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AGENDA

Consumers are paying more attention and seeking trusted
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Changing consumer content consumption trends
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Brands can take the lead by demonstrating relevance
and leadership mE®itcy—r v hTOTSVF 1 V7 - GEREED BHA

Rare media opportunity for brands to “Play Offense”
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The road to recovery
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CONSUMERS ARE PAYING
MORE ATTENTION

HEEIKIYEIERCERERT L1




TRAFFIC IS SPIKING

Consumers are reading more content online
HEERA YAV TEDELDIAVT Y ZEFRATVS
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Teads Global Web Traffic Increases in Traffic per Market

Mar 2nd to May 11th
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INCREASED MEDIA KPIS AMONG ENGAGED CONSUMERS

Average CTR is 10% higher for ads running in Coronavirus content
IAFOAIINABEIY T VICEBEH S NBALEDFICTRIZTO%E LY

Average March Click Through Rate (CTR)
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Source: Teads Internal Data, Global, 3/1-3/21/2020 ;ea,dA



INCREASED MEDIA KPIS AMONG ENGAGED CONSUMERS

Average In-View Time is 17% higher for ads running in Coronavirus content
AOF IV ARBE Y T VY ICiaE S NIc L E OFIIREERREIE17% R W

March Average In-View Time
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OUR KEY TAKEAWAYS

Why consumers are more engaged with ads in Coronavirus content
HEENIOSVAIILAOAYTUYICERESINDAENELZRFDERH

= TI ME ‘SUBSCRIBE

C elebrities and musicians from around the world
will digitally gather together Saturday to take

part in One World: Together at Home, a concert special
thrown by Global Citizen in collaboration with the
World Health Organization (WHO). The special is meant
to support frontline healthcare workers and raise funds
for the WHO’s COVID-19 Solidarity Response Fund,

G TOYOTA

We're Here for Yo

Farmily
Today and in

The event will air in multiple parts. A digital stream will
air from 2 p.m. ET to 8 p.m. ET. A linear broadcast will
then air from 8 p.m. ET to 10 p.m. ET on NBC, CBS and
ABC in the United States. (The event’s website contains
information on how people around the world can
watch.)

The One World: Together at Home wehsite calls on

1. consumers are

more engaged with
the content and

therefore the ads

HEBEIREI VYT YYERGEL
BHS, REICHBELEFEET,
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= TIME SUBSCRIBE

|E elebrities and musicians from around the world
will digitally gather together Saturday to take
part in One World: Together at Home, a concert special
thrown by Global Citizen in collaboration with the
World Health Organization (WHO). The special is meant
to support frontline healthcare workers and raise funds
for the WHO’s COVID-19 Solidarity Response Fund,
which goes directly to the WHO’s global response to the

= Miermieh lsami

Don't just work,
work together

in Teams

The event will air in multiple parts. A digital stream will

air from 2 p.m. ET to 8 p.m. ET. A linear broadcast will
then air from 8 p.m. ET to 10 p.m. ET on NBC, CBS and
ABC in the United States. (The event’s website contains
information on how people around the world can
watch.)

The One World: Together at Home wehsite calls on

2. most ads share
relevance with the
content (Coronavirus)
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CONSUMERS ENGAGE MORE WITH ADS ON PREMIUM CORONAVIRUS CONTENT

Consumers are 41% more likely to engage
HEBEEREETERRIOFT VAR T Y LTEIBLEICELDELZEFE WS, 41%DHEENT YT —IT %,

Likelihood to engage with ads adjacent to Coronavirus content
(index values against General Coronavirus news content)

AOF DAL RAQAY T VY PEEEFRICRESINIAESICHNDAREE (—RIBIOFIVAMIAZ 12—V TIUVICHT 414V T Y 7 A{E)
141

+41%

100

General Coronavirus news content Coronavirus content on premium or
recognizable news brands

Source: IAS ;m



LOOKING FOR ANSWERS
THEY CAN TRUST
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IN A CRISIS, MISINFORMATION & DANGEROUS CONTENT ABOUNDS. ...

