.

« 53% love discovering brands showing up in unexpected places. S 1Y &
* Price is an important loyalty driver, but nothing matters more = ' SCAN OR CLICK TO
. . . . 3 READ ABOUT HOW
than delivering a superior experiences. REVOLUTION BEAUTY

CREATED RESONANCE
SOURCES: 1. GRAYLING, JAN. 2024; 2. MARIGOLD, MAR. 2024 ; 3. MEDALLIA, NOV. 2024

A QL.TA - ‘


https://grayling.com/wp-content/uploads/2024/01/Brand-Inertia-Report_Final-1.pdf
https://go.cmgroup.com/hubfs/2024_MG_Loyalty_Optimization_Guide%20(1).pdf?utm_medium=email&_hsenc=p2ANqtz-912CqPAKz2VNEaSOmguS_DOAq2P7arJ7kpWQVbqyMt9L6yLCm-OPHrC-VDgx4SOHDZ13DvxTw9awtu0PUIhqEIc0KSYg&_hsmi=335075358&utm_content=335075358&utm_source=hs_automation
https://www.medallia.com/wp-content/uploads/pdf/resources/Medallia-The-State-of-Brand-Loyalty.pdf
https://www.outfront.com/blog/revolution-beauty-first-ooh-campaign-takes-over-new-york-city
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The purpose paradox: values END FLORIDRS E?:Sﬂi:?%‘,'e.".?“.".
matter to consumers, but we “,ﬁm
don’t all share the same ones. e

= m;‘f’ , |

Standing for something appeals to consumers as long as it aligns
with what they stand for. Culture war is a real brand safety risk.

To wit: 41% say they’re less
inclined to buy from a brand 70% :ﬁgfrtec;lzz:' :Jf;‘"ds
due to its stance on an issue. personal values
Seventeen percent say no cause
would positively influence their
relationship with a brand? and
23% have already dumped a 20% Prortizeabrands
brand over its politics (+4% YOY)3. values over its prices "

i

Navigating these treacherous waters successfully requires
audience knowledge and clear-eyed risk assessment.

SOURCES: 1. IPSOS, SEP. 2024; 2. RESONATE, SEP. 2024; 3. GARTNER, MAR. 2024

————



https://resources.ipsos.com/rs/297-CXJ-795/images/Ipsos_Global_Trends_10thAnniversary_Edition.pdf?version=0&aliId=eyJpIjoiZ3ppQzY0b3NjeElROFpSbSIsInQiOiJkbnoxc0VYZTBwYnNqSllPSTVsa3JRPT0ifQ%253D%253D
Mid-Year%20Resonate%20State%20of%20the%20Consumer%20Report%20The%20Rise%20of%20the%20Budget-Conscious%20Consumer
https://emt.gartnerweb.com/ngw/globalassets/en/marketing/documents/consumer-trends-report-2024.pdf?_gl=1*181uzm3*_gcl_au*MTQyOTQ4MTcxLjE3MzM1MTk5OTYuMTg5NzIzMTMzMS4xNzMzNTIwMDM3LjE3MzM1MjA5MzA.*_ga*NjEwNjk1NTU4LjE3MzM1MTk5OTU.*_ga_R1W5CE5FEV*MTczMzUxOTk5NC4xLjEuMTczMzUyMDkzMS4xOS4wLjA.
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As extreme weather worsens,
sustainability becomes higher
priority and higher premium.

One value now stands out from the rest: sustainability.
Consumers now see it as a collective responsibility shared
with business.

More than three quarters recognize the impact we can make in
our own lifestyles!. As a result, consumers are more willing
than ever to pay a premium for sustainable products,
increasing from 35% to 53% in the past two years. That
willingness is greatest in CPG (59%), auto (57%), and home
construction (55%)2.

However, we’re realizing that individual decisions alone are not
enough. That’s why 69% of Americans say that large
businesses need to do more about climate changes?.

SCAN OR CLICK TO
LEARN HOW OOH CAN
MITIGATE CAMPAIGN
CARBON EMISSIONS

SOURCE: 1. SIMON-KUCHER, JUL. 2024; 2. BAIN, SEP.. 2024; 3. |PSOS, DEC. 2024;



https://www.simon-kucher.com/sites/default/files/perspectives-files/Brochure_2024_Sustainability_Study_compressed.pdf
https://www.bain.com/insights/ten-takeaways-from-our-2024-sustainability-survey-of-consumers-infographic-ceo-sustainability-guide-2024/
https://www.ipsos.com/sites/default/files/ct/news/documents/2024-12/ipsos-predictions-2025-survey-report.pdf
https://www.adweek.com/brand-marketing/want-to-cut-emissions-from-your-ad-campaign-try-old-fashioned-billboards/
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When everythint
feels broken,

Before & after disaster, brands |
& businesses should be there.

Climate change isn’t some distant threat, it’s here now. 2023 saw a

record 28 billion-dollar weather events worldwide, causing $380 billion bt B o
in damage. That’s more than triple the annual average since 1980'. (24 " PREERE
more hit in 2024.) B e

A shocking seven in ten Americans experienced extreme weather
such as severe storms, floods, heatwaves, droughts, wildfires, or rising
seas in the past year2. Two thirds expect extreme weather to worsen;
43% fear regions may become unlivable as a result. And while this
remains a partisan issue, lived experience has led even a majority of
Republicans to acknowledge the human connection to climate change.

Why should brands and businesses take note?

After extreme weather hits a community, consumers expect
companies to take action (68%)3. In these moments, brands that step
up can opportunity to create emotional resonance. However, local
businesses that the disaster-stricken depend on after the fact

shouldn’t wait for one to create their connection with the community. Lsei;:z‘;\fvﬂ;: s

FLORIDA CRISIS CENTER
AFTER HURRICANES HIT

SOURCES: 1. CLIMATE.GOV, JAN. 2024; 2. PEW RESEARCH CENTER, JULY 2024;
3. GARTNER, JAN. 2024



https://www.climate.gov/news-features/blogs/beyond-data/2023-historic-year-us-billion-dollar-weather-and-climate-disasters
https://www.pewresearch.org/science/2024/07/23/americans-extreme-weather-policy-views-and-personal-experiences/
https://emt.gartnerweb.com/ngw/globalassets/en/marketing/documents/consumer-trends-report-2024.pdf?_gl=1*181uzm3*_gcl_au*MTQyOTQ4MTcxLjE3MzM1MTk5OTYuMTg5NzIzMTMzMS4xNzMzNTIwMDM3LjE3MzM1MjA5MzA.*_ga*NjEwNjk1NTU4LjE3MzM1MTk5OTU.*_ga_R1W5CE5FEV*MTczMzUxOTk5NC4xLjEuMTczMzUyMDkzMS4xOS4wLjA.
https://adage.com/creativity/work/florida-crisis-center-designed-ads-about-hurricane-trauma-fit-storm-damaged-billboards/2591851
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Carpe diem: we’re breaking
event attendance records.

Two out of three Americans say they live for today
because the future is uncertain'; 57% say they’re more
likely to spend on bucket list experiences?.

