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And this is only the beginning: only 51% of marketers report 

that customer attention “highly in昀氀uences” their media 
budget decisions despite the signi昀椀cant correlations 
between consumer attention and advertising effectiveness. 

We expect more marketers to consider customer attention 

as they allocate ad dollars, further boosting  demand by 

advertisers for OOH and DOOH ads.

The OOH industry has already seen the bene昀椀ts of a 
changing industry landscape. In 2022, OOH ad revenue 

grew by 21%, the highest mark of any media channel(b). The 

sector surpassed pre-pandemic highs, a feat previously not 

projected to occur until 2025. 

DOOH was a key driver of growth for the segment, posting 

a second consecutive year of over 20% improvement(b). 

Looking ahead as DOOH keeps gaining traction, OOH 

ad revenue growth is expected to continue to outpace 

all other advertising channels, with a projected increase 

of 13% this year(c). As the OOH/DOOH sector continues to 

receive boosts from changing consumer and marketer 

preferences, it is well-positioned to be one of the leading 

media and advertising channels for the foreseeable future.

TELEVISION WEAK AMID CHANGING 

CONSUMER PREFERENCES

With advertising prevalent in nearly every facet of media, 

consumers are mentally 昀椀ltering out distracting or 
extraneous ads. When choosing which ads to engage with, 

consumers overwhelmingly favor ads that cause the least 

interruption to their lives. 

As a result, the top 昀椀ve media channels in which consumers 
prefer to receive ads are in-person platforms(a), according 

to a new study by Kantar. Consequently, we expect media 

agencies will adjust to consumers’ preference for in-person 

advertisements and prioritize out-of-home (OOH) and 

digital out-of-home (DOOH) advertising.

We believe this shift in consumer preferences will have 

far-reaching implications for the advertising industry. 

Kantar’s study highlights a 90% correlation between media 

channels that consumers claim capture their attention 

and those in which they prefer seeing advertising, with 

ad campaigns presented to receptive audiences having 

7x the impact. In the study, OOH and DOOH ads ranked 

second and third, respectively, by consumers as the most 

engaging platforms, displacing less dynamic channels 

such as magazines, which dropped out of the top 昀椀ve after 
ranking second in 2022(a). 

As consumer preferences for advertising channels 

change, marketers have begun to react accordingly. In 

2023, marketers ranked DOOH ads as their third favorite 

media channel, up from 昀椀fth in 2022, while TV ads—
ranking third in 2022—dropped to twelfth(a). Many media 

agencies are restructuring their teams, removing TV and 
print media-focused groups and reallocating spending 

to more growth-oriented channels; 46% of marketers say 

that they will increase spending on DOOH advertising in 

2024, compared with just 6% for TV spending, while 44% 
and 47% expect to decrease spending on magazines and 

newspapers, respectively(a). 
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a) Kantar; b) Out of Home Advertising Association of America; c) GroupM.
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This document is for marketing purposes only. It has 
been prepared by personnel of Solomon Partners Se-
curities LLC (“Solomon Partners”) or its af昀椀liates and not 
by Natixis’ research department. It is not investment re-
search or a research recommendation and is not intend-
ed to constitute a suf昀椀cient basis upon which to make 
an investment decision. This material is provided for 
information purposes, is intended for your use only and 
does not constitute an invitation or offer to subscribe for 
or purchase any of the products or services mentioned. 
Nothing in this document constitutes investment, legal, 
accounting or tax advice, or a representation that any 
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Solomon Partners is a FINRA-registered broker-dealer.
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