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Only 1/5 of digital ads that Only 16% of mobile ads
can be seen are actually get more than 1 second
being watched. of attention from a viewer

Source: Lumen Research Based on aggregated attention data from Lumen desktop panel (Jun 2016 to date) and bespoke mobile tests 7%
April-dune 2019 Viewable = 50% of pixels for 1+ sec



Respecting the user's attention is the only viable option

Forcing Attention

Hijacking the user’s

attention, directing

them to the content
to show an ad

Advertiser in control

Low user engagement

Teads

Prompting Attention

Enticing the user to
direct his/her attention
to the ad without
forcing to watch

User in control

High user engagement




The media challenge = Planning for attention




The attention funnel : from viewability to attention

Reach Ad impressions Metrics

% of ads that are viewable

% Viewable
AD
VIEWBILITY Av. Viewable Time Average time which an ad is viewable for
% of impressions receiving at least on eye fixation*
AD
ATTENTION

% Seen > 1” % of impressions viewed for more than 1 second

Av Active Viewing
Time

Average duration advertising is actively viewed for

Teads

* Minimum duration 60ms



Time In view work harder for formats that don't force attention

Opt-in formats, that are not forcing the user exposure, outperformed non skippable pre-roll ads in building ad awareness
over viewing duration with a 53% vs. a 27% build respectively.

Ad Awareness Build Over Time by Format 65%

51%

37% 36%
26%

28%
22%
18% 17%
= B .
h .

6 seconds 12 seconds 18 seconds 24 seconds 30 seconds Full Ad

Pre-Roll ®Opt-in

Source: Millward Brown custom study commissioned by Teads, analysis by Teads. i m



Buying on viewable time with

Teads

Transact on any viewability threshold

. . 2cetves 08 USD
that you choose o e
Pay only for Viewable impressions . 1
Billed impressions are validated
by MOAT toensure 100% viewability )
'*usfr” ----- ).08 USD
=




Precison

The measurement challenge

Calibration No calibration

\

i

Measuring attention and

In lab with eyetracker emotion to creatives
device or glasses

Desktop eyetracking panel
Mobile panel

Testing and Improving ‘
our format s

@i

Scale

v



Quality
environments

Position

Clutter

Targetting

Fit for purpose

Source: The rules of attention, July 2019 IAB UK

The 5 drivers of attention

3X attention for content sites and premium content sites than task sites
2X attention for ads that are in line with the content vs ads served to the side.

2X attention for 2 ads or less per screen vs more than 3 ads.

2X attention and 6X more likelihood to be remembered for relevant advertising vs non-relevant.

89 0/ 0 boost in attention for optimising creatives to a platform



Higher content engagement = higher ad engagement

Nearly 9 in 10 users
view video ads in
premium content

Source: Teads proprietary study fielded by eye square, “The
Comparative Impact of Mobile Video Ad Formats,” March 2016

Video ads within premium content

= Q m [j Subscribe

Face it, we're living in a dressed-down world. But
not everyone is surrendering so easily. Here's how
three men with brash personal style—Dapper Dan,

Justin O'Shea, and Motofumi “Poggy” Kogi—are