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h Based on aggregated attention data from Lumen desktop panel (Jun 2016 to date) and bespoke mobile tests
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Source: Millward Brown custom study commissioned by Teads, analysis by Teads.
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Ad Awareness Build Over Time by Format 65%

51%

37% 36%

28%

26%

22%
17%

18 seconds 24 seconds 30 seconds Full Ad

Pre-Roll = Opt-in
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Teads effect of Creative Opimisation test
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The happy end

= %happy
= Y5negative

1 2 2 A R [ 7 Q a 1N 1414 19 12 14 1R

The pb/solution

1234567 8 910111213141516

The stairs

135 7 91113151719212325272931333537394143

The roller coaster

1234567 8 910111213141516

Ui

=

1

The bell

3 5 7 91113151719 21 23 2527

The low countries



N EE e s e e







—_— ~ = TéT
FT2ovalhmez
18%  cmmmm %happy Branding

16%

14%

12%

10%

8%

6%

4%

2%

= Y%negative

e\ 0lume attention

Text on screen
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Honda
HONDA - Brazil - Sound OFF - Nov 2019

00:00:00




on
—);_H
=
2
N\
R
S
\d
Sl
\l
\'l
LLI
r\-
%F
_\
4
.,
|
I

9% Text on screen 80%
o }
8% 78%
7%
76%
6% i
i
5% X 74%
1
1
1
4% 16% of 72%
1
- |mpreSS|ons
1
i ! e Happy% 70%
1
2% : : e N egative%
| : = Attention volume
: ! 68%
1% 1 I
[ |
: I
- . :7 66%

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 1y 18 19 20 21 22 23 24 25 26 27 28

Index e o 90 88 85 88 88 95 97 104 100 102 99 103 106 104 101 107 105 105 106 105 101 94 100 98 100™ !

retention (



1580 HiLE C D Vewiable
Impression B VM 1S

1151

Happy 75 &°— 27 KF D
T Ruadvu—rsa bt —0FftE

Teads



N EE e s e e







LS

Teads StudiolZ T, 15— D357
(Creative # 3. ZEHERR)

+— T AEME

Teads



N EE e s e e




Philips Sonicare
Philips Sonicare - Original (OFF)
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Treat it to micro-bubbles that feel great in-between
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