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WHEN EVERYTHING IS A CLICK AWAY, THE STREET IS THE EVENT
�pmSGÞR>mÞ_KuKlÞFKK_ÞK>mSKlÞoaÞlK]K>mKÞ>_IÞR>lIKlÞoaÞFKÞ_aoSGKIÞPal¶Þ�ÞlKGalIÞIlaimÞ>o

^SI_SQRo·ÞZaS_mÞ�PoxÞ^S]]Sa_ÞaoRKlÞol>G\m·Þ>_IÞGa^iKoKmÞPalÞoRKÞm>^KÞS_�_SoKÞPKKI¶Þ�_ÞoR>oÞval]I·

mG>lGSoxÞSmÞoRKÞvRa]KÞQ>^KÞÐÞ>_IÞoRKÞa_KÞi]>GKÞ>Þ^pmSGÞFl>_IÞmoS]]ÞG>_×oÞFKÞmGla]]KIÞi>moÞSm

oRKÞiRxmSG>]ÞmolKKo¶

/R>oÞSmÞvRx·ÞKuK_Þ>mÞFpIQKomÞiaplÞS_oaÞmolK>^S_Q·ÞmaGS>]·Þ>_IÞGlK>oalÞ^>l\KoS_Q·ÞoRKÞ^amoÞmaiRSmoSG>oKIÞ]>FK]mÞ>_I

>loSmomÞ\KKiÞGa^S_QÞF>G\ÞoaÞapoÍaPÍRa^K¶Þ�Þv>]]ÞaPÞR>_IÍi>moKIÞiamoKlm·Þ>Þo>\KauKlÞa_Þ.p_mKo·Þ>ÞFS]]Fa>lIÞoS^KIÞoa

lK]K>mKÞvKK\ÞÐÞoRKmKÞ>lK_×oÞ_amo>]QS>¶Þ/RKxÞ>lKÞoRKÞ^aIKl_ÞilaaPÞoR>oÞ>Þ^a^K_oÞSmÞlK>]·ÞFSQÞK_apQRÞoaÞ]K>uKÞoRK

iRa_KÞ>_IÞ]>_IÞS_ÞoRKÞval]I¶

HOW MUSIC ACTUALLY USES THE STREET NOW
"poÍaPÍRa^KÞPalÞ^pmSGÞSm_×oÞa_KÞo>GoSG¹ÞSo×mÞ>ÞmKoÞaPÞi]>xmÞoR>oÞ^>iÞoaÞRavÞlKGalImÞ>_IÞoaplmÞ>lKÞ>Gop>]]xÞ]>p_GRKIÞS_

����¶

The release-week street blitz
/RKÞGK_oKlÞaPÞQl>uSoxÞSmÞlK]K>mKÞvKK\¶Þ�>FK]mÞGa^ilKmmÞ6S]IÞ*amoS_Qþ·ÞFS]]Fa>lIm·Þ>_IÞol>_mSoÞS_oaÞoRKÞI>xmÞ>lap_IÞ>

Ilai·Þopl_S_QÞ>ÞISQSo>]ÞlK]K>mKÞS_oaÞ>ÞGSoxvSIKÞKuK_oÞiKai]KÞiRaoaQl>iRÞ>_IÞiamo¶Þ/RKÞmolKKoÞi]>GK^K_oÞFKGa^Km

maGS>]ÞGa_oK_oÞÐÞK>l_KIÞlK>GRÞa_ÞoaiÞaPÞi>SI¶

Tours are routed in posters
/aplÞ^>l\KoS_QÞR>mÞkpSKo]xÞFKGa^KÞa_KÞaPÞ""�×mÞFSQQKmoÞ^pmSGÞpmKÍG>mKm¶Þ
>oKmÞQKoÞ>__ap_GKIÞ^>l\KoÍFxÍ

