


To serve our brands post-COVID,

 

Through various communication 
channels, including our most 
recent panel event ‘COMMB Talks’ 
and a comprehensive national 
survey, we ignited conversations 
with some of Canada’s leading 
marketers and top OOH spenders.

it’s crucial that we have a deep 
and genuine understanding 
of their advertising needs.

Here’s what they had to say! 

The last 18 months saw the 
OOH industry as a whole 
undergo some sociological 
changes, as well as a range 
of exciting technological 
advancements. As we head 
into the summer, Canadians 
are once again exploring the 
outdoors, and brands can’t 
wait to get in front of them!   
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OOH is always an element of 
our media mix. There have 
been shifts in the allocation. 
OOH is a major pillar in 
media spend that we have 
for any major campaign.

Andy Balser
TELUS

With any major campaigns that we have, OOH is always a consideration. 
I look after the radio brands at Rogers Media and a lot of radio listening 
happens in cars, so OOH is a great medium for reaching people in cars. 
Certainly a foundation in most plans. Our spend will indicate that over the 
last four or five years, as well as how that’s changed during the pandemic.

Adam Bower
ROGERS

In addition to the rigorous 
traffic measurements and 
pedestrian modelling, lift in 
campaign awareness, foot 
traffic, and attribution.

Michele Beaulieu
SUBWAY

We love the medium, 
especially as an urban-
focused brand. It’s 
always a major part of 
our strategy, always.

Noah Gill
ACE BEVERAGE GROUP

1 2Are you currently 
using OOH in your 
media mix?

What OOH 
measurement 
metrics would be 
most beneficial to 
your business and 
encourage more 
OOH support?
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3Are you considering how you’re leveraging OOH 
with the onset of new data and new technology 
and emerging insights - is that a big part of the 
plans that you’re working on?

All marketers today are increasingly 
data driven, and the more we can 
qualify the impact of a particular 
buy and the more certainty we can 
get around the outcome, the more 
likely we’re going to spend.

Andy Balser | TELUS

We’ve looked at things like Vertical 
Impressions media, and the more 
data we can access the better 
because it helps inform our plans 
for the future, which is always 
important as well.

Adam Bower | ROGERS

For us, OOH has been more of a brand 
play with more focus on markets and 
urban centres where our consumers live 
to really showcase our brand. Any data 
we can leverage to inform our strategies 
are useful for us to continue using OOH.

Noah Gill | ACE BEVERAGE GROUP
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4Is there a thing beyond the insights that COMMB 
is currently providing that would make brands 
plan more OOH campaigns?

The more data sources that can be connected to each other, 
the more we will be able to better understand customer 
journeys and then be able to leverage those different platforms 
collectively. To connect the campaigns we’re running on 
social media, to any OOH data to addressable tv, streaming, 
the more we can put all those data sets together and 
build a fully fleshed out customer journey and understand 
those segments within those audiences. Anything OOH 
can bring to the table in that regard we’re open to it.

Rogers
Telus

Attribution is key. There’s a pretty interesting window of 
opportunity right now with some of the changes to cookies 
that are coming in the digital space. There’s so much 
uncertainty with what’s going to happen with cross platform 
targeting in digital. While that increases - on the OOH side if 
you can increase attribution and data insights there that seems 
like a recipe for success as a media buyer. Another thing is 
creativity in the executions. I’m a sucker for a good billboard 
extension. The more we can get creative and get noticed is 
one big area that would certainly get me to want to spend 
more on OOH. The more you can demonstrate that putting up 
OOH in a community you improve other media performance. 
If you have a billboard you get a better click through rate, 
conversion rate, and recall rate. The more you can demonstrate 
how it supports and drives performance for other media buys, 
that would be another insight that I think would make me want 
to work more with our agencies in regards to our mix.
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5What do you feel is the largest obstacle to 
including more OOH in your marketing plans, 
and what can OOH operators do to help you 
overcome this obstacle?

A predetermined ranking of media importance and the roles they play 
is a large obstacle. So, the opportunity lies in getting advertisers to 
rethink where OOH should rank in channel importance to get a larger 
share of the set budget. And the timing couldn’t be better. With its 
transcendence of change, the OOH industry is poised to challenge 
conventional thinking with performance driven metrics because every 
advertiser wants proof that their media buys are driving business results, 
not just delivering media metrics. 

Saying that, it’s not an easy change since budgets are usually limited. 
So knowing which medium you’re most likely to take share from will 
identify the void that needs to be filled before the other benefits and 
opportunities can be heard and processed in an advertiser’s mind. 
Before, it was usually the TV budget that would need to be reallocated 
but now there’s a strong opportunity to challenge digital budgets.

Michele Beaulieu | SUBWAY

ooh executions are 
the extension of 
what you see on tv, 
social & print

Andy Balser | TELUS
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Adam Bower | ROGERS

Noah Gill | ACE BEVERAGE GROUP

for us it’s all about 
creating an impact 
and standing out

we have ooh 
coming to 
Toronto this 
summer
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When we look at OOH we have a community-based approach at Telus 
- if we’re going into small communities, how do we make our presence 
felt in these communities - OOH is a great way to do that. Having OOH 
advertising actually helps to convey, beyond the metrics, a sense of 
presence in the community that we really like.  OOH to us is billboards, 
transit, local hockey arenas - how do we leverage a wide array of OOH 
in a community.

Andy Balser | TELUS

Creative is a key driver of a campaign’s success. They have to be 
noticeable and invoke some sort of emotion. That’s a big focus for us, 
always. The simplicity in the overall messaging and not putting too 
much on the boards. Making sure it’s highly impactful and engaging to 
look at is always a key consideration when we’re looking at creative.

Adam Bower | ROGERS

6How important is it for brands to pursue a more 
creative approach to their OOH campaigns?

creative is a key 
driver

community-
based approach

When you have a split second to grab someone’s attention, minimalism 
with not too much copy generally works very well for us.

Noah Gill | ACE BEVERAGE GROUP
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7 8How can brands take advantage of the return to 
normalcy with OOH given people are eager to 
go outside post lockdown? What kind of creative 
impulses might you try and tap into?

As COVID restrictions are being lifted and 
people begin to travel more, do you plan 
to increase your OOH investment (as 
compared to other channels)?

I think we’re going to have 
a bit of a regional approach. 
There’s rural vs. suburban - 
there’s going to be different 
dynamics at play. I think a lot 
if this is going to be gradual.

Andy Balser | TELUS

That’s a hard question to answer. We maintained OOH presence 
through the restrictions. Other channels saw declines due to both 
revised marketing efforts and budget reductions. We see OOH as an 
important medium to extend reach and strengthen awareness of our 
messaging in local markets so it’s important to maintain presence. 
Visually, OOH ads are impactful and have strong visibility. Saying 
that, I would be the first to admit we do not effectively use the 
medium, from either a creative or measurement perspective, yet. 
There are many opportunities to do better, and possibly more.

Michele Beaulieu | SUBWAY

You need to be out there 
in market because media’s 
going to be hard to get 
when everyone does come 
back and there will be a rush 
from airlines, tourism etc. I’d 
say start planning. We will 
certainly be looking at it.

Adam Bower | ROGERS

extend reach 
and strengthen 
awareness of 
our messaging
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Thank You!

Want to be featured in COMMB’s next Q&A?

↙ Get in touch!

111 Peter St., Suite 605

Toronto, ON, M5V 2H1

(416) 968-3823

lmenzies@commb.ca

mailto:lmenzies@commb.ca

