


OVER A YEAR
OF JCDECAUX
NEW ZEALAND

2019 transition from APN Outdoor to JCDecaux

An important moment in
JCDecaux's history, and an
opportunity to enter the
New Zealand market.

Q FINANCIAL REVIEW &

Companies  Media And Marketing  Advertising Print article

French giant JCDecaux to buy APN Outdoor for $1.2
billion

Max Mason and Sarah JCDecaux and APN Outdoor have hashed out a S1.2 billion deal for the
Thompson French out-of-home advertising giant to take over the Australia business.

Updated Jun 26, 2018 — 11.10am,
first published at 9.18am X ) o
The deal, first revealed by The Ausrralian Financial Review's Street talk
[ save /A share column, gives APN Outdoor an enterprise value of $1.217 billion, a 12.9 times
earnings before, interest, depreciation and amortisation multiple, pre

synergies

APN Outdoor entered a scheme of implementation with JCDecaux on
Tuesday morning for a takeover at $6.70 per share. APN Outdoor also
intends to declare a fully franked special dividend of up to 30¢ a share, with
up to 13¢ worth of franking credits.




A CHALLENGING
START TO 2020

Extreme disruption to brand marketing

As we focus on H2 and an
economic recovery, effectiveness
of marketing spend is of
Increasing importance.




IMPACT OF COVID-19

THE ECONOMIC IMPACT
OF COVID-19 HAS SEEN
MARKETING AND
ADVERTISING
BUDGETS PUT UNDER

THE SPOTLIGHT

B # There is nothing like having to
rethink your entire year’s plan to
really understand what's important
for the brand. It's an exercise in
ruthless prioritisation.

JACK HINCHLIFFE
Marketing Director, KFC UK & Ireland




We believe advertiser
effectiveness is
crucial to sustainable
business, for both
JCDecaux and our clients

Harnessing the growth potential
for our clients is a priority and
commitment that we take very seriously.
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what marketers don't know

Byron Sharp

-

e \WHY
e AREN’T
WE
DOING
THIS?

——— <

EE BN _é Howi long term
brand building
Uniof Ehrenberg-Bass — drives Pfﬂ'ﬁ“h“ltf

South Australia | Institute for Marketing Science

Conversations with partners in early 2020 highlighted a return
to brand building and long term effectiveness metrics
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HOW ADVERTISING WORKS

- Sophisticated mass marketing
(fame)

- Penetration

. Attention and saliency

- Long and short

- Emotional response (feeling)

. Heuristics (short cuts to meaning)

. Refresh & rebuild consistent
memory structures (fluency)







xux sought to

rstand the factors
influence brand
mmissioning our
Ing study



RESEARCH SHOWS THAT THE SUPERIOR LOCATION AND
PANEL ORIENTATION OF JCDECAUX TOUCHPOINTS
DELIVERS GREATER ATTENTION AND BRAND FAME

Attention Looking More views = More
grabbing for longer engagement memorable

Vs 35% y S
+00% +3270 +38% /5%
DELIVERING NG IIAINERIGINEIa MORE VIEWS STRONG BRAND
HEIGHTENED VIEWING LENGTH ON AVERAGE RECALL,

ATTENTION UMPROMPTED

EYE TRACKING STUDY £2018



UNDERSTANDING
WHY JCDECAUX
TOUCHPOINTS
COMMAND
GREATER LEVELS
OF ATTENTION
AND RECALL

There are six key attributes
that make our network
more effective than others
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@D% ‘ Busy traffic locations optimised for
o high volumes of desirable audiences
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N ‘ Longer dwell times due to proximity to traffic lights
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fole NGRATULATIONS NZ WOMEN'S HOCKEY TEAM ON THIS MORNING'S RESULT. %

JCDecaux

I ‘ Ease of audience viewing with in-front and
overhead panel orientation
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[% ‘ Longer viewing distances with greater visibility
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YOUR WORLD, YOUR WAY

JCDecaux




HOW ADVERTISING WORKS

- Sophisticated mass marketing
(fame)

- Penetration

. Attention and saliency

- Long and short

- Emotional response (feeling)

. Heuristics (short cuts to meaning)

. Refresh & rebuild consistent
memory structures (fluency)
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AIDA+R M

~Interest Desire

- Shows interest in its A subconscious Consumer forms a
- brand beneﬁ'ts%{‘ emotional purchase intention,
how it fits in their disposition based on shops around, and
lifestyleia o 3508 trust (emotional and decides to engage in a
o e e functional) trial or make a purchase