...from conspiracy theories and miracle cures, to inciteful language
BRI T TIE. BRoICBERPRKRGAIVT VYV ERDELREBRIEHER, BEFRPHTHOGEENS. RENLEEEXT,

David Icke £ @davidicke - Apr 5 v @ DXN Way of Health,Wealth & Happiness Nuwakot
New York doctor - it's NOT 'COVID-19' - people are dying through lack of January 31 at 1Z154AM - G

oxygen (5G STOPS PEOPLE ABSORBING OXYGEN) ow.ly/AMrc30gvuvV #F or Public Info sbout #ComnaVins

NY.EMERGENCY DOCTOR - THIS IS NOT 'COVID-19" #Good news, Wuhan's corona virus can be cured by one bowl of freshly
IPEOPLE’ARE DYING THROUGH LACK OF OXYGEN boiled garlic water

Old Chinese doctor has proven it's efficacy. Many patients has also proven
this to be effective. Eight (8) cloves of chopped garlics add seven (7)cups of
water and bring to boil.. Eat and drink the boiled garlic water, overnight
imprevement and healing.

Above all else, PRAY#share please! #More

T Gargeroii Sidell =

(5G STOPS PEOPLE'ABSORBING OXYGEN)

Q 215 11 893 O 14K

DAVIDICKE € O

=

- Kevin McCarthy &
(‘ @GOPLeader

Everything you need to know about the
coronavirus can be found on one, regularly-updated
website:
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2/3 OF CONSUMERS CONSIDER NEWS ORGANIZATIONS
AS THE MOST-RELIED ON INFORMATION SOURCE

2/3DHBEENREEE DBEHRRICHKREFT 2R

% of audience who are getting the most of their information about the virus from each source

= : % O S . =

Major news organizations [ MMM @@ 67 67 66 65 63 59 55 52

National government sources | MM + 41 50 36 34 31 32 25 40 63 45

Social Media [ NN @ 72 20 33 26 26 64 32 21

Global Health organizatios like WHO || NG > 20 18 43 26 45 30 27 46 46 36
National health authorities like the CDC || NN 2° 15 25 28 37 41 18 45 25 36 20
My friends and famity [ N - 36 34 44 20 02 25 02 30 20 21

Local government sources _ 26 27 29 28 15 27 27 20 51 33 21

Source: Edelman, March 2020, Brazil, Canada, France, Germany, ltaly, Japan, S. Africa, S. Korea, U.K. and U.S. ;m



NEWS CATEGORY CONSUMPTION INCREASED

by +46% since the first reported case of COVID-19 in Wuhan, China
Za—XAT7TT) DEENL6%LL EIEM,
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Global Traffic - News e %, Change vs. Week Dec 30- Jan05
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NEWS CATEGORY CONSUMPTION INCREASED - JAPAN

by +49% since the first reported case of COVID-19 in Wuhan, China
HADZ2—XA73") OEEIF49% U -1EN,
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CONSUMERS HAVE NO ISSUES WITH ADS NEXT CORONAVIRUS CONTENT

More than 80% of consumers have unchanged or more favorable brand sentiment
JOFBEEREICRESNDAFICONT, BEEDBOWULNT TV RAX—IZD5RKRWN, KDFENBRT IV RREZRD

April Consumer Brand Sentiment

m More favorable toward

the brand
EDTSYRADIFEEEZ S

m Unchanged sentiment to
the brand

T2 RAX—=IDEALIETR L

ess favorable toward

the brand
FEL BN

Source: IAS ;m



CORONAVIRUS CONTENT CAN BE
BRAND SAFE & IS VERY RELEVANT -cv v 120av 7o visss ke—sesn. mewmmn

fos Angeles Thmes o group™ Qa =

far 31, 2020, 01:12pm EDT
LIFESTYLE

10 ways to work out at home while you're Thank You, PrOduc,tion
stuck inside Workers, For Keeping Us Bluntly Blocking COVID-19