What’s the antidote to doomerism? Doing things! Live
Nation had its “most active summer concert season ever”
and is sitting on its biggest-ever concert pipelinesl. In fact,
events of all kinds broke records. Here are some of 2024’s
top all-time highs:

 Major League Soccer: 11 million, leaguewide?
 WNBA: 2,353,735, leaguewide (+48% YOY)?>

« U.S. Open: 1,048,669, New York City®

« NFL Draft: 775,000, Detroit”

« Electric Daisy Carnival: 525,000, Las Vegas?®

« Bourbon & Beyond Music Festival: 210,000, Louisville®

SOURCE: 1, IPSOS, SEP. 2024; 2. VML, SEP. 2024; 3. LIVE NATION, NOV. 2024; 4. MLS, OCT. 2024,
5. WNBA;, SEP. 20 2024, 6. SPORTS BUSINESS JOURNAT, SEP. 2024;

7. SPORTS BUSINESS JOURNAL, APR. 2024; 8. DIGITAL MUSIC NEWS, MAY 2024;

9. MUSIC ROW, SEP. 2024

SCAN OR CLICK TO

READ HOW BRANDS

LEVERAGED THE U.S.
OPEN’S RECORD CROWD



https://resources.ipsos.com/rs/297-CXJ-795/images/Ipsos_Global_Trends_10thAnniversary_Edition.pdf?version=0&aliId=eyJpIjoiZ3ppQzY0b3NjeElROFpSbSIsInQiOiJkbnoxc0VYZTBwYnNqSllPSTVsa3JRPT0ifQ%253D%253D
https://www.vml.com/insight/the-future-shopper-2024-has-landed
https://www.livenationentertainment.com/2024/11/live-nation-entertainment-reports-third-quarter-2024-results/
https://www.wnba.com/news/wnba-delivers-record-setting-2024-season
https://www.sportsbusinessjournal.com/Articles/2024/09/09/us-open-attendance-record
https://www.sportsbusinessjournal.com/Articles/2024/04/28/2024-nfl-draft-detroit-attendance-record
https://www.digitalmusicnews.com/2024/05/23/edc-las-vegas-2024/
https://musicrow.com/2024/09/2024-bourbon-beyond-sees-record-setting-attendance/
https://www.outfront.com/blog/game-set-match-these-ooh-advertisers-just-aced-us-open
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CONSUMER TRENDS

Brick-and-mortar is so back.

Last year worldwide, every e-commerce channel lost
most-preferred status in favor of physical stores! and the
instant gratification they provide.

E-commerce obviously isn’t going anywhere. In fact, Shopify
projects a $470B increase this year2. But we’re rediscovering the
joy of shopping IRL. More than 1in 3 say they’re doing more in-
store shopping than last year3. And 64% of Gen Z, the first digitally
native generation, prefer it to online shopping4.

Preferred Channel, 2023 vs. 20241

35%
°  20% 28%
20%

MARKETPLACES RETAILER BRAND PHYSICAL
WEBSITES WEBSITES STORES

SOURCES: 1. VML, SEP. 2024; 2. SHOPIFY, OCT. 2024; 3. ACCENTURE, OCT. 2024; 4. LEK, JAN. 2024



https://www.vml.com/insight/the-future-shopper-2024-has-landed
https://www.shopify.com/au/blog/global-ecommerce-sales
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-3/Accenture-LifeTrends2025-Report.pdf
https://www.lek.com/sites/default/files/PDFs/generational-shopping_v2.pdf
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Though digitally native,
Gen Z is choosing the
physical over the digital.

It seems counter-intuitive, but Gen Z is more interested
in actual objects in real places than the digital world.

2024 marked the 18th straight year of sales growth for
vinyl LPs!, thanks in part to the 36% of Gen Z who prefer
records over digital formats.

But the phenomenon is bigger than just a twelve-inch.
Here are a few other ways Gen Z is kicking it old-school:

are cinemagoers, prefer shopping
889% B seeing an average of 65% B in-store over
six films per year shopping online

of Gen Z men prefer

52% are actively trying 50% watching DVDs over

to reduce their streaming video?
screen time 9

SOURCES: 1., DISCOGS, OCT. 2024, 2. APPINIO/POSTERSCOPE, NOV. 2023

—



https://www.discogs.com/digs/collecting/vinyl-sales-up-in-2024/
Appinio%20-%20Digital%20Natives%20in%20the%20Physical%20World%20&%20the%20Opportunity%20with%20OOH
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The strongest Al use cases
right now save time & money.

Would you take an Al product recommendation? Use

artificial intelligence to automate everyday shopping
decisions? Two in five say yes'.

Consumers now are most

receptive to.AI use ca§es e EETIRET G
that streamline searching.
Product search
One category of particular

. : Recommendation
note in this regard: travel.

Considering that a third of
travelers use 10+ trip planning sites and twice as many are

dissatisfied with the overall experience, it’s no wonder around
two thirds would let an Al agent book their flights or hotel-.

k

What don’t consumers want artificial intelligence involved in?
Entertainment. Less than a quarter are interested in Al-made
music, television, or movies3 and two in three say Al art
diminishes the beauty of the real thing4.

SOURCES: 1. NIELSENIQ/GFK, SEP. 2024; 2. EMARKETER, DEC. 2024; 3. MINTEL, DEC. 2024;
4. GETTY IMAGES, DEC. 2024;



https://nielseniq.com/wp-content/uploads/sites/4/2024/09/NIQ-Guide-to-2025-Mid-Year-Consumer-Outlook-Full-Report_90de1a.pdf
https://content-naf.emarketer.com/5-key-stats-ai-role-customer-journey
https://clients.mintel.com/content/report/content-consumption-us-2024
http://reports.gettyimages.com/VisualGPS-Building-Trust-In-AI.pdf
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But to achieve mass adoption,
Al must address trust issues.

Four in ten Americans are concerned about artificial
intelligence ending humanity. That might be over the
top but let’s not mince words: Al has an image problem.

31‘% 21? 43%

trust Al to make trust Al to make trust Al to provide
unbiased decisions ethical decisions accurate information’

A couple of data points demonstrating consumers’ ambivalence to
Al: two out of three would wait to speak to a human instead of
using a chatbot, and only 18% feel comfortable sharing personal
details with an Al system=.

Even among early adopters, trust remains an issue: only half as
many would trust Al with financial transactions, medical
diagnoses, or legal advice than with comparatively low-stakes
tasks like product recommendations?.

SOURCES: 1. YOUGOV, APR. 2024; 2. NIELSENIQ/GEK, SEP. 2024; 3. PwC, MAY 2024



https://today.yougov.com/technology/articles/49099-americans-2024-poll-ai-top-feeling-caution
https://nielseniq.com/wp-content/uploads/sites/4/2024/09/NIQ-Guide-to-2025-Mid-Year-Consumer-Outlook-Full-Report_90de1a.pdf
https://www.pwc.com/gx/en/issues/c-suite-insights/voice-of-the-consumer-survey.html
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RTO: Most employers nhow
require three or more days
in the office weekly.

Express Lanes _ S Amazon and Dell are among the latest companies to
CFDECl - | implement full return-to-office policies, and with a
potential post-inaugural mandate affecting the entire
Federal workforce, the stall in the RTO trend may be over.

ONE DAY
4%

TWO DAYS
23%

FULL RTO
32%

STRUCTURED

HYBRID

43%
EMPLOYEE’S

CHOICE
20%

FULL REMOTE FOUR DAYS
5%

7%

SOURCE: FLEX INDEX, DEC. 2024

—"



https://www.flexindex.com/stats?utm_source=substack&utm_medium=newsletter&utm_campaign=flex-report-q4-24
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From coast to coast, transit
ridership is trending upwards.

