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Problem
How does an OOH company prove that it’s product can pull
in the impressions promised?

America

_ % Needs More
Solution g @ Mac ’N Cheese
By creating an OOH campaign that would drum up public o
interest and track consumer traffic from the ads.

J , ac4Prez.com
Background 1 = E—
The general manager of an OOH company launched a v e
faux 2016 presidential campaign using a variety of OOH
formats. The campaign promoted “TMac4Prez” paired with
a variety of catchy and silly campaign slogans. The OOH ol e
company also created a landing page for anyone looking to
further investigate the candidate. TV ARENESS
ducted 3 surveys to

wareness over three
i. More than half

H - 300 rand: WERE AWARE OF THE
Objectlve rlentr:;lmgilese‘:lnt:z . TMAC4PREZ CAMPAIGN
. . . . . billboards by the
The objective of this campaign was to create an in house the campaign.
example showcasing the reaching impact of OOH advertis- *
ing.

CITED SEEING THE
TMACAPREZ BILLBOARDS

Strategy

The OOH company used a variety of billboards and other
available OOH formats in strategically chosen locations
throughout the Madison WI DMA to attract locals’ atten- il

Over 18,000 of TMacs

tion and promote interest in the independent presidential website viewers got there

X . by remembering the exact
campaign. The landing page also hosted a survey where o ity
visitors could answer questions about how they found out Google to find the site.
about the campaign.

75% OF WEB TRAFFIC WAS FROM A MOBILE DEVICE

Plan Details
Markets: Madison, WI RESPONDENTS CITED 929,
Flight Dates/OOH Formats: 39% ) S rEmsoARD: 9
*  Static Bulletins, Yard Signs, Posters aerc IR ‘
e Flight for static: March 2016 to May 2016

Results

The campaign pulled in impressive stats showing what sort of impact a focused OOH campaign can have on consumers. The
campaign landing page saw over one hundred thousand page views as well as sent in requests for autographs, a radio station
interview plus multiple interviews for news sources. The online survey results showed 92% of the 1,500 respondents cited see-
ing the billboards with the potential that some visitors had found the site via word of mouth.
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