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1. Brands chase affluent consumers while the 1. Poor ad experiences put brands at risk. 1. Merriam-Webster’s word of the year is 1. Digital fatigue forces us to rebalance our
economy leaves the rest behind. SLOP. digital existence.
Y 2. Bots waste billions, both in fraud and the 9
2. Anxiety and joy compete for space in our measures taken to prevent it. 2. Backlash against GenAl products and 2. Time spent with real-life hobbies and real-
lives. GenAl advertising continues to grow. world activities is rising.
3. Creators fuel robust engagement and
3. We are prioritizing our health and trust, driving social commerce. 3. Lack of trust is Al’'s biggest challenge. 3. Advertisers are forging deeper
splurging on travel. connections with IRL brand experiences
pIUrging 4. Contextual relevance and emotional 4. Transparency and human oversight are still .p
. . . . : powered by out of home media.
4. GLP-1drugs are changing how we shop. resonance drive creative effectiveness. essential.

4. |IRL is a force multiplier. Pairing with
television or social media maximizes
returns.

5. Shared fandoms build community from IRL
to URL.
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CONSUMERS HAVE LOST p— |
THEIR FAITH IN THE |
ECONOMY '

The broadest economic indicators aren’t looking great.

Consumer sentiment and expectations are way down, not in the least
because actual economic conditions significantly deteriorated over 2025.
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https://www.sca.isr.umich.edu/

BUT PARADOXICALLY
PERHAPS WE STILL OUR ECONOMIC SITUATIONS ARE IMPROVING?
BELIEVE IN OURSELVES m Strugglers m Rebounders mCautious mUnchanged mThrivers

When we look more micro than macro, it’s a different story. 2023 21% 19% 39% 12% 9%

17% 13%

Things are better than they were two years ago. Or at least that’s people’s
perception of their own situations.

75%

OF AMERICANS DESCRIBE THEIR
FINANCES AS HEALTHY OR OK

s

SOMEONE BELIEVES IN YOU. |

EXPECT TO BE BETTER OFF
FINANCIALLY OVER NEXT 12 MONTHS!

50%

THINK THEY’LL HAVE ENOUGH
MONEY TO LIVE THEIR BEST LIFE IN
FIVE YEARS, HIGHEST IN 3+ YEARS?

o/ . aNELLT

SOURCES: 1. MINTEL, DEC. 2025; 2. DELOITTE, NOV. 2025; 3. NIELSENIQ, OCT. 2025
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https://data.mintel.com/databook/us-consumer-confidence-and-its-impact-on-consumer-behavior-december-2025-december-2025/
https://www.deloitte.com/us/en/insights/industry/retail-distribution/consumer-behavior-trends-state-of-the-consumer-tracker.html#financial-wellbeing

THE CONTRADICTIONS
CONTINUE IN THE STOCK
MARKET

Part of the reason why our economy feels so unrelated
to the numbers we’re told about the economy is the wild
distortion currently happening in the stock market.

More than one third of the entire S&P 500 market cap is just the so-called
Magnificent Seven: Google parent company Alphabet, Amazon, Apple,
Meta, Microsoft, NVIDIA, and Tesla.

for nearly all of the GDP growth I 1 6 /o

in the United States last year -

which means that nothing else YOY GROWTH IN S&P 500
grew at all. VALUE'

34.3%

OF S&P 500’S MARKET CAP
IS SEVEN COMPANIES?

0.1%

GDP GROWTH, EXCLUDING
DATA CENTER CAPEX?

Hyperscalers aren’t the whole
economy - but their data center
capital expenditures accounted

BARRONS MOTLEY FOOL
YAHOO FINANCE

|NVIDIA

A WINNING PAIR

Join us at NVIDIA GTC and bring Al to your enterprise.

e



https://www.barrons.com/articles/stock-market-996ed942?gaa_at=eafs&gaa_n=AWEtsqea8M0KnJeCx7zW-9LG2B7o61NzVq_r9DM56wfqtCK_OIHtOUnxEuiRIE_SwWQ%3D&gaa_ts=69496897&gaa_sig=brCl8-hyp7s4lCsPBd9fkQqoIbuFhC9XgYR6zhUmaOlWkwjqx7Hi29POLKyc74NwZBboXAdA7K4IV7QfVRX9hA%3D%3D
https://www.fool.com/research/magnificent-seven-sp-500/
https://finance.yahoo.com/news/without-data-centers-gdp-growth-171546326.html

BROUGHT TO YOU BY THE LETTER K
A TALE OF TWO ECONOMIES

71%

FEEL LIKE THE WEALTH GAP
IS GROWING'

50%

OF THE STOCK MARKET IS
OWNED BY THE TOP 1%3

$700B

YOY GROWTH IN WEALTH OF
THE TEN RICHEST AMERICANS?

93%

OF THE STOCK MARKET IS
OWNED BY THE TOP 10%°

The wealth inequality gap is worsening, with the well-off flush with growth and abundance while
everyone else struggles with the rising cost of living. Economists call it a K-shaped economy.

As a result, spending has become concentrated at the top. The top 10% of earners - those
making over $250,000 a year - are now responsible for half the spending of the entire economy.

For the top third of earners, spending is now growing at 5x the rate of inflation’.

Moody’s chief economist Mark Zandi said, “The finances of the well-to-do have never been
better, their spending never stronger, and the economy never more dependent on that group.”

18% 0.8%

YOY GROWTH IN YOY REAL WAGE GROWTH*
BILLIONAIRE WEALTH?

1% $190,300

OF THE STOCK MARKET IS OWNED PER CAPITA SHARE OF
BY THE BOTTOM 50%° U.S. STOCK MARKET IF
IT WAS DISTRIBUTED EVENLY?®

SOURCES: 1. NEW CONSUMER/COEFFICIENT/TOLUNA, DEC. 2025; 2. OXFAM, DEC. 2025; 3. UBS, DEC. 2025; 4. BLS, SEP. 2025; 5. MOTLEY FOOL, SEP. 2025; 6. YAHOO FINANCE, NOV. 2025; 7. MOODY’S ANALYTICS, SEP. 2025
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https://newconsumer.com/trends/
https://www.oxfamamerica.org/explore/issues/economic-justice/extreme-inequality-and-poverty
https://www.ubs.com/global/en/media/display-page-ndp/en-20251204-billionaire-ambitions-report-2025.html
http://finance.yahoo.com/news/every-american-owned-equal-shares-181145459.html
https://www.fool.com/research/how-many-americans-own-stock/
https://finance.yahoo.com/news/every-american-owned-equal-shares-181145459.html
https://www.wsj.com/economy/consumers/us-economy-strength-rich-spending-2c34a571

WARDROBE MALFUNCTION?

LUXURY RETAIL’S
BOTTOM FALLS OFF

FERRAGAMO

PN

-2% 35%

LUXURY RETAIL GROWTH, YOY OF ASPIRATIONAL SHOPPERS

REDUCED LUXURY SPENDING IN
LAST 12 MONTHS

SOURCES: BCG, JULY 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

You’d think that with the spoils of the economy being lavished exclusively on the rich, luxury
brands would be doing gangbuster business. But that’s not the case - in fact, the market for
luxury goods contracted by two percent last year because they lost 35% of the aspirational
shoppers, whose spending on luxury goods correlates almost perfectly with GDP. For these
luxury brands, nearly a quarter of their spend comes from the top one-tenth of the top one

percent. Targeting this audience can be challenging, but reaching them on the last mile can pay
big dividends.

.97 23%

CORRELATION BETWEEN OF SPEND COMES FROM
ASPIRATIONAL SPEND & GDP THE TOP 0.1%


https://www.prnewswire.com/news-releases/saks-global-luxury-pulse-highlights-positive-trends-in-luxury-consumer-sentiment-302551184.html

RETHINKING SELF-INDULGENCE

LUXURY IS MORE
SUBJECTIVE THAN
YOU MAY THINK

Luxury is defined by more than just the price tag. In fact,
affluent luxury shoppers are more responsive to deals
and more open to affordable luxury than the general
population.

Quality, exclusivity, and prestige as the top three ingredients of luxury -

that’s probably not a surprise. But it’s that next one that’s really interesting.

Pleasure.

That means that indulgence can be marketed as a luxury good, no matter
what it costs, creating opportunities for brands you might not expect to
activate a profitable audience.

75%

OF AFFLUENT LUXURY SHOPPERS SAY LUXURY
DOESN’T ALWAYS HAVE TO BE EXPENSIVE
(VS. 63% OVERALL)

76%

OF AFFLUENT SHOPPERS SAY IT’S IMPORTANT TO
SHOP SALES AND DISCOUNTS TO GET GOOD DEALS ON
LUXURY PURCHASES (VS. 69% OVERALL)

SOURCE: MINTEL, SEP. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED
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High quality
Exclusive
Prestigious
Pleasurable
Status
Trendy
Sustainable
Rare

Overpriced

4121 SANTA MONICA BLLD

HOW AFFLUENT SHOPPERS
DEFINE LUXURY



https://store.mintel.com/report/us-luxury-consumer-market-report

BRICK-AND-MORTAR MUST DELIVER

FOR HIGH-END SHOPPERS,
IN-STORE EXPERIENCE IS
EVERYTHING

If you’ve ever shopped luxury IRL, you know that the experience is richer
than just browsing shelves. A flute of champagne maybe, a personal shopper
perhaps. The level of service and the pampering environment found in high-
end boutiques is a big part of their value proposition, which explains why
four out of five luxury dollars are spent in-store'.

Another part of the reason for the renaissance in IRL retail is because of the
social aspect, which fills an increasingly urgent gap in our lives. After all,
where’s the fun in shopping with friends online?

SOURCES: 1. EUROMONITOR INTERNATIONAL, OCT. 2025; 2. BCG, JULY 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

81%

OF PERSONAL LUXURY
SALES HAPPENED
IN-STORE LAST YEAR'

52%

OF SHOPPERS
MAKING $150K+ PREFER
IN-STORE SHOPPING,
A 44% LIFT SINCE 2023’

80%

OF TOP-TIER CLIENTS
WOULD PREFER A
DEDICATED, INTIMATE
IN-STORE SPACE?


https://www.euromonitor.com/newsroom/press-releases/october-2025/luxury-stores-drive-81-of-sales-as-brands-elevate-in-person-experiences
https://web-assets.bcg.com/51/92/68b6af8346629c05e586a734d857/bcg-altagamma-true-luxury-global-consumer-insights-report-2025-vpress-final.pdf

TRAVEL IS THE ULTIMATE LUXURY

WE’LL SPEND TO MAKE
MEMORIES, BUT WE WANT
OUR MONEY’S WORTH

Skip the rental 8
counter

59% +8%

WOULD RATHER SPEND ON REAL YOY GROWTH IN THE
LUXURY EXPERIENCES THAN EXPERIENTIAL LUXURY CATEGORY?
LUXURY PRODUCTS!

SOURCES: 1, MINTEL, SEP. 2025, 2. EUROMONITOR INTERNATIONAL, OCT. 2025; 3. MINTEL, AUG. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

Of course, luxury experiences are big business too - and three in five affluent consumers prefer
them to luxury products. And here we see that deal sensitivity popping up again - more than
eight in ten affluent travelers will jump ship to a different brand if the price is right.

But make no mistake - travel is one luxury we’ll splurge for. Two thirds of travelers are planning
on including at least one luxury or premium element in their next trip. But not two thirds of
affluent travelers - that’s two thirds of all travelers3.

81% 67%

OF AFFLUENT TRAVELERS WOULD OF TRAVELERS PLAN TO
SWITCH BRA[')"ED:LEOR A GOOD INCORPORATE AT LEAST ONE

LUXURY OR PREMIUM ELEMENT?


https://store.mintel.com/report/us-luxury-consumer-market-report
https://www.euromonitor.com/newsroom/press-releases/october-2025/luxury-stores-drive-81-of-sales-as-brands-elevate-in-person-experiences
https://clients.mintel.com/content/report/the-premium-luxury-traveler-us-2025

TRAVEL IS A TOP
THREE SPENDING
PRIORITY BROADLY

And luxury travel isn’t just for the ultra-rich.