» 9



| JCDecaux fiftyfiveb

In 2019, we wanted to gain a
greater understanding of how
JCDecaux Out-of-Home
touchpoints impact measures
of feeling, so we commissioned
a study with like-minded research
agency FiftyFiveb






01—

Brand | trust

02 —

Brand | want to
tell others about

03 —

For people like me

04—

s interesting
and engaging

05 —

Offers
something unique

06 —

My preferred
brand

07 —

Seeing and hearing
more about



Research participants o 1o T SEUEN = e A
)@;«2& - - - It doesnt take an 5
ez g = army to fight for fair 'm*

were shown a variety
of ad campaigns i
across a range of
media channels

Ad campaigns included in the study were
selected based on category, media spend
and range of channels used

Range of brands included in each category to
take out any ‘brand effect’ or personal bias

For Large Format, participants were only — = — = AT
shown images of creative on JCDecaux o e :
touchpoints . -

If respondents could not recall JCDecaux, Proudly supporting 1 YEAR RATE

their responses were isolated as New Zealand MATCH 300 BONUS
‘non-JCDecaux’ Well match any BNZ, ANZ AIRPOINTS

APPLY NOW ASB or Westpac advertised DOLLARS™
1 year home loan rate, Search | Amex Airpoints

n=1,000 New Zealanders aged 18+




Combination of
touchpoints across all
campaigns selected

Online

JCDecaux| ARGE FORMAT JT TV
JCDecaux AIRPORT Radio




“I'm saving for When ':5.—‘,
| get really, peally old! -
11 - 1 |
j =3 Shop online and
e’llmeet you there.

Finance Communications

| (e
Y,

Campaigns were selected —
across five key categories [




RELEVANCE OF RESEARCH POST COVID-19

During uncertain times people seek out
trusted brands with proven longevity

Brands Bring
Certainty in
Uncertain Times
by David Heitman

Brands are belief
systems that provide
certainty in uncertain
times. During tough
economic cycles, many.
will look to brands as
safe havens of reliability
and value.



+24%

Out-of-Home boosts
. trust ratings for brands

Peter Field and Rapport. smuumsnﬁupfp;mummur
Standing on the Shoulders of Giants Report. GIANTS
An IPA Databank Study (case studies 2004 to 2016)

OVEN.THAT OUT-OF-HOME .
IS A TRUSTED CHANNEL |XW 5 O

Out-of-Home trust to
usage index, ahead of TV
(ix106) and digital (ix/4)

nielsen  wvarch 2020




friends again;

with our families again;
we will meet again

Her Majesty The Queen
Message to the Nation

INTERNATIONAL DEMONSTRATION
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Four key metrics
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Is a brand | trust



@ § 42 % | JcDecaux fiftyfive5

ls my preferred brand



Keep your Home loan special

home loan 0
on home turf 4 0 S /0
° p.a.

100% New Zealand

owned and here to stay. Fixed fOI’ 1 year

N | /
1- 3 3 % | JcDecaux fiftyfive5

Is a brand | would consider



| JCDecaux | fiftyfivedS

Exposure to any JCDecaux touchpoints was shown to
positively impact brand feeling measures

Is interesting / engaging Is a brand | trust Is my preferred brand Is a brand | would consider

+52% +28% +42% +33%
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IN SUMMARY

Decaux touchpoints g
cts brand feeling measu
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CONSIDERATION
AMONG NON-USERS

~ OF EXPOSED BRANDS

OVERALL
INCREASE |
CONSIDERA




HOW OUT OF HOME WORKS

JCDecaux touchpoints positively influence brand
feeling for a number of reasons

#1 #2 #3
Out-of-Home is Brands seen in Interest is piqued
accepted and the ‘real world’ with commanding
non-intrusive are trusted Large Format
presence in

desirable locations

#4 #5 #6

Frequency The longevity Brands seen in
engenders trust of Large Format relevant locations
and preference influences current and are 'brands for me’

future consumption



Automotive

The stature and prominence
of JCDecaux touchpoints
drives brand preference in
the automotive category

@]
+308%

My preferred brand




Finance

JCDecaux touchpoints
delivered particularly strong
results in the finance category,
significantly impacting all
brand feeling metrics
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Communication

Exposure to JCDecaux
touchpoints had a

powerful impact on
interest/ engagement and
brand trust metrics in the
communications category

*
+03%

s interesting/ engaging

S AUy FIVES

)




Food and Drink

JCDecaux touchpoints
increase advocacy and
drive word-of-mouth in
the food and drink category

5

+43%

Brand | want to tell
others about
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Entertainment

The superior stature, location
and positioning of JCDecaux
touchpoints maximises
awareness to drive interest/
engagement and advocacy
in the entertainment category

s JCDECAUX | FIFTYFIVES

+44%

s interesting/ engaging
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TV and Out-of-Hor
combination, delivering an up
across all ‘feeling’ metrics

*

Brand consideration increases +16% when TV is
combined with JCDecaux Out-of-Home.

