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Why
Neuroscience?

Humans areemotive and reactive
creatures

95% of our behaviour ard&cision -
making is driven by our
subconscious

People struggle to consciously
articulate their response to stimulus;
claimed advertising studies have
been proven to be inaccurate



| JCDecaux (“) NEURO-INSIGHT

Neuroscience allows us to
accurately measur e f'".hqe br ai
response to stimulus; in this g
scenario, campaigns on Otiof-
Home formats.

Long term memory encoding

tell us whether the brain is storing
i nformati on df or future Oused
decision making in the moment.




MeasuringMemory Encoding

SECONDBY-SECOND ANALYSIS OF SPECIFIC NEUROMETRIC PERFORMANCE

Effectiveness benchmark

=== Memory Encoding

Least likely.to impact human behavior
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The number to remember

0.70

The threshold for influencing behaviour change. Anything below this may achieve marketing objectives,
but is less likely to impact mental availability and thus sales outcomes.



Key neuro metric:

MEMORY  EGrreLATES
ENCODING 'EIB'?)%SALES, FROM

ITS INFLUENCE ON
(M E) DECISION MAKING

Peer reviewed and validated over a number of studies.
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Metrics in this study

— MEMORY ENCODING

Measures the brain encoding information; most
important metric as linked with behaviour
change & decision-making.

— ENGAGEMENT

An indicator of how involved people are.

— EMOTIONAL INTENSITY

Relates to the strength of emotion being experienced.

— ATTENTION

Gauges how visually engaging elements are when
they are being attended to.



The brain encodes neural associations
from every encounter with a brand,
creatingab br and r oomo
In the brain, from which it can
reference.

Thequantity and quality of memory
structures is what fuels mental availability
and thus decision making.







We know from previous neuro stud.]

Our sub-conscious is alert when outdoors, which aids in higher processing,
engagement, emotion and encoding, which all influence future decision making

Changes in our environment, when outdoors, command attention;
hence higher attention given to digital Oubf-Home, due to rotations

Even a 2 second interaction can build or refresh memory structures

0O

JCDecaux NZ Stud§ average peak ME of 0.69 and peaks of up to 1.25.

Higher ME than radio; similar to 15 sec TVC OCEAN
Large Format delivers a global bias in response (right brain)

oemotional horsepower and deeper meaningo JCDecaux
City of Sydney Study 26% higher memory encoding, increasing size by 10% «GMS

Ocean Outdoor UK Studie8 premium sites and locations deliver longer ( :
engagement, priming effects and creative is supeharged “’ NE CIE RS e



Out -of -Home is working hard,
day in and out, delivering impactful
brand moments at high frequencies

50
ma

As other channels fragment and lose
audiences, the potential of Outof-Home
continues to grow, offering unique reach
and impact opportunity for brands



We wanted to know mor eé

.

I

How do larger
formats compare
with smaller in NZ
setting?

What can we learn

from Neuroscience
about SMARTFRAME?

2 alid E\»
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What are the benefits of
using formats together?

How does frequency
impact neural response
to campaigns?



Methodology:

Third JCDecaux Neuro Study

Objectives:

A Compare Out of Home formats Street Furniture, SMARTFRAME,
Large Format

Understand how format combinations change the neural response
Explore how the neural response changes over multiple frequencies

To o o

Share executional learnings based on creative in study

Three partner brands: (multiple campaigns across cells)
A McDonalds

A The Warehouse

A Persil (Unilever)

|JCDecaux ‘ (“)NEURO-lNSlGHT'



Study design

ﬁ ﬁ ﬁ Sample

|| A 192 SST participants
Location
A Auckland NZ

Stimulus
% A A natural journey through Auckland

A Driving POV
A Exposed to Outof-Home sites with partner campaigns

D Measurement
il A SteadyState topography (SST)




Part 1 & 2:

Format comparison

A Natural frequency for formats; respondents
view a range of formats, each campaign is
isolated to a single format

A Campaigns on each format, averaged, to
mitigate creative or frequency effect




Part 3:

Understanding effective frequency
A Respondents return three times, over 8 days, and
experience the same journey and campaigns

A Measure campaign response, across nine
exposures. Understand how different formats

perform

3 & '\ A WALLACE COTTON




Part 1.
Format comparison__.

