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Teads reinvented outstream advertising
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Viewability # Attention
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What did you focus on?
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Why should we (you) care?
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Why the first impression of an ad is so important

... because it is when the attention process kicks in

AD

Ad Exposure

©,

Attention

automatic attention

(data-driven)

50-100ms

D

Cognitive Load
cognitive responses,
categorization, recognition

300ms
Emotions Memory
emotions begin conscious feelings
(especially »relevance« evaluation) & thoughts

Teads
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0%

of viewable ads
are not actually viewed

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. T )»V | S | O N eadA
OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)



Attention is Scarce...

We face a Battle for Consumer Attention

Only

Omin

of Attention earned daily
out of 84 min of ads

Source: IPA Touchpoints data combined with Attention Data from Lumen and Tvision assuming 16 hour waking day
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Attention at its Simplest:
Two Core Components

Grabbing Attention Holding Attention
Has the content actually been When its seen, how long does
seen by a human someone spend with the content
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Attention predicts outcomes
3x better than viewability

BRANDING SALES

Attention metrics are

5% 90%
more creative attention 0
volume leads to predictive of sales lift outcomes

40% 180%

relative in-market

. more correlated with RO
awareness increase

compared to viewability metrics

Sources: Controlled tests (UK + US 5461)
Dentsu UK In The Wild Fieldwork Q4 2020, 1,038 panellists, 63,640 ad impressions
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We validated the drivers of attention

B

Quality of Media Ad Experience Relevance Creative

16

Teads



2/3 of media
effectiveness Is
driven by creative.
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Simple video edits drive higher results
on all KPIs

_at

Original

Video as supplied to Teads Branded dynamic footer + end screen

PLUTSELIG PLUTSELIG

@NER

DROMME-
BOLIGEN

DNB

Teads



Optimised creative outperforms the
original on every metric

+2,951%

View Through Rate

19
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Awareness | Mid Funnel Performance

Create immersive
ad experiences

Available on mobile

KPI: Reach & VTR

ORIGINAL

AA @ demo.teads.com @

integrity of their brand isn’t compromised.

WERBUNG >

*Stromverbrauch (kombiniert) in kWh/100 km: 24,4-19,5; CO,-Emissionen
(kombiniert) in g/km: 0. Angaben zu den Kraftstoff-/Stromverbrauchen und
CO,-Emissionen bei Spannbreiten in Abhangigkeit von der gewahlten Ausstat-
tung des Fahrzeugs. Fiir das Fahrzeug liegen nur Verbrauchs- und Emmision-
swerte nach WLTP und nicht nach NEFZ vor.

DAT-Hinweis

Effective targeting at scale in the cookieless

era.

Welcome to the era of consumer privacy. Teads

has built advanced cookieless capabilities
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inRead 3D Video
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Omnichannel 3D effects can
Increase engagement and e

il dévoile, ce mois de septembre, un premier

attention KPls | [

PUBLICITE

L'ABUS D'ALCOOL EST DANGEREUX POUR LA SANTE. A CONSOMMER AVEC MODERATION

Installé dans le quartier de Sheung Wan, il
contemple les iles et le port de Victoria.

Décoré par le studioSoho House Design,

le lieu s'inspire de l'univers feutré des films

deWong Kar-Waiet des couleurs

vibrantes de la ville.

Tandis queKate Bryan, y a disséminé, un

L1 1Y
1| L7

PUBLICIS
MEDIA




Adding motion
Increases
attention and
branding impact

Source: Kantar

content with strict editorial reviews. Beyond
this, we provide advertisers with granular
capabilities for brand safety and brand
suitability. We work with many of the most
demanding brands in the world to ensure the
integrity of their brand isn’t compromised.

WERBUNG >

SOMERSBYV , =
SPARKLING KOSE. =

Effective targeting at scale in the cookieless
era.

Welcome to the era of consumer privacy. Teads
has built advanced cookieless capabilities
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inRead Cinemagraph SQ

80%

Ad recall

58%

Brand Linkage




Take advantage
of the scroll

and increase
stopping power

Source: Real Eyes 2021

WERBUNG >

SCOPRI DI PIU

Effective targeting at scale in the cookieless

era.

Welcome to the era of consumer privacy. Teads
has built advanced cookieless capabilities
enabling advertisers to leverage Predictive
Audiences and Advanced Contextual targeting

that consistently demonstrate advertising

inRead 3D Flow




Awareness | Mid Funnel Performance

Leverage DCO To Increase Relevancy

vertisers with granular capabilities for brand safety «
srand suitability. We work with many of the mot
demanding brands in the world to ensure the integrity o
their brand isn’t compromised.

ADVERTISING

Effective targeting at scale in the cookieless era.

Welcome to the era of consumer privacy. Teads has bu
advanced cookieless capabilities enabling advertisers
leverage Predictive Audiences and Advanced Contextu
targeting that consistently demonstrate advertisi

effectiveness at scale.
Leverage our catalog of over 100 cookieless audienci
segments and create deep alignment beIween your ac
and its context.

Optimize your existing creatives.

fAost video ads are still created for the TV screen. At Tead*
have built creative technology and deep de<’

Video skin /w
countdown

act  editorial reviews. Beyond this, we prow
advertisers with granular capabilities for brand safety anc
brand suitability. We work with many of the most
demanding brands in the world to ensure the integrity of
their brand isn’t compromised.

ADVERTISING

LAATSTE KANS OMLAY'STE
KOPEN VOOR DE
WEDSTRID BEGINT

Effective targeting at scale in the cookieless era.