S/INTERESTI

ENGAGING

+17961‘

IS ABRAND |
PREFER"

-
g

e

+1769%

BRAND |
OULD CONSIDER




" scDecaux | fiftyfive5

Out-of-Home and Radio
re particularly complimentar

ENGAGING

o V — ‘ .
measures of feeling as they ‘ il PP, :
eal to different senses ™ +56% +3394% "y

a significant increase in all ‘feeling” metrics. ERAE‘F%FE{AND | y {/%/SL?FS\ E&LSIDER‘
e -



JCD ux fiftyfive5 > ' — _ S g

v e’ +16% i 57 2R
Brand engagement and trust is S INTERESTING/ S A BRAND
strengthened when Out-of-Home RACACING | TRUST

and Online run alongside each other - 1 ’
4%

e

IS A BR
WOULD

has a positive act on brand feeling.
Out-of-Home is also extremely effective at

drivirﬁowrs online.

Bringing digi paigns into the ‘real” world ‘ "




HOW OUT OF HOME WORKS

When combined with other media channels,
JCDecaux touchpoints positively impact brand
feeling for a number of reasons

#1 ALL MEDIA #2 TV #3 RADIO #4 DIGITAL

Out-of-Home Concise brand - Using Out-of-Home a Out-of-Fome

increases frequency messages seen with radio creates presents a brand

of exposure, on Out-of-Home synergies when both in a real world

engendering reinforces key channels are consumed location and

interest and trust brand beliefs together, increasing encourages action
o e engagement and intent

via TV



PARTNERING WITH
JCDECAUX DELIVERS
POWERFUE BENEFITS
FOR CLIENTS AND
ADVERTISERS

Establish high quality reach
and build brand fame

Develop an emotional connection
with audiences, improving brand
sentiment to ultimately increase
consideration

Provide you with research to
substantiate and support your
conversations with clients
regarding effectiveness
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WQ]WVQMG xican Fiesta

Smokin Mesquite

T suBwAy |

My kind of fresh

ONE We would love to share our insights
COMPLETING THE Heuristics on the most effective Out-of-Home
BRAND EFFECTIVENESS Creative opportunities with your
TRIANGLE Z:""° — clients and creative agency partners.
onsisten

memory structures



WHAT'S NEXT FOR JCDECAUX INTELLIGENCE?

Dedicated budget for research in H2 2020.
What are the industry’s questions into how Out of Home works?

' JCcecaux









Category
Automotive

*

+549%

s interesting/
engaging

@

+308%

My preferred
brand

Exposure to any JCDecaux
touchpoints was shown to
positively impact all brand
feeling measures in the
automotive category

Y

+46%

Is a brand
| trust

+128

Consideration




Category
Finance

*

+110%

s interesting/
engaging

©

+82%
My preferred
brand

Exposure to any JCDecaux
touchpoints was shown to
positively impact all brand
feeling measures in the
finance category

Y

+45%

Is a brand
| trust

+55

Consideration




Category
Communication

*

+639%

s interesting/
engaging

©

+21%

My preferred
brand

Exposure to any JCDecaux
touchpoints was shown to
positively impact all brand
feeling measures in the
communications category

Y

+529%

Is a brand
| trust

+20

Consideration




Category
Food and drink

*

+1/%

s interesting/
engaging

+59%

Seeing and
hearing more
about

In the food and drink
category, exposure to
JCDecaux touchpoints
drives recommendation
and campaign scale

B ‘\lil/\ .
alls
+43%

Brand | want to
tell others about

+10

Consideration




Category Exposure to any JCDecaux
Entertainment touchpoints was shown to
positively impact all brand
feeling measures in the
entertainment category

* Y

+44% +28%
s interesting/ s a brand | trust
engaging

& i
+9% +43%

My preferred Channel I want to
brand tell others about