Obijectives:

il

VA\VAV,
-

7 \

Understand the neural reponse of
different formats during a typical commute

Gain insights into the unique benefits
of JCDecaux SMARTFRAME -
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Strength and influence of Out -of-Home channel,
seen In previous neuro studies, reinforced

Average

e

peak MEMORY ENCODING
Av three formats

Memory encoding well above decision making threshold.70).



Memorable, attention grabbing, engaging and emotional.
Out-of-Home channel influences convincingly on secondary neuro measures.

Average Average Average

N ; 9 B ; 8 N ; 9
ATTENTION ENGAGEMENT EMOTIONAL INTENSITY
Across three formats Across three formats Across three formats

Decision making threshold0.70).



Starting with a single journeyJCDecaux formats deliver
a higher neural responses than Street Furniture,

Average across all exposures to format

it ZZ /%//// 7 >’
: 7{4/7?7{//// ) 7

Large Format SMARTFRAME Street Furniture

B Memory Encoding M Attention = W Engagement M Emotional Intensity



Over the total experienceJCDecaux formats delivered
higher neural responses than Street Furniture

Average across all exposures to the format
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Large Format SMARTFRAME Street Furniture

M Total journey Memory Encoding M Total journey Attention M Total journey Engagement M Total journey Emotional Intensity



JCDecaux herd.arge Format, Is seen to deliver maximum
memory encoding and engagement

Average

Memory 8 1
Encoding: B

Average 8 1
Engagement. =




JCDecaux SMARTFRAME achienexzord emotional intensity
and the highest attention

x

SRS
i Average 7
T . Memory 4
A B T il | L Encoding: o
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Tuce ATEAUHOUSE IR g W TR R
E s B R Y Average
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Average
Visual
|

Attention:




Street Furnituras seen to be less
effective than JCDecaux formats

On the first journey, Street Furnituriils to reach
average thresholds . Memory Encoding, which
Indicates decision making influence, sits below 0.70
required for sales impact.

Street Furniture surpasses benchmarks on the
second and third journey, howeveaverages
achieved sit below what is seen by

JCDecaux formats .

See frequency findings for some insights as to why.




Implications for brands

.

I

Large, commanding,
emotive Outof-Home
offers a unique
opportunity for attention,
engagement and
memorability = proven
to influence decision
making

E\»
=

SMARTFRAME is a unique
format, that offers high
emotional intensity and
attention

Not all Out-of-Home
formats are equal; this
should be considered
when comparing reach
across formats

OBe seen, b e
on JCDecaux formaté
this study proves beyond
doubt, that our formats
deliver on this brand
promise

r

=



Understanding Large Format & SMARTFRAME strengths suggests
they offerseparate roles in a campaign

i
H-| TS

Larged impact & memorability SMARTO attention & emotional intensity




Part 2:
Format combinations

Objectives:

1. Understand how Outof-Home
formats work in combination




We keRie W Eem el eel Ve aAaeSssS S T Hdl

Campaign ROI is highest when more This is mostly due to incremental
channels are used; Oubf-Home ROI reach delivered by more channels
IS higher, when multiple Oubf-Home
formats are engaged

ﬁ?\w A Analytic Partners



Three formats analysed

1. Large Format & SMARTFRAME (JCDecaux offering) —C Ex

2. SMARTFRAME & Street Furniture E\” D‘T
-

3. Large Format, SMARTFRAME and Street Furnitur i E\” BT
-

Results are for the entire experience (three journeys) and averaged across multiple campaigns.



Neuroscience validates a multi -format approach when
planning Outof-Home

Average (—C
SIS

B4
=
peak Memory Encoding
Across three journeys
] Large Format, SMARTFRAME & Street Furniture EEEEHER

Using three formats together, deliversnpressive results , across neural metrics.

+12 above threshold for sales outcomes
Highest scores for attention, emotional intensity and engagement, and all above the 0.70 benchmark




JCDecauxcombined proposition, Large Format & SMARTFRAME,
Sdbesi - of bol s woarlaas  sol Uf] bn

Average (—C
SIS

B4
=
eak Memory Encoding
cross three journeys
0 Large Format & SMARTFRAME EEE

+10 above threshold for sales outcomes

SMARTFRAME delivers higher attention and emotional L nt en:
when being combined with Large Format.

