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Introduction: OOH Plays Central Role in
Connected Commerce Strategies
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For years, advances in technology, data and media have been leading brands to pursue 
more holistic approaches to the planning of their paid and owned marketing efforts.

But today, brands are looking to do more than just plan holistically. They’re aiming to 
orchestrate channel selection, timing and messaging so as to optimize interactions at every 
stage of the customer journey. The effort has grown so prevalent that’s it’s even taken a 
moniker of its own: connected commerce.

Foremost among the vehicles now delivering value as part of these efforts: out of home 
media. Long regarded as an essential pillar of branding and awareness efforts, OOH is 
growing to play a direct role in strategies designed to influence consumer engagement at, 
near and far from the point of purchase—bridging the physical and digital worlds in ways 
that few other channels can replicate.

This report explores OOH’s evolving role in today's connected commerce programs.
Drawing on a survey and interviews of marketers and agency executives engaged in 
omnichannel media buying, it will show that brands are actively moving to integrate OOH 
into their cross-channel orchestration efforts—
with plans to tackle important challenges associated
with measurement, addressability and other issues
in the years ahead.

“OOH is growing to play a direct role in strategies designed to influence 
consumer engagement at, near and far from the point of purchase—

bridging the physical and digital worlds in ways that few other channels 
can replicate”



Key Findings: Brands Looking to “Proximity” Benefits of OOH to Spark 
Impact as Part of Connected Campaigns
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Connected commerce represents a strategic priority 
for brands and retailers—who are looking OOH 

media to play an increasingly central role in those 
efforts

• Connected commerce is now an enterprise-level priority, with 86% of 
marketers reporting they are “extremely focused” on building integrated, 
cross-channel engagement models

• OOH has become a foundational enabler of these strategies, with 98% of 
respondents viewing it as either a core (54%) or supporting (44%) 
component of their connected commerce programs

OOH delivers multi-dimensional value in support of 
connected commerce programs

• OOH’s impact on connected commerce initiatives is grounded in its 
balanced, multi-dimensional impact, with marketers citing cost-effective 
reach (52%), retail traffic lift (51%) and consistent cross-touchpoint 
messaging (51%) as principal benefits they associate with the channel

Digital formats dominate today's "connected" 
programs, but brands see a role for virtually all OOH 

media—with proximity as the key driver of 
performance

• Digital formats now anchor OOH’s role in connected commerce, with 
marketers citing digital billboards (65%), digital in-store/point-of-
purchase screens (63%) and digital promotional displays (57%) as the 
formats most prevalent as components of their integrated efforts

A sizable majority of connected commerce 
marketers expect to grow their OOH investment, 
leveraging expected advances in measurement, 

formats and cross-channel integration

• Brands are committed to expanding OOH’s role within connected 
commerce; 86% expect their corresponding spending to increase over 
the next two years (with 37% projecting growth of 15% or more)

• The key factors that practitioners expect to drive that expanded 
spending: improved measurement and attribution capabilities (cited by 
56% of panelists) and growing OOH inventory/format options (51%)
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Converging Disciplines: How We Define OOH, Connected Commerce

Out of Home Media (OOH)

Any traditional or digital advertising 
format that aims to reach 

consumer audiences in the 
physical world, outside of their 
home environment. Include a 
range of different addressable 

formats and installations, including 
billboards, transit advertising, 

street furniture and place-based/
in-store media

Connected Commerce

The deployment of marketing, 
merchandising and selling 
strategies that aim to unify 

consumer shopping experiences 
across physical and digital 

touchpoints. Brands typically 
orchestrate connected commerce 
efforts with an eye on providing 

shoppers with the tools and 
information needed to discover, 
engage and purchase seamlessly 

via an array of channels



6

Marketers See Connected Commerce as a Strategic Priority, Aiming to 
Address Increasingly Fragmented Customer Journeys

Connected commerce 
represents a strategic 
priority for brands and 

retailers—who are looking 
to OOH media to play an 

increasingly central role in 
those efforts

To what extent have you focused, over the last two years, on better 
orchestrating the deployment of paid and owned marketing channels 

in support of an overarching “connected commerce” strategy?

(% of respondents)

86%

13%

1% Extremely focused: we 
believe aligning content, 
timing, channel selection 
and measurement is 
critical for optimizing our 
marketing and sales efforts

Somewhat focused: we 
believe aligning our paid 
and owned media efforts 
delivers benefits, but have 
not yet advanced a unified 
strategy for doing so

Don’t know/not sure

“Brands are increasingly looking to 
connect all their touchpoints to drive sales 

outcomes. Out of home isn’t just an 
upper-funnel tactic anymore; it’s part of 

the broader strategy to orchestrate media 
that influences purchase behavior.”