New York City’s MTA just celebrated its busiest day of
subway ridership in nearly five years, moving
4,497,599 passengers on December 121. Eight of our
transit partners have grown at a double-digit pace
through Q3 of 20242

City (Agency) Modality
San Francisco (Caltrain) Commuter Rail 5.2M +29.3%
Washington, DC (WMATA) Heavy Rail 125.5M +26.5%
Boston (MBTA) Commuter Rail 7.9M +20.0%
San Francisco (Muni) Light Rail 21.6M +19.1% '
Detroit (DoT) Bus 9.5M +18.1% 4’
Washington, DC (WMATA) Bus 92M +13.6% ‘
SAT
New York (Metro-North) Commuter Rail  49.6M +12.5% 'N.lf-
Miami (Miami-Dade Transit) Heavy Rail 1n.2M +10.7%
SCAN OR CLICK TO READ
Chicago (Metra) Commuter Rail 26.2M +10.6% . ABOUT HOW FEDERAL
- CONTRACTORS REACH

WMATA’S 126M RIDERS

SOURCES: 1. MTA, DEC. 2024; 2. APTA, NOV. 2024



https://new.mta.info/press-release/icymi-keeping-new-york-moving-governor-hochul-celebrates-record-single-day-subway-0
https://www.apta.com/wp-content/uploads/2024-Q3-Ridership-APTA.pdf
https://www.outfront.com/blog/residents-tourists-federal-government-wmata-outfront-reach-all

2 i
g ‘“’R“Mm

S]]

PEDESTRIAN FLOW ZONE

€= X KEEP MOVING |



MEDIA TRENDS

Media buyers’ top priorities are
efficiency, reach, & brand safet\

A hierarchy of needs informs the media buying decisions «
agencies and brand marketers

Media Buyer Decision Factors

Cost efficiency

Large reach

Brand safety
Innovative/creative
Contextual relevance
First party data
Programmatic availability
Audience targeting

Sales team relationships

Agencies were more likely to prioritize cost efficiency and
innovation, while marketers placed greater importance on
brand safety, contextual relevance, audience targeting, and
programmatic availability.

SOURCE: MYERS REPORT, DEC. 2024

CROWDSTRIKE

we stop breaches

SCAN OR CLICK TO FIND
OUT WHY OUTFRONT IS
“AN INDUSTRY LEADER
ACROSS METRICS”
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https://www.mediavillage.com/article/outfront-media-dominates-a-deep-dive-into-the-out-of-home-industrys-top-four-companies/
https://www.outfront.com/blog/outfront-is-industry-leader-across-all-metrics-says-myers-report
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Sometimes the abyss gazes back:
the word of the year is “brain rot.”

Oxford University Press defines brain rot as “deterioration of a
person’s mental or intellectual state, especially viewed as the
result of overconsumption of material (now particularly online
content) considered to be trivial or unchallenging.’

Al slop. Made-for-advertising websites. Addictive algorithms.
Unchecked toxicity. And a daily average of 13+ hours of screen time=.
It’s no wonder 58% of us feel overwhelmed by technology?. Even
scarier: 60% say technology is causing society to lose touch with
reality4. This exhaustion has diminished consumers’ receptiveness to
digital ads: even in less-controversial channels like email, a full half of
consumers want to receive fewer marketing messages®.

o would stop visiting a website o will skip digital ads
76% if too many ads interfered 79% when given the option
67% don’t even notice digital ads 52% would pay for

because there are so many an ad blocker?

SOURCES: 1. OXFORD UNIVERSITY PRESS, DEC. 2024; 2. SOAX, OCT. 2024; 3. VML, SEP. 2024;,
4. KANTAR, DEC. 2024; 5. OPTIMOVE, APR. 2024;; 6. MINTEL, NOV. 2024



https://twitter.com/OxUniPress/status/1863478485294911794?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1863478485294911794%7Ctwgr%5E24d7546cd64f6f897196a397fbbb46db19d19591%7Ctwcon%5Es1_&ref_url=https%3A%2F%2Fwww.cbsnews.com%2Fnews%2Foxford-university-press-word-of-the-year-brain-rot%2F
https://soax.com/research/time-spent-on-social-media
https://www.vml.com/insight/the-future-shopper-2024-has-landed
https://landing.kantarmedia.com/hubfs/Media%20Trends%20and%20Predictions%202025/Kantar%20Media_2025%20Media%20Trends%20and%20Predictions%20Report_ENG.pdf
https://www.optimove.com/download-thank-you?download_post=40644&submissionGuid=74699de0-8525-4b72-bc17-98c794f48a21
https://data.mintel.com/databook/digital-advertising-us-2024/
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One in five web, mobile, and CTV | S i Jb
Impressions are fraudulent. R ACADENI
Click fraud rates are even worse. | LR ¢ / Ve -

Digital advertising fraud wasted 26% of total global spend in 2024, [/ ENEE B LN OR O AP "

costing an eye-watering $108 billion. In 2025, that number could be ‘ ' | ~—

! o - pwwiw.:anton.odu]1.80-0.388.7123»,\__
as high as $122 billion2. - DHarlem-148St  2n|@Fiatiwuah Av-Br..

2 Wakefield-241 .. Bm|¥ Av

Fraud-free impressions Click Fraud Rates’
have a conversion rate

o TikTok

3 63 /O Twitter/X

higher than those that Facebook :”7%
are not fraud-frees Linkedin :

Invalid Traffic by Channel4 Reddit

Microsoft Ads

Google Ads

CTV MOBILE WEB Instagram |1%
APP

SOURCE: 1. TRAFFICGUARD, 2. PIXALATE. DEC. 2024; 2. VPNRANKS, DEC. 2024; 3. |AS, NOV. 2022;
4. PIXALATE, DEC. 2024; 5. WD STRATEGIES, NOV. 2024



https://www.pixalate.com/invalid-traffic-benchmarks-report-united-states
https://vpnranks.com/resources/ad-fraud-statistics/
IAS,%20MAR.%202022
https://www.pixalate.com/hubfs/Reports_and_Documents/IVT%20Benchmark%20Report/2024/Q3/United%20States
https://www.wd-strategies.com/articles/click-fraud-in-2024-a-growing-threat-to-digital-advertising
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Brand safety and media suitability
are critically important for buyers.

Brand suitability is the #1 media quality priority!, and for good
reason: consumers will punish advertisers in its absence.

If you’re a media buyer, there are lots
of shady corners of the internet where
you don’t want your ads to show up.
Concerns are highest for adjacency to
misinformation (31%), MFA content
(25%), and deepfakes (24%)'.

If you’re a consumer, encountering
brands in an unsafe context reduces
likelihood of purchase (56%) and
increases unfavorable feelings about
the advertiser (43%).

SOURCE: 1. IAS, NOV. 2024; 2. IAS, AUG. 2024; 3. IAS, MAR. 2022

Brand-safe impressions
have a conversion rate

233%

higher than those that
are not brand-safe3



https://go.integralads.com/rs/469-VBI-606/images/AMER_Industry_Pulse_Report_2025_IAS.pdf?mkt_tok=NDY5LVZCSS02MDYAAAGW75MzGP4ZNI4BnFtKNwKXXylRWH6En9boqShMyVl4S8yj9aNl0on8kj2Ip_8Wo8wBDGv84hv7_pCfQwEsKe8FlutOMCEsGshUw4415VqdVOfZjFY
https://go.integralads.com/rs/469-VBI-606/images/AMER_THE_STATE_OF_SOCIAL_RESEARCH_IAS.pdf
IAS,%20Does%20Media%20Quality%20Drive%20Attention%20and%20Outcomes,%20March%202022
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The shift from traditional TV to
social video has hit a tipping point.

Our consumption habits have changed. More people now use social
media daily than watch television. And more than half of consumers
use their smartphone as their primary screen'.

The average adult watches 4h49m of video daily, during which they see 17
minutes of advertising2. And while YouTube viewers now outnumber those
who watch linear TV3, YouTube is much more saturated with advertising,
its 15.4% share of view time containing 27.5% of the total ads.

