
OAAA/NCMEC AMBER Alert Initiative

BACKGROUND:
Outdoor Advertising Association of America (OAAA) and National

Center for Missing & Exploited Children (NCMEC) worked closely

together for almost a year to develop a system of protocols

whereby AMBER Alerts could be posted on digital billboards

within minutes of an Alert being activated. The two organizations

also developed a set of best practices, regulating how long the

Alerts should be posted, how they should look, and what infor-

mation should be contained within the message. The partnership

was announced at a press conference in Times Square.

PARTICIPATION:
OAAA member and non-member companies signed on to the sys-

tem quickly and with no reservations. All of them agreed to pro-

vide the service free of charge.

OAAA, 2008

Opportunity: 

To use digital billboards to help communities in their moment of great-

est need, namely, when a child has been abducted.



NATIONAL TEST:
On June 3, 2008, every participating out-

door advertising company agreed to test

the AMBER Alert creative template by plac-

ing it on their boards at the same time in all

of their markets. More than 900 digital bill-

boards (representing the vast majority of

digital billboards in the United State) flipped

to the same content at 11:45 a.m. EDT and

displayed the creative for at least five min-

utes. The test showed the ability of the sys-

tem to show AMBER Alerts virtually any-

where in the country at any time.

COMMUNITY EDUCATION:
Dozens of local media outlets covered the

test and the Initiative. In doing so, hundreds

of thousands of people were exposed to the

new creative (in addition to the millions

who saw the boards on the road), alerting

them to the possible presence of AMBER

Alerts on digital billboards in their commu-

nities.  