This combination:
+6 ME SMARTFRAME alone
+8 ME Street Furniture alone



SMARTFRAMEOS addi t | looastspeaerforBanaee et
of campaigns

Average

6&') =talEEETEETEE]E]
=
peak Memory Encoding
cross three journeys Re————
O SMARTFRAME & Street Furniture EE S EE Fe

+6 above threshold for sales outcomes

This combination:

+4 ME SMARTFRAME alone

+8 ME Street Furniture alone

o8 BB EEE e SEESE IR S SE SIS B8 s EEE B BE B S8 EE s BB e e e uEE E 58 e D S5 E A S8 EE 5Bz B3 EEEEE SEEtE B EE S5 S8 5 &5

SMARTFRAME®8Bg emoti onal i ntensity of,baancingandimmovidgr i ght br ai
the overall emotional impact



Same creativedifferent response

. SSE B
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Partner creative comparison:

SMART F Riaddéndosdeliver
higher scores, across metrics , than
Street Furniture

Cells where same creative was used in
multi-format test. Seen across multiple
campaigns and brand® from simple to
complex creatived consistent finding .

0.5
0.4
0.3
0.2
0.1

0

Averages: comparing same portrait creative across formats

‘

B Memory Encoding ™ Attention M Engagement M Emotional Intensity

i

SMARTFRAME Street Furniture




Implications for brands

i

y4 AN

We understand budgets are finitdb r a nd s
always deliver campaigns across every format

(@

an

Ml

I b

0 t Large, commanding and emotive Oubf-Home is a
shown to be a necessary part of any Owudf-Home plan




Part 3: NI
Optimal Frequency =

e g

Obijectives:

‘ WALLACE COTTON
1. Explore how the neuro state changes ; O N L = o 1
over multiple frequencies | :

2. Gain insights into optimal frequency ..
recommendation for Outof-Home \!\




We knowéeé

Frequency is often an undevalued benefits of Outof-Home

CPM tends to be the primary Oubf-Home comparison metric

Net reach is prioritized over gross; some brands lifting and shifting reachrtaximisenet reach O

0

Only optimal frequency study 2019, VRand conscious enjoyment. & 12 optimal frequency OCEAN

Large Format exposures, early in a campaign, makes the brain more responsive to future frequencies WARC

- JCDecaux



When analyzing frequency we move from
a format measure, to a campaign measure.

We seek to understand how campaigns &
executions deliver across repeated frequencies.



Why Out -of -Home frequency Is necessary




Large Format delivers memory encoding above ‘
benchmark until afrequency of 8 )
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SMARTFRAME delivers memory encoding above
benchmark until afrequency of 8

SMARTFRAME 6 Average Peak by Exposure
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benchmark until afrequency of 7

Street Furniture delivers memory encoding above _T
EEH

Street Furniture 0 Average Peak by Exposure
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S

treet Furniturgakes longer to reach Memory Encoding peaks

Street Furniture 0 Average Peak by Exposure
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And peaks lower overall, compared with JCDecaux formats. The Steet Furniture campaign takes a while
to O6warmd with the brain.

This is likely the reason for Street Furniture under performance in the first day journey in our form% = B SIEIRISSIE
study.
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The first exposure, and first exposure each day, deliver
strongest peaks for memory encoding  with JCDecaux formats

This demonstrates the importance of the first impact, with a campaign.

Large Format o SMARTFRAME 6
Average Peak by Exposure Average Peak by Exposure
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Second measures fluctuate across frequencies, indicating continued
engagement over freqguencie® not a one impactphenomemum

Large Format & Av Peak SMARTFRAME O Av Peak Street Furniture 9 Av Peak

1.20 1.20 1.20
1.00 1.00 1.00
0.80 0.80 0.80 ( h '
0.60 0.60 0.60 [ I
0.40 0.40 0.40
0.20 0.20 0.20
0.00 0.00 0.00
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B Engagement H Emotional Intensity B Engagement B Emotional Intensity B Engagement ® Emotional Intensity

JCDecaux formats are seen for their strengths in the format study, with high impact on the first execution. Street
Furniture first impacts are not as strong and as with ME, peak later in the frequency count.