The shift is most visible where different generations get their news?:

Television m All
m18-34
Social Media m55+

SOURCES: 1. MINTEL, DEC. 2024; 2. SYSTEM]I, SEP. 2024; 3. EMARKETER/MIiQ, SEP. 2024



https://clients.mintel.com/content/report/content-consumption-us-2024
https://2235762.fs1.hubspotusercontent-na1.net/hubfs/2235762/System1_ITV_BREAKTHROUGH_LR-1_final.pdf?__hstc=106808796.58cb957095cd673fc51ef63a5f0f3896.1725547283990.1725547283990.1727302172083.2&__hssc=106808796.1.1727302172083&__hsfp=782131645
https://image.insight.insiderintelligence.com/lib/fe2d11737164047b7c1576/m/1/MiQ-us-ctv-time-spent-vs-ad-spending-2024.pdf?_gl=1*1topjtx*_gcl_au*ODA4Mjc5MDUyLjE3Mjg5MjAxNDYuMTI5MjUyNDE2MS4xNzMzMTU0NjIwLjE3MzMxNTQ2Mjc.*_ga*MTE1NzI2Nzk2Mi4xNzI4OTIwMTQ3*_ga_XXYLHB9SXG*MTczMzg0MTk0Ni4xMy4wLjE3MzM4NDE5NDYuNjAuMC4w
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While paid streaming plateaus,
free ad-supported TV grows.

Rising prices, serial churning, and fragmentation have made
it more challenging to reach streaming video audiences.

Is streaming saturated? Q1 ‘24 saw record-high SVOD (subscription
video on demand) cancellations (50.4M) and a 42% drop in net adds'.

63% of consumers now are “serial churners” who subscribe to a service
to watch something specific and then cancel. For 52%, cost is what’s
behind cycling, up 14 points YOY2,

One unequivocal bright spot for SVODs: their share of sports viewing
hours has increased from 31% to 54% in the past two years3.

Paid subscriptions ..While FAST usage
have hit a crest... grows steadily?
26%., 27%,
9% 9%
Past 12 Months Next 12 Months Past 12 Months Next 12 Months
BEAdd ERemove EAdd ERemove

SOURCES: 1. ANTENNA, SEP. 2024; 2. LG AD SOLUTIONS, APR. 2024; 3. ROKU, DEC. 2024
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—= Have you seen the new show? It's on Tubu. It's literally on Heebee. It's
| on Poodee with ads. It's literally on Dippy. You can probably find it on
Weeno. Dude it's on Gumpy. It's a Pheebo original. It's on Poob. You
{| can watch it on Poob. You can go to Poob and watch it. Log onto Poob
= | right now. Go to Poob. Dive into Poob. You can Poob it. It's on Poob.
S Poob has it for you. Poob has it for you.
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https://www.antenna.live/post/antenna-q324-state-of-subscriptions-report-specialty-svod
https://19492983.fs1.hubspotusercontent-na1.net/hubfs/19492983/LG-Ad-Solutions-Big-Shift-Wave-3-Apr2024.pdf?utm_campaign=US_TL1P_BigShift3-US_1Q24&utm_medium=email&_hsenc=p2ANqtz-8pVDP4-1KSCq7YqNtAxG3JU5iy9YKeY-KOrCL96LJfTORf6D3bEbU4O3LrHhNDKjPC88vGaX1RcFcnYdCxNcqrgW1YoQ&_hsmi=300923764&utm_content=300923764&utm_source=hs_automation
https://advertising.roku.com/2025-predictions
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AP’s rapid impact on search
has big implications for brands.

Google used to be the gateway to the open web. Now, like
every other platform, it’s optimized to keep you on Google.

Google implemented Al Overviews in its search results in May
2024; now almost six out of ten searches end without a click
and nearly three in ten clicks lead to another Google sitel. What
was once a doorway is now a dead end, one increasingly
populated by low-quality content, MFA affiliate sites, and spam?.

The lines are blurring, with 44% of consumers viewing Al and
search as interchangeable and two thirds of current users
predicting that Al tools like Perplexity will replace search

B ;l! III-
{E = - -

a;ﬁr ;'f' , i - » ‘.“"-' ] R | within three years3. Compounding the blur, OpenAl just rolled
QL au..ll M =i i |, i out its own search engine in December. Even before that,
\*&J 1_____, : ChatGPT took six points of market share from Google in six

months4.

As the always-volatile disciple of search becomes even more
unreliable, brands should reconsider how to fuel the funnel.

SOURCES: 1. SPARKTORO, JULY 2024; 2. LEIPZIG UNIVERSITY ET AL., JAN. 2024;
3. LOCAL DIALOG, DEC. 2024; 4. EVERCORE ISI, SEP. 2024



https://sparktoro.com/blog/2024-zero-click-search-study-for-every-1000-us-google-searches-only-374-clicks-go-to-the-open-web-in-the-eu-its-360/
https://downloads.webis.de/publications/papers/bevendorff_2024a.pdf?ref=404media.co
https://www.localdialog.com/ai-vs-search-consumer-survey-findings-2/
https://www.localdialog.com/ai-vs-search-consumer-survey-findings-2/
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Use of artificial intelligence in
advertising is controversial.

Opinions Mixed on Al- Artificial intelligence is polarizing

Generated Advertising4 for both marketers and consumers.
Brands must approach the use of

Scams Al in ads mindfully.
While 68% of marketers are generally
favorable on Al', more than half believe

Futuristic it’s overhyped and nearly 90% say it

poses moderate to significant brand
safety risk2. They might be right: 43%

Smart say they don’t trust Al-generated ads.
Content generation isn’t marketers’ top

Cheap Al use case though; behavior-driven
personalized recommendations and
predictive analytics each placed six

Cool points highers3.
mAlIl mGenZ mBoomers

SOURCE: 1. KANTAR, SEP. 2024; 2. BASIS, DEC. 2024 3. EMARKETER, JUL. 2024; 4. TINUITI, NOV. 2024



https://www.kantar.com/campaigns/media-reactions/download-report
https://basis.com/wp-content/uploads/2024/12/Reality-Check_The-2025-Advertising-Trends-Report_Basis.pdf
https://www.emarketer.com/content/5-charts-search-2024-google-ai-retail-media
https://reports.tinuiti.com/tinuiti-public-perceptions-of-ai-in-marketing/brand-perception.html
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As e-commerce product discovery
loses effectiveness, consumers lean
into social for inspiration.

Finding what you’re looking for while shopping online has also

grown more challenging. In fact, for product discovery, 42% of
consumers now give ecommerce websites a grade of C or worse'.

Frustrated consumers now turn to social media for product discovery.
46% use social as their primary product discovery source; 43% search
social before using Google2. Take TikTok, where 62% say product
reviews and recommendations are a major reason why they use it.
That rises to 68% for women and 74% for those under 303.

Top Platforms for Product Discovery4

Instagram
Facebook
TikTok
YouTube
X/Twitter

SCAN OR CLICK TO READ
ABOUT HOW STUDIOS
HELPED A YOUTUBE
STAR LAUNCH A CANDY

SOURCES: 1. CONSTRUCTOR, SEP. 2024; 2.. ACTIVATE CONSULTING, DEC. 2024;
3. PEW RESEARCH GROUP, NOV. 2024; 4. SPROUT SOCIAL, OCT. 2024



https://info.constructor.io/hubfs/2024-state-of-ecommerce.pdf?__hstc=246646875.aa6d453488d392bb6c29bd19c0c163b1.1734370320087.1734370320087.1734370320087.1&__hssc=246646875.3.1734370320087&__hsfp=336580338
https://www.activate.com/insights-archive/Activate-Consulting-Technology-and-Media-Outlook-2025.pdf
https://www.pewresearch.org/short-reads/2024/11/21/a-majority-of-us-tiktok-users-are-there-for-reviews-and-recommendations/
https://sproutsocial.com/insights/gen-z-social-media/
https://www.outfront.com/blog/this-studios-created-campaign-sour-strips-hits-sweet-spot
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Led by beauty and fashion content
creators, social commerce growth
Is projected to continue.

78% of media experts expect continued momentum for social

commerce; 70% say the importance of influencers within an s-com
strategy will grow as well'.
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Social commerce drove over $90B in sales in 2024, 70% concentrated in
the fashion and beauty verticals2.

