18 latest DOOH
statistics you just
cannot ignore
At The Neuron, we know that digital
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we’ve dug up 18 of the latest DOOH
statistics to do the persuading for us.

Essential DOOH
Advertising Statistics
for 2021-2022
To help you find what you’re after,
we’ve split our DOOH statistics into
three useful subheads. These are:
Market trends
Visibility
Consumer behavior
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DOOH Visibility
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DOOH Consumer Behaviour
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Could pDOOH
be the Right
DOOH
Purchase
Method
for You?
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pDOOH fixes the issue of traditional DOOH which is difficult
to track with campaign performance reports often
provided after-the-fact.
By bidding on digital signage and billboards and receiving in-depth analytics, you
can track the success of your campaign in real time and adjust accordingly.
And, as you can specify the conditions under which your DOOH ad is shown (based
on, for example, footfall, weather conditions, or temperature) you know that you’re
hitting the right demographics when they’re most likely to make a purchase decision.
Programmatic DOOH is a new way of buying DOOH.
At The Neuron, we provide an easy-to-use, flexible platform that connects media
buyers directly with the inventory they need. With automated bidding, no middlemen
and an interface that lets you launch your creative in just a couple of clicks, we make
sure you get the most out of your DOOH campaigns. Get in touch today to learn more.

Contact
today for a
live demo
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