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ATTENTION THAT LASTS. sempifc
IMPACT THAT MATTERS. e

NEW CANADIAN ATTENTION & BRAND IMPACT RESEARCH =
New research from Amplified shows how cinema earns more attention and sustains it longer —
and how that advantage translates into stronger immediate brand response and longer-term memory. )
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CINEMA IS THE ATTENTION OUTLIER. CINEMA KEEPS AUDIENCES WATCHING.
Cinema generated substantially A DIGITAL ATTENTION FALLS AWAY QUICKLY.
higher active attention than every 0 I ATTENTION Cinema maintains active attention over time, while Facebook, TikTok
other media environment measured. | 0 IN CINEMA and open web lost most active viewers within the first few seconds.
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CINEMA'S ATTENTION ADVANTAGE SHOWS UPINBOTH  Acossthe ke forkestuy comporisn, s
IMMEDIATE RESPONSE & LONGER-TERM MEMORY. luered the strongest result for bath immediate

brand choice and longer-term brand memory.
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> 08 — EXTEND IMPACT
START WITH CINEMA. MAKE THE NEXT DIGITAL IMPRESSION WORK HARDER.

When web exposure followed cinema, both immediate brand choice and longer-term brand memory were stronger than web exposure alone.
CINEMA BUILDS THE FOUNDATION. RETARGETING EXTENDS THE IMPACT.
Retarget cinema-exposed
| | c I " E M n » D D I ﬁ"‘“. + 60/0 + 50/0 W audiences across digital channels
&_&_& HETAHGE"“G IMMEDIATE LONGER-TERM using first-party Cineplex data.
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PLAN FOR MORE THAN EXPOSURE. PLAN TO BE REMEMBERED.
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ABOUT THE STUDY: Amplified measured attention and brand outcomes across cinema, connected TV, YouTube, TikTok, Facebook, Instagram and open web, using like-for-like creative to isolate the effect of the media environment. The study included 5,400 biometric
ad views and 360K+ scaled views. Outcomes measured: Active Attention, Inmediate Brand Choice and Longer-Term Brand Memory. Results shown vs. unexposed baseline where indicated. Canadian study, 2026.
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