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FEELING A LITTLE MOVED?
This issue we are turning the

spotlight on campaigns that move us.

Marketing experts estimate that most of us are exposed
to around 4,000 to 10,000 advertisements every day.
So, what does it take to stand out from the crowd?
At the centre of any great campaign is a message
that runs with the moment, challenges the norm,
tugs at the heart strings, ignites change, and
ultimately speaks to your soul.

TRUST US, WHATEVER THE CHALLENGE,

TRANSIT DELIVERS

You know that feeling when something moves,
you see it out of the corner of your eye, and
you can’t help but look at it?
Scientiﬁcally speaking it’s “optokinetic nystagmus” – the
reﬂex mechanism that makes our eyes follow a moving
object. And that’s instinctively what we do when we see
Transit advertising. Both our left and right sides of the
brain light up, pay attention, and most importantly
memory encode messages for future experiences.
JCDecaux has done a deep dive into our neuroscience
studies as well as looked at three really interesting case
studies that prove JCDecaux Transit performs e ectively
across the whole consumer funnel. Ask your JCDecaux
friends to share it with you.
Transit is not just guaranteed to be viewed, it’s a trusted
platform, proven to grow brands e ciently and drive
campaign results. But for advertisers, the quality of the
media is only half the story. The quality of the creative
matters just as much, so here’s a few campaigns that
have got our attention, for all the right reasons.

Watch video

TURN DING DING DING
INTO BLING BLING BLING
WHY TRAM, WHEN YOU CAN GLAM TRAM?
It’s the question we have asked ourselves daily since the recent tram wrap for
Momentum Energy graced our streets with glitter.
The campaign aims to bring smiles and inspiration to commuters in Melbourne as the tram moves
from the city to the suburbs (suburban audiences have returned to 74% of pre-COVID levels*),
prompting audiences to ‘get happy’ with the energy supplier. Combining the show stopping impact
of the tram wrap format – with sparkling glitter-details (courtesy of our Creative Solutions team) –
alongside a multi-format Out-of-Home campaign, the energy retailers’ use of bold imagery and
unusual approach to the creative means it has a greater chance of being remembered.
Source: JCDecaux Adsquare Mobility data, w/c 6 Feb 2021

LIFE CHANGING SUPPORT
FOR KIDS LIKE BILLY
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It’s a fact that’s sad but true that 1 in 6 Australian children and young
people live in poverty.* One of the key times these families feel it most is
in summer: the Christmas season is over, and just as families get their
back-to-school lists ﬁlled with stationery, shoes and lunchboxes, The
Smith Family turned to JCDecaux Transit to remind everyone that not all
Aussie kids get an equal start in life. It’s an important message requiring
mass reach – a report by JBWere, ‘Where To From Here?’ (2020) estimated
a drop in charitable donations by 11.9% in 2021 compared to the previous.
Full Backs are an impactful format that provide a vast space to convey the
emotion of this important message, with a strong call to action to sponsor
a child, seen by drivers and passengers of cars, as well as pedestrians and
bus commuters.
Source: The Smith Family

MELBOURNE
TRAMS
GET
MUSICAL
The Melbourne run of the hit Broadway
production Come From Away was cut
short in 2020, and last month the
musical marked the reopening of
Melbourne’s East End with its return to
the Comedy Theatre. With a strictly
limited season before the show moves
to Brisbane, awareness was critical.
In order to encourage the core female,
professional audience to get back into
theatres and see Come From Away, a
campaign across the iconic Melbourne
Trams network was a natural ﬁt.

Cityscapes are a unique format that
Melburnians look to in order to ﬁnd out
what’s on in their vibrant city – so

paired with Portrait Sides the musical
was sure to be noticed. Complimented
by Street Furniture and Rail to extend
reach and build frequency, search
interest grew 121% since the campaign
launch. Now that’s a result worth
making a song and dance about!

121%

search interest growth
since the campaign launch
Google Trends

I’LL BE EATING FOR LOVE
With the timing of the campaign kicking off just
before Valentine’s Day, you might have thought
the latest campaign for Uber Eats was just the
V-Day dinner inspo you needed.
Look a little further, and you’ll see Sacha Baron Cohen as an Aussie umpire
dedicated to keeping the score at ‘love’ in the Australian Open.
Coupling an attention demanding tram wrap with Street Furniture designed
to dominate in Melbourne saw Uber Eats’ strategy on point – tra c close by
our Young & Jackson site, a key area that funnels audiences to the AO
venue, jumped by 18% week on week in the lead up to the Open*, ensuring
that their message was aced.
Source: JCDecaux Adsquare Mobility Data, w/c 6 Feb 2021

SOMEDAY WE WILL ALL
BE TOGETHER ONCE MORE
If isolation and travel restrictions have shown Australians anything, it’s how much we miss
the people and places we truly love. Qantas have used JCDecaux’s iconic Large Format sites
at Sydney and Perth Airport, to stand in solidarity and remind us of travel’s ability to make
long lost connections and memories.

A recent report by KPMG revealed that our thirst to travel will help re-boot
domestic tourism. With

61%

of Australians planning on booking a holiday
between January and June 2021.

COMMBANK PULLS
ON THE HEARTSTRINGS
working for Commbank, who have ranked in

the top three of Brand Finance’s top 100 most
valuable brands for four years running.

Using a combination of JCDecaux formats,
including the unrivalled national Digital Large
Format solution to drive scale and impact, and
the high-class LUX network to engage a uent,
local audiences, Commbank expertly uses
emotive creative to drive more meaningful and
memorable connections.

The above campaigns shine a light on the
importance of creative in Out-of-Home – if we
want to be truly moved by brands, strong
creative is required to really connect with
audiences when they are out and about.
Recently we announced the launch of JCDecaux OPTIX, a creative testing tool that
gives advertisers the opportunity to optimise their creative impact in order to drive
audience engagement and viewer attention. Using data and machine learning to
develop a model for visual salience, this innovative tool is designed to help advertisers
understand if their Out-of-Home creative is attracting the right amount of attention,
in the right places.
Access to

is prioritised for Transit advertisers in 2021,
so get moving!

Total national audience volume
JCDecaux Adsquare Mobility Data, as at w/c 6 Feb 2021, compared
to pre-lockdown levels (22 Feb 2020 - 13 Mar 2020)
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82% 80%
ROADSIDE
LARGE FORMAT

SUBURBAN
STREET FURNITURE

Audience at -18% pre-COVID levels

Audience at -20% pre-COVID levels
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If you have feedback or suggestions, please
get in touch at TheFrame@jcdecaux.com
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Since their brand refresh last year, Commbank
has been bringing feelings of hope and heart to
Australians, and this month’s ‘Can lives here’
creative evokes nostalgia of summers spent
playing cricket with friends and cleverly aligns
with Commbank’s Cricket Australia partnership.
Brand building is especially important in the
ﬁnancial services category, with the IPA
recommending a split of 80% branding, 20%
activation (versus the standard 60/40
recommended split). This strategy is certainly

