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B Transit Advertisements Jjeki

B Station Media: Adsinside stations
M Signboards, posters, spot media, €tc.
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BTrain Media: Advertising on trains

B Advertising postersin trains, ads above the windows, ads on stickers, ads on the exterior, etc.

Photos: /jeki website
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BCharacteristics and Needs of Transit Advertisementsjeki

B Characteristics

1) Effectiveregional media: Can be deployed in any specific region.
2) Mediawith extensive coverage of the Tokyo Metropolitan Area: Reach isbroad.
3) Compelling visual contact/repetitive contact : Consumers are exposed to adsrepeatedly along

with theflow line of their daily life.
4) Effect of imagery transfer: Recollection rate via other mediaishigh.

5) Recency effect: Contact takes placeright before purchase.

B Necds

1) Advertising expressionsin different time slots and geographical areas
Examples. Coffeein the morning; healthy beveragesin the daytime; alcohol in the evening;

desireto place an ad in specific areas or stations.

2) Interactivity
Necessary information can be provided to userswhen they need it.

3) Under standing of the attributesof users
| sthe message conveyed to the intended user s accur ately?

- =

Driveto Digitize Advertising Media
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MDigitization of Transit Advertisement _Jeki

B Advantages of Digital Signage
B ADility to respond to the changing needs of clients
1) L ocation- and time-conscious exposure : More meticulous plansfor advertising
2) Coordination with other media: TV, Web, mobile, SNS, etc.
3) Strengthened accountability: Broadcasting log and computer-based reader ship score.
4) High cost performance: Use of a single source for multiple applications
5) Creation of newsvalues. Use of AR, 3D, etc.

B Approach to Digitization

Bl Replacement of conventional media asthe main approach
1) Train Channelsin trains => Digitization of ads abovetrain doors
2) JAD Vision inside stations => Digitization of posters and signboards
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MAadvantages of Digital Signage _ Jeki

B Char acteristics

@ Centralized management and batch delivery: Ableto consolidate the
management of media with lar ge volumes of advertising.

@® Timesharing: Ableto present different contentsin different time dots.
Examples. Coffeein the morning; healthy beveragesin the daytime; beer in the

evening

@ Sclection of geographical areas. Ableto show different contentsin different areas.
Examples: Differentiation depending on the characteristics of stationsand the
time of contact

@ Support of diverse media: Ableto deliver and display various forms of digital
data including video, still image, Flash,and HTML.

1L

Bl Ableto Respond to Client Needs Flexibly in Transit Advertisements
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BExamples of Digital Signage Deployments

B | mage of the network (Advertisement model)

jeki
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Signagein trains
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elivering Contents

m Content holder

Electronic superhighway /
@@ | Signageinside stations
=

Signagein stores, station
buildings, etc.
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MExamples of Digital Signage Deployments _J€ KT

B Signagein trains. Train Channels
(JR Yamanote Line, Chuo Line, Kethin Tohoku Line, Narita Express, Kelyo Line)

e by NS

Train Channelson the On theChuolLine On the Kehin Tohoku Line

Yamanote Line

OLCD screensinstalled above train doorsto deliver videos.

O2002: Launched on new train carriage on the Yamanote
Linein sequence.

(O2006: Launched on the Chuo Line. | mmev= L

O2007: Launched on the Keihin Tohoku Line. On the Keiyo Line

O2009: Launched on the Narita Express.

0O2010: Launched on theKeiyo Line.

—y
Yamanote Line: 52 train formations x 88 screens = 4,576 screens Expected
ChuoLine 68 train formations x 80 screens = 5,504 screens (sum of train formation patterns) .
Keihin Tohoku Line: 83 train formations x 80 screens = 6,640 screens Size: 20,000
Narita Express: 22 train formations x 32 screens = 704 screens Screens
Keiyo Line: 24 train formations x 80 screens = 1,920 screens
(installation to be completed in August 2011)
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BExamples of Digital Signage Deployments

B Train Channds: Trendsin salesand number of screens

Jjeki

Million JPY
(Million %’000
4,000
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2,000
1,000
FY 2002 2003 2004 2005 2006 2007 2008 2009 2010
4,576 screens

Launch on the
Yamanote Line

Launch on the
ChuoLine

The size of the operation is 20,000 screens of signage

Launch on the
Keihin Tohoku Line

network installed inside trains used by 50 million
passengers/a week.
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Keiyo Line

6,640 screens
Launch on the Narita
Express 704 screens
Launch on the ‘

1,920 screens
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MExamples of Digital Signage Deployments _J€ KT

B Train Channels. Examples of programs

OReal-time content OEntertainment and
other content

Trivia(Quotes) Trivia (Space)

M Characteristics of Content

O Oneprogram lasts for 60 secondsin
principle.