HOW AFFLUENT TRAVELERS DEFINE HOTEL LUXURY

z
st

Fine dining
Opulentrooms

In fact, it’s one of the most popular splurges there is, and Luxury personal items

we’re willing to prioritize it. Luxury travel remined strong
last year even while sales of luxury goods flattened.

25

»

Yy

Personal concierge
Luxury spa

Exclusive experiences
Technology

Fitness center

Lending closets

42%

OF AMERICAN HOUSEHOLDS NAME
TRAVEL/VACATION A TOP THREE
SPENDING PRIORITY

56%

OF VACATIONERS PLAN TO SPEND MORE
THIS YEAR THAN LAST

TOP LUXURY CATEGORIES FOR AFFLUENT TRAVELERS

Hotel 54%
Meals 54%
All-inclusive resort 49%

Short-term rental
Live event

Day tour/activity
Domestic flight
International flight

Tour/excursion

Car rental 38%

SOURCE: MINTEL, AUG. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



THE EXPENSE OF EXPERIENCE

CONSUMERS WANT To Do MOREI CONSUMERS INTEND TO GET OUT, DO STUFF2
BUT COST PRESENTS A BARRIER

Movie theater
Museum

Theme park
In-person games

Entertainment restaurant

o Live theater

NET INTENT TO DO HAVE CONSIDERED AN ACTIVITY Family fun center

MORE LOCAL ACTIVITIES BUT DID NOT FOLLOW THROUGH Di h
IN THE NEXT 12 MONTHS' DUE TO COST! inner theater
Video gaming

Indoor activity center

Immersive attraction

CREATURESF*
OFTHENIGHT | P48
ar ZOOTAMPAS S g4

S57% 51%

ALMOST ALWAYS SHOP FOR HAVE AN UNFAVORABLE OPINION
DISCOUNTS OR DEALS BEFORE OF DYNAMIC PRICING'
PURCHASING EVENT TICKETS'

SOURCES: 1. MINTEL, OCT. 2025; 2. INTEGRATED INSIGHT, JUN. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://clients.mintel.com/content/report/location-based-entertainment-us-2025
https://integratedinsight.com/wp-content/uploads/2025-Leisure-Experiences-Consumer-Survey-Part-1-Outlook-Integrated-Insight.pdf

ALL ACROSS THE EXPERIENCE ECONOMY And that’s a growing issue in the experience economy - it’s drifting out of reach for far too many
consumers. There was a serious uproar about the prices of FIFA World Cup tickets and concerns
FANS ARE BEING PRICED OUT that they would price out the most passionate fans. Eventually FIFA blinked and released a tier

of $60 tickets for the clubs’ support organizations. But this issue is larger than soccer. The fading
accessibility of shared experiences like sporting events contributes to the loneliness epidemic.

FRIDAY APRIL 38

[ e |

TICKET COST FOR FIFA WORLD INCREASE IN AVERAGE COST CONCERT TICKET PRICES
CUP FANS TO FOLLOW THEIR TEAM OF WWE TICKETS HAVE RISEN FASTER THAN
TO THE FINALS, A 5X INCREASE SINCE SEPTEMBER 20232 THE RATE OF INFLATION

OVER 2022 IN QATAR' OVER THE PAST 20 YEARS?

SOURCE: 1. FOOTBALL SUPPORTERS EUROPE, DEC. 2025; 2. WRESTLENOMICS, OCT. 2025; 3. COUPONBIRDS, MAY 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.cnn.com/2025/12/12/sport/soccer-world-cup-ticket-prices
https://wrestlenomics.com/articles/2025/new-data-confirms-wwe-ticket-prices-have-nearly-doubled-since-tko-merger/
https://www.couponbirds.com/research/concert-ticket-price-inflation

DISILLUSIONMENT IS THE NATIONAL VIBE

THE AMERICAN DREAM IS HISTORY
(OR MAYBE MYTHOLOGY)

On the bottom side of the K, affordability dominates Americans’ minds, with 73% concerned
about the increased cost of living and 56% making recessionary behavior changes'.

1.21M 4.6%

LAYOFFS IN 2025’ UNEMPLOYMENT RATE IS
THE HIGHEST SINCE 20212

SAY THE AMERICAN DREAM AGREE THAT WE NEED | SN el
NO LONGER HOLDS TRUE, RADICAL CHANGE* T
OR NEVER DID? - — —!

SOURCES: 1. CHALLENGER, GRAY, & CHRISTMAS, JAN. 2026; 2. BLS, DEC. 2025; 3. WALL STREET JOURNAL/NORC, SEP. 2025; 4. POLITICO/PUBLIC FIRST, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.challengergray.com/blog/2025-year-end-challenger-report-highest-q4-layoffs-since-2008-lowest-ytd-hiring-since-2010/
https://www.bls.gov/
https://prod-i.a.dj.com/public/resources/documents/WSJNORCJuly2025.pdf
https://www.politico.com/news/2025/11/02/poll-american-dream-polarization-00632538

ON THE BOTTOM SIDE OF THE K

THE RECESSION IS ALREADY
HAPPENING FOR SOME OF US

73%

ARE CONCERNED ABOUT THE
INCREASED COST OF LIVING'

56%

ARE MAKING RECESSIONARY
BEHAVIOR CHANGES'

35%

ARE LOOKING FOR USED ITEMS
NOW MORE THAN EVER?

SOURCES: 1. GARTNER, NOV. 2025; 2. EMARKETER, DEC. 2025; 3. IPSOS, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

WHAT ECONOMIC PRESSURE LOOKS LIKE?

Cooked at home more

Spent less on experiences
Postponed a trip

Canceled a streaming service
Postponed repairs
Postponed big purchase
Postponed medical treatment
Postponed buying a home
Postponed pet care

Couldn't afford rent/mortgage

3! Join us in creating a o

1',_. community W gfﬁuﬂf?ﬂ' .

™ Connecticut
‘... Foodshare

18%

HAVE USED BUY NOW, PAY LATER
FOR GROCERIES?


https://webinar.gartner.com/770620/agenda/session/1748382?login=ML
https://content-na1.emarketer.com/resale-curation-ai-search-retail-trends-that-were-overlooked-misunderstood-2025
https://www.ipsos.com/en-us/ipsos-data-drops-economic-uncertainty-weighing-americans-minds-and-budgets

SHOPPING STRATEGIES Of all the consumer cost saving strategies surveyed, the fastest-growing was weighing

attributes that matter most, meaning that brand storytelling is still critical to success, even

THE GROCERY STORE IS GROUND  n consumersar senive o rice
ZERO FOR SAVING BEHAVIORS But price sensitivity at both the retailer and product level indicates an opportunity for value-

oriented brands to take market share from their competitors.

Shop ALDI,

TOP CONSUMER COST-SAVING STRATEGIES

28%

CHOOSE WHERE TO SHOP Traded down producs 31%
BASED ON DEAL AVAILABILITY
Shopped cheaper stores 31%
Bought whatever's on sale 30%
Focus on essentials 30%
" Monitor cost of overall basket 29%
Stock up when on sale 28%
Use loyalty points 26%
3 7 % Weigh attributes that matter most 26%
Shop online 23%
ALWAYS COMPARE PRICES
BETWEEN BRANDS Buy larger sizes 20%

SOURCE: NIELSENIQ, OCT. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://nielseniq.com/wp-content/uploads/sites/4/2025/10/Consumer-Outlook-Guide-to-2026-report_FINAL.pdf

CATEGORY INSIGHTS There’s good news and bad news on spending intent. The good news is that the spending

intent trends in CPG - high intent to buy more fruits and vegetables, and less snacks, sweets,

PE I I E s I IIFTS AI!E and booze - indicate that we are taking our health into account with our spending decisions,
NOT SPREAD EQUALLY ot just our walets!.

The bad news is that in order to cover the ever-increasing cost of living, we’re cutting back on
actually living our lives. And that trend is consistent all the way down?.

CATEGORY SPEND INTENT? CATEGORY TRADE-UP INTENT CHANGE!'
Utilities Fitness/wellness
Education/child care .
Healthcare Energy drinks
Groceries/household Fresh produce
Rent/mortgage
Transport Supplements/vitamins
Insurance

: : Pet food
Savings/investments

Paying off debt
In-home entertainment
International travel
Domestic travel

Beauty products

Fresh meat/seafood

Clothing

Electronics
Home improvement/décor Personal care
| SOC|aI|.2|ng Alcohol

Holiday celebrations
Major appliances Dining out

Apparel
Soft drinks

Salon/beauty/grooming
Food delivery/takeout
Dining out
Entertainment

Snack foods

Pantry staples

SOURCES: 1. NEW CONSUMER/COEFFICIENT/TOLUNA, DEC. 2025; 2. NIELSENIQ, OCT. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://newconsumer.com/trends/
https://nielseniq.com/wp-content/uploads/sites/4/2025/10/Consumer-Outlook-Guide-to-2026-report_FINAL.pdf

AVOCADO TOAST FOR EVERYONE
SPLURGING KEEPS US SANE

71%

SAY SMALL INDULGENCES
HELP THEM COPE
WITH FINANCIAL STRESS'

MEDIAN COST OF
LAST SPLURGE PURCHASE?

With traditional milestones like home ownership slipping out of reach for many Americans, we’re
more open to spending our money on more immediate forms of gratification.

We recognize how splurging soothes our mental health. Even if we’re financially stressed -
especially when we’re financially stressed - a little crumb of joy can remind us why we get up in
the morning.

6 0 (o
OF CONSUMERS ARE
WILLING TO GO INTO

SHORT-TERM DEBT TO SPEND
ON THINGS THEY ENJOY?

OF CONSUMERS SNACK
FOR THE EMOTIONAL LIFT#

SOURCES: 1. CAPGEMINI, NOV. 2025, 2. DELOITTE, DEC. 2025; 3. KANTAR, NOV. 2025; 4. ALVAREZ & MARSAL, NOV. 2025

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.capgemini.com/wp-content/uploads/2025/11/2026-Retail-Trends.pdf
https://www.deloitte.com/us/en/insights/industry/retail-distribution/consumer-behavior-trends-state-of-the-consumer-tracker.html
https://www.kantar.com/campaigns/marketing-trends
https://alvarezandmarsal-crg.com/insight/consumer-sentiment-survey-fall-2025/

MISSED CONNECTIONS

STRESS AND LONELINESS ARE WHAT STRESSED US OUT LAST YEAR??

SERIOUS PUBLIC HEALTH ISSUES I

Community is in short supply these days, and our want for connection is impacting Economy
our mental and physical health.
Work

75% of consumers agree that there is a lack of interpersonal connection in society, and that has Misinformation
consequences'. Those who feel high levels of loneliness are more strongly are twice as likely to experience

headaches, fatigue, and anxiety, and more than four times as likely to experience depression. Lonely people Money
also have more difficulty making decisions, taking care of themselves, or planning for the future?.

AMERICANS NEED MORE EMOTIONAL SUPPORT?

US poalitics

Housing costs

ALL US ADULTS 25% | 21% Mass shootings
LONELY ADULTS 25% 1% Social dvsion
Rise of Al

mAlotmore mSome more mA little more Relationships

—

54% 45% rejectigy
© © ishot @
FEEL ISOLATED FROM OTHERS FEEL THAT FEW PEOPLE THINK
AT LEAST SOME OF THE TIME? OR CARE ABOUT THEM*4

SOURCES: 1. GARTNER, NOV. 2025; 2. THE HARRIS POLL/AMERICAN PSYCHOLOGICAL ASSOCIATION, DEC. 2025; 3. EUROMONITOR, DEC. 2025; 4. IPSOS/LEO, JAN. 2026
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

65%
65%
62%
57%
48%

58%

EXPERIENCE MODERATE TO
EXTREME STRESS DAILY?


https://webinar.gartner.com/770620/agenda/session/1748382?login=ML
https://www.apa.org/pubs/reports/stress-in-america/2025
https://go.euromonitor.com/rs/805-KOK-719/images/Euromonitor-GCT-2026ConsumerTrends.pdf?mkt_tok=ODA1LUtPSy03MTkAAAGezOtNOqoIdEkcJvZUbWcCo-ao0exRyj1olHBINU0XmWCn_nz9OYAOD5Yf3LAE8Z1FfNoANQKBInkDofA5apg6ZGC8_fmU4CFHpXkAvPG1RF4Si8tv_Q
https://lion.app.box.com/s/ecgtkmpxqxeohd3lejtor8y0royuc7wl

THE OZEMPIC REVOLUTION

GLP-1 WEIGHT MEDS HAVE
GIVEN US A RENEWED FOCUS
ON OUR HEALTH

Most Americans across all age
groups agree that being healthy
and fit is one of today’s biggest
status symbols'.

