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Not All Attention is Equal
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\.';,' | i S

N

oy

| sy




Attention matters

e Strong Correlation Between Attention and Profitability
® Strategic Precision with Attention Insights

e Attention as a Planning Guide

ATTENTION AND BRAND PROFIT
ARE STRONGLY LINKED, NEW
STUDY FINDS

WPP-backed study from Lumen and Ebiquity disputes the
notion of attention as a vanity metric

By Jack Neff, Published on October 31, 2024.
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Attention is plural
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OOH attention is different

S 90%

64%
59%

46%

OUT-OF-HOME PRESS SOCIAL NETWORKS RADIO INTERNET TV

Source: Dynata study for JCDecaux - 1,117 individuals in France (18+ years old) - July 2024



OOH attention is different

Rick puts a selection of fo_o_d on the table for the
animals to eat every mornm’g. L




JCDecaux's culture of attention benefits both its advertising
activity and its societal vocation
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64% 6/10 62% 86%
The street furniture are well Trust the messages on a The street furnitures are a Notice the street furniture in
integrated in the city. poster in the street. landmark in the city. their daily journey.
(vs 2 /10 for the Social
networks)
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Source Dynata survey for JCDecaux - 1 117 persons - France (+18 yo) — July 2024



Today we bring 2 studies

e From France

 Innovating with a real world research from Strasbourg
« Coding 4,500 advertising points of contact (street furniture and billboard)
 Ipsos & Tobii technology (eyeglasses)

e From the UK

Exploring different behaviours
 Driving, Walking and Waiting
Lumen

e How JCDecaux can help you with attention



Study conducted in Strasbourg from April 10 to 23, 2024

97 pedestrians and drivers aged 18 to 60
82 urban street furniture and billboard (Bus shelters, CIP 2m?, Large format 8m?, Digital Street furniture)
26 campaigns posted (OOH) or displayed (DOOH)

More than 4,500 points of contact recorded and coded

At the end of the journeys, a 5minute questionnaire was administered to the respondents to test indicators such as
awereness, brand recall, travel habits, ad perception, etc.



A world first for OOH

Foveal
« | look at » vision
Parafoveal
vision
Peripheral
vision
« | see »

4 eye cameras

I




Massive data collection




JCDecaux

La méme qualité
a prix baissé :
c’est une promesse,

B [F  NATURAL 100%

Contacts and Impressions
actually viewed

Encore plus de prix baissés
sur vos produits préférés.
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OOH, a medium of attention

3.5 seconds

Average attention span per advertising frame seen in real
conditions

The attention span exceeds 5 seconds for nearly a
quarter of contacts.




Enhanced attention for DOOH

| Focus DOOH

4.5 seconds

Average attention span by digital street furniture seen in real
conditions




Almost instantaneous memorisation

In just 30 minutes,
Nearly 1 out of 2 campaigns
is memorized

Etude sur la base d'un échantillon de 14 campagres publicitaires



"JCDecauy, the outdoor medium that transforms an opportunity to
see into meaningful and valuable attention.”

Alexandre Guérin, CEO Ipsos France
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The longer the attention span, the greater the advertising impact

Brand recall

X22c

When attention durationis above average

based on a sample of 14 advertising campaigns 18
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The UK Study



OOH with Digital Media

Instagram Infeed
Facebook Infeed
YouTube Skippable <15
YouTube Non-Skippable 6
Outstream Video 1:1
Outstream Video 16:9
DMPU

OOH

MPU

Square

Leaderboard

Mobile Banner Small

Source: Lumen

How much time people spend looking at various types of media

3

3

29

2,4
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| JCDecaux

‘Lumen is an end-to-end attention technology company that drives better performance for advertisers,
publishers, and brands with next-generation attention solutions”
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Lumen method

-.- 450 Respondents
i

)

W ‘As live’ engagement
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*Source: Lumen

Survey

Insight report
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OOH with Digital Media

Instagram Infeed
Facebook Infeed
YouTube Skippable <15
YouTube Non-Skippable 6
Outstream Video 1:1
Outstream Video 16:9
DMPU

OOH

MPU

Square

Leaderboard

Mobile Banner Small

Source: Lumen

How much time people spend looking at various types of media

3

3

29
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OOH with Digital Media

Inside of a bus shelter
Walking

Instagram Infeed
Facebook Infeed
YouTube Skippable <15
YouTube Non-Skippable 6
Outstream Video 1:1
Outstream Video 16:9
DMPU

MPU

Square

Driving

Leaderboard

Mobile Banner Small

Source: Lumen

How much time people spend looking at various types of media

3,2

4.4
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The Bus Shelter Delivers 4.4 Seconds of Attention




Finsbury Square
Moorgate

Who Cares?

Spontaneous brand recall increases with attention

r 49%

32%
29%

21%
17%

0.1to 1.5 1.51t03 3to6 6to9 o+
View Time (Seconds)




Who Cares?

Message recall increases with attention

43%
R2=0.9082
34%
25%
AR 21%
0.1 to 1 1to 2.5 2.51t0 5 5+ 8+

View Time (Seconds)
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JCDecaux Deliver Bus Shelters — Globally
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Our Platform Allows Customers to Select
the Highest Attention Sites
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Data Stories
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Data Stories
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Data Stori
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Attention For Creative



DOOH: Short contents for better advertising

effectiveness
B Urban DOOH

Awareness

30% 24%

5 SECONDS

Source: Lumen study for JCDecaux — Cannes France 2023



DOOH: very slow motion for better Recognition

O Urban DOOH

20%

STATIC URBAN MOTION
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Source: Lumen study for JCDecaux — Cannes
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Introducing the JCDecaux Attention Tool



OPTIX DEMO — 2 x CREATIVES

CRAFT BEER
WORTHY OF A CROWN

CRAFT BEER
WORTHY OF A CROWN




CREATIVE HEAT MAP

CRAFT BEEI
ORTHY OF A CR(




ATTENTION SCORES — LOGO AT THE TOP

Branding
39%

CRAFT BEER
)RTHY OF A CRO

y O\Q’t |

A &
WA

Branding
9%




The Creative Research

A New Suite of Testing Tools.
50 OOH Posters.