^>l\Ko·Þ>_IÞmolKKoÍ]KuK]Þ>IuKloSmS_QÞPa]]avmÞoRKÞlapoS_QÞÐÞiamoKlmÞ>_IÞFa>lImÞS_ÞK>GRÞGSoxÞS_ÞoRKÞvKK\mÞFKPalKÞa_Í

m>]K·ÞIlSuS_QÞoSG\KoÞIK^>_IÞKw>Go]xÞvRKlKÞoRKÞmRavÞSm¶

Fandoms turned OOH into participation
�>_ÍPp_IKIÞFS]]Fa>lImÞPalÞFSloRI>xm·ÞGa^KF>G\m·Þ>_IÞ>]Fp^Þ>__SuKlm>lSKmÞR>uKÞopl_KIÞapoÍaPÍRa^KÞS_oaÞ>Þ]>_Qp>QK

P>_Ia^mÞmiK>\¶Þ6R>oÞFKQ>_ÞvSoRÞ�ÍiaiÞSmÞ_avÞKuKlxvRKlK¸Þ>pISK_GKmÞIa_×oÞZpmoÞmKKÞoRKÞ>I·ÞoRKxÞalQ>_S{KÞSo·ÞuSmSoÞSo·

>_IÞiRaoaQl>iRÞSoÞÐÞi>loSGSi>oSa_Þ^a_KxÞG>_×oÞ^>_pP>GoplK¶

Physical is the new proof-of-real
�mÞPKKImÞ�]]ÞvSoRÞ��ÍQK_Kl>oKIÞKuKlxoRS_Q·Þ>ÞiRxmSG>]·ÞS_ÍoRKÍval]IÞi]>GK^K_oÞlK>ImÞ>mÞilaaPÞoR>oÞma^KoRS_QÞ>Gop>]]x

R>iiK_KI¶Þ/RKÞm>^KÞS_moS_GoÞIlSuS_QÞoRKÞuS_x]ÞlKmplQK_GKÞÐÞv>_oS_QÞ>ÞlK]K>mKÞoaÞKwSmoÞ>mÞ>_ÞaFZKGoÞÐÞSmÞvR>oÞ^>\Km

>ÞiamoKlÞv>]]ÞalÞ>ÞFS]]Fa>lIÞPKK]Þ]S\KÞKuSIK_GKÞl>oRKlÞoR>_Þ>_ÞS^ilKmmSa_¶



Programmatic screens meet hand-pasted paper
The channel now spans two extremes at once. Programmatic digital out-of-home lets a campaign target dayparts,

venues, and audiences and sync to streaming or ticketing data; hand-pasted paper delivers the raw, credible texture

screens can’t. The strongest 2026 music campaigns use both — and wire the whole thing into digital retargeting so

the people who saw the street get reached again online.



MUSIC ON THE STREET, 2026
What these plays actually look like — recent music campaigns DASH TWO has put on the street, across formats and

markets, from classic spectaculars to programmatic digital takeovers and hand-installed bulletins.

The Beach Boys, “Feel Flows” — spectacular billboard, Times

Square, New York.

▶  DASH  T WO CAMPAI GN

Sabrina Carpenter, “Sweet Tooth” — digital takeover at dusk,

New York.

▶  DAS H  T WO  CA MPA IGN

Olivia Rodrigo, “First Woman on the Moon” — cutout-

extension billboard, Los Angeles.

▶  DASH  T WO CAMPAI GN

Falling in Reverse, “Ronald” — “For Your Grammy

Consideration,” Los Angeles.

▶  DAS H  T WO  CA MPA IGN



Epitaph RecordsÞÐÞR>_IÍS_mo>]]KIÞFp]]KoS_¶

▶  DASH  T WO CAMPAI GN

WHAT THE DATA SAYS
The numbers behind the shift are unusually aligned: out-of-home is at an all-time high exactly as music re-embraces

the physical.

