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Summer means…
(D)OOH becomes a strong continuity of 
presence and brand recall, embedded in 
real-life holiday and leisure environments

More strolling, more 
walking, more time 

spent in streets, 
waterfronts, plazas, 
shopping areas and 

public transport.

In environments 
sometimes less 

saturated with other ad 
messages (less TV 

viewing, fragmented 
digital usage), OOH 
remains stable and 

visible.



Good weather affects media behavior
During summer:

Source: outsmart.org.uk

33% 
watch 
less TV 21% 

spend 
less time 

online



During summer Warmer days increase product appeal and spontaneous 
purchases

Source: IBM Watson Advertising + outsmart.org.uk

People feel more positive thanks to the warm weather

83% of people spend more time outdoor

People seek social interactions People act more spontaneous

80% visit the shops more



New shift towards experiences in Europe
Top 10 Experiences in 2025: 

Mastercard : Europe’s experience economy is one for the bucket list 
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Belgium means summer music 

Source: http://www.routedesfestivals.com

+30 
Music festivals 

on territory 
during summer



Vacation durations vary
Averaging around 15 days:

Source: Europe Assistance: De Vakantiebarometer 2025
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Street traffic is higher than average

Source: BeMobile – Results based on a combination of loop detector data and floating car data 

100%
103%

60%

70%

80%

90%

100%

110%

120%

YEAR AVG SUMMER (June-Sept)

STREET AUDIENCES 



Transport audiences are up

Source: STIB / MIVB
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Grocery is more important during summer

Source: JCDecaux
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July is a good summer deal

Source: JCDecaux
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Source: PAX 2025 Brussels Airport + Brussels South Charleroi Airport
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Summer represents more than 20% of the annual traffic

+20% during summer



A medium of mobility, attention and business… 
when other media slow down

1 2

Why advertise in summer in 
(D)OOH with JCDecaux?

1
(D)OOH is the medium of mobility. 

Reaching people during their daily journey 
& leisure.

2
Summer boosts movement. More time 

spent out, more trips
Summer does not reduce (D)OOH audience; it 

shifts and concentrates it in specific 
high-value locations.

3



THANK YOU
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