


WITH AN APPRECIATION FOR
QUALITY, LOCATION AND DATA
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INTELLIGENCEBY DESIGN
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01

Proximity to
Traffic Lights

Higher viewability due to
Increased dwell time

02

Panel
Orientation
In-front and overhead sites

are in the line of vision and
command greater attention

MEANINGFUL
CONNECTIONS

03

Entire ad Is
viewable

Billboards are
positioned to capture
the attention of both
drivers and pedestrians
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JCDecaux offers

brands unrivalled
Impact through a
national, scalable
roadside billboard
network

LARGE FORMAT
BILLBOARDS
NATIONALLY

MEANINGFUL
CONNECTIONi




A NATIONAL
NETWORK DESIGNED
FOR MAXIMUMIGH
QUALITY REACH

(3%

REACH ACROSS
NEW ZEALAND




' by MEANINGFUL
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JCDecaux

N
WE HAVE LONG @

OURLARGE FORMAT BILLBOARD
ARE MORE EFFECTIVE THAN MOST




MEANINGFUL
CONNECTIONS
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DOESASSET
POSITIONING
PLAY A ROLE IN
MAKING MORE
MEANINGFUL
CONNECTIONS?

Does location
quality matter?

Do JCDecaux largéormat
billboardsdeliver greater
benefits to advertisers?
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ACC ESS H Q A c c e s syH @adking provides the ability to record and evaluate

; consumer behaviour in a realife context. It is a powerful tool for
Eye TraCklng exploring how people respond to, and interact with, outdoor advertising
and its influence in the buyer decisiemaking process.
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SAMPLE
POPULATION

B5E0 22%
30% 33%

36-45 26-35

50%

Female Male




HIGH TRAFFIC ROUTES

Participants were driven
around one oftwo set
routes in Auckland for
60-75 minutes
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BALANCED EXPOSURE

Routes selected included
both JCDecaux and
competitor sites

DIVERSE PRECINCTS

Routes were designed to
covera variety of
environments including
motorway, suburban, airport,
CBD and entertainment and
industrial precincts



28 PARTICIPANTS 1,256 OPPORTUNITIES 683 JCDECAUX OTS
TO SEE (OTS) 573 COMPETITOR OTS
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CITY
PRECINCTS

This route took participants through
Newmarket, up Khyber Pass, to Kingsland and
Ponsonby before switching mode to walk by
Victoria Park. They then drove through the
CBD, Parnell and back to Newmarket

JCDECAUX COMPETITOR
SITES SITES*

35 28
OPPORTUNITIES OPPORTUNITIES
TO SEE TO SEE

385 348