Influencers - aka content creators - can impact the full buyer’s journey
and customer lifecycle. Half of all consumers would seek a new product
that they saw on social media and over three in ten would change brands
based on creator content, including 44% of Gen Z and 40% of Millennials3.

How TikTok Influences Shoppers4

Impulse buy from feed

- Search for inspiration
—— r _— -——‘""'2

Influencer recommendations
SCAN OR CLICK TO

< kgt TikTok Shop
\ : READ ABOUT HOW i

W = HAIR BRAND AMIKA
' e LEVERAGED ITS FANS

SOURCE: 1. IAS, NOV. 2024; 2. EORBES, OCT. 2024; 3. NIELSENIQ. SEP. 2024, 4. NIELSENIQ. SEP. 2024



https://go.integralads.com/rs/469-VBI-606/images/AMER_Industry_Pulse_Report_2025_IAS.pdf?mkt_tok=NDY5LVZCSS02MDYAAAGW75MzGP4ZNI4BnFtKNwKXXylRWH6En9boqShMyVl4S8yj9aNl0on8kj2Ip_8Wo8wBDGv84hv7_pCfQwEsKe8FlutOMCEsGshUw4415VqdVOfZjFY
https://www.forbes.com/sites/ianshepherd/2024/10/14/social-commerce-how-brands-can-capitalize-on-a-3trillion-opportunity/
https://go.integralads.com/rs/469-VBI-606/images/AMER_Industry_Pulse_Report_2025_IAS.pdf?mkt_tok=NDY5LVZCSS02MDYAAAGW75MzGP4ZNI4BnFtKNwKXXylRWH6En9boqShMyVl4S8yj9aNl0on8kj2Ip_8Wo8wBDGv84hv7_pCfQwEsKe8FlutOMCEsGshUw4415VqdVOfZjFY
https://go.integralads.com/rs/469-VBI-606/images/AMER_Industry_Pulse_Report_2025_IAS.pdf?mkt_tok=NDY5LVZCSS02MDYAAAGW75MzGP4ZNI4BnFtKNwKXXylRWH6En9boqShMyVl4S8yj9aNl0on8kj2Ip_8Wo8wBDGv84hv7_pCfQwEsKe8FlutOMCEsGshUw4415VqdVOfZjFY
https://www.outfront.com/blog/how-this-beauty-brand-perked-up-sales-ooh
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However, consumers are wary
about inauthentic partnerships.

Authenticity is of near-unanimous importance to consumers,
making alignment between brand, creator, and audience critical to

the success of influencer partnerships. {
Nearly two out of three consider paid partnerships on social media to be | 15B. ;
inauthentic2. But what is authenticity, anyway? Consumers most '

commonly defined it as consistency (56%) and honesty (43%).

SKECHERS |
<

One key is allowing creators to speak in their own voices. Tightly
scripting how a brand’s partners promote it ultimately weakens both the
relationship with the influencer and the strength of the influence?.

These partnerships are essentially a transfer of the creator’s credibility to

the endorsed brand. If the creator isn’t plausibly someone who would use
it, they don’t possess the credibility to transfer! That’s why alignment is so
important to a successful collaboration.

But that alignment need not be universal. ROI for influencer campaigns is
optimized when just 9% of their followers have matching interests<.

SOURCE: 1. ATOM, SEP. 2024; 2. MINTEL, NOV. 2024; 3. JOURNAL OF MARKETING, OCT. 2024;
4. HARVARD BUSINESS REVIEW, NOV. 2022



https://www.atom.com/radar/survey-98-of-consumers-agree-brand-authenticity-is-important/
https://clients.mintel.com/content/report/digital-advertising-us-2024
https://journals.sagepub.com/doi/10.1177/00222429241296459
https://hbr.org/2022/11/does-influencer-marketing-really-pay-off
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Multitasking creates more
hours in the day, but at a cost.

By stacking digital tasks like using social media and watching
online video with real-life activities, we’re cheating the clock.

On average in 2024, we spent 2h23m on social media daily and
13h7m overall with media and technology’. Where did we find the
time? By multitasking, we’'ve been able to effectively cram 32 hours
and 9 minutes into a 24-hour day. The digital activities most likely to
be multitasked are use of social media (52%, +7 YOY) and watching
videos (49%, +6 YOY)2. That means at any given moment, social
media likely only has half of someone’s attention.

Neuroscientists warn us

_ How Social Media Users Multitask?
that our brains are not

made for multitasking. Watch other content
Numerous studies have Socialize IRL
shown a negative impact Eat
on recall and memory Cook
encoding as well as Socialize online

increased stress levels3. Travel

SOURCE: 1. SOAX, OCT. 2024; 2. ACTIVATE CONSULTING, DEC. 2024;
3. COMPUTERS IN HUMAN BEHAVIOR, JAN. 2025



https://soax.com/research/time-spent-on-social-media
https://www.activate.com/insights-archive/Activate-Consulting-Technology-and-Media-Outlook-2025.pdf
https://www.sciencedirect.com/science/article/abs/pii/S0747563224003005?via%3Dihub
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Viewability isn’t viewed: why TV
impression impact is overstated.

93% of TV viewers multitask with other devices. 71% are
always holding their phones while watching'. And there are
other reasons that TV advertising isn’t reaching audiences.

On average, a 30-second television ad gets 13.8 seconds of attention. But
one in four commercials plays out to an empty room. Between that and
multitasking, only 43% of TV ads even get looked at2.

What ad viewership there is, isn’t evenly distributed either: 61% of CTV
ads go to fewer than 13% of households. Another dirty little secret of
CTV: frequency capping often doesn’t work. That’s why programmatic

buys can result in the same I Allstate m “

spot playing far too frequently, How TV Viewers Multitask* & = T /

sometimes back-to-back, not | 0\ RicHT //

only reducing impact but Doomscroll * E

annoying the audiences. Clean - i
Cook

Exercise
Work
Read

SOURCE: 1. DTS, JUNE 2023; 2. EQUIBITY, JUNE 2021; 3. AD AGE, DEC. 2024;
4. LG AD SOLUTIONS, SEP. 2024



https://go.dts.com/DTS_30th_Survey_Report
https://www4.ebiquity.com/l/109132/2021-06-04/9d33rg/109132/16234249471fjdEbDO/Ebiquity2021_TheChallengeofAttention.pdf
https://adage.com/article/media/why-people-see-same-ads-so-often/2593906
https://19492983.fs1.hubspotusercontent-na1.net/hubfs/19492983/LG%20Ad%20Solutions-%20The%20Connect%20Effect.pdf?utm_campaign=US_TL1P_ConnectEffect_3Q24&utm_medium=email&_hsenc=p2ANqtz-9-qfSvpNApFtXkZTl8cY0972ICIhxmaqvDyxycZj3Awele-f54ANZxJgEq6LeeQVWff6yS-k6aRAk-a_-qp7R3PnecaQ&_hsmi=326479666&utm_content=326479666&utm_source=hs_automation
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MEDIA TRENDS

Not all impressions are created
equally. High-attention media T

deliver better value & results. I SLFIGH
Bl ALL THE WAY

i1 I8

Two and a half seconds. That’s how much attention it takes to
imprint memory. But fewer than 20% of ads get there'.

Reaching the attention-memory threshold makes all the difference in an
ad’s impact, with high-attention media platforms delivering a 65% lift in
business effects like profitability and customer acquisition2. But do you
know what doesn’t correlate with attention? CPMs3.

Conseqguences of low-attention media include wasted spend, misattribution
leading to competitor uplift, reduced brand recognition and market share,
wasted resource allocation, and more difficulty proving ROI4.