In Groceries During The Keywords Is Not Right:
/?% ‘
I

Coronavirus Crisis
GroupM’s Montgomery
You don’t need to leave your house for these workouts. (Sandra Navarro / For

“ Jim Vinoski Contributor ©

Manufacturing

Twrite about all facets of manufacturing GROUPM IN THE NEWS
The Times)

March 30, 2020

By MELINDA FULMER

MARCH 26, 2020 | 7 AM

n u > On my radio this morning, the DJ took a moment to thank y i n @
the truck drivers who delivered her food to the grocery

Gyms and exercise studios may have closed their doors, stores, braving the coronavirus hazards to do so. Then she

but there are still plenty of ways to get your sweat and thanked the train operators on our railroads too, for m
stretch on at home with free YouTube channels, social VIA BEETCAM — The brand safety leader at the world’s

media live streams and free on-demand classes from biggest media-buying agency is urging advertisers




CONSUMPTION & BUYING HABITS
ARE CHANGING

HEBADEEBERELLTWS
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WHAT ARE CONSUMERS READING
DURING THE COVID-19 OUTBREAK?

The ranking of the most read contents reveals growth across a wide variety of interests

BEbEZ{GENIATIVOVYDOI XV T IE,. BEEOBELMNEOE{LNENTWS

Health, Disease,
Wellness,
Hospitals

Science Labs /
Pharmaceuticals

Business / Careers

Economy / Debt, Inflation

Finance Loans

Source: Teads Internal Data, US

+68%
156M

+21%
21M

+52%
21M

+39%
oM

+41%
AM

Food recipe, ingredients

Food Utensils, Cookware

Health / Diet

Home / Gardening

Society / Religion

+23%
123M

+28%
57M

+13%
39M

+16%
11M

+27%
15M

Video Games

‘ Tech / Computing

Shopping Onling,
Discount, Coupons

Social Media /
Social Apps

Comedy

+60%

8M

+24%
25M

+24%
39M

+18%
38M

+12%
12M

Teads



WHAT ARE CONSUMERS READING
DURING THE COVID-19 OUTBREAK? W

HEOOFIAIILARET. BEERIEARI YTV ZFHATWSEDL,
BADI—Y—(CHRLE{EENTZIVTIYDOPVI VXY - BE % (Growth Index) 7—4

JAPAN

Health, Disease, Movies Education : :
1 Wellness, Hospitals 30M 8 b 9M 1 5 e 8M 23 Society Migrants, Protest 4M
. FR. A o +7P e BE. fi# 6P
Social Media / Social Apps Polic T .
NS 3 ymakers, Institutions oM Fashion Men :
2 i—/v)b\ =2 )L X 18M 9 B, AR +99p 1 6 BHETFyvY gy ™M 24 I_-;_or_nzliwrt(?rlo_rsU7 4M
TAT. V=¥ ILF T +6P : 7P ZI8 ST ) +15P
Food recipe, ingredients 14M Business Careers oM Politics Japanese A M 25 Tral/el‘\HoteIs _ 4M
3 TJ—RLYE. B8M +10P 1 0 EYRR, FvUT +15P 1 7 BB dﬂ,‘,ﬁ +60P ~ SN RFTIL P
Entertain Hobbies 4M
Family, Children 12M . oM . 26 | Drawing Painting
4 iy Syting PP Sop 1 1 Fashion Women P 1 8 | MU%SIC 6M EE . O -25P
= +4P
, , Video Games 27 e ID o4 4M
Shopping Online, 11M 1 2 EFH - AYS1> oM Fashion Beauty 6M | R, 1Ty b &5 +40P
5 Discount, Coupons 4P RN Jr7yyayv, Ea—F1—
AVSAvIavEVY, : +60P -10P
FTARAAVY N TRy At 3M
1 3 Books oM 20 Tech, Computing SM 28 SEIES +10P
Entertain Celebrities 10M AR, MES +7P Fys. OV —5— 5P
O | os-Frxvh. = o
Phone
1 4 Busingss Companies, Enterprises 8M 21 Law, ;&2 5M 29 | e 3M
N N _ = > 1
7 Bt TV oM TEER. TVF—TF1X +27% -23p +7P
IVH—TARAYKN TV +8P
Health Exercise ) 4M Food, Cuisine 3M
Source: Teads Media Barometer / Ranking by volume of page views for the week starting April 13th and growth index between week of 22 BE. T/ X BEm. RHEE +6P