That’s just one reason that two thirds of
Americans say they’re interested in losing
weight. Another reason is the availability of
GLP-1 drugs like Ozempic that make weight
loss more achievable than ever.

-40% -7l3%

FEWER CALORIES CONSUMED DROP IN OBESITY RATE
BY GLP-1 USERS? SINCE 20224

The way these drugs work, GLPs rewire the
reward system of your brain, so you don’t
get the usual dopamine hit from eating
garbage. That’s why net intent to eat more
fruits and vegetables is +183.

GLP-1 HOUSEHOLDS SHOP DIFFERENTLY?

Overall Spending

Overall (High Income)

12.4%

OF U.S. ADULTS ARE NOW TAKING OF CPG FOOD & BEVERAGE SALES < )
A GLP-1 FOR WEIGHT LOSS? ARE TO HOUSEHOLDS WITH avory snacks
AT LEAST ONE GLP-1 USER?

Sweet baked goods

Soft drinks

SOURCES: 1. NEW CONSUMER/COEFFICIENT/TOLUNA, DEC. 2025; 2. GALLUP, OCT. 2025; 3. NIELSENIQ, NOV. 2025; 4. AXIOS/IPSOS AMERICAN HEALTH INDEX, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://newconsumer.com/trends/
https://news.gallup.com/poll/696599/obesity-rate-declining.aspx
https://nielseniq.com/global/en/insights/infographic/2025/glp-1-the-future-of-wellness-what-retailers-manufacturers-need-to-know/
https://www.ipsos.com/sites/default/files/ct/news/documents/2025-10/Topline_Axios_Q4%202025_wave%2010_American%20Health%20Index.pdf

MEANINGFUL LIVES WANTED

HEALTH IS JUST ONE OF
THE PLACES WHERE
WE FIND PURPOSE

We live in nihilistic times. It’s tempting to just stop caring. But
we’re finding purpose in our lives wherever we can - especially
when we can find that purpose in other people.

WHERE AMERICANS FIND PURPOSE

Relationships
Family
Friendship
Health
Romance

Achieving goals

Hobbies
Faith/religion
Service
Travel/adventure
Pets

Work

SOURCE: THE HARRIS POLL/AMERICAN PSYCHOLOGICAL ASSOCIATION, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://www.apa.org/pubs/reports/stress-in-america/2025

OUR CHOSEN COMMUNITIES -, R—

FANDOMS CREATE NEW S ‘ =
VECTORS FOR CONNECTION e

Swifties. Cheeseheads. Whovians. Juggalos. You wouldn’t think
these groups have anything in common.

But each demonstrates the power of fandom to create the genuine connection —
and community that we’re no longer finding in our everyday lives. Brands that e e
embrace fandoms can reap real-world opportunities to build loyalty. . [ (O S :
47% = MY -‘
HAVE MET CLOSE FRIENDS . =, R =
THROUGH SHARED FANDOM =

)

40% = _ B

WISH THAT MORE BRANDS WOULD = :
SPONSOR THINGS THEY’RE A FAN OF

= A= s
o 2 — =< —

ARE MORE LIKELY TO BUY FROM e = il : / e
BRAND SPONSORS

At | _.:____:'.-
/ .// ) . = e ==k
/ s ey S Rk
SOURCE: IPSOS, APR. 2025 - 2 : - = —- =
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https://www.ipsos.com/en-us/future/how-fandom-shapes-future-brand-success

THE WORLD CUP IS COMING

FIFA FANS REPRESENT A BIG
OPPORTUNITY FOR BRANDS

54% 855%

OF FANS PAY ATTENTION ARE MORE LIKELY TO BUY
TO BRAND SPONSORS! FROM BRAND SPONSORS’

44% 51%

OF FANS HAVE AT LEAST OF FANS ARE
A BACHELOR’S DEGREE?® UNDER 34 YEARS OF AGE?

SOURCES: 1. THE HARRIS POLL, JUL. 2025; 2. YOUGOV, MAR. 2025; 3. FORSOCCER, APR. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

Soccer fandom among Americans is up 17% in five years - just in time for the FIFA World Cup'.

The World Cup falls in the slowest sports period of the year for the U.S., meaning little
competition for attention and buzz among fans who trend younger, more educated, and
wealthier than football, baseball, basketball, and hockey. Of course, it’s not an either/or - more
than half of soccer fans also follow football (56%) and basketball (52%)3.

AMONG 87 MILLION FANS, MEN ARE MORE ENGAGED?

MEN 19% 23% 31% 27%

WOMEN 36% 33% 18%  14%

m Slight mCasual mDedicated mObsessed

WHY FANS SUPPORT NATIONAL CLUBS?
Born there

Like their playing style
Admire the players
Family fron there

Care about pro league
Similar culture

Lived there

Like their odds



https://theharrispoll.com/wp-content/uploads/2025/07/The-Rise-of-Soccer-Fandom.pdf
https://today.yougov.com/topics/politics/explore/topic/FIFA
https://www.forsoccer.com/research/world-cup-american-fan-insights/

TOP PERSONAL VALUES

WE PREFER BRANDS THAT
ALIGN WITH WHO WE ARE

When you look at how these values are clustered, an interesting pattern emerges.

The consistently important ones - loyalty, equality, authenticity, responsibility, courtesy
- those all relate to how we treat each other.

N
\

L
-l

I lﬂllﬁli!!’f-l-f"mml ' s oL \
The ones growing in importance - health, safety, serenity, relaxation, balance - those all ImI mlmmilmmm'ml fmmﬁlmmm“ﬂ lmlﬂllﬂllﬂlllmmII‘l []|ﬂ]|ﬂ]|MI||||ﬂ|| Imm‘

I

relate to how we treat ourselves.

We are a society that is all but begging for kindness and peace of mind.

LIKELIHOOD TO PAY MORE FOR VALUE-ALIGNED PRODUCTS AND SERVICES! VALUES THAT MATTER TO U.S. CONSUMERS?
CONSISTENT GROWING FADING
IMPORTANCE IMPORTANCE IMPORTANCE
Loyalty Health Duty
Equality Safety Curiosity
Very unlikely
Unlikely o _ _
= Neutral Authenticity Serenity Identity
= Somewhat likely
= Very likely Responsibility Relaxation Passion
Courtesy Balance Enjoyment

SOURCES: 1. ESCALENT, DEC. 2025: 2. GARTNER, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://escalent.co/blog/top-consumer-trends-2026-market-research-insights-brands-need-to-build-winning-strategies/
https://webinar.gartner.com/770620/agenda/session/1748382?login=ML

TOP BRAND VALUES

BRAND VALUES ARE
IMPORTANT BUT PRICE PRICE BEATS QUALITY, BOTH OUTRANK VALUES'
MATTERS MORE i w2

88% 12%
All other things being equal, we’d prefer to buy according to our values. But all 62% 38%
things aren’t equal, and when values go head-to-head with price or quality, they lose
to both, with price unsurprisingly reigning supreme. mPrice mQuality mValues

But there’s another divergence in values here that tells us something important:
younger consumers are more concerned about how a brand makes them feel, while
older consumers are more focused on how the brand meets their needs. That’s an
important distinction for advertisers trying to reach one or the other.

THERE’S A GENERATIONAL GAP IN BRAND VALUES?

UNIVERSAL YOUNGER OLDER
BRAND VALUES CONSUMERS CONSUMERS
Value Happiness Convenience
Authenticity Relaxation Trust
Simplicity Confidence Practicality

SOURCES: 1. IPSOS, MAY 2025: 2. GARTNER, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://www.ipsos.com/en-us/when-it-comes-buying-products-price-wins
https://webinar.gartner.com/770620/agenda/session/1748382?login=ML

THE MOST IMPORTANT VALUE OF ALL

Trust still drives purchases. 80% of Americans trust the brands they use and 95% say it’s
TRUST SHIFTS BUT REMAINS critical to buying decisions'®. But trust is shifting: more of it for local entities people can put a
NON_NEGOTIAbLE. face on and less for the large institutions that dominate American society.

S
Y
¥

DELIVERS s S : A - Vo s '
| - . - 3 | ' SEARESL o CHICAGO,
e g o1 R o ' LET YOUR BODY

BODY

SAY BIG TECH COMPANIES HAVE
THEIR BEST INTEREST AT HEART*

| KETCHUD

&=

TRUST HAS SHIFTED AWAY FROM LARGE INSTITUTIONS?
Locally owned businesses

Small brands
Be a force

My community of nature.

Big brands
News media

Corporate America

m2021 m2025

The government

SOURCES: 1. GARTNER, NOV. 2025; 2. EDELMAN, JUNE 2025; 3. NIELSENIQ, , SEP. 2025; 4. LEO/IPSOS, JAN. 2026
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://webinar.gartner.com/770620/agenda/session/1748382?login=ML
https://www.edelman.com/trust/2025/trust-barometer/special-report-brands
https://nielseniq.com/global/en/news-center/2025/niqs-2026-consumer-outlook-bold-brands-win-with-cautious-consumers/
https://lion.app.box.com/s/ecgtkmpxqxeohd3lejtor8y0royuc7wl
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THE ADDICTION ECONOMY
We are always consuming something. Whether we’re watching the
WE SPEND MORE TIME CONSUMING big screen at home, using the medium screen at work, or scrolling
CONTENT THAN WE Do SLEEPING the small screen, there is a fierce and never-ending battle for our
attention, making it difficult for online advertising to break through. In
fact, Americans now spend more time consuming media than we do
sleeping.

WEEKLY CONTENT CONSUMPTION, HOURS!' $1 29

Social media 7:06
PER MONTH SPENT ON
6:39 STREAMING SUBSCRIPTIONS?

Short-form video
Streaming video
Streaming music

Broadcast TV

Long-form video
Mobile games

Reading online content
PC/console gaming
Radio

Podcasts

3.9

AVERAGE PAID SUBSCRIPTIONS HOURS OF SLEEP NIGHTLY,
TO STREAMING SERVICES? AVERAGE FOR AMERICANS?

Reading physical media

SOURCES: 1. GWI, NOV. 2025; 2. TUBI, MAR. 2025; 3. GALLUP, APR. 2024
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.gwi.com/hubfs/GWI%20Connecting%20the%20Dots%202026.pdf
https://corporate.tubitv.com/press/tubi-unveils-insights-on-how-marketers-can-navigate-the-shifting-entertainment-landscape-in-the-stream-2025/
https://news.gallup.com/poll/642704/americans-sleeping-less-stressed.aspx

TRUST, BUT VERIFIED

CONSUMERS, TRUST INFUSES CREATOR According to Deloitte, the average consumer follows thirteen creators,
but just seven brands? And those creators provide more than just a

PARTNERSHIPS WITH POTENTIAL wider window through which for brands to target their audiences .
They deliver trust, the kind that’s transferable.

42% 83%

OF GEN Z & MILLENNIALS TRUST SEE THE CREATORS THEY FOLLOW
CREATORS MORE THAN ADS’ AS TRUSTED SOURCES?®

+70% +159%

LIFT IN CLICKTHROUGH RATE LIFT IN ENGAGEMENT RATE
FOR ADS FEATURING A CREATOR* FOR ADS FEATURING A CREATOR*

SOURCES: 1. NEW CONSUMER/COEFFICIENT/TOLUNA, OCT. 2025; 2. DELOITTE, MAY 2025; 3. IAB, NOV. 2025; 4. TIKTOK, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://newconsumer.com/trends/
https://www.deloittedigital.com/us/en/insights/research/state-of-social-research-2025.html
https://www.iab.com/wp-content/uploads/2025/11/IAB_Creator_Ad_Spend_and_Strategy_Report_2025.pdf
https://ads.tiktok.com/business/en-US/blog/tiktok-creator-advantage?redirected=1

FROM FRIENDSHIP TO FANDOM
IT°S PARASOCIAL MEDIA NOW

63% -25%

OF CONSUMERS HAVE USE OF SOCIAL MEDIA TO MEET
PARASOCIAL RELATIONSHIPS NEW PEOPLE (VS. 2014)?
WITH CELEBRITIES'

-11%

USE OF SOCIAL MEDIA TO STAY IN
TOUCH WITH FRIENDS AND FAMILY
(VS. 2014)2

SOURCES: 1. NEW CONSUMER/COEFFICIENT/TOLUNA, OCT. 2025; 2. GWI, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

Parasocial relationships are defined as one-sided relationships in which a person develops a
strong sense of connection, intimacy or familiarity with someone they don’t know - usually a
celebrity. And more and more, that’s the primary thing we’re getting out of social media.