$9.46B
0¶.¶ÞapoÍaPÍRa^KÞ>IÞlKuK_pKÞS_Þ����ÞÐÞ>_Þ>]]ÍoS^KÞlKGalI·Þ>_I

��Þmol>SQRoÞkp>loKlmÞaPÞQlavoR¶

1

36.3%
.R>lKÞaPÞ""�ÞlKuK_pKÞoR>oÞSmÞ_avÞISQSo>]ÞÇ
""�È·ÞpiÞ��¶�ö

xK>lÞauKlÞxK>l¶

1

+4.3%
0¶.¶ÞuS_x]Þ>]Fp^Þm>]KmÞQlavoRÞS_Þ����ÞÐÞoRKÞPal^>o×mÞGa_oS_pKI

lKmplQK_GK¶

2

63%
"PÞ�lmoÍvKK\ÞiRxmSG>]Þ>]Fp^Þm>]KmÞ_avÞGa^KÞISlKGoÍoaÍ

Ga_mp^KlÞÐÞP>_mÞFpxS_QÞoRKÞaFZKGo¶

2

Read together, three signals tell the same story:

SIGNAL WHAT IT SHOWS SOURCE

""�Þ>oÞ>ÞlKGalIÞ$�¶��
 �IuKloSmKlmÞ>lKÞmiK_IS_QÞ^alKÞa_ÞoRKÞiRxmSG>]Þval]I·Þ_aoÞ]Kmm·ÞKuK_ÞS_Þ>ÞISQSo>]Í

�lmoÞ^>l\Ko¶

OAAA, 2025


""�Þ_avÞ��¶�öÞaPÞ""� "poÍaPÍRa^KÞSmÞ^K>mpl>F]KÞ>_IÞo>lQKo>F]KÞÐÞSoÞi]pQmÞS_oaÞoRKÞm>^KÞI>o>Þmo>G\Þ>m

molK>^S_QÞ>_IÞmaGS>]¶

OAAA, 2025

5S_x]Þê�¶�ö·Þ
��Þ��öÞaP

�lmoÍvKK\

�pISK_GKmÞS_GlK>mS_Q]xÞi>xÞPalÞ^pmSGÞ>mÞ>ÞiRxmSG>]ÞaFZKGoÞÐÞoRKÞm>^KÞÔilaaPÍaPÍ

lK>]ÕÞS_moS_GoÞ""�Þo>im¶

Luminate,

2024



Global on-demand audio streaming still grew roughly 15% in 2024

2

 — demand isn’t the problem. Attention is. And

attention is precisely what a physical placement, in a real place, at the right moment, is built to win.

IF YOU’RE LAUNCHING IN 2026
A practical read for artists, managers, and labels planning a release or a tour:

Treat the street as the event, not the reminder. Time OOH to the moment — release week, on-sale, an

anniversary — so the placement itself becomes content.

Route posters like you route the tour. Follow the markets, city by city, in the weeks before on-sale.

Design for the photo. The best music OOH is built to be shot and reshared; earned reach is the point, not a

bonus.

Wire it into digital. Geo-target and retarget the people who saw the board so the street and the feed reinforce

each other — one campaign, not two.

Use both textures. Programmatic screens for precision and scale; hand-pasted Wild Posting® for credibility.

PULL QUOTES, READY TO CITE

“When every release is a click away, the physical street is the one place a music moment can’t be scrolled past.”

“Out-of-home hit a record $9.46 billion in 2025 — advertisers are spending more on the physical world, not less.”

“The same instinct behind the vinyl resurgence — wanting a release to exist as an object — is what makes a
poster wall feel like proof, not an impression.”

CITE THIS REPORT
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1. OAAA (Out of Home Advertising Association of America), “Out of Home Advertising Revenue Reaches Record $9.46 Billion,” 2025.
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PLANNING A RELEASE OR A TOUR?
DASH TWO builds out-of-home and Wild Posting® campaigns for music and

entertainment brands — wired into digital so the street and the feed work as one.

TALK TO DASH TWO
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