High Attention Offsets Low Frequency3 High Attention Lifts Brand Metrics3

High Low o, 82.9%
Frequency Frequency 73.8%

High Attention 37.2% 20.4% FAMILIARITY FAVORABILITY CONSIDERATION

Low Attention 21.3% 14.4% mLow Attention mHigh Attention

SOURCES: 1. AMPLIFIED INTELLIGENCE, JUN 2022; 2. WARC, MAY 2023.
3. HAVAS MEDIA NETWORK/LUMEN, SEP. 2024, 4. AMPLIFIED INTELLIGENCE, AUG. 2024;



https://www.amplifiedintelligence.com.au/article/why-does-the-attention-memory-threshold-matter/
https://www.warc.com/newsandopinion/opinion/attention-applied-meaty-proof-in-the-field-of-attention-measurement/en-gb/6211
https://havasmedianetwork.com/news/link-between-attention-and-drivers-of-brand-outcomes-revealed-in-new-research/
https://www.amplifiedintelligence.com.au/wp-content/uploads/2024/08/Attention-Business-case.pdf
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Brand lift & beyond: high-attention

media boost sales metrics too

“In the attention economy, every
second counts. For brands, serving
content that can hold a viewer
attention for longer not only leads
greater engagement, enhanced brai
recall and improved trust with the
consumel, it also positively affects their
bottom line.” — Forbe

High-Attention
Media Lifts the
Lower Funnel?

+130%

conversion rates

+157%

incremental sales

-51%

cost per conversion

Ad Recall
Favorability
Consideration
Purchase Intent
Familiarity

Unaided awareness

Aided awareness

10+ Sec Attention Creates Even Bigger Brand Lift Impact!

141%

SOURCES: 1. TEADS/LUMEN, JULY 2023; 2. |AS, JULY 2024



https://iabeurope.eu/wp-content/uploads/2023/07/Teads-x-Lumen-Attention-Whitepaper.pdf
https://go.integralads.com/rs/469-VBI-606/images/US_Taking_Action_on_Attention_VII_WhitePaper_IAS.pdf
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Would you like some attention?
Try contextual relevance.

“In reality, people’s brand choices do not take place in a
vacuum, they are very much influenced by context - what is
going on in someone’s life, as well as in the world around
them. Indeed, brand choice involves a complex interaction of
factors that are influenced by the micro and macro contexts
in which decisions take place.” - [psos

How important are contextual factors in brand choice? Believe it
or not, context accounts for more than half of the decision'!

Top Contextual Categories KPIs Impacted by
by Attention Level? Contextual Relevance?
 Sports * 4x unaided recall
* Politics « 25% more memorable
* Entertainment * 14% purchase intent lift
+ Travel 5% favorability lift SCAN OR CLICK TO
READ ABOUT GREAT

CONTEXTUALLY
RELEVANT CAMPAIGNS

SOURCES: 1. IPSOS, APR. 2024; 2. ]AS, APR. 2023



https://ipsos.com/sites/default/files/ct/publication/documents/2024-04/IpsosViews_HowContextCanInspireBrandGrowth.pdf
https://go.integralads.com/rs/469-VBI-606/images/Taking_Action_On_Attention_Whitepaper_IAS.pdf
https://www.outfront.com/blog/why-championship-tier-campaigns-center-contextual-relevance

SCAN OR CLICK TO READ
ABOUT OUR WORK WITH
THE NATIONAL DIAPER
BANK NETWORK
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The key to creative impact is
generating emotional respons:

The opposite of love isn’t hate - it’s indifference. But the most
common emotional reaction to ads is neutrality. The absence of
emotion comes at the cost of happiness and surprise.

Ultimately, people want to feel something. That’s why emotional
campaigns have 3.5x the impact of rational ones2. They’re 80% better at
driving word of mouth and social sharing, 52% better at building mental
availability, and 94% better at creating a distinctive image.

Rational advertising still has a role; it’s more effective at driving website
visitation (+80%) and building product knowledge (+355%).

Most of our decision-making happens on the subconscious level, so direct
focus on the product isn’t always the best approach. Ad creative focused
on people instead of
product drives 40% more Empathy A Bigger Sales Driver than Creativity#4
brain response peaks,
40% more long-term
memorability, and 15% High Empathy +20% +4%
more personal relevances. Low Empathy -10% -23%

High Creativity Low Creativity

SOURCE: 1. SYSTEM1 GROUP, JUL. 2024; 2. SYSTEM1 GROUP, SEP. 2024;
3. AUSTRALIAN ADVERTISING EFFECTIVENESS RULES, SEP. 2019; 4. IPSOS, JUNE 2024



https://2235762.fs1.hubspotusercontent-na1.net/hubfs/2235762/The%20Extraordinary%20Cost%20Of%20Dull-1.pdf?__hstc=106808796.91a64f5d0f68f22cbfe2fcaa4c5302a9.1732312273360.1733507480937.1733519116052.4&__hssc=106808796.1.1733519116052&__hsfp=336580338
https://2235762.fs1.hubspotusercontent-na1.net/hubfs/2235762/System1_ITV_BREAKTHROUGH_LR-1_final.pdf?__hstc=106808796.58cb957095cd673fc51ef63a5f0f3896.1725547283990.1725547283990.1727302172083.2&__hssc=106808796.1.1727302172083&__hsfp=782131645
https://advertisingcouncil.org.au/industry-reports/australian-advertising-effectiveness-report/
HOW%20SOCIAL%20ADVERTISING%20CAN%20TRANSCEND%20THE%20TRANSACTIONAL%20TO%20FORGE%20A%20PERSISTENT%20BRAND%20STORY
https://www.outfront.com/blog/1-2-families-cant-afford-diapers-its-time-for-change
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OUT OF HOME TRENDS

Out of home is one of the highest-
attention mediums in advertising.

Out of home campaigns command an astonishing 12 seconds of total
attention, nearly 50% more than the average high-attention platform.

Nine out of ten ads cross that crucial 2.5-second attention-memory
threshold, making OOH 5.9x more likely to be committed to memory
than digital. This was consistent across 12 formats and 11 categories’.

OOH’s Impactful Eyes-On Dwell Time'2:3

TV, 30 sec

OOH

TV, 15 sec
YouTube, 15/20 sec
YouTube, 6 sec
Instagram Stories

Significant impact
on consideration
at 9 seconds

Attention-

Desktop display memory
Facebook in-feed threshold Significant impact on
Mobile display at 2.5 seconds intent at 8 seconds

SOURCES: 1. GMS/AMPLIFIED INTELLIGENCE, NOV. 2024; 2. EQUIBITY, JUNE 2021; 3. TEADS/LUMEN, JULY 2023



https://www.qmsmedia.com/qms-reveals-a-new-era-of-attention-driven-out-of-home/
https://www4.ebiquity.com/l/109132/2021-06-04/9d33rg/109132/16234249471fjdEbDO/Ebiquity2021_TheChallengeofAttention.pdf
https://iabeurope.eu/wp-content/uploads/2023/07/Teads-x-Lumen-Attention-Whitepaper.pdf

OUT OF HOME TRENDS

More consumers how pay attention
to billboards, especially DOOH.

Consumers are more likely to pay attention to billboards now than two
years ago. They’re also more likely than to pay attention to billboards
than ads on streaming, social, or radio.

The percentage of consumers who say they’re likely to pay attention to
billboards has risen seven points since 2022, more than triple the
growth rate of the next-fastest-rising medium.

For even more intense attention, there’s digital out of home. DOOH
generates 3.2x the neuro response and memory activity compared to

traditional static canvases?.

Favorability Rating’
DOOH

DOOH is consumers’ favorite
advertising medium. It’s also

the most likely to drive action TV/Vid_eo
(49%). It’s easy to understand Sodial
why DOOH is the #1 favorite Online

media channel of marketers Audio 32%

as well3. Print 731%

.