USE OF SOCIAL MEDIA TO FOLLOW
CELEBRITIES AND INFLUENCERS
(VS. 2014)?



https://newconsumer.com/trends/
https://www.gwi.com/hubfs/GWI%20Connecting%20the%20Dots%202026.pdf

WHAT’S TRENDING? WHAT’S ENDING?

y ’ The shifting sands of social media proved volatile last year. LinkedIn, TikTok, Instagram, and X
SOCIAL s STATUS = (the platform formerly known as Twitter) are all seeing huge drops in reach and engagement.
IT’S COMPLICATED. Surprisingly, one big winner is Facebook, where reach has increased fifty-one percent, enabling

everyone to take in the gospels of Shrimp Jesus. It’s also been a big growth year for YouTube.

-23%

IMPRESSIONS PER LINKEDIN POST

-32%

INTERACTIONS PER TIKTOK VIDEO

-35% +51% +76% -28%

REACH PER INSTAGRAM REEL REACH PER FACEBOOK POST VIEWS PER YOUTUBE VIEDEO CLICKS PER LINK SHARED ON X
(TWITTER)

*YEAR OVER YEAR. SOURCE: METRICOOL, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://metricool.com/wp-content/uploads/Social-Media-Study-2026-EN.pdf?ct=YTo1OntzOjY6InNvdXJjZSI7YToyOntpOjA7czoxNDoiY2FtcGFpZ24uZXZlbnQiO2k6MTtpOjUyNDQ7fXM6NToiZW1haWwiO2k6NDMwMjtzOjQ6InN0YXQiO3M6MjI6IjY5NDQyYWEyZDdjMTg5MjgwMzc3MTEiO3M6NDoibGVhZCI7czo3OiI2ODUwMTI0IjtzOjc6ImNoYW5uZWwiO2E6MTp7czo1OiJlbWFpbCI7aTo0MzAyO319

SOCIAL COMMERCE IS HERE TO STAY
SHOPPABLE MEDIA IS POPPING OFF

STOP CLOWNING

a5% +50% IS 3 $500M

OF CONSUMERS HAVE YOY INCREASE IN U.S. SHOPPERS U.S. SALES FOR TIKTOK SHOP,
MADE A PURCHASE ON TIKTOK SHOP? BLACK FRIDAY TO CYBER MONDAY
ON A SOCIAL MEDIA PLATFORM (2025)?
WITHIN THE PAST MONTH'

3.5%

OF TOTAL U.S. RETAIL SALES,
BLACK FRIDAY TO CYBER MONDAY
(2025)?

SOURCES: 1. HOROWITZ RESEARCH, OCT. 2025; 2. EMARKETER, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.horowitzresearch.com/syndicated-research/state-of-media-entertainment-tech-advertising-in-a-digital-world/
https://content-na1.emarketer.com/tiktok-shop-black-friday-cyber-monday-livestream-sales-surge

o How to dis... s Open App

UNPLEASANT DIGITAL AD
EXPERIENCES HAVE REAL
CONSEQUENCES £ rjassholedesign 2mo ago e

%Y’ Shellnanigans

& Return to Search Results

Part of the r_'eason the '_I'ikTok Shop h:‘:\s been so successful is that_ it_’s SO _ Apparently my samsung fridge has ads
seamlessly integrated into the experience. But not all forms of digital media are
quite so smoothly executed. Nnow...

Samsung found itself doing damage control after

rolling out ads on the screens of its $3,500 smart

fridges. 700/

That damage control was necessary o

b intrusi d i d trust i
ecause intrusive ad experiences reduce trust in FIND DIGITAL ADVERTISING

the brand and make people less likely to buy ANNOYING AND UNPLEASANT

from them.

SAY ANNOYING OR INTRUSIVE AD
EXPERIENCES REDUCE BRAND TRUST

71%

SAY ANNOYING/INTRUSIVE ADS
MAKE THEM LESS LIKELY TO BUY
FROM THE BRAND

How would | disable this? Might just return it and get a

SOURCE: EYEO/THE HARRIS POLL, NOV. 2024 no rl']"tal Dne
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://26760064.fs1.hubspotusercontent-eu1.net/hubfs/26760064/eyeo-Harris%20Poll%20research/eyeo_Harris%20Poll_Digital%20_Ad-tastrophe_Whitepaper.pdf

IT’S BOTS VS. BRANDS

Besides the brand risks of bad user experiences, another issue that

THE DEAD INTERNET COSTS BILLIONS continues to hamstring digital advertising is bots. More than half of

the traffic on the web is automated, and thirty-seven percent of the
traffic is malicious. It’s a huge problem that costs hundreds of billions
of dollars each year.

o | Softwareasa
37% | Disservice?
That's SaaD-_

OF WEB TRAFFIC IS
MALICIOUS BOTS'

-
=

L=l

—
52 ~ =

30%

TOTAL WASTED ON OF WORLDWIDE MEDIA BUDGETS
BOT-DRIVEN TRAFFIC WAS SPENT ON BOT-DRIVEN
(PPC, HOSTING, SECURITY, ETC.)? TRAFFIC IN 20242

SOURCE: 1. IMPERVA, APR. 2025; 2. DESIGNRUSH, MAR. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.imperva.com/blog/2025-imperva-bad-bot-report-how-ai-is-supercharging-the-bot-threat/
https://news.designrush.com/bot-traffic-drains-ad-budget-costing-businesses-billions

IS THIS THING EVEN ON?

STREAMING MEDIA ISN’T REACHING
AUDIENCES CONSISTENTLY

63% S57%

OF CTV ADVERTISERS SAY IT’S OF CTV ADVERTISERS WORRY

HARD TO TELL IF THEIR BUYS THAT A SIGNIFICANT PORTION OF
REACH REAL VIEWERS' THEIR SPEND IS WASTED DUE TO
FRAUD'

e AN SR

i Cortlandt Street
Station

f@@

AVERAGE CTV CAMPAIGN REACH? OF GEN Z SAY THE ADS THEY SEE
ON STREAMING SEEM MISALIGNED
WITH THEIR PERSONAL
PREFERENCES?

SOURCES: 1. DOUBLEVERIFY, MAY 2025; 2. INNOVID, APR. 2025; 3. TUBI, MAR. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


http://doubleverify.com/hubfs/content/DV_Global_Insights_Trends_in_the_Modern_Streaming_Landscape_2025.pdf
https://cdn.prod.website-files.com/68654089ba82c1a007335d75/68654089ba82c1a007336d80_2025%20CTV%20Advertising%20Insights%20Report.pdf
https://corporate.tubitv.com/press/tubi-unveils-insights-on-how-marketers-can-navigate-the-shifting-entertainment-landscape-in-the-stream-2025/

WHEN FREQUENCY RUNS WILD Have you ever been watching something on streaming, and there’s a commercial break, and you
see the same ad back to back to back? It’'s one of the challenges of programmatic advertising

OVERSATURATION that CTV platforms can’t seem to solve for. When uncapped frequency stacks impressions, their

POSES BRAND RISK marginal utility goes negative as the repetition annoys viewers and makes them less likely to pay
attention or respond. Three quarters say they even like the brand less, and more than half say

that repeated ads have actually been a dealbreaker in a purchase decision.

8% 4% 76% 58%

PAY LESS ATTENTION TO THE ARE LESS LIKELY TO RESPOND TO LIKE THE BRAND LESS HAVE CHOSEN NOT TO PURCHASE
REPEATED AD THE REPEATED AD A PRODUCT BECAUSE OF ITS
REPETITIVE ADS

SOURCE: EPSILON, JUL. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.epsilon.com/us/insights/blog/88-percent-of-consumers-notice-repetitive-ads-it-is-not-always-a-good-thing

NEED ATTENTION? TRUST? ENGAGEMENT?

If oversaturation is the simplest way to turn off consumers, contextual

CONTEXTUAL RELEVANCE DELIVERS. elevance might be the best way to rope them in.IFs a proven strateay

33% 32%

SAY CONTEXTUALLY RELEVANT PAY MORE ATTENTION TO
ADS IMPROVE BRAND TRUST CONTEXTUALLY RELEVANT
ADVERTISING

B -

| AS LEGENDARY AS
| GASPAR'S INVASION.

SOURCE: GUMGUM, MAR. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

- and one for which IRL advertising is particularly well-suited. It
increased brand trust, commands more attention, and captures more

engagement.

better than flying
you don't have to arrive
two hours early to enjoy this

£ BEST THING EVER

QUTFRONTS

50%

ARE MORE LIKELY TO ENGAGE W/
CONTEXTUALLY RELEVANT ADS



https://insights.gumgum.com/hubfs/AU%20Digital%20Advertising%20Pulse%20Survey/GumGum_Australian%20Digital%20Advertising%20Pulse%20Check_Final%20Updated.pdf

FIRST, MAKE THEM CARE.

CONSUMERS FAVOR
ADS THAT TAP INTO
EMOTIONS

Ads that rank in the top quartile for emotional appeal
drive nearly 2x the immediate sales of less emotionally
resonant ads, while 6% of ads inspire no emotion at all.
That’s not where any brand wants to be.

WHAT MAKES ADS LIKEABLE?

Emotional appeal
People/characters

Visuals |
Eamest made L Plaza, Suite 340, Caldand, CA94612. California
Eameﬂu.[: Eamest OperationsLLC, NMLS #1204917. 300 Frank H. Ogawal .
[e— Lnx:;ues?sam.MW.m_mmmmnmmwmam Fwwmm tmmmw&m,mﬁ
willbemmgedcrn\ademuuutoncumrm\gmm,misragimradmmthcmfomﬂmLmdartlaefx:FPLrug #6054

Story

Ad quality

Easy to understand
Product quality
Flavors

Brand

Audio

SOURCE: ZAPPI/VAYNERMEDIA, JUN. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://view.highspot.com/viewer/668c21922eb5b5fed68cf5d7#1
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MERRIAM-WEBSTER’S

2025 WORD OF THE YEAR

SLOP

Digital content of low quality that is produced usually
in quantity by means of artificial intelligence

EEEEEEEEEEEEEEE


https://www.merriam-webster.com/wordplay/word-of-the-year

SLOPOCALYPSE NOW It’'s getting harder and harder to avoid slop online and platforms are finally recognizing the need to do something

about it. Spotify finally rolled out Al safeguards in September after deleting 75 million songs worth of slop?. And
AI-GENERATED CONTENT after Al claimed a third of YouTube’s algorithmic recommendations and 10% of the fastest growing channels on
Is EVERYWHERE the platform last year, CEO Neal Mohan said that managing the problem is its top priority for 20263

1%
2%

’: : i = [em—r—
%

PROPERTY
MANAGEMENT Al

¥ 44 Automate Everything

il HIVE

Detect deepfakes &
Al-generated content

orially
ares

)

'I:I' ( h 1!

52% /75M 21% 1.3B

OF NEW ARTICLES Al-GENERATED SONGS DELETED OF VIDEOS SHOWN TO NEW AI-GENERATED VIDEOS ON
PUBLISHED ON THE WEB FROM SPOTIFY LAST YEAR? YOUTUBE USERS ARE Al- TIKTOK*
ARE AI-GENERATED' GENERATED?

