OOH Drives Quick Service

Restaurant (QSR) Sales

6in 10 Recall Seeing OOH QSR Ads Recently,
Especially Younger & Urban Americans

Men N 65%
Women N 54%

OOH QSR Ads Lead to
Genz NG 77% In Store Purchases

Millennial [N 7% and Online Activation
Gen X NG c0%
Boomer+ | 39%

Urban 1M+ | 69%
Urban<iM HIIINEGEGEEE 62% B %Yes
Suburban GGG 57%

Rural I 54%

OOH QSR Ads Engaged

Almost 9 in 10 Recent Viewers OOH QSR Messages Most
Relevant to Consumers

. _| 67% of of those who saw a
87%Boomers 71 QSR OOH ad made a purchase #1 - Price | 42% (51% rural)
T / at a physical store

4
/

#2 - New product offerings | 39%

67% ---~

61% GenZ
#3 - Food Quality | 31%
T (42% GenZ, 37% Millennials)
39% 39% 32% Urban 1M+
T #4 - Limited-time menu offerings | 31%
24%

16% 16% 14%
° #5 - Nearby location or directional | 29%
. . (37% Rural, 35% Urban <1M)

Made Ordered Visited Shared Used QR Followed Took ad

in-store from the advertiser’s advertiser Code, tap advertiser photo to #6 - Combination Meals | 27%
purchase restaurant website info by tech, or on social share on
via mobile word-of- SMS text media social
app mouth to engage

N\ Source: OAAA, The Harris Poll.
. The Ha rrls Pol I Methodology: conducted online within the US by The Harris Poll from May 31 - June 3, 2022
among 1,000 US adults ages 18+, weighted to reflect the US population across age, gender,

# Insighte & Anahdics|LLC, A Stagwell Company race/ethnicity, region, income, household size, and employment.