March 2nd vs week of April 13th / 48138750 1BRDR—YE1—5vF V5. 8LUBE2HDBA 548 13H DBDERIEH +27P



ECOMMERCE IS AT RECORD LEVELS

EJON—XADHGIFEIRMIC LR
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Source: Emarsys ;m



A BRIGHT SPOT FOR THE FASTEST

GROWING CATEGORIES IN ECOMMERCE

edV—ATABRLTWSATIY

March 2020 vs March 2019

Disposable Gloves

Bread Machines

Cough & Cold

Soups

o O D=

Dried Grains & Rice

Source: Stackline, U.S. data.

+670%

+535%

+397%

+386%

o O 0 N O

Packaged Foods

Fruit Cups

Weight Training

Milk & Cream

Dishwashing
Supplies

+377%

+326%

+279%

+275%

11
12

13
14

15

Paper Towels

Hand Soap &
Sanitizer

Pasta

Vegetables

Facial Tissues

+264%

+262%

+249%

+235%

Teads



CONSUMERS FEEL THAT
SPENDING WILL GO BACK TO
NORMAL UNDER THREE

MONTHS

HEEIE
3NBLUARICEZED
BEICEDERKRUTWS

Spending Returning Back to Normal

33%
25%
14%
12%
. ] l

Under 3 months

ource: LUTH Research, April 29, 2020

3 to 6 months

6 to 9 months

9to 12 months

Longer than 12 months



TAKE THE LEAD

BY DEMONSTRATING RELEVANCE WITH THE
RIGHT ACTIONS, RIGHT MESSAGE, RIGHT CONTEXT

N—=TvhU—=KTBICE

Teads



YOU HAVE A RECEPTIVE AUDIENCE
THAT WANTS TO HEAR FROM YOU

BENTTREBEZEEN > TWLWET

84/

of consumers say that how brands act now will
determine long-term brand loyalty

84%DHEEISIT IV RN EDLS RT3 V%
SEETNZDH. b
NS0TV RADYE—KP
REAOZRIC DA S O

Source: Ad Science, March 2020, US; WPP Survey; GWI, March 2020, USA. Integral

of consumers think brands should
carry on advertising as normal

SHEEZED62%IE. 75V RIC
BEEBNLEEHITIVEMENHIEEIE
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WHAT'S THE RIGHT TONE AND MESSAGE?

BY)R N —> « Xy E—IF A,

Caring, honest, genuine, uplifting

“A caring tone. One of concern and wanting to really help.”
BUWPDOH, EE. &Y. 0emBEI 2L 5ENMVN—2,

“Honesty. Following through on what they say.”
FEE, £5WODNRZIK, 740—UTkcW,

“l want the tone to be both honest, caring and uplifting.”
FET, BUPOHLHDH, [EENEEDLOBIEZEATVNET,

“Brands that are performing humanitarian acts (like donating money,
food, community support, paid furlough etc.) speak to me more than
the run of the mill product advertising.”

ANENBITE (REOEFMN. B, MEBHIOXELRE) Z2XET ST 7Y N,
ITHEMDLEEDLIDBEONTZHDONH D ET,

“l am sick and tired of these companies stating we are in this together.