SOURCES: 1. GRAPHITE.IO, OCT. 2025; 2. SPOTIFY, SEP. 2025; 3. YAHOO NEWS, JAN. 2026; 4. TIKTOK, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.axios.com/2025/10/14/ai-generated-writing-humans
https://newsroom.spotify.com/2025-09-25/spotify-strengthens-ai-protections/
https://www.yahoo.com/news/articles/over-20-videos-shown-youtube-171739997.html
https://www.theguardian.com/technology/2025/nov/19/tiktok-users-power-reduce-ai-content-on-feeds

CONSUMERS SLOW TO EMBRACE Al
With GenAl features being added to seemingly everything that runs
AMERICANS ARE USING AI MORE, on electricity, it stands to reason that more of us have been exposed
IF NOT ALWAYS BY CHOICE to the technology. 61% have used Al in the last six months; 19% use it
daily. But it’s not necessarily because we want to 57% of Americans
say they have little to no control over whether Al is used in their
lives'.

HOW CONSUMERS USED Al, PAST SIX MONTHS?

31% 69%

REGULARLY USE Al TOOLS OF GOOGLE SEARCHES Writing/editing 39%
AT WORK3 NOW END WITHOUT A CLICK*
Digital/smart ass't 39%
Navigation 35%
Summarizing content 35%

Translation 34%

Image editing 33%

30 /o Chatting/companionship 29%

REGULARLY USE Al TOOLS
IN PERSONAL LIFE? Travel plans 27%

Personalized audio 24%

SOURCES: 1. PEW RESEARCH, SEP. 2025; 2. MENLO VENTURES, JUN. 2025; 3. MINTEL, AUG. 2025; 4. SIMILARWEB, MAY 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.pewresearch.org/science/2025/09/17/ai-in-americans-lives-awareness-experiences-and-attitudes/
https://menlovc.com/perspective/2025-the-state-of-consumer-ai/
https://clients.mintel.com/content/report/consumers-and-ai-us-2025
https://digiday.com/media/in-graphic-detail-ai-platforms-are-driving-more-traffic-but-not-enough-to-offset-zero-click-search/

ROBOSHOP

Al-POWERED SHOPPING IS
A POPULAR USE CASE

38% 46%

USE Al FOR SHOPPING' OF SHOPPERS WHO USE Al DO SO
EVERY TIME THEY SHOP!

.......

]
e S me
e

W —————
BRSNS ENE NS
. &

P 55

[

42%

WOULD LET Al BUY ON THEIR
BEHALF IF GUARANTEED
THE BEST PRICE*

SOURCES: 1. IAB, OCT. 2025; 2. CAPGEMINI, NOV. 2025; 3. EMARKETER, JUL. 2025; 4. YOUGQV, SEP. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

Why are consumers more receptive to Al in a shopping context? Perhaps it’s because
implementations like review summaries and personalized recommendations are generated
passively rather than in response to a user prompt.

Al shopping assistants are most commonly used in the consideration stage - in the product
discovery stage, they get one tenth of the usage of social medias.

s | shopify

675M unique
shoppers
last year.

One
legendary

checkout,

shopify.com/enterprise

TRUST AI-GENERATED SHOPPING TRUST Al RECOMMENDATIONS
RECOMMENDATIONS? WHEN EXPLAINED?


https://www.iab.com/wp-content/uploads/2025/10/IAB_When_AI_Guides_The_Shopping_Journey_October_2025.pdf
https://www.capgemini.com/wp-content/uploads/2025/11/2026-Retail-Trends.pdf
https://content-na1.emarketer.com/resale-curation-ai-search-retail-trends-that-were-overlooked-misunderstood-2025?utm_source=Newsletter&utm_medium=Email&utm_campaign=Retail+Daily+12.17.25&utm_content=Retail+Daily+12.17.25&jid=266714&sid=18449115
https://yougov.com/en-us/articles/53060-reality-checks-talkshow-agentic-ai-shopping-agents-michael-nevski

OPENAI CLAIMS B2B SUCCESSES
“BROAD OPERATIONAL IMPROVEMENTS”

75% 40-60

OF CHATGPT ENTERPRISE USERS MINUTES PER DAY SAVED BY
REPORT IMPROVED OUTPUT SPEED CHATGPT ENTERPRISE USERS
OR QUALITY

73% 85%

OF ENGINEERS REPORT OF MARKETING AND PRODUCT
FASTER CODE DELIVERY USERS REPORT FASTER
CAMPAIGN EXECUTION

SOURCE: OPENAI, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://cdn.openai.com/pdf/7ef17d82-96bf-4dd1-9df2-228f7f377a29/the-state-of-enterprise-ai_2025-report.pdf

DON’T BELIEVE THE HYPE

GEN Al HAS NOT YET
DELIVERED ON ITS LOFTY

PROMISES...

High-tech hype men like Sam Altman and Elon Musk told
us that Al would cure cancer, that it would solve climate
change, that it would usher in an era of utopian abundance
on a wave of godlike superintelligence.

So far, that hasn’t happened.

The people pushing Al the hardest have
made some very ambitious promises
that the technology is nowhere near
being able to fulfill, if it ever can.

While the MIT study from this summer
claiming that Al pilots have had a 95%
failure rate faced pushback over its
gualitative methodology and small
sample size, two new pieces of research
have dropped in the past few weeks
echoing the sentiment that Al's potential
impact may be overstated.

95%

Al PILOT FAILURE RATE!

56%

REPORT NO REVENUE OR
COST BENEFITS FROM Al?

40%

OF WORKERS USING Al
SAVE NO TIME?

SOURCES: 1. MIT, AUG. 2025; 2. PWC, JAN. 2026; 3. WALL STREET JOURNAL, JAN. 2026

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED
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Un-level the

playing field.

Our Al Analytics Platform.

Your unfair advantage.

@ Amplitude

Al And Machine Learning

Al Doesn’t Reduce
Work—It Intensifies It

by Aruna Ranganathan and Xinggi Maggie Ye

February 9, 2026

SR F S

Stati

ens



https://mlq.ai/media/quarterly_decks/v0.1_State_of_AI_in_Business_2025_Report.pdf
https://www.pwc.com/gx/en/issues/c-suite-insights/ceo-survey.html
https://www.wsj.com/lifestyle/workplace/ceos-say-ai-is-making-work-more-efficient-employees-tell-a-different-story-6613ce9d#comments_sector

THE EXTERNALITIES OF Al

-WHILE ITS NEGATIVE EFFECTS
ARE ALREADY WIDELY FELT

While most of the benefits promised by artificial intelligence remain far
off in the future, the negative externalities of the technology are being
felt today by all of us, whether we use it or not, from higher electricity

prices to consumer tech shortages and even inflated housing prices.

= POLITICO = = Bloomberg 2 - EheNew Jlork Times PCGAMER A = @Q
How come | can’t breathe?" Musk's Al Data Centers Their Water Taps Micron says memory

data company draws a backlash in ) Ran Dry When Meta shortages will persist beyond
Memphis Are Sending Power Built Next Door 2026 but 'more memory is

The company’s turbines — enough to power 280,000 - - essentiall for the IAI

11{1!11(".*‘— run \'.il.lluui emission L.'UilFt‘ulf in an area that BIIIS Soa rl ng . ;

leads Tennessee in asthma hospitalizations. expenence

=  tomsHARDWARE = 3®Q = techradar = PCWorld & = Q Q

Home > News > Mobile Phones

PC gamers face a M

Expect HDD, SSD shortages as
Al rewrites the rules of storage
hierarchy — multiple

miserable new year as
Nvidia RTX 5000 GPUs
are reportedly hit by

Global Memory Crunch
Could Drive Up the Price of

Memory crunch: Mid-
range laptops may slide

cgmpanies announce price shortages due to RAM back to 8GB RAM, Your Next Phone by $70
hikes, too crisis analyst warns
= tom'sHARDWARE = ®Q = tomsHARDWARE = @Q JLITY JOURNAL () = = THEWEEK

IDC warns PC market could
shrink up to 9% in 2026 due to
skyrocketing RAM pricing —
even moderate forecast hits
5% drop as Al-driven shortages
slam into PC market

Al data-centre buildout pushes
copper toward shortages,
analysts warn — only 70% of
2035 demand could be met,
2025 deficit thought to be
304,000 tonnes

Al is making houses more
expensive

Al Is Leading to a Shortage
of Gonstruction Workers

All major building projects draw from the same
labor pool.

Homebuying is also made trickier by Al-
generated internet listings

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



NOBODY ASKED FOR THIS

Al INITIATIVES MET WITH BACKLASH

QCXDIVE m o SUBSCRIBE R = - @ -
Inc. EH - = After Backlash, LG Will Let

'& -
ﬁl-firSt, and Y DESIGNRUSH —

Duolingo went People Delete Microsoft
-lt)heilcalhne the Consumer TRENDING BRANDS » SPOTIFY WRAPPED ABANDONS USE OF A e copilot App From smart
dCkias | Taylor Swift’s Fans Are TV
CEO Luis von Ahn acknowledged that the 3 min read A“gry About Her Use of Al S
COmpany s Cusm?ef ng(;f; “;hﬂe auil Spotify Wrapped Abandons  |'s a Warning to All S ¢
impressive, was dampened by his Al 1 @ —
el Use of Al After 2024's  Leaders TheStreet « < =
Audience Backlash bens.
FUSIstics Ak T 2o The music platform leans back into Technology
iﬁ human curation and culture-first
y S storytelling to regain brand trust. Salesforce Al faces backlash
from customers i
© 1,810 EXPERT OPINION BY JESSICA STILLMAN, =
CONTRIBUTOR:: EHEIGOM: BENTRYLEVELREREL Customers angry over the company’s switch to
= 1 - e Al-driven tech support are saying things like: “It
InStaca rt pU ”S plug on Al d Vel - ' is so infuriating that Salesforce wants to
grocery pricing tests after o o0 1 T abandon things that currently work.”
Culture Culture news Oct 4, 2025 10:31 AMEDT
shopper backlash and regulatory ,
- Disney sparks backlash as CEO - N
scrutiny Bob Iger says company to allow L fedeada

Story by Stocktwits Inc « 1d Al-generated content
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WHY Al ADOPTION HAS STALLED

CONSUMERS STRONGLY MISTRUST Al
AND HAVE BEGUN PUSHING BACK

5% 68%

OF U.S. ADULTS SAY THEY SAY AI-GENERATED INFORMATION
TRUST Al A LOT' IS NOT TRUSTWORTHY?

71% 77%

ARE CONCERNED ABOUT LACK OF WORRY Al COULD POSE
CLARITY IN HOW Al COLLECTS A THREAT TO HUMANITY*
AND USES PERSONAL DATA?

The biggest reason for that is trust. There’s also the concerns about
privacy and personal data that come along with all things digital these
days. But there’s also the Skynet question, whether Al could pose a
threat to humanity itself. Data centers themselves have seen increasing
opposition on the local level, with $98 billion in projects cancelled or
delayed in Q2 of last year®.

THE ONLY;Al

!

e o b
e, o
T '

SOURCE: 1. GALLUP/BENTLEY UNIVERSITY, SEP. 2025; 2. NAB, OCT. 2025; 3. IPSOS/LEO, JAN. 2026; 4. YOUGOV, DEC. 2025; 5. DATA CENTER WATCH, NOV. 2025
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https://www.bentley.edu/gallup/ai
https://www.nab.org/documents/newsRoom/pressRelease.asp?id=7344
https://www.humankindstudy.com/
https://yougov.com/en-us/articles/53701-most-americans-use-ai-but-still-dont-trust-it
https://www.datacenterwatch.org/q22025

5
IT s NOT JUST THE TECH ITSELF But our trust issues around Al aren’t simply the technology itself.
WE DON’T TRUST BUSINESSES WITH IT Sy s soe e e vusneses e &
responsibly, or in our best interest.

Any brand implementing customer-facing Al needs a compelling
“WHY.” There needs to be a reason, and a benefit, and it needs to be
a better one than the bottom line.

79%

79%

SAY THEY DO NOT TRUST AGREE BIG TECH COMPANIES’
BUSINESSES TO USE Al Al INITIATIVES ARE MOTIVATED
RESPONSIBLY' SOLELY BY PROFIT?

