
Advertisers should view Retail OOH as 
complimentary not competitive.

Consumer’s attention these days is fragmented more than ever before, 
and advertising at multiple customer touchpoints at the right time along the 
consumer’s path to purchase creates the best outcome for advertisers.

A multi-media campaign including retail out-of-home in close 
proximity to purchase will hinder competitive brands.

Digital advertising in retail 
environments will reinforce brand 
messaging and aid in memory 
retrieval as shoppers approach 
the store.

Boost memory 
retrieval with OOH

Create more powerful touchpoints 
throughout the customer journey

Media long-term 
multiplier effect

TV and Retail OOH are better together 
and deliver synergies

Personalised 
creative placement 

matters

• Research shows ‘viewing another ad, whether it is print, 
online or OOH, may awaken associations formed by the TV 
ad – particular if the same creative approach is taken.

• Synchronising creative across media channels will deliver 
efficiencies for brand and product campaigns.

• In addition, retail OOH audiences are more receptive and 
likely to act on your brand messages in store.

• Australians are 2.5x more alert outside the home compared  
to screen time at home and are 2x more likely to act.

Powerful synergy 
between TV and 

ROOH

Retail Awareness

61 % of shoppers are AWARE of retail digital advertising panels within 
shopping centres

69% say they are more likely to notice advertising for grocery brands when the 
messages are placed close to the supermarket

64% say they would like to be reminded at the shopping centre of relevant new 
products or brands as seen advertised on tv

32% of shoppers often notice advertising in shopping centres for brands and 
products that they’ve recall seeing on TV.

Integrated and 
customised campaigns 
are 57% more effective overall 
than non-integrated campaign

Integrated campaigns 
are 31% more effective at 

building brands

Contact MarketingandInsights@shoppermedia.com.au to find out more
or arrange a presentation of the full study findings.
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