7,500 Respondents.




Demand
Attention.

2 seconds of attention.

Max 3 sections.




~a Platforms 9 to 11
™ [ Toilets (SR )
D I8 Pub restaurant
1 Y Left luggage .....

gy

First class lounge (9 »




Drive Familiarity.

Simple colours aid brand recall.

Top performing Ad.
93% fast fluency.




Deploy Fluent
Devices.

Using a Fluent Device makes your creative

1/3 more effective!*

*Meaning fluency and emotion



Showcase
Faces.

Faces attract attention.
Ensure that you position them to support

the rest of your messaging.




Expand Product
Images.

Products that take up >50% of the creative.
Deliver 38% more attention (2.28s).
Products at <50% size are viewed for only 1.65s.






Shout Your
Call to Action.

Doubling the size of the CTA, doubles the dwell.




MANCHESTER
CITY COUNCIL
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Client Case Study



CUSTOMER CASE STUDY

Integrated product Product-led creative People-led creative

& branding

q

Plocins

for every kind of love

for every kind of love




ADS WERE SCORING ON AVERAGE 2.8 IN PRE TESTS

Integrated product Product-led creative People-led creative

& branding

. Star rating



OPTIX TOOL TESTED THE LOGO

BLOCK LOGO WHITE LOGO

Interflora

2 ~ Interflora

Say More’




NEW LOGO DELIVERED MORE ATTENTION

ATTENTION ON BRANDINGIETE

BLOCK LOGO WHITE LOGO




THE NEW LOGO ADS SCORED HIGHERT IN PRE
TESTING

6 SHEET 48 SHEET

Interflora i

Say More

Interflora

Say More

. Star rating



ADS WORK BETTER ON THE STREET

PUBLIC DECLARATION UNMISSABLE INVENTORY
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Summary

« OOH Attention is different
* Meaningful and Valuable attention

« Consumer behaviour effects attention walking,
waiting and driving

« Pay attention to your creative — be relevant and
use best practices

« Work with JCDecaux to test your ad before going
live




	Diapositivo 1: Not All Attention is Equal
	Diapositivo 2: Meet today’s speakers
	Diapositivo 3: Attention matters
	Diapositivo 4: Attention is plural
	Diapositivo 5: OOH attention is different
	Diapositivo 6: OOH attention is different
	Diapositivo 7: JCDecaux's culture of attention benefits both its advertising activity and its societal vocation
	Diapositivo 8: Today we bring 2 studies
	Diapositivo 9: Method
	Diapositivo 10: A world first for OOH
	Diapositivo 11: Massive data collection
	Diapositivo 12: NATURAL ATTENTION A NEW CONCEPT
	Diapositivo 13: 29 GAZES DURING THE 30 MIN TESTING EXPERIENCE
	Diapositivo 14: OOH, a medium of attention
	Diapositivo 15: Enhanced attention for DOOH
	Diapositivo 16: Almost instantaneous memorisation
	Diapositivo 17
	Diapositivo 18: The longer the attention span, the greater the advertising impact
	Diapositivo 19: The UK Study “How Does Consumer Behaviour Effect Attention”
	Diapositivo 20: OOH with Digital Media
	Diapositivo 21
	Diapositivo 22: Lumen method
	Diapositivo 23
	Diapositivo 24
	Diapositivo 25
	Diapositivo 26: OOH with Digital Media
	Diapositivo 27: OOH with Digital Media
	Diapositivo 28: The Bus Shelter Delivers 4.4 Seconds of Attention
	Diapositivo 29: Who Cares?
	Diapositivo 30: Who Cares?
	Diapositivo 31: JCDecaux Deliver Bus Shelters – Globally 
	Diapositivo 32: Our Platform Allows Customers to Select the Highest Attention Sites
	Diapositivo 33
	Diapositivo 34
	Diapositivo 35
	Diapositivo 36
	Diapositivo 37: Attention For Creative
	Diapositivo 39: DOOH: Short contents for better advertising effectiveness
	Diapositivo 40: DOOH: very slow motion for better Recognition
	Diapositivo 41: Introducing the JCDecaux Attention Tool
	Diapositivo 42: OPTIX DEMO – 2 x CREATIVES
	Diapositivo 43: CREATIVE HEAT MAP
	Diapositivo 44: ATTENTION SCORES – LOGO AT THE TOP
	Diapositivo 45
	Diapositivo 46: Demand Attention.
	Diapositivo 47
	Diapositivo 48: Drive Familiarity.
	Diapositivo 49
	Diapositivo 50: Showcase Faces.
	Diapositivo 51
	Diapositivo 52: Shorten Copy.
	Diapositivo 53
	Diapositivo 54: Sell, Sell, Sell.
	Diapositivo 55: Client Case Study
	Diapositivo 56
	Diapositivo 57
	Diapositivo 58
	Diapositivo 59
	Diapositivo 60
	Diapositivo 61
	Diapositivo 62: Summary