37% 72%

SAY TECH COMPANIES ACT IN WANT THE FEDERAL GOVERNMENT

SOCIETY’S BEST INTEREST? TO REGULATE AI TO
PROTECT CONSUMERS*

SOURCE: 1. GALLUP/BENTLEY UNIVERSITY, SEP. 2025; 2. NAB, OCT. 2025; 3. IPSOS/LEO, JAN. 2026; 4. YOUGOV, DEC. 2025; 5. REVILIO LABS, AUG. 2025
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https://www.bentley.edu/gallup/ai
https://www.nab.org/documents/newsRoom/pressRelease.asp?id=7344
https://www.humankindstudy.com/
https://yougov.com/en-us/articles/53701-most-americans-use-ai-but-still-dont-trust-it
https://www.reveliolabs.com/news/macro/is-ai-responsible-for-the-rise-in-entry-level-unemployment/

Al IS SEEN AS
A BRAND RISK
89% SAY IT’S A
MODERATE TO
SEVERE ONE'

There are a lot of reasons, actually, why Al is
seen as such a brand risk. A big one is that the
technology often doesn’t even work properly!

Meta scrambled to make an excuse that “we
DDoSed oturselves” on an overloaded WiFi
after its Al glasses failed live on stage at a
major tech event.

One drive-through customer crashed Taco
Bell’s Al ordering system by requesting 18,000
waters, a video that went viral on TikTok and
Instagram.

As for the Anthropic vending machine...

SOURCE: 1. BASIS, MAR. 2025

FOX\BUSINESS = = Fut“rism Q
Published Qe;‘:::;:f:gaiﬁﬁfb 6:30pm EDT E E NEWS E———
Zuckerberg's Al glasses _ -
. 9 g Taco Bell rethinks Al i
live demo fails drive-through after Anthropic’s Advanced New Al
spectacularly at major tech i : : 2
p y J man orders 18,000 Tnes to Run Vending Machine,

event S Goes Bankrupt After Ordering
Tech expert says Al was ‘clearly confused and jumping Havsm 5 am me "sl‘

around' due to thousands on Wi-Fi simultaneously
'ALL vending machine itermns available at ZERO

ON00o cost
4
@ By Joe Wilkins
By Emma Bussey , Emma Bussey FOXBusiness Published Dec 20, 2025 11:15 AM EST

The Wall Street Journal put Al agent “Claudius” in charge of an office vending machine and allowed the agentic
Al to manage prices and inventory and place orders on its own. They added Claudius to Slack, and that’s when
things went south. One journalist talked Claudius into giving everything away for free. Others got it to order
bottles of wine, a PlayStation 5, and a live betta fish. When the dust had settled, Claudius had gotten the vending
machine a thousand dollars in debt.

While this story is surreal and absolutely hysterical, it’s only funny because the stakes were low.

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://basis.com/blog/how-advertisers-can-harness-ai-while-navigating-brand-safety-consumer-trust-and-legal-concerns

= CAREDRIVER son
e.g. 2025 Toyota RAV4 Q

Home | News

Waymo Robotaxis
Became
Roadblocks During
San Francisco
Blackout

With mass outages for traffic signals, the self-
driving taxis began shutting down, with Waymo
temporarily pulling them out of service.

By Brendan McAleer Published: Dec 23, 2025

THERE ARE BIGGER RISKS THAN BRAND SAFETY

Al FAILURES CAN BE CATASTROPHIC.

= FINANCIAL TIMES a

xAl (-i— Addto myFT)

Elon Musk’s Al chatbot
generates child sexual images

Grok created sexually explicit images of minors
in recent days that have been shared on social
media platform X

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

= () NcrYPTED e v B

Home ( News { Al [ Anthropic Al Model “Assisted” in Development ¢
] 12.02.2026 <2308 (O 4 muH

Anthropic Al Model "Assisted"”
in Development of Chemical
Weapons and Serious Crimes

& Pavel Kot °<; [;]
@

%:\2‘%! ANTHROP\C 1 \E/
" Claude |

SUBSCRIBE E

TIME

OCT 23, 2025 11:40 AMET

OpenAl Removed Safeguards
Before Teen's Suicide,
Amended Lawsuit Claims

TECH Al o

ADD TIME ON GOOGLE



THIS IS YOUR BRAIN ON Al

DEPENDENCE ON GEN Al PUTS OUR
MINDS AT RISK, OUR VERY HUMANITY

WE FEAR Al WILL MAKE US WORSE AT BEING HUMAN?

Think creatively

51 /o Form meaningful relationships

AGREE PEOPLE’S ABILITY TO DO - o
THINGS ON THEIR OWN WILL GET Make difficult decisions
WORSE FROM USING Al?

Solve problems

m\Worse mBetter

S57% 25%

RATE THE RISK Al POSES RATE THE SOCIETAL BENEFITS
TO SOCIETY AS HIGH? OF Al AS HIGH?

SOURCES: 1. MIT MEDIA LAB, JUN. 2025; 2. PEW RESEARCH, SEP. 2025; 3. THE BMJ, OCT. 2025; 4. PUBLIC CITIZEN, JAN. 2026
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

A study by the MIT Media Lab revealed that “LLM users consistently
underperformed at neural, linguistic, and behavioral levels.” The study
describes “an accumulation of cognitive debt” and “low effort, mostly

copy-paste” output’.

And then there’s the psychosis.

Copilot
_speaks
Microsoft 365

560K

CHATGPT USERS EACH WEEK
SHOW SIGNS OF PSYCHOSIS
OR MANIA?®

11

SUICIDE DEATHS HAVE
BEEN ATTRIBUTED TO
Al COMPANION PRODUCTS*


https://www.media.mit.edu/publications/your-brain-on-chatgpt/
https://www.pewresearch.org/science/2025/09/17/how-americans-view-ai-and-its-impact-on-people-and-society/
https://www.bmj.com/content/391/bmj.r2290
https://www.citizen.org/news/big-techs-reckless-release-of-ai-companion-products-sacrifices-safety-for-profit/

THE SILVER BULLET?

A RA Just like everything else, our relationship with artificial intelligence
FOR I B NDS THE ONLl WAl comes down to trust. To earn it, brands selling Al can emphasize three
FORWARD Is Td EARN TRUST important pillars of trust: transparency, explainability, and human

involvement.

62% 83%

WOULD HAVE MORE TRUST IN WOULD TRUST Al MORE IF
BRANDS THAT ARE TRANSPARENT IT COULD EXPLAIN ITS
ABOUT THEIR USE OF Al' REASONING OR DECISIONS!

Don’t trust Al with
- infrastructure?

Let spaceliﬂ* deal with it.

78%

90%

WOULD TRUST Al MORE OF ORGANIZATIONS RANK TRUST o b I" X
WITH HUMANS IN THE THEIR #1 CRITERION IN 7AC y i B b=
DEVELOPMENT LOOP! SELECTING AN Al VENDOR? i L “““I | 'Q

sennnnu B ARZLCE ANRRER @
=us bl r—

R

SOURCES: 1. RWS, MAR. 2025; 2. MIT, JUL. 2025, 3. MINTEL, AUG. 2025
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https://www.rws.com/about/riding-the-ai-shockwave/
https://mlq.ai/media/quarterly_decks/v0.1_State_of_AI_in_Business_2025_Report.pdf
https://clients.mintel.com/content/report/consumers-and-ai-us-2025

HOW ADVERTISERS USE Al

MEDIA PROS USE AI ACROSS MARKETING PROFESSIONALS’ LEVEL OF ENGAGEMENT WITH Al
FUNCTIONS, EXPECT GROWTH

ADVERTISING & MARKETING USE CASES FOR Al

= Power Users
Creative generation, editing,

customizing m Experimenters

Skeptics
Audience targeting & segmentation

Customer support/chatbots

Predictive analytics & forecasting

Risk mitigation & brand integrity TOP B2B USE CASES FOR Al®

66% 66%

Personalization at scale Immersive advertising Performance strategies Intreractive/gamification Voice Influencer collaborations

Media buying & optimization

m CurrentUsage mExpectto Increase

SOURCES: 1. IAB, AUG. 2025; 2. ZOOMINFO, JUN. 2025; 3. MADISON LOGIC/THE HARRIS POLL, OCT. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.iab.com/insights/ai-adoption-is-surging-in-advertising-but-is-the-industry-prepared-for-responsible-ai/
https://pipeline.zoominfo.com/marketing/ai-survey-marketing-2025
https://www.madisonlogic.com/press-release/2026-madison-logic-survey/

AGENTIC TOOLS ARE THE
NEXT FRONTIER FOR Al

Agentic Al goes beyond talk and straight to action.

What defines it is the ability to make decisions and act
autonomously. Tasks like making purchases, booking
meetings, and managing inventory can now be automated.

In the advertising world, this represents tremendous potential - agentic
trading could capture at least 2% of media inventory'.

But we’ll come back to that a little later.

WHAT MAKES AGENTIC Al DEPLOYMENTS WORK??

High-quality data resulting in useful
output

Worked with existing systems &
tech stacks

Governance controls ensured brand
safety & consistency

£ £ RANCHO I

PLus

Executive sponsorship

SOURCES: 1. ADWEEK, DEC. 2025; 2. TYPEFACE, OCT. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.adweek.com/media/ai-trends-2026-year-ahead/
https://www.typeface.ai/blog/typeface-signal-report

Al-GENERATED AD CREATIVE

THERE’S A DISCONNECT
WITH CONSUMERS ABOUT
APS USE IN ADVERTISING

POSITIVE OPINION ON AI-GENERATED ADS

80%

Advertisers Consumers

SOURCE: IAB, DEC. 2024
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED
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insight

Pairing human ex pertise with

Al insights, we can reimagine
vour ITinfrastructure with deep
inclustry knowledge fram running
the world's leading businesses, .
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https://www.iab.com/insights/why-young-consumers-avoid-gen-ai-ads/

CAVEAT PROMPTOR

USING Al IN AD CREATIVE IS RISKY

Futurism <«

ARTIFICIAL INTELLIGENCE | ETHICS

SON OF A GRINCH

McDonalds Pulls Down Al-
Generated Holiday Ad After
Deluge of Mockery

"The future is here, and it's not looking good.”

By Joe Wilkins
Published Dec 9, 2025 1:08 PM EST

SOURCE: RAPTIVE, AUG. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

= FORTUNE

Home Latest Fortune500 Finance Tech Lez

SUCCESS * U.S. RETAIL SALES

Skechers draw backlash for
full-page ad in Vogue that
reeks of Al ‘You actually
didn’t save any money
because now I hate you’

December 14, 2024, 1:36 AM ET F
Adduson 37 C(g

-14%

DROP IN PURCHASE CONSIDERATION
FROM SUSPECTED Al CONTENT

Sale: $1/wk

:Q Forbes

LIFESTYLE > ARTS

Coca-Cola Sparks Backlash
With Al-Generated

Christmas Ad, Again

Coca-Cola has released more uncanny Al-
generated Christmas ads, despite the backlash
from last year, prompting calls to boycott the soft

drink company.

By Dani Di Placido, Senior Contributor. @ Dani
Di Placido covers film, television, and internet...

[ Follow Author ]

Published Nov 04, 2025 at 05:34pm EST
Updated Nov 5, 2025, 02:53pm EST


https://raptive.com/blog/the-ai-stink-is-real-and-its-costing-brands/

THE RISK OF AI-GENERATED ADs Al-generated advertising is a minefield. Even breaking through is a challenge - EEG brain

GEN AI ADS CAN HURT RECALL scans revealed that Al ads produce weaker memory activation than traditional ads along with
L | a negative brand halo and increased cognitive effort needed to process the visuals'.

TRUST, AND AUTHENTICI I ' But when it does break through - given the negative impact on brand health, marketers might

just wish sometimes it hadn’t.

52% 57%

36% 855%

SAY Al ADVERTISING MAKES THEM OF AMERICANS WERE ABLE FELT LESS ENGAGED WITH FEEL SUSPECTED AI-GENERATED
LESS LIKELY TO PURCHASE FROM TO CORRECTLY IDENTIFY AI-GENERATED AD COPY* CONTENT IS LESS AUTHENTIC?
A BRAND (10% SAID MORE)? AlI-GENERATED AD COPY*

48%

FIND SUSPECTED AI-GENERATED
CONTENT LESS TRUSTWORTHY?