SOURCES: 1. YOUGOV, DEC. 2024; 2. WOW MEDIA/NEURO-INSIGHT, JAN. 2023;
3. THE HARRIS POLL/OAAA, MAY 2024



https://today.yougov.com/topics/economy/trackers/attention-paid-to-commercials-on-a-billboard
https://oohtoday.com/center-read-full-motion-billboards-are-5-8x-more-effective-than-static-ooh-study-says/
https://oohtoday.com/oaaa-harris-poll-study-shows-dooh-surpasses-other-media-in-driving-favorability-action/

OUT OF HOME TRENDS /

Digital out of home is the ad format S
most likely to activate its audience. |

Nearly half of consumers DOOH Drives the Most Action

say that DOOH is likely DOOH

to make them take TV/Video

action, including 57% of gr?lc;:'\ael

men and 56% of Gen Z Audio

and Millennials. Print
Offline Actions Taken Online Actions Taken
After DOOH Exposure After DOOH Exposure

Search online
Visit website
Visit social
Download app
Access coupon
Watch video
Order product
Interact w/ad
Call by phone
Post to social

Watch show

Visit restaurant

Buy in store

Talk about ad

Visit store

Watch movie
Recommend product
Tuned to radio
Attended event

SOURCE: THE HARRIS POLL/OAAA, MAY 2024



https://oohtoday.com/oaaa-harris-poll-study-shows-dooh-surpasses-other-media-in-driving-favorability-action/

OUT OF HOME TRENDS

| Bone-in

Digital out of home impacts the Ftols e
last mile of the buyer’s journey.

DOOH formats are particularly effective when audiences
encounter them on their way to make a purchase from a brick-
and-mortar retail location.

Noticed Visited Made
DOOH Business Purchase
with after after

directions noticing visiting
Digital Out of Home 30% 51% 93%
Digital Billboards 62% 78% 54%
Digital Transit 58% 65% 43% o
Digital Street-Level 51% 63% 46% i :
Digital Place-Based 71% 67% 54% AL |

e 23 % \»
s

SOURCE: THE HARRIS POLL/OAAA, MAY 2024 ‘ % , '/;‘,-v: 3


https://oohtoday.com/oaaa-harris-poll-study-shows-dooh-surpasses-other-media-in-driving-favorability-action/

OUT OF HOME TRENDS

Programmatic DOOH offers
quality media, reach, frequency,
and streamlined buying.

A quarter of 2024 DOOH spend was programmatic; its share
could reach a third by 2026. Here are some of the most
important storylines in the space.

* Media quality matters. As more programmatic DOOH screens come
onlineg, it’s important to know where your campaigns run. Partnering
with premium media owners can ensure access to the highest-quality
screens in the best locations.

*  Omnichannel DSPs step up their game. Increased demand has led
demand-side platforms to improve/streamline their user experience.

* Advertisers embrace attribution. Programmatic campaigns can be
measured to quantify real-world results like brand lift, foot traffic,
and website visitation.

* Transit-connected campaigns. Programmatic availability of
OUTFRONT transit media allows brands to target audiences riding
subways and trains in New York City, Boston, Washington, D.C., and
San Francisco in addition to commuters, pedestrians, and drivers via
digital shelters in Atlanta, Miami, Las Vegas, and West Hollywood.

SOURCE: MAGNA GLOBAL, NOV. 2024

getaround

The caryou
want, when

you want it. R _ e |
- % i

Get the upp and start
driving in minutes!

SCAN OR CLICK TO READ y@&x
ABOUT PROGRAMMATIC
TRANSIT ADVERTISING
IN NEW YORK CITY



https://oaaa.org/wp-content/uploads/2024/11/MAGNA-US-Ad-Forecast-2024-2025-OAAA-Webinar-Nov-2024.pdf
https://www.outfront.com/blog/programmatic-liveboards-now-available-nyc-subway-lirr-metro-north

OUT OF HOME TRENDS

Brands are using attribution
studies to prove campaign
impact now more than ever.

OUTFRONT’s attribution research has doubled in
quantity every year for the last five years.

Marketers need data, and out of home delivers, boasting
measurement and attribution capabilities that can gauge
both top-of-funnel attitudes and bottom-funnel behavior.

Via attribution studies, advertisers can measure brand lift,
sales lift, tune-in, website visitation, and app downloads.
Advances in technology, like SDKs and panels, have
expanded this functionality.

With last year’s introduction of bus campaign measurement,
advertisers can now take a 360-degree view of performance,
bus placements integrated with billboard and rail media.

SCAN OR CLICK TO
LEARN MORE ABOUT
OOH MEASUREMENT
AND ATTRIBUTION



https://www.outfront.com/blog/ooh-faq-out-of-home-measurement-attribution

e

SCAN OR CLICK TO READ ¥

ABOUT HOW DYNAMIC
DATA MAKES DOOH
MORE MEANINGFUL

OUT OF HOME TRENDS

Dynamic creative helps keep
digital OOH campaigns fresh.

At a certain point, seeing the same ad has diminishing
marginal return. Dynamic creative can refresh the
campaign’s impact while creating contextual relevance.

Impact of Contextual
Dynamic DOOH?!

+38%

impact on day 5
vs. static creative

+6%

dwell time

+17%

spontaneous ad
awareness

+7%
sales lift
vs. static creative

Marketing is often described as delivering
the right message to the right audience at
the right moment. Contextual relevance is
the essence of that, and neuroscience
can quantify its impact on audiences:

+ Ads for products relevant to the
moment (i.e., breakfast sandwich in the
morning) increase brain activity by 12%.

* Creative relevant to the moment (i.e,,
time, weather, location, other live data)
increases brain response by 18%.

« Combining both contextually relevant
product and presentation increases
brain response by 32%.

SOURCES: 1. GMS/NEURO-INSIGHT, AUG. 2021;

2. CCO/JCD UK/POSTERSCOPE/NEURO-INSIGHT, MAR. 2020



https://www.qmsmedia.com/news/global-first-neuro-study-evolving-creative-is-more-memorable
https://www.clearchannel.co.uk/the-moments-of-truth
https://www.outfront.com/blog/xpress-yourself-dynamic-data-makes-dooh-more-meaningful

OUT OF HOME TRENDS

Spatial OOH (aka 3D billboards)
lifts attention, engagement.

Spatial OOH creative adds a whole new dimension to the
battle for attention, engagement, and word of mouth.

Some campaigns have more depth than others. To add
dimension, there’s spatial creative like our XScape platform.

Nearly three quarters of consumers say

they’re interested in 3D OOH creative!
. . ’ o)
and 68% see brands using it as more '|'15 /o
premium. But it’s not just about interest lift in attention LI
and opinions - this technology moves vs. 2D DOOH . AW e

audiences to act: il B , '
0/ [ Ak v

- 58% would share it on social media. lift in perception as | e =

« 66% say they’re more likely to buy innovative

the product advertised?.
+17%

lift in creative appeal SCAN OR CLICK TO READ
3 - m ~ ABOUT HOW XSCAPE
Ve el pietels CREATIVE ADDS DEPTH

TO DOOH CAMPAIGNS

SOURCE: 1. MEOUR, DECEMBER 2023; 2. THE HARRIS POLL, MAY 2024;
3. OPINIUM/OCEAN OUTDOOR, OCT. 2023



https://www.linkedin.com/pulse/3d-anamorphic-really-worth-investment-bcnvisuals-wtt8f/
https://oaaa.org/
source:%201.%20MFOUR,%20DECEMBER%202023;%202.%20THE%20HARRIS%20POLL,%20MAY%202024
https://www.outfront.com/blog/xscape-adds-depth-to-digital-ooh-campaigns

OUT OF HOME TRENDS

Social out of home is the
ultimate viral reach multiplier.

The phenomenon of social out of home continues to
pick up steam, along with a little empirical evidence.

Four in ten adults will share OOH ads on their social media at
least some of the time Including urban dwellers, Gen Z, Millennials,
and Hispanic and Black audiences (47%).