Welcome to the era of consumer privacy. Teads has built
advanced cookieless capabilities enabling advertisers to
leverage Predictive Audiences and Advanced Contextual
targeting that consistently demonstrate advertising

“fectiveness at scale.

LI WIGIIUS 1 LIS WUIIU WU SHOUIS WIS IR I,

1eir brand isn’t compromised.

ADVERTISING

Wauw, ongelofelijk.

N.Fiillkrug "36 (Agg2-0)

<& m 2,
CcuampioNs cHARIONS
VeAGuE: > RM*

Effective targeting at scale in the cookieless era.

Welcome to the era of consumer privacy. Teads has built
advanced cookieless capabilities enabling advertisers to
leverage Predictive Audiences and Advanced Contextual
targeting that consistently demonstrate advertising
effectiveness at scale.

Leverage our catalog of over 100 cookieless audience
segments and create deep alignment between your ad

*d its context.
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Awareness | Mid Funnel Performance

Make it easy to
find out more

Available on mobile

demanding brands in the world to ensure the

integrity of their brand isn’t compromised.

WERBUNG >

The all-new Sportage.
Built for.endless inspiration.

Movement that inspires

Effective targeting at scale in the cookieless

era.

Welcome to the era of consumer privacy. Teads
has built advanced cookieless capabilities

enabling advertisers to leverage Predictive

26
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Teads



Awareness | Mid Funnel Performance

Let the user
engage in a fun
way

Available on mobile

capabilities for brand safety and brand
suitability. We work with many of the most
demanding brands in the world to ensure the

integrity of their brand isn’t compromised.

WERBUNG >

Effective targeting at scale in the cookieless

era.

Welcome to the era of consumer privacy. Teads
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Awareness | Mid Funnel Performance

Offer a superior
user
experience

Available on mobile
KPI: Eng. & In-View-Time

\.UPUUIIILI\.—Q v [SARCERAN Jul\.\.y arru [SANCRRAN]

suitability. We work with many of the most
demanding brands in the world to ensure the

integrity of their brand isn’t compromised.

WERBUNG >

MAYBELLINE

NONSTOP MATT

NEU: Pink Edition I

65
SEDUCTRESS

[ JETZT ONLINE AUSPROBIEREN!

Ziehen und
ablegen, um
den Farbton
zu dndern

9005

Effective targeting at scale in the cookieless

era.

Welcome to the era of consumer privacy. Teads
has built advanced cookieless capabilities
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Awareness | Mid Funnel Performance capabilities for brand safety and brand
suitability. We work with many of the most

demanding brands in the world to ensure the

PUt the user integrity of their brand isn’t compromised.
In control :

2‘ SPRITZ neu
ERFUNDEN

Available on mobile
KPI: Eng. & In-View-Time

./ WENIG
8N ZUckeR >

#ENJOYRESPONSIBLY

Effective targeting at scale in the cookieless
era.

Welcome to the era of consumer privacy. Teads
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The Evidence Based
Attention Framework

Teads
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The Evidence Based Attention Framework

Optimise, Validate, Measure, Learn

Step 1

CREATIVE LAB

Pre Optimisation
TestAttention

Facial coding analysis of different
video edits + eye tracking display

> b
>

eyes L LI'=TT

Step 2

L’ATELIER

Optimisation
Creative Workshop

Formats fit for platform

Step 3

CREATIVE AB TEST

Post Optimisation
Test Brand lift

Kantar in-context content test

A B C D

‘\‘
Marketing &
Content KPIs

IKANTAR L_LII"I=TT

Step 4

LIVE CAMPAIGN

Measure attention across
the flight of a campaign

Adelaide LUI'=M

Step 5

REPORTING

Attention, Outcomes
Attention x Outcomes

Favourability

QIO
SSO50S

3
PSSl

1C 1C 100%

8¢ 8¢ 9( 9

R

Control
Exposed
100ms+
1s+
2s+
3s+
4s+
5s+
Bs+
s+
8s+
9s+
10s+

Attentive seconds

L% dynata g IRi
IKANTAR
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Measuring key moments of attention
with Creative Lab

”
v EXCLUSIVE
MORINGA EXTRACT
85.0%
AIBISCUS LS —
VORNING BLOOM
XTRACT
70.0
Emotions
Happy Confused Disgusted Sad 65.0%
Scared Surprise Engagement Negative
Valence Contempt. 60.0%
Metrics ©

0:02 0:04 0:06 0:08 0:10 0:12 0:14 0:16 0:18 0:20 0:22
% of people Average “ o

Source: Teads Creative Lab — December 22 Germany & PUIG ree)%ls
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Over 120k people tested and 95% accuracy

Neurons database
(Data points)

(M

==
& e
90bn+ 10M ( A ATTem‘ion) Hk
Brain scanning Stated J I

o Emotion
= @ b _
10bns i (LQ cognition ) | : | » predict

Eye-tracking Memory
( (%) Memory )
i ?
5M 100M
Implicit Social behavior Lﬂ
+20 years of applied neuroscience experience
+ adding 15bn+ data points
every year
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Eye tracking

95% accurate

Ai prediction

35
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Eye tracking

95% accurate

Ai prediction
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Focus

L/ ([ ] [ ] [ [ ] [ ]

Cognitive Demand
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Case study : Focus
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Can you name the brand?
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Can damaged ha
realliipe repaired?




Optimising the initial frames
for clear branding from the start

42




Cognitive Demand: 53

Focus: 44

Cognitive Demand

FFFFF
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How Creative
optimization
maximizes Attention
and effectiveness

of campaigns
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Understanding how Attention
Metrics can impact your
campaigns.

Optimizing your Assets for the
Channel .

Leveraging the Evidence Based
Framework - Come talk to us.

Teads




Thank you