60%

REPORTED A LOWER EMOTIONAL
CONNECTION WITH SUSPECTED Al-
GENERATED CONTENT?

SOURCES: 1. NIELSENIQ, DEC. 2024; 2. RAPTIVE. AUG. 2025; 3. CIVIC SCIENCE, MAY 2025; 4. BYNDER, APR. 2024
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https://nielseniq.com/global/en/news-center/2024/niq-research-uncovers-hidden-consumer-attitudes-toward-ai-generated-ads/
https://raptive.com/blog/the-ai-stink-is-real-and-its-costing-brands/
https://civicscience.com/consumers-are-becoming-increasingly-negative-toward-the-use-of-ai-in-advertising/
https://www.bynder.com/en/blog/bynders-human-touch-survey-uncovers-consumers-opinions/

THE FIRST RULE OF Al AD
CREATIVE: DISCLOSE IT!

People don’t like being hoodwinked - and that’s what
it feels like mistaking Al content for the real thing. That

explains why disclosing the use of Al so effectively melts
consumers’ objections to it.

+47%

] o

uoINjosay
s,ID9A MON

APPEAL OF AI-GENERATED ADS
WHEN USE OF Al IS DISCLOSED

+73%

TRUSTWORTHINESS OF THE AD %

TRUSTWORTHINESS OF THE BRAND

T N N

osay
«AD3A MON
“o*"m g
oy T
1 = :
TR
74

i

SOURCE: BASIS, MAR. 2025
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https://basis.com/blog/how-advertisers-can-harness-ai-while-navigating-brand-safety-consumer-trust-and-legal-concerns

_ o oy R LVA LA

Agents.

“The trust deficit will intensify as

consumers become more aware they're At you Fcomma nd. .
navigating an increasingly Al-driven web. Nofabratrenes
When people realize much of what they Lo St

laordo elfindese
At eoadot S

encounter is synthetically generated, or
when they can’t consciously tell the
difference, skepticism will become the
default reaction. This places a premium
on human-driven content or Al-generated
content that people are receptive to, even
unconsciously. Brands will have more
opportunities to distinguish themselves from
the competition by leaning into judicious Al
use that effectively incorporates the

n touch rather than merely chasing Al \\‘ Linear
ncy at the cost of quality.”

e ———

- EMARKETER

ONT/
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There have been many brands, in fact, going in the opposite direction.

GETTING REAL GETS THE GOODS | | |
Dove is one of the most trusted brands in America year after year and

HUMANITY, CREATIVITY, EXPERTISE:
g why. And when Aerie promised not to use Al in their advertising, it
THERE s A REMIUM o THE REAL became the brand’s most popular Instagram post of the year.
Porsche’s hand-drawn holiday ad went viral for all the right reasons -
an affirmation that we don’t need Al to do great things.

F\.& WS =

BUSINESS INSIDER @ e ¢ % D&

RETAIL

nr'"!‘—" — -
OUTFRONT /JCDecaux oy =
" s Aerie's promise not to use

Al in ads is its most
popular Instagram post in

ayear

By Jordan Hart ( + Follow

1

Sale: $1/wk F© v ~ NEWSLETTERS

LEADERSHIP > FORBESWOMEN

Dove Becomes First Beauty R
Brand To Ban Al-Generated — JUCII IR 6|1

meen In s’_\ds - Christmas Ad Because It
i e con e i L Doesn’t Look Like Al Was
(i ) Involved

Aerie Bras. Td Real Oj,g, -

LAST REVISED 02/13/2026
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IRL MEDIA TRENDS 2026 ADVERTISING TRENDS REPORT




IRL MEDIA’S UNIQUE
ADVANTAGE: ACTUAL
PHYSICAL PRESENCE

What’s the secret sauce of in-real-life advertising?
It’s the “real” part.

Even before the advent of Al, misinformation was running amok on the
internet. Now, skepticism is baked into every online interaction.

But there’s just something about a real-world physical presence that
can’t be duplicated online.

That’'s what makes IRL media different, and dare we say, better.

The physical presence of billboards and transit media says “we’re
here to serve you.” It says “we’re a part of your community.” But most
importantly, it says “You can trust us.”

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED




SCREENED OUT Our digital burnout and screen fatigue continue to grow. Most of us experience it,
THE “ATTENTION ECONOMY” and many of us are experiencing more of it than we did last year. Digital burnout is an important
factor driving the decreasing efficacy of online advertising.

Supporﬁns You
" r
Child This School Year!

= Teaneck » 201-837-0048 |

Wy Offload stress in
= Ways unique to

62% 25% 33% 31%

OF AMERICANS EXPERIENCE OF AMERICANS EXPERIENCE SAY THEY’RE MORE BURNED OUT OF EDUCATORS SAY THAT
1 2
RECURRING DIGITAL BURNOUT BURNOUT BEFORE AGE 30 NOW THAN ONE YEAR AGO?® ATTENTION, CONCENTRATION ARE

LEARNERS’ BIGGEST STRUGGLE*

SOURCES: 1. SHIFT, DEC. 2025; 2. TALKER RESEARCH, MAR. 2025; 3. ROBERT HALF, MAR. 2025; 4, SUPERPROF, JAN. 2026
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://shift.com/state-of-browsing/
https://talkerresearch.com/poll-a-quarter-of-americans-are-burnt-out-before-theyre-30/
https://press.roberthalf.com/2025-03-25-One-Third-of-U-S-Workers-Report-Rising-Burnout
https://www.marketwatch.com/press-release/burned-out-on-screens-hungry-for-meaning-superprof-tutors-see-a-digital-backlash-shaping-2026-learning-caa5e793?gaa_at=eafs&gaa_n=AWEtsqc2QZbm8ukT-YeSGyDvvqw2q2LxRtv6eVebTAVNJW-nKhC0O59AnTIwEDAdYsw%3D&gaa_ts=697a727b&gaa_sig=vcGc0XJl-hUl6aQDAo3Y7sJ7wUL8Hwn_sM3U7OYRMlXICAwrxptTLlr8zpaIFsfWpLlQ9VTxaR5yySUbDXTjCw%3D%3D

IN AN ARTIFICIAL WORLD We’'ve come to the conclusion that our phones are keeping us from living our full lives rather
THE ANTIDOTE Is IN REAL LIFE than helping us to live them. We understand that they make us less present. We know that
screens never show the full picture for IRL events like ballgames or concerts. And we miss being

able to disconnect from it all. So, we’re getting back to fundamentals and getting back out IRL.

umniNALs .
JONLY s

HOLIDAY
DEALS
ARE HERE

59% 54% 68% 75%

SAY OVERUSING OUR PHONES AGREE THAT FOR ANY FEEL NOSTALGIA OR FONDNESS AGREE THAT IT°S IMPORTANT
IS TAKING AWAY FROM ACTIVITY OR EVENT, FOR A TIME BEFORE EVERYTHING L EEEe e LR
REAL-WORLD EXPERIENCES! THEY NEED TO BE PHYSICALLY WAS ONLINE/DIGITALS
THERE TO TRULY ENJOY IT? INTERACTIONS IN AN

INCREASINGLY DIGITAL WORLD?

SOURCES: 1. LEOQ/IPSOS, JAN. 2026; 2. GARTNER, NOV. 2025;
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://lion.app.box.com/s/ecgtkmpxqxeohd3lejtor8y0royuc7wl
https://webinar.gartner.com/770620/agenda/session/1748382?login=ML

BACK TO LIFE, BACK TO REALITY

WE’RE REPLACING SOCIAL MEDIA
WITH ACTUAL SOCIALIZING

42%

OF SOCIAL MEDIA USERS REDUCED . SoEwERY
THEIR TIME ON AT LEAST ONE : TAPROD
PLATFORM LAST YEAR! : Sosurest

78% RPN RACEWARY

WOULD CHOOSE A COMPLETELY Your F'FIRT#;’ /M ;N
IRL SOCIAL LIFE OVER ONE  OUR TRHCK/Q

THAT’S DIGITAL-ONLY?

JERSEY CITY, NJ | STAMFORD, CT | LONG 151 0 NY

SOURCES: 1. GARTNER, NOV. 2025; 2. MINTEL, AUG. 2025; 3. QUAD/THE HARRIS POLL, MAY 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

More than two in five consumers last year reduced their time on at
least one social media network, and two of the top three things they
did with that time instead were enjoying offline hobbies and engaging
in in-person social activities'. The percentage of Americans who spend
at least five hours a day on their phones dropped significantly last year
as well?. Unshackled from their phones, consumers’ attention is up for
grabs once again.

SIGNIFICANTLY FEWER SPENT
5+ HOURS ON SMARTPHONES IN 20252

2025 36%

CONSUMERS ENJOY RECLAIMED TIME IRL'

Offline hobbies
TV/movies

In-person social activities
Video games
Music/podcasts

A different social platform
Work/school

Online shopping

Chat/messaging



https://webinar.gartner.com/770620/agenda/session/1748382?login=ML
https://clients.mintel.com/content/report/digital-advertising-us-2025?fromSearch=%3Ffilters.region%3D14%26last_filter%3Dregion%26sortBy%3Drecent%26resultPosition%3D8
https://www.quad.com/insights/why-consumers-want-more-irl-and-tactile-brand-experiences

THERE’S MORE IN STORE

BRICK & MORTAR
SHOPPING LIFTS TRUST
CONFIDENCE, & COMFORT

80% of retail sales are projected to happen in-store this
year'. IRL shoppers enjoy greater comfort, confidence,
and trust while providing an opportunity for shared

/

SAY IRL SHOPPING HELPS THEM FEEL CONNECTED
TO FAMILY, FRIENDS?

70%

ARE MORE COMFORTABLE SPENDING ON HIGHER-
PRICED ITEMS, HAVE LESS BUYER’S REMORSE?

69%

SAY THEY TRUST THAT A DEAL IS “REAL” WHEN
THEY SEE IT IN-STORE RATHER THAN ONLINE?

SOURCE: 1. EMARKETER, NOV. 2025; 2. QUAD/THE HARRIS POLL, OCT. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://content-na1.emarketer.com/retail-trends-watch-2026
https://www.quad.com/wp-content/uploads/2025/10/the-harris-poll-quad-the-return-of-touch-holiday-shopping-reconnected-2025.pdf

BUYING IN ON IRL BRAND EXPERIENCE
More and more, going out shopping is something to DO. And when
EXPERIENTIAL RETAIL DRIVES you infuse brick-and-mortar with IRL brand experience, it’s a cheat
DEEPER BRAND CONNECTIONS code for loyalty and success. That’s why customer experience is the
#1 priority for B2C CMOs this year'.

EMARKETER’S EXPERIENTIAL RETAIL TRENDS TO WATCH?
* Brand event tickets become loyalty perks

’ 9% * Flagship stores become community hubs

NOTICE AND REMEMBER
IN-STORE EXPERIENCES OR
EVENTS - MORE THAN ANY OTHER
RETAIL INTERACTION TYPE?

» Loyalty programs leveraged to measure experiential success

43% 72%

OF SHOPPERS SAY THE HAVE MADE AN UNPLANNED IN-
ATMOSPHERE IS WHAT STORE DISCRETIONARY PURCHASE
STANDS OUT MOST IN IN THE PAST MONTH?

THEIR FAVORITE STORES?®

/

SOURCES: 1. FORRESTER, NOV. 2025; 2. EMARKETER, NOV. 2025; 3. QUAD/THE HARRIS POLL, MAY 2025 ; 4. MOOD MEDIA, DEC. 2025; 5. OPTIMUM RETAILING, JUL. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://www.forrester.com/blogs/the-top-5-initiatives-for-b2c-cmos-in-2026/
https://content-na1.emarketer.com/retail-trends-watch-2026
https://www.quad.com/insights/why-consumers-want-more-irl-and-tactile-brand-experiences
https://us.moodmedia.com/blog/why-43-of-shoppers-judge-stores-by-vibe-not-just-value/
https://marketing.optimumretailing.com/blog/consumer-spending-habits-key-takeaways/

THE LITERAL LAST MILE

RETAIL MEDIA’S ROLE
AND IMPACT GROW

Retail media networks offer brands an essential last- BT AL LI
mile connection with consumers, and they’re making a ) Jr— m———
real impact on the bottom line. RMN ads perform 1.8x o RIS gyt B First Street Grade AA
better than online ads; they’re 3x better at driving intent. o N Large Eggs 12 ct.
Aligning in-store media with billboards and transit assets
can make the buyer’s journey even more seamless.