O Theratio between content and
commercialsisroughly 4:6.

O Popular programsinclude news,
weather reports, and cartoon films.
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MExamples of Digital Signage Deployments _J€ KT

B Network expansion of signagein trains

Train Channgls Japan Railway Company
West Vision by West Japan Railway Company

L 4
®aus?

OSince July 2009:
Signagein Tokyo and Osaka has
been connected to form a network
through coordination among
railway signage oper ators.
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Jjeki

65-inch screens at the Tokyo Station
Central Passage (11 units)

BExamples of Digital Signage Deployments

B Sionageinside stations. J AD Vision

65-inch screens at

65-inch screens at

Akihabara Station
Centra Exit (7 units)

Akihabara Station Denki-
Gal Exit (8 units)

65-inch screens at Gotanda
Station (2 units)

65-inch screens at the Tokyo Station
Kelyo Passage (10 units)

*|nclusive of 16 units
at Senda Station.

225 Screens at 16 Stationsin

52-inch screens at Yokohama Station
Central Passage (5units)

Tokyo M etropolitan Area
264 Screens at 31 Stationsin
Eastern Japan Area

65-inch screens at the Yokohama
Station South Exit (16 units)

65-inch screens at Shimbashi
Station (10 units)

65-inch screens at Shibuya
Station (8 units)

OSome screens have been installed vertically to directly confront the flow of customers.
OScreens support video and still images, and clock synchronization (no sound).
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65-inch screens at the unrestricted passage
of the Shinagawa Station (44 units)

MExamples of Digital Signage Deployments _J€ KT
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MExamples of Digital Signage Deployments _J€KI

BJAD Vison: Trendsin sales and number of screens
(Limited tothe Tokyo Metropolitan Area)  (Number of

(Million JPY) Screens)
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'MExamples of Digital Signage Deployments _Jeki

B Network expansion of signage inside Stations

OFrom February 2012:
Signagein Tokyo, Nagoya, and Osaka will be connected to form
a networ k through coor dination among railway signage oper ators.
=> 227 screensin 18 stations

r

East Japan Railway Company
: 136 screens at 13 stations

West Japan Railway Company
: 55 screens at four stations

Central Japan Railway Company
: 36 screens at two stations
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MExamples of Digital Signage Deployments _J€KI

B Demonstration experiment for Eki Digital Signage Networ k ER

OJoint demonstration experiment for digital signageinside major stationsin
the Tokyo Metropolitan Area
*Term: June 21, 2010 through the end of March 2012

Main Entity: Digital Signage Promotion Project (consisting of the following 11

companieslisted in the Japanese alphabetical order)
Odakyu Agency Inc.; KeloAgency Inc.; Kelkyu Ad Enterprise Co., Ltd.; Keisai Agency Co., Ltd.; jeki; Seibu
Railway Co., Ltd.; Tokyu Agency Inc.; Bureau of Transportation of the Tokyo M etropolitan Gover nment;
Tobu Railway Co., Ltd.; Metro Ad Agency Co., Ltd.; and Monorail Agency Co., Ltd.

L ocationsfor Installation: 27 screensin 20 stationsof 11 railways
(52-inch, horizontal screensin principle)

*All sites are equipped with a facial recognition system to verlfy dlfferent indicators
of effectiveness. :
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MExamples of Digital Signage Deployments _J€KI

B M echanism of the Facial Recognition System ER

L4

Iy

Specifications of the facial recognition system
B Measurement range: Within approximately five
metersin front of the unit

W View angle: Approximately 60 degrees

Number of people passing in
front of the screen

Number of viewers

Automatically detects human faces base m Automatically detects the flow and
on the images captured by the camera move of PeopI e based on the images
W captured by the camera.

T  Determines gender and age groups based on W
the facial images detected.

4 .
Records only numerical data after estimating gender Records only numerical data.
and age groups.

Record
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BChallenges for the Future jeki

/~ MEstablish a position astransit media )

@ Networking: Standardization of specifications

@ Focus on contents and methods of expression: Differentiation from mass media

@ Establishment of measurement methods for media value: Use of audience tracking data

@ Introduction of new technologies: 3D, OLED, full-segment ground digital broadcasting
service (concurrent use of 12 segments and one segment), etc.

@ Need to provideinformation: Examination of the possibility of providing information in

K a disaster /

" B Effective Use of Ener gy and Resources A

@ Conservation of energy by using LEDs asthe backlight for displays
@ Examination of the possibility of recycling materials
@ Creation of energy using solar power generation and other technologies

/I L ow-cost Oper ation

@ Creation of a short-term recovery business model through cost reduction
(both initial and running costs)
@® Centralized management of maintenance and delivery operations, integrated
\_ management of servers, systemization of work flow, etc. )
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