
The IAB asked marketing decision makers about their attitudes towards DOOH

Digital out of home (DOOH)



‘Any digital screen in a public space displaying paid for 
advertising content. This could include anything from the 

adverts you see on the digital screens at the side of bus stops 
through to the Piccadilly Lights in London’

DOOH definition



Methodology

Conducted by YouGov on behalf of IAB UK

504 marketing decision makers 
across a range of different company 

sizes and sectors  

11 – 15 April 2019Marketing decision makers omnibus

Quantitative method: Sample: Dates: 



Five key takeaways

1. 41% of marketing decision makers are responsible for OOH campaigns, of which 36% are using DOOH 

2. DOOH is unlocking new budget with 19% of those who are spending on it drawing on new sources

3. Spend on DOOH is set to increase over the next year with 32% upping budgets 

4. Awareness of the capabilities of DOOH are low among marketing decision makers in general, but higher for DOOH marketers 

5. DOOH rates highly across a range of key metrics including brand safety, being GDPR compliant and delivering contextually relevant 
messages



Survey results



Base: All marketing decision makers
(504)

41%
of marketing decision 
makers are responsible 
for the buying or 
planning of out of home 
advertising campaigns

Almost half of marketing decision makers are responsible for out of home 
advertising campaigns 



Approximately what % of your business’s 
yearly marketing budget is spent on DOOH?

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns 
(205)

36% of those responsible for out of home are spending on DOOH

6%

58%

36%

Don’t know 0% 1 - 100%

15%

39%23%

14%

9%

0% (but used
previously)

1-25%

26-50%

51-75%

76-100%

Break out of budget splits for those 
marketers currently spending on DOOH*

*Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns 
with don’t know / 0% (never used DOOH) removed (87)



41%

30%

24%

19%
17%

9%
7%

16%

Digital channels (e.g.
display, social etc.)

Print Paper & paste
(traditional OOH)

New budget TV Radio Other Don't know

DOOH is unlocking new budget

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns, 
and didn’t select never used (100)

Where is your spend on DOOH advertising coming from? (non-binary)



Those budgets look set to increase

16%

5%

47%

32%

Don't know Net decrease (range
between 1 and 100%)

Spend about the same Net increase (range
between 1 and 100%)

By approximately how much, if at all, is your business planning to increase or decrease its 
spend on DOOH advertising over the next 12 months?

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns, 
and didn’t select never used (100)



35%
31%

28% 27% 25%

41%

To display full motion video
adverts taken from existing

video assets (e.g. from online
video etc.)

To show different messages
in real time based on different

data points (e.g. weather,
location)

Enhanced through
sophisticated screen

functionality (e.g. motion
detection, touchscreen, 4G

connection etc.)

Bought programmatically
using a self-serve platform

Bought programmatically via
an agency trading desk

None of these

Awareness of the capabilities of DOOH is low among marketing decision 
makers  

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns 
(205)

Before taking this survey, which, if any, of the following ways DOOH advertising can be 
used were you aware of? (please select all that apply)



42%
38%

35% 33% 33%

21%

To display full motion video
adverts taken from existing

video assets (e.g. from online
video etc.)

Bought programmatically
using a self-serve platform

Enhanced through
sophisticated screen

functionality (e.g. motion
detection, touchscreen, 4G

connection etc.)

To show different messages
in real time based on different

data points (e.g. weather,
location)

Bought programmatically via
an agency trading desk

None of these

Awareness of the capabilities of DOOH is low among marketing decision 
makers (data cut for those currently spending on DOOH) 

Before taking this survey, which, if any, of the following ways DOOH advertising can be 
used were you aware of? (please select all that apply)

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns, 
and didn’t select never used (100)



32% 31%
29%

24%
22%

20%
17%

8%

19%

The cost
associated with
running a DOOH

advertising
campaign

Difficulty
calculating ROI

Difficulty
measuring the

effectiveness of a
campaign

The time it takes to
create and plan a

campaign

The complexity of
working with

different partners
(i.e. lack of

standardisation)

Understanding all
of the different

terminology and
language used

Difficulty using
creative assets

from other media
(e.g. online video)

Don’t know My business has
never experienced

challenges

Cost and calculating ROI are cited as the two biggest challenges

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns, 
and didn’t select never used (100)

What challenge, if any, has your business experienced when running DOOH advertising campaigns?



Net agree:

There is a positive perception towards DOOH across key metrics

Base: All marketing decision makers responsible for the buying or planning of out of home advertising campaigns AND 
have used DOOH previously (with don’t know removed) (87)

To what extent do you agree or disagree with the following statements about DOOH advertising?

72%

“It is effective for 
displaying 

contextually 
relevant messages”

71%

“It complements 
activity in other 

marketing channels”

71%

“It is brand safe”

70% 62%

“It is a creative and 
effective way to 

reach mass 
audiences”

“It is high impact 
and delivers 

business results”

66%

“It is GDPR compliant”



Five key takeaways

1. 41% of marketing decision makers are responsible for OOH campaigns, of which 36% are using DOOH 

2. DOOH is unlocking new budget with 19% of those who are spending on it drawing on new sources

3. Spend on DOOH is set to increase over the next year with 32% upping budgets 

4. Awareness of the capabilities of DOOH are low among marketing decision makers in general, but higher for DOOH marketers 

5. DOOH rates highly across a range of key metrics including brand safety, being GDPR compliant and delivering contextually relevant 
messages



research@iabuk.com for more details

mailto:info@iabuk.com