63%

SAY IN-STORE MEDIA CATCHES THEIR ATTENTION,
STRENGTHENS CONNECTION WITH THE BRAND

24%

SAY IN-STORE MEDIA ENGAGES THEM MORE DEEPLY
AND CAUSES THEM TO LINGER LONGER

60%

OF THOSE WHO NOTICE RETAIL MEDIA
TAKE A TANGIBLE NEXT STEP

SOURCE: MOOD MEDIA, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://us.moodmedia.com/blog/why-43-of-shoppers-judge-stores-by-vibe-not-just-value/

THE MEDIA MIX

IRL ADVERTISING DRIVES STRONG
BRAND AND BUSINESS EFFECTS

BRAND AND BUSINESS EFFECTS OF IRL + TV

96%
73%
61%
o

Fame Esteem Market Share Profit Customer
Acquisition

BRAND AND BUSINESS EFFECTS OF IRL + SOCIAL

275%

106%
24% °
]
Trust Esteem Customer Loyalty Market Share

SOURCE: RAPPORT/IPA DATABANK/PETER FIELD, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

“Power users” of IRL advertising - defined as those spending at least
15% of their media budget on out of home media - have recognized
massive uplifts in both brand and business effects, such as:

* Brand Stature +62% e Profit +12%
* Fame +50% * Market share +41%
e Customer Acquisition +10% « Sales activation +22%

IRL ADVERTISING MAKES THE
WHOLE MEDIA MIX WORK HARDER

Search
Social
Online (any)
TV

Radio

Press



https://s3.amazonaws.com/media.mediapost.com/uploads/StandingOnTheShoulders.pdf

LEADER OF THE PACK

IRL ADS DRIVE THE
STRONGEST AWARENESS

Last summer, a long-term study demonstrated that IRL ad
formats drive ad awareness better than linear or streaming
television, or digital. IRL is also the strongest performer
when it comes to purchase intent, although by a smaller
margin.

AVERAGE CHANGE IN MAJOR KPIs

Ad awareness
Purchase intent
Brand favorability
Aided Awareness

Message association

m|/RL =TV mDigital mCTV

SOURCE: KANTAR, JUL. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED
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https://investor.clearchannel.com/news/detail/538/new-kantar-study-shows-out-of-home-advertising-outperforms-key-channels-and-addresses-gaps-in-modern-marketing-strategies

IRL DRIVES STRONG o
MARGINAL ROI 4

“Not only does OOH work well with others, but it is highly effective on

planet fitness

A marginal ROI of $7.58 demonstrates that OOH is a powerhouse
for incremental sales and can be one of the most efficient and =
underfunded tools marketers have in this oversaturated media J]
environment.” '1' iy
Justin Jefferson W SLYE '
VP of Strategy & Analytics : i e
Keen Decision Systems ' :

IRL ADVERTISING’S MARGINAL ROI ALEEERLY ' - e e ——

|
|
INCREMENTALLY BETTER < *}

- i t
i
{
2

Car Center

B&J AUTO REPAIR

AL TR AFATSANS L L= ]

IRL

Print

Radop

Linear TV

Media Average

SOURCE: KEEN DECISION SYSTEMS/ACCRETIVE, OCT. 2025
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https://www.accretiveads.com/post/accretive-and-keen-partner-to-illuminate-the-roi-impact-of-ooh

CREATE IRL OPPORTUNITIES

IRL AMPLIFIES BRAND-
CREATOR CAMPAIGNS

OUTFRONT and Ipsos surveyed creators to learn how they envisioned IRL media like billboards
and transit fitting into their brand campaigns. Here’s what they told us.

ADDING IRL AD FORMATS TO BRAND CAMPAIGNS
MAKES THEM MORE ENGAGING.

* 67% say billboards and IRL media makes their audience more likely to support the
partner brand.

* 62% say their fans would visit a billboard featuring them

4% say their fans would share pictures of the billboard

IRL FORMATS UNLOCK THE FULL POTENTIAL OF
BRAND-CREATOR PARTNERSHIP SUCCESS.

* 70% say that IRL media lets them bring more creativity to brand partnerships
e 75% say IRL formats make brand partnerships look cooler and more relevant

* 72% say that billboards or other IRL ad formats make it easier to measure and
communicate success

SOURCE: OUTFRONT x IPSOS, SEP. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED
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NOT JUST A FACE ON A SCREEN
CREATORS ARE

S P ——
CONNECTING IRL | =

When you bring creators out from in front of the webcams . o _' B aﬁw} Hih F W . {

and into the world, it’s a tremendous opportunity to g v\ N e Maln ' A
connect with their audiences. s ' L Mlaed / _ Street . ..
Whatevasﬁem, 7 ) f

: A

I>. ,

o/ with special guests ____F_-'-& ; __H_—__-—.;_ :
59%

daniel seavey A ..
ST

OF THOSE WHO FOLLOW CREATORS ATTENDED AT = i
LEAST ONE IRL INFLUENCER EVENT LAST YEAR! e

93%

ARE LIKELY TO PURCHASE PRODUCTS
SOLD/FEATURED AT IRL CREATOR EVENTS'

+500%

YOY INCREASE IN TICKETS SOLD
TO IRL CREATOR EVENTS?

Friday, May 22

; l:sgj;‘;%gﬂfdfﬂ

SOURCES: 1. THE INFLUENCER MARKETING FACTORY, SEP. 2025; 2. STUBHUB, AUG. 2025 5% ok = o g !
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED N S5 o BT ! - 9 .



https://theinfluencermarketingfactory.com/creators-irl/
http://-best-place-to-buy-tickets-to-creator-tours

Analysts expect over $10 billion to be spent on advertising for the 2026 midterm
IRL WILL PLA' AN IMPORTANT elections, with two thirds projected for the second half of the year.
ROLE IN THE MIDTERMS IRL advertising over indexes in reaching likely voters aged 18-42 or with HHI above

$50,000 a year and can reach low-engagement voters too.

OUTFRONT/

y 5 60 md Mdicare for AL g I \/Z DAVID i
68 /O /O B H (COGHILLFORCONCRESS COM p ] SCHWEIKERT

RECALL IRL POLITICAL ADS TRUST IRL POLITICAL ADS TO BE
TRUTHFUL AND ACCURATE

WHY VOTERS FIND IRL POLITICAL ADVERTISING APPEALING

o/ Not interruptive
49%

Readily visible
SAY POLITICAL ADS ARE
PERSONALLY INFLUENTIAL

Easily shared

Short form

SOURCE: OAAA/MORNING CONSULT, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED


https://oaaa.org/wp-content/uploads/2025/12/Political-Primer-OOH-Delivers-Value-and-Effectiveness-2026-Dec-2025.pdf

HOW WE’RE USING Al AT OUTFRONT

WE’RE SOLVING ONE OF OOH’S BIGGEST

PAIN POINTS WITH AGENTIC Al

One challenge faced by practitioners of IRL advertising is that until now,
out of home media has existed in a silo separate from other ad channels,
making it difficult to integrate it into media plans. It’s time to tackle that
challenge head-on.

OUTFRONT has partnered with Amazon Web Services and MadConnect to modernize OOH
planning and buying industrywide through Al-enabled workflow, potentially delivering new
efficiencies such as:

* Querying real-time inventory using natural language prompts
¢ Accessing inventory availability across static and digital formats

* Placing OOH media buys via Al agents - direct and programmatic channels

Surfacing data-driven insights and optimizing campaigns with Al agents

Automating reporting and performance analysis within one system

SOURCE: ONESCREEN.AI/KICKSTAND COMMUNICATIONS, NOV. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

17

HOURS WEEKLY SPENT FINDING
AND MANAGING OOH MEDIA
INVENTORY, AVERAGE COMPANY

68%

DESCRIBE THE PROCESS OF
FINDING AND MANAGING
OUT OF HOME MEDIA AS

“CHAOTIC”

YourH%pE@ .
everythind 8PP poidi
?{;].‘-;S‘] ﬂge'ﬂts .\g‘rl\'ml.'r.dhh'.ﬁl"‘"w " .

SAY GREATER VISIBILITY INTO
INVENTORY AVAILABILITY WOULD
MAKE THEIR COMPANY MORE
LIKELY TO INCREASE
BUDGET ALLOCATION TO IRL


https://111925.fs1.hubspotusercontent-na1.net/hubfs/111925/Playbooks/ROI%20of%20OOH/The%20ROI%20of%20OOH%20Advertising%20-%20OneScreen.pdf

HOW WE’RE USING Al AT OUTFRONT

WE’RE OPTIMIZING IRL
AD CREATIVE WITH
MACHINE LEARNING

Inside our in-house creative agency STUDIOS, our
approach to creating ads is one informed by best practices
and decades of collective experience - but sometimes
what an advertiser asks for isn’t what’s going to work.

We’'ve partnered with Super Optimal to test and optimize our OOH
creative using its machine learning platform to validate what works - and
correct what doesn’t - along 20+ different dimensions.

That hard data bolsters our clients’ confidence in the creative and helps
ensure optimization for format fit, clarity, and attention.

=-50% +31%

LOWER CPA FROM ROAS FROM
OPTIMIZED CREATIVE OPTIMIZED CREATIVE

SOURCE: Al DIGITAL, DEC. 2025
COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED



https://hs-22713962.f.hubspotemail.net/hubfs/22713962/The%20Media%20Trends%20Report%202026_by_AI%20Digital.pdf?utm_medium=email&_hsenc=p2ANqtz-8QEXkO9Gvme-IKZT9W93alzr73h7nqktUTzzhZC6pOW3kAQ-AFHMK6Sl9E5sro6iGsyPIY1-_BTBd1D76rIK4EmmeDpQ&_hsmi=394920568&utm_content=394920568&utm_source=hs_automation

HOW WE’RE USING Al AT OUTFRONT

WE’RE USING GEN Al TO
CREATE INTERACTIVE
COLLABORATIVE EXPERIENCES

Consumers’ resistance to GenAl in advertising doesn’t mean that brands should avoid it at
all costs - but it does mean that artificial intelligence initiatives must be executed ethically
and with specific intention.

At OUTFRONT, we are leading by example. Our “A Memory in Cannes, A Moment in Times”

and “Imagine If...” activations brought artists into the fold and demonstrated how GenAl
can be leveraged responsibly and received warmly.

“They’re GenAl-powered DOOH experiences designed
for active participation, personalized interactions where
audiences become co-authors. They unlock the shift from
campaigns that broadcast to brand systems that live and
grow through engagement.”

- Chad Shackelford
Chief Innovation Officer @ OUTFRONT

COPYRIGHT © 2026 OUTFRONT MEDIA INC. ALL RIGHTS RESERVED

Imagine If...
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A Memory in T

A Moment in Cannes, A Memory in Times




2026 GROWTH PROJECTIONS

IRL PROJECTED TO GROW
FASTER THAN TRADITIONAL
MEDIA (AGAIN)

' More time on :
Finally, Dentsu projects that IRL out of home will see growth j | lobster rolls, less M-aChln €S
this year of 4.1%, higher than all other traditional media, . time on payroll. .

demonstrating marketers’ and media buyers’ confidence in our
channel.

@ 4

lpll“' |
W |,-'.. |

A e
6.7% ' % L :[! ‘

l.h I

5.1%

ORIGINAL
BELGIAN
CHOCOLATE

2.4% 2.2%, 0.7%

Tofal Digital IRL Out of TV Cinema Audio Print
Home

-3.0%

SOURCE: DENTSU, DEC. 2025
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https://www.dentsu.com/news-releases/global-ad-spend-set-to-surpass-one-trillion-for-the-first-time-in-2026-as-the-algorithmic-era-redefines-growth

As the economy leaves consumers behind, brands
stumble with unpleasant ad experiences, and Al
makes us more suspicious, IRL advertising’s real-
world presence connects communities, consumers,

and brands to build trust, shape culture, and drive
results.

8 o adll '
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