—Senior Media Strategist,
OOH Media Owner

“A lot of retailers still think that the path to 
purchase is linear. But people are 

bouncing around a lot, and because of 
our lack of measurement, we don’t really 

have the ability to tell that story effectively. 
If we can connect those dots, it would be a 
game-changer for how brands think about 

the shopper journey.”

—Manager, Retail Media Group,
National Retailer



7

OOH Already Well Established as Component of “Connected” Efforts

Which of the following best describes how you currently incorporate 
OOH media, whether digital or traditional/printed, in your connected 

commerce efforts?

(% of respondents)

54%44%

2%
OOH media is a core 
component of our 
connected commerce 
efforts

OOH media plays a 
supporting role in 
connected commerce 
efforts, along with other 
channels

We leverage OOH media, 
but do not consider it 
part of a connected 
commerce effort

“We understand online and in-store, but anything in between, the 
whole rest of your day, that’s where digital out-of-home comes into 
play. It’s really about driving customers into the store so we can tie 
in in-store messaging. That space in between is huge and has been 

largely overlooked.”

—Director, Retail Media Operations,
National Retailer

“There’s growing emphasis on orchestrating multiple channels. 
OOH is increasingly considered not just as standalone, but as part 

of a connected commerce strategy that can reach shoppers in 
proximity to retail locations.”

—Group Media Director,
Global Media Agency
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DOOH, In-Store Media Among Channels Brands Rely On Most to Support 
“Connected” Aims

Which of the following paid/owned marketing channels do you consider most important in supporting 
your connected commerce efforts?

(% of respondents who selected among top three)

0% 0%
5%

10% 11% 14%

24% 25% 26% 29%
33%

39% 39%
44%
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Practitioners Say They Rely on OOH to Deliver Cost-Effective Reach,
Drive Retail Traffic and Reinforce Consistent Messaging

OOH delivers multi-
dimensional value in 
support of connected 
commerce programs

What role(s) does OOH media most directly play in support of your 
connected commerce efforts?

(% of respondents who selected among top three)

0%

11%

34%

36%

49%

51%

51%

52%

Something else

Supports omnichannel attribution goals

Reaches audiences earlier in the purchase funnel

Provides geographic targeting near retail locations

Helps address retail media network platform proliferation
challenges

Delivers consistent brand messaging across touchpoints

Complements and drives traffic to retail partners

Provides cost-effective reach compared to expanding other
channels

“When used properly, OOH helps amplify other 
channels like social, search and in-store messaging. 

Its contribution is multi-faceted, affecting both 
awareness and engagement.”

—Marketing Lead, Digital OOH Platform

“OOH provides a different dimension of value. It’s not 
just impressions; it creates real-world context and 

credibility for campaigns, particularly when layered 
with digital or retail media.”

—Senior Vice President, Media Agency
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Brands Aiming for “Right Message, in Right Venue” View Digital OOH as 
Delivering Most Impactful Touchpoints

Digital formats dominate 
today's "connected" 

programs, but brands see a 
role for virtually all OOH 

media—with proximity as 
the key driver of 

performance

Which of the following OOH media formats do you think best support your
connected commerce aims?

(% of respondents who selected among top three)

0%

0%

23%

23%

30%

37%

57%

63%

65%

Don't know/not sure

None of these

Transit displays (digital and printed)

Traditional/printed billboards

Street furniture (e.g. newsstands, benches, kiosks, etc.)

"Near-store" signage (i.e. in parking lots, entrances)

Digital in-store/promotional screens in retail environments

Digital in-store/point-of-purchase (PoP) screens, interactive displays

Digital billboards (and other formats that support dynamic creative)

“Brands start with digital for connected commerce, but they quickly see that other 
formats—transit, building wraps, even static boards—play a meaningful role, especially 

when tied to local proximity.”

—Marketing Lead, Digital OOH Platform



0%

1%

27%

29%

32%

43%

49%

54%

62%

Don’t know/not sure

None of these

Support sourcing of OOH media inventory/formats

Shift of more traditional/printed inventory to digital/dynamic
formats

Wider incorporation of QR codes and other response
mechanisms

Real-time content management and optimization platforms

Creative production tools to support dynamic and location-
specific content

Integration of OOH planning/production functions in existing
martech stack

Integration of OOH (and retail location targeting capability) in
programmatic media buying platforms
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Brands See Great Potential in Ability to Transact OOH Programmatically

Advances/investments in which of the following would best advance your efforts to capitalize on the 
unique formats associated with OOH media?

(% of respondents who selected among top three)

Note: Reflects the responses only of marketer brands (n=80)

“Brands are gravitating toward digital 
[OOH] because it’s the easiest to buy via 
programmatic channels. Once they’re 
comfortable, there’s a chance to layer 

on static boards and other formats, but 
right now, programmatic makes it 
simple to execute and measure.”

