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When it comes to entertainment, 2020 was indeed a year of two 

perspectives. Consumers flocked to digital news services and the many 

on-demand media channels accessible and established in the home, 

while ‘outside entertainment’ saw mass decline in consumption.           

In Australia this resulted in entertainment and media revenue falling by 

4.5%, or more than AU$2.681 billion (PwC’s Perspectives report).  

While we all might have signed up to exciting new streaming services, it’s 

clear that we are finding a balance once more. Our love of a live gig hasn’t 

waned, and the industry is well and truly on the road to recovery. As the 

lights go on again let’s look at some of the awesome entertainment 

inspiration on the JCDecaux network right now – we’ve got you 

entertained, from the latest in LEGO innovation to Sydney’s VIVID. 

Pass the popcorn! 
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Whether you call it dosh, dough, coin or paper, cash is not going anywhere. Get ready 

for a brand-new type of ATM experience with atmx by Armaguard rolling out over 

2,100 rebranded ATMs, giving you the freedom to get cash where you need it, when 

you need it - a lunch with the girls, a dip in the pool or your favourite slice of cake.

Driven by data, this multi-format campaign with JCDecaux tapped into inner-city audiences at 

scale with Citylights, stood out from the crowd with a Tram Wrap, whilst targeted StreetTalk 

locations placed atmx close to high-street banks and ATMs, to influence where it matters most. 

Eva Donaldson, head of group marketing & communications at Armaguard Group said.

“The launch campaign tells the story of a brand 

that exists to make life easier today and a brand 

that will innovate to meet society’s evolving needs 

for security logistics in the future,”

LET ME ENTERTAIN YOU 
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And the momentum continues this year. If you were 

wondering why there was a sudden increase in annual 

leave taken last week, look no further than the release of 

World of Warcraft Classic’s expansion Burning Crusade, 

an epic recreation of the original release 14 years ago. 

The much-anticipated release appeared across the 

JCDecaux Transit network to capture the gaming 

audience with the reach and frequency required to take 

Outland by storm.

With live events and entertainment 

options grinding to a halt, it’s 

unsurprising the gaming industry 

has surged, and is now worth a 

whopping $3.4 billion in Australia.

A CLASSIC 
RELEASE 

Source: PWC, Entertainment and Media Trends Analysis; Kotaku

SUBSCRIPTION  
STREAMING SOARING 

The countdown to the iconic winter festival, 

Vivid Sydney is on! 

LIGHTS, CAMERA, TIME FOR 
SOME WINTER ACTION

CASH ME OUTSIDE

2020 was a game-changer year when it came to subscription-video-on-demand, with a rapid spike in  

streaming as people spent more time at home. Netflix alone grew local revenue by 17% in 2020. Content 

streaming is poised to further transform the way consumers work and play, with the arrival of 5G, and 

predictions are that streaming will make up 82% of internet tra�c by 2022 (Interdigital, 2020). 

Locally, the ultimate in ‘90s entertainment and one of the most popular TV shows of all time, ‘Friends’, is back 

for a reunion on BINGE. A striking multi-format JCDecaux campaign delivers reach and cut-through within key 

urban environments, staying top of mind as they target people on their journey home after work in the 

evenings. Stan’s sassy, ‘The Bold Type’ messaging and their mysterious ‘Eden’ campaigns both deliver impact, 

scale and reach across premium Digital Large Format sites, with a focus on high SOT. 

69% of JCDecaux’s Pigeon 
Project community stream 

entertainment content every day

“While the lockdown period provided 
renewed appetites for digital entertainment 

such as live-streaming, the fact remains 
there’s no substitute for live entertainment.”

After a year o�, Australia’s most enchanting night festival is back, touting a line-up that 

includes Jameela Jamil, Magda Szubanski and Flight Facilities, and promising an event sure 

to inspire people to brave the winter cold to enjoy a night out in the city. 

To increase awareness and encourage interstate audiences to travel to Sydney, Destination 

NSW are lighting up the eastern seaboard with a Transit campaign that delivers unrivalled 

coverage from the suburbs to the city. JCDecaux Transit is a powerful platform to quickly 

drive broadcast awareness - in a study by Neuro-Insight it was found that Transit formats 

are, on average, 25.9% more e�ective, when processing details versus static formats.     

of the Pigeon Project community finds out 

about upcoming live events through seeing 

posters or billboards around town. 55% 

100 MAGNIFICENT YEARS 
OF THE ARCHIES

According to the Pigeon Project, 73% of people 
consider countdowns to be more interesting,

The Archibald, Wynne and Sulman Prizes are perhaps the most coveted in modern Australian art. This year 

to celebrate the opening of Australia’s most extraordinary art event, the Art Gallery of New South Wales 

expanded its long-standing partnership with JCDecaux to bring the art gallery to the street. 

so the Art Gallery of NSW’s dynamic digital campaign ensured that in the lead up the event, all eyes are on the Prize. 

The campaign combined a dynamic digital countdown to the announcement and a quick change of artwork to reveal 

the winning portrait, with special builds that frame our Street Furniture panels like art.  

Being 100 honestly never looked so good.  

“I went to Hamilton. It was scary, exciting, 

felt like new again because it had been 

soooooo long since I had been out and around 

a crowd. The audience all sang and cheered 

like an old school pub audience. We were all 

exhilarated and felt high! It was so special.”

JCDecaux Pigeon Project respondent, June 2021

Deloitte Australia Tech, Media & Telco Industry Leader Kimberly Chang

of respondents love 
seeing advertising 
that makes them 
laugh or feel good

80%

JCDecaux Pigeon Project, June 2021 

Targeting high pedestrian locations in the 

heart of entertainment precincts to appeal 

to a younger crowd,

Parents of young children rejoice! Swapping the long-standing fear of stepping on a 

small brick without shoes on for an augmented reality world where music lovers 

can direct, produce and star in their own music video world, LEGO’s VIDYO 

appeared across the JCDecaux network in a way that can only be described as FUN.

JCDecaux’s Creative Solutions team transformed Street Furniture panels into 

immersive spaces including animated digital screens (fun), a motion activated sound 

shower (even more fun) and QR codes to launch an AR experience (maximum fun!). 

THE PLASTIC BRICK ADAPTS 
TO MODERN BUILDING

of JCDecaux’s 

community think brands 

should try to entertain 

them in their advertising

65%

JCDecaux Pigeon Project, June 2021 

If you have feedback or suggestions, please 
get in touch at TheFrame@jcdecaux.com 
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Vivid Sydney is the largest festival of light, music and ideas in the 

Southern Hemisphere, attracting 2.4 million guests in 2019.

D I D  YO U  K N O W ?

Source: Vivid Sydney

Click here to watch video  

Vivid Sydney Program is out

https://www.youtube.com/watch?v=HRXVQ77ehRQ
https://www.instagram.com/p/CPRqKLvAi0P/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CPRqKLvAi0P/?utm_source=ig_web_copy_link
https://www.vividsydney.com/blog/25-unexpected-facts-about-vivid-sydney