For best #sOOH results, provide something of value in your campaign,
whether that be entertainment, education, or something more tangible,
in exchange for access to its audience’s audience.

Why Social Media Users Share OOH

Entertaining

Taught me something
Discount or offer
Culturally/socially relevant
Innovative

_ Thought-provoking
SCAN OR CLICK TO e . BN Featured celeb/creator

READ ABOUT HOW THIS Goes against the norm
CALVIN KLEIN WALL

CREATES VIRAL BUZZ

SOURCE: THE HARRIS POLL/OAAA, DEC. 2024



https://www.outfront.com/blog/influencers-iconic-locations-social-out-of-home-inside-the-latest-research-harris-poll-oaaa
https://www.outfront.com/blog/calvin-klein-power-perms

OUT OF HOME TRENDS

Influencer endorsements earn
notice, drive action, & lift brands.

More than 8 in 10 say influencer endorsements can help any
brand, nearly half notice influencer content in OOH ads at
least sometimes, and two thirds are driven to take action.

When it comes to brand lift, influencers in OOH are needle movers,
driving perceptions of high quality (49%), trustworthiness (48%),
memorability (34%), desirability (34%), and luxury (32%).

Influencer Endorsements Make an Impact

Visit website

Search online

Buy product

Share via social
Other endorsements
Follow brand

Other influencers

SOURCE: THE HARRIS POLL/OAAA, DEC. 2024

SCAN OR CLICK TO
READ ABOUT THE
HARRIS POLL’S LATEST
RESEARCH ON #SOOH



https://www.outfront.com/blog/influencers-iconic-locations-social-out-of-home-inside-the-latest-research-harris-poll-oaaa
https://www.outfront.com/blog/influencers-iconic-locations-social-out-of-home-inside-the-latest-research-harris-poll-oaaa

SCAN OR CLICK TO READ
TEN THINGS THAT YOU
DIDN'T KNOW ABOUT
TIMES SQUARE

OUT OF HOME TRENDS

Out of home in iconic locations
primes brands for prestige.

In places like Hollywood’s Sunset Strip and Times Square,
advertising doesn’t just reflect the culture: it creates it. That’s
why brands stand tall on our OUTFRONT PRIME canvases.

lconic locations make a brand metric impact similar to that of
influencers in terms of high quality (46%) and luxury (33%) but
slightly higher in memorability (38%) and desirability (38%) and nine
points lower in driving trustworthiness (39%).

Iconic OOH Locations Inspire Action

Visit website

Search online

Share via social
Follow brand

Buy product

Other endorsements
Other influencers

SOURCE: THE HARRIS POLL/OAAA, DEC. 2024



https://www.outfront.com/blog/influencers-iconic-locations-social-out-of-home-inside-the-latest-research-harris-poll-oaaa
https://www.outfront.com/blog/times-square-countdown-10-things-you-didnt-know

OUT OF HOME TRENDS

Gen Z embraces interactive OOH.

More than six out of ten Zoomers are likely to notice and
engage with interactive OOH, a rate much higher than
older generations. That engagement is great news for brands.

Maybe OOH is so attractive to Gen Z
because it’'s a break from their digital 43% 42%
immersion. A majority uses five
different social medla_ apps daily: researched told friends
YouTube, Instagram, TikTok, the brand & family
Facebook, and Snapchat, which
explains why so many of them 38% 49%
view social media advertising as
more intrusive than OOH (62%).
made a followed
purchase the brand
+16% 64% 70%
more likely to tell attention rate for interested in
others about eye- spatial 3D OOH dynamic content
catching extensions (+9% vs. gen pop) (+7% vs. gen pop)

SOURCES: 1. APPINIO/POSTERSCOPE, NOV. 2023; 2. MINTEL, MAY 2024



Appinio%20-%20Digital%20Natives%20in%20the%20Physical%20World%20&%20the%20Opportunity%20with%20OOH
https://clients.mintel.com/content/report/marketing-to-gen-z-us-2024?fromSearch=%3Ffilters.consumer-segment%3D15%26filters.region%3D14%26last_filter%3Dregion%26resultPosition%3D2https://clients.mintel.com/content/report/marketing-to-gen-z-us-2024?fromSearch=%3Ffilters.consumer-segment%3D15%26filters.region%3D14%26last_filter%3Dregion%26resultPosition%3D2
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OUT OF HOME TRENDS

Traditional static OOH reduces
campaign carbon emissions.

Nearly half of CMOs plan to launch new initiatives mitigating
the carbon emissions of their media campaigns in the next 12
monthsl. Classic billboards and other static formats can help.

“Our number one priority is
effective media planning. You
can create the greenest media
plan, but if you’re not reaching
your target audience, you’re
producing carbon emissions
for no reason.”

Traditional out of home
formats offer a sustainability
advantage over digital
formats on devices because
OOH is one-to-many, while an
impression on web or mobile
reaches just one person, thus
a higher carbon footprint on a
per-impression basis.

- Stephanie Scheller, Managing
Partner of Sustainable Solutions
EMEA, Omnicom Media Group

188% 246%

more carbon-efficient more carbon-efficient
than programmatic than programmatic
display

336%

more carbon-efficient
than programmatic
video CTV

SOURCES: 1. DENTSU, OCT. 2024; 2. BILLUPS/CEDARA, DEC. 2024



https://info.dentsu.com/TheYearofImpact_2025MediaTrends
https://www.billups.com/success-stories/ooh-media-a-key-channel-for-carbon-reduction

OUT OF HOME TRENDS

Out of home’s steady growth
is projected to continue.

MAGNA Global once again projects 5-plus points
of growth for OOH, outpacing traditional media.

In the pandemic recovery era, OOH has averaged 8% growth per
year, while other traditional media saw a 2.5% decline. The trend
of out of home steadily rising while other traditional media
stagnates is a long-term one. OOH outpaced other traditional
media by 4.4 points from 2010 to 2019; it is projected to have a
7.2-point advantage through 2028.

MAGNA’s analysts pointed to four factors driving overall industry
growth: retail media driving digital spending, ad-supported
streaming tiers, artificial intelligence, and Asia-based DTC
e-commerce brands like Temu and Shein.

MAGNA Projects OOH to Outperform

OOH
National TV
Local TV*
Audio
Publishing
Direct Mail
Social Media
Search
Digital Video
Digital Audio

Traditional Media Again

-1.4%

o0

+5.4%

Total OOH, 2024

$9.7B

2024 Revenue

+10%

DOOH, 2024

+12%

DOOH, 2025

SOURCE: MAGNA GLOBAL, DEC. 2024
* EXCLUDES MAJOR CYCLICAL EVENTS



https://magnaglobal.com/ad-forecast-media-innovation-to-propel-the-global-ad-market/

OUT OF HOME TRENDS

OUTFRONT is the top-ranked
out of home provider among
o (| agencies and brand marketers.

HERITAGE

The Myers Reportranked media organizations across
television, streaming, social, and OOH. To quote them,
“OUTFRONT dominated across metrics.

WWD 5\ ! Standing toe to toe with the likes of Meta, YouTube,

The Pioneers of S\ i NBCUniversal, and Disney, OUTFRONT was the only media
Fashion’s Future . . . . . .

Elona provider in the entire advertising industry to place top three
in all five of these performance measures:

 Tied for #2 in delivering large audience reach

« #3in meeting or exceeding cost efficiency goals

 #3in brand safety

« #3in effective communication of value

 Tied for #3 in delivering attentive sales organization
support

SOURCE: THE MYERS REPORT, DEC. 2024



http://www.myersreports.com/
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ARE YOU READY FOR
YOUR NEXT OUT OF
HOME CAMPAIGN?
CONTACT US NOW!
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https://www.outfront.com/contact-us

