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The Moments of Truth study

‘The Moments of Truth’ study by JCDecaux, Clear Channel and 
Posterscope, in the UK, proves that dynamic creative increases 

the effectiveness of digital Out of Home (DOOH) campaigns. 
Key findings from this pioneering study reveal that consumer 

brain response is 18% higher when viewing relevant content in 
digital Out of Home campaigns, which in turn leads to a 17% 
increase in consumers’ spontaneous advertising recall, and 

ultimately proving that dynamic digital Out of Home 
campaigns can deliver a 16% sales uplift.
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