Please be original and speak from your heart.”
BEMNFCEIF—HETT, HICWET, "CVWSRREZREZESASIOHDULET,
BRTIRBW, AUIFILBREREB T, DDSE-> TS W,

Source: LUTH Research, April 29, 2020

Practical
Y

I don't like the touchy feely ads that sound so sicky sweet. Be plain and
upfront. Give pertinent information about what you are doing.”
BRICREBNG Y —VZRADLENFETEHD EFEA, bHDPI L, KEIT,
EENLTWB R ITZ, BYICERRHEL TSIV,

A streamlined explanation of exactly what they are doing to protect customers
-handing out masks as customers enter store, cleaning registers, countertops,
using devices to filter the air in the store, ensuring customers follow social
distancing.”

BERZREITDLHICERL TWBEROHAEZ L TSV, BEDEHAERICYRY
Zit. LY - ho vy —DiFkR. [EHAOEEFEFZE. BENY —IYvILT 1 ATV
AEFNDELDBHEAVCERAZEBNLET,

“Authentic & relevant. My gym sends daily inspirational emails with video
workouts, meditations, recipes. Metlife discounted 2 months of auto bills by
15%.

EEN - BEEOEVWHEDEA Y E—I & L TEZINE,
BEULTWBIYATEAYZAVNL—Z2V, BE, LYERE, REICEITTTVAYE
L—y3yvaE5Z23L5BA—IILEBHEELTVWET,

Bl Z . Metlife (IRER) Z2N0BRDEKEISBEIG|ILicLDIC. HEZICHRDH DHEE
HEh<o



CONNECTING YOUR VALUES
TO YOUR MESSAGING e » v £—vic 5 5 <pmmir =

AdAge

.
Sections ¥ Latest ¥ Editor's Picks ¥ Most Popular ¥ 2 Q
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DOVE PUTS NEW FACE ON 'REAL
BEAUTY' IN SALUTE TO HEALTH
WORKERS

Unilever brand chief realized 'these conversations about
beauty, however relevant they might have seemed a few
months ago, now seem superficial’

[#][»][in] [8] [0] [=]

By Jack Neff. Published on April 09, 2020.

Most Popular

BBDO layoffs include New
York Chief Creative
Officer Greg Hahn and
Production Chief Dave
Rolfe

Grey New York furloughs
staff, implements
voluntary salary
reductions

10 creative trends in the
time of the coronavirus

Dove has put a new face on Real Beauty advertising through a “Courage
Is Beautiful” campaign, breaking in the U.S., showing faces of

TN

7448 views | Apr 1,2020, 05:07prm EDT
Burger King Shows Us How To
Make A Quarantine Burger
(And How To Act As A Brand In
The Time Of Coronavirus)
Rebecca Vogels Contributor G

Twrite about innovative branding, communication, and story
strategies.

'I'IIE QUARANTINE

«,@l

Teads

The Quarantine Whopper BURGER KING



PLAY OFFENSE




SPEND IS DOWN

7 RARY KIETFMHA>TWS

IMPACT ACCORDING T0 BUY-SIDE DECISION-MAKERS
INAA VT A RORBRESE

10%

of buyers quickly
adjusted or paused
their planned ad spend
(Mar-Jun)

70%DILEEF
FELTWLAEE%:
ICITHAEE, FlE

—iF =1t BANS6H)

Source: IAB Coronavirus Ad Spend Impact: Buy-side 3/27/20, Magna Global, eMarketer

GLOBAL DIGITAL ADVERTISING GROWTH RATE
FIGIEEDS O—/NLREE

187

134

of advertisers are not
changing or have
not determined
changes to Q3/Q4
spend

T5%DILNEERLEE

IEZ1E L TULVR LAY, 2019
Q3&EQ4DXTHIEETE

RE LU TWLRW

2020E


https://www.adweek.com/tv-video/linear-ad-sales-expected-to-drop-12-in-2020-and-2021-due-to-coronavirus-crisis/

MORE INVENTORY T0 CHERRY PICK FROM

N7 4V IDIEZT. LEDFENRDENWS & EEENERTEZHEENIEIAXT,

Digital ad revenues
are down 19% - 25%,

News Publishers
seeing overall visits rise 56%

Sources: Teads Global Data, News Publishers week of April 5-12 vs Dec 30-Jan 5, NYT.com; IAB Sell-Side Report: Among Sellers Reforecasting Revenue Estimated Percent Change by Digital Channel (Mar-Jun) ;m



PRICES DECLINE

Prices dropped as much as 40% and is stabilizing at 30% below pre-pandemic prices
[EEDEBEMIF40%ETTMND, BE/NVTIVIRIEENRIOBTHEEED L TWET
i ————————————————————————

Global eCPM
1.20

* As cautious optimism
100 grows and stay at home
orders gradually gets
lifted, so will ad spend

0.80 and prices
- -==" Oy 7570 U RREIE—=
----------- - IClt&H EH,

0.60

« Some brands are taking

0.40 the opportunity to lock in
rates for rest of the year
—EBDILEEIFERTTD

0.20 L—hZRBET 2HE=
t 2 ULy %)o

24-Feb 2-Mar 9-Mar 16-Mar 23-Mar 30-Mar 6-Apr 13-Apr 20-Apr 27-Apr 4-May 11-May18-May25-May 1-Jun 8-Jun 15-Jun 22-Jun 29-Jun

Teads

Source: Teads data



WHAT CAN WE LEARN

FROM PAST RECESSIONS

BEDRJEBIRD S {2 F 53D

CALM

AND

CARRY
ON



n the 1990-91 recession, As a result

Plzza Hut and Taco Bell
took advantage of
VicDonald's decision to +61%
drop its advertising and ol [eieses
oromotion budget.

+40%

1990EN 591 EDESHER. Y7 RFILRDEEE Sales increased
FOE—Y 3 YERHNEIH.

EHAY hEY ANV, CNEBEE IR, RERE
EEPUIER, S50 FFNEZ0ED LR,

-28%

Sales decreased

Source: Magna Global.




“With more media consumption
now than ever, this all ties back
to doubling down, and moving
forward not backward.

This is not a time to retrench —
and that Is a service to our
consumers, our retall partners
and to broader society.”

FENETULIEZSDAT A 7HVEES NS L S5BDIULA. h
FNA VR TIFBRLEETH D EEZTVWET,

SIREIRT B3R TIEHD XA ZUTENEBIACEDHEERE. b
DINT/IN—hF— ZULTESHEANDEICDBND T, |

doubles down

RIEL TEL O EERRIC




OPPORTUNITY

FOR BRANDS

D ", EENT D

Why advertise

More inventory sases
Noise level is down mg - gaommsssan
Prices are down s fssizds

Higher engagement with ads swzvs—vzm2
Brand can project strength, stability and

leadership 75y rrza, et v—y—vy 7ermc=3

Competitors who cut spend lose share of
MING ra@mzERLcBa it EBEOLDOY = 7E%S



THE ROAD TO RECQVERY

AN —ADEDD

CRISIS NEW REALITY RECOVERY

PLAN & EVOLVE

FHE &L

PLAY OFFENSE

B3

REACT FAST

BVt

1. BUILD PLAN TO INCREASE ACTIVITY AS
STAY AT HOME ORDERS ARE LIFTED

Oy 50 UHBRERENIcDEDHEEZIBEPI ¢
& DEHE

2. STAY RELEVANT & LEAD — WHAT WILL
CONSUMERS THINK OF YOUR BRAND

BEE E U — N2

3.  BECOME A STRONGER COMPANY

FDBNERBT TV RIC

DEMONSTRATE LEADERSHIP AND

RELEVANCE) —5—+ v 7 mmes @
M) % EREIC

2. SOCIAL NARRATIVE

HRMDHZ A Y 2= IV Y
3.  LEVERAGE GREATER CONSUMER
ATTENTION AND LOWER PRICES ssz=0

EilZ=s. MRREEL

1. PAUSE AND ASSESS QUICKLY

—BEIEL T <ICTHET B
2. RE-MESSAGE s v e—s
3. ENSURE BRAND SAFETY & TRUSTED

CUNTEXT T2V RRELEETEZAVTFR
NZHERT B

Teads
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