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Let OOH guide
you through
winter
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OOH: Powerful all year round

DURING WINTERTIME

OOH brings light is the dark

People keep going OOH

People continue to consume

OOH campaign impact remains stable

Brussel Leuvensesteenweg
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There Is no seasonality in mobility

Keep in touch with people OOH

| Bringing the | Eating & | Grocery &
children to Drinking out other shopping
school

| Commutingto | Goingto sports

work
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Beyond the forecast: How
OOH lifts consumer mood

EMOTIONAL Feeling less happy Drive relevance =

MOTIVATION Seeking stability Promote preparedness 4
o

BEHAVIOR How we present ourselves Influence purchase ’

~

Shopping Nivelles

Colder days drive demand for comfort products and spontaneous in-store purchases

Source: IBM Watson Advertising



03.1

[ scpecaux
Belgians blend online convenience with offline

experience.
ONLINE IN STORE
PURCHASES PURCHASES

DURING SALES
PERIOD

58% SHOP ONLINE 58% FASHION 38% FOOD
82% SHOP IN STORE 33% TRAVEL 77% FASHION
30% BEAUTY 59% GLASSES &
& PHARMACY LENSES
57%
FURNITURE
56%

ELECTRONICS

Source: Sirius Insight — Het evoluerende aankoopgedrag van de Belgische consument
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People are outside
even during the colder days

Traffic volumes towards yearly average
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Source: Be-Mobile
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People are shopping for
winter clothes

Index versus yearly average of gross contacts
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Waasland Shopping

What the shop wifi sensor data
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People continue to do
grocery shopping

Index versus yearly average of baskets
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Delhaize Evere

Carrefour Loyalty card data
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Basic comfort foods are the
top products during winter

Turnover vs yearly average
Indices top sectors — winter
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products
Source: Carrefour Loyalty card data
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Campaign impactis no o SN

different than in other periods
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Recognition Correct attribution

B Winter campaigns H Yearly average Antwerpen Korte Lozannastraat

Source: JCDecaux BOA - campaign post-tests



HYALURON

BATI

>
BOUW

15, 23.02.2025

L
STUDYING X 9

JCDecaux

sgaetenditwn ey \
et \ \ '
7 . E ~ _ ‘




	Template
	Slide 1: Let OOH guide you through winter   
	Slide 2
	Slide 3
	Slide 4: There is no seasonality in mobility 
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12