—Senior Media Strategist,
OOH Media Owner

“Programmatic has certainly opened the door for curiosity 
among brands. We're seeing more CPG clients experimenting 
with out of home, but almost always through programmatic 

channels. It allows them to test the channel without 
committing to the traditional complexities of national OOH 

buys, and it helps demonstrate incremental value in a 
measurable way.”

—Client Services Director,
National Retailer



12

OOH Spending Rising; Brands Say Richer Insight into Incremental Lift 
Would Drive Even Higher Investment

A sizable majority of 
connected commerce 

marketers expect to grow 
their OOH investment, 

leveraging expected 
advances in measurement, 
formats and cross-channel 

integration

How do you expect your spending on OOH media (as a component of 
your connected commerce efforts) will evolve over the next two years?

(% of respondents)

37%

49%

10%

3% 1% Spending will increase 
significantly (15%+)

Spending will increase 
somewhat (2-15%)

Spending will change little 
or remain the same (+/- 
2%)

Spending will decrease 
somewhat (-2-5%)

Spending will decrease 
significantly (-15% or 
more)
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Improved Measurement, Growth of Addressable OOH Formats to Drive 
Greater OOH Investment

What factors will be most responsible for driving your
likely increase in OOH spending?

(% of respondents who selected among top three)

0%

0%

11%

42%

46%

47%

47%

51%

Don’t know/not sure

None of these

Need to diversify current channel mix

Improving performance/impact of OOH

Competitive pressure/industry trends

Cost efficiency compared to other channels

Better understand impact of OOH on connected commerce
objectives

Growing OOH inventory/format options

Improved measurement/attribution capabilities allow us to
better understand impact of OOH “We’ve seen brands start to allocate 

small budgets to digital OOH 
experiments, but many hesitate to scale 

because they don’t fully trust the 
measurement. There’s optimism that as 
reporting matures, and as multi-touch 
attribution and media mix modeling 

incorporate OOH more effectively, those 
same brands will increase their spend 

substantially.”

—Senior Vice President,
Media Agency

Note: Reflects the responses only of those panelists who previously indicated intent to 
grow their connected commerce-related OOH spending (n=91)

56%



1%

1%

15%

36%

37%

41%

54%

55%

58%

Don’t know/not sure

None of these

Management does not understand role/potential
contribution of OOH

More orchestration support from third-party partners (e.g.,
agencies, tech platforms)

Cross-channel campaign management/media buying tools

Richer integration between advertising/marketing technology
(e.g., APIs)

Integrated data and audience management/segmentation
platforms

Higher investment in addressable media channels

Better alignment between internal teams/budgets

14

Brands Recognize They’re Often the Barrier to Better OOH Deployment; 
Need to Optimize Resources, Strategies Across Internal Teams

What internal investments, initiatives or resources would most advance your efforts to orchestrate the 
deployment of OOH as part of your connected commerce strategies?

(% of respondents who selected among top three)

“ [Our brand partners] want easier 
ways to buy, streamlined teams, 

clearer metrics, and proof that the 
campaigns drive real-world results. 
It’s not enough to just place boards 

or screens, they need integrated 
solutions that tie directly to sales and 

customer behavior. And only then 
will budgets move from cautious 

experimentation to sustained 
allocation.”
—Client Services Director,

National Retailer



0%

1%

15%

35%

43%

49%

49%

49%

58%

Don’t know/not sure

None of these

Support sourcing of OOH media inventory/formats

Incorporate OOH media in omnichannel strategies

Support measurement/attribution by facilitating integration
with media, retail, other partners

Help us identify OOH-addressable use cases/applications

Help us collect performance benchmarks/build business
cases for investment in OOH

Educate our leadership and functional teams on best
practices, innovation

Help us build relationships with new or non-traditional
partners (e.g. tech, media, retail media networks, etc.)
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Agencies, Media/Tech Partners Have Key Roles to Play in Facilitating 
Connected OOH

How could agencies, media providers and other third-party marketing partners best help you leverage 
OOH media in support of your connected commerce efforts?

(% of respondents who selected among top three)

Note: Reflects the responses only of marketer brands (n=80)

“What brands need is simplicity and 
consistency. Platforms and partners 

should be making OOH easier to buy, 
easier to optimize and easier to 
report on—closer to how digital 
works today. If the industry can 

reduce friction and provide clearer, 
more unified reporting, it becomes 

much easier for agencies and brands 
to support OOH as a core channel 

rather than a specialty buy.”

—Marketing Lead,
Digital OOH Platform



Looking Ahead: Three Keys to Unlocking OOH’s 
Future Potential
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On billboards, at the retail point of sale and in all the venues where people meet to shop, do 
business and have fun, one truth is certain: OOH media is thriving.

It’s thriving because it drives connection, inspires awareness and helps bring real-world spaces to 
life. But as consumers fixate ever more of their attention to personal devices that bridge their “on-
the-go” and digital identities, it’ll be critical for OOH to continue evolving in lockstep with other 
media that consumers see as informative, entertaining and worthwhile. Unlocking its unique 
power-of-proximity will thus demand that OOH’s practitioners—brands, media owners, agencies, 
tech platforms and others—work together to tackle various transformational priorities over the 
coming years, particularly with respect to:

• Measurement and attribution: working toward universal standards to identify and 
quantify audience reach and impact

• Addressability: applying audience insights, dynamic content and unique formats to 
advance a connected commerce role for all OOH inventory, both “digital” and 
“traditional;” and

• Programmatic integration: establishing the
mechanism for brands to transact OOH media
through the same tools and automation
platforms that they’re increasingly using to
engage other media core to their connected
initiatives.

“Unlocking its unique power-of-proximity will thus demand that OOH’s 
practitioners… work together to tackle various transformation 

priorities over the coming years”
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Research Background & Methodology

What is this report? A research briefing exploring how enterprise marketers and agency executives are incorporating out of home media into their connected 
commerce strategies—and how they expect those efforts to evolve in the years ahead

What is this research intended 
to do? Help practitioners benchmark their own practices and provide perspective on the rapidly evolving role of OOH within connected commerce

How were these findings 
compiled?

Through an online survey of 106 enterprise marketers and agency executives with responsibility for connected commerce programs 
that touch diverse paid and owned media channels (potentially, but not necessarily, including OOH), as well as thought leader interviews with 
more than a dozen executives representing marketer brands, retailers, agencies and OOH service providers (with research initiated in 
November 2025 and concluded in January 2026)

What were panelists asked?
Brand-side marketer respondents were asked to comment on their organization’s experiences and plans while agency respondents were 
asked to comment given their experience serving one or more clients. (For simplicity, certain results have been aggregated and are 
represented in this report collectively)

Advertising/
Marketing 

Agency
24%

Brand 
Marketer

76%

Survey Respondents: 
Industry Breakdown

C-Level 
Executive

44%

Director
22%

Entry Level 
Executive

3%

EVP / SVP
7%

Manager
17%

President
4%

VP / Assistant 
VP
3%

Survey Respondents: 
Seniority/Business Title

Executive 
management

60%

Marketing/
advertising

31%Merchandising/
retail operations

9%

Survey Respondents: 
Role/Department

Note: All data presented in this report derived from this proprietary survey panel 
(n=106; compiled November 2025-January 2026)
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For 45 years Midnight Oil, an Imagine Group company, has been 
partnering with the entertainment industry and global brands to create, 
adapt and produce campaign messaging for virtually every consumer-
reaching medium worldwide. Famous for its custom billboards and in 
the wild executions across the country, Midnight Oil has a reputation 
for bringing high-quality and innovative thinking to every promotional 
campaign.

To learn more, visit moagency.com

Perion is helping agencies, brands and retailers get better results with 
their marketing investments by providing advanced technology across 
digital channels. Through the Perion One platform, we are making 
digital advertising more effective by building solutions that 
continuously adapt to connect the dots between data, creative and 
channels.

To learn more, visit perion.com

Moving Walls is the world’s leading connected media platform, powering over a 
million screens worldwide from the streets of New York to the skylines of Tokyo, 
enabling brands to engage audiences with precision across the physical world. 
Moving Walls is proud to be associated with the retail research project "Connected 
Commerce" led by the OAAA and Winterberry Group.

To learn more, visit movingwalls.com
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The Out of Home Advertising Association of America (OAAA) is the 
national trade association representing the out of home (OOH) 
advertising industry. OAAA’s mission is to protect, promote and advance 
the medium through government affairs and advocacy, industry 
research and market intelligence, brand and agency engagement and 
industry leadership and convening. OAAA works to ensure OOH’s 
essential role in the modern media mix by advancing standards, aligning 
the industry around shared priorities and shaping the future of OOH. 
Founded in 1891, OAAA serves more than 850 member companies, 
including media owners, advertisers, agencies, ad tech providers and 
suppliers. The association is headquartered in Washington, D.C., with 
offices in New York City.

To learn more, visit oaaa.org

Winterberry Group is a growth consultancy specializing in the 
intersecting disciplines of marketing, advertising, technology, data and 
analytics. We collaborate with stakeholders across those 
ecosystems—agencies, service providers, technology developers, 
media companies, brands and investor groups—to identify and 
activate growth opportunities that drive the creation of real and 
lasting stakeholder value.

To learn more—and to download additional copies of this and our 
other published research—visit winterberrygroup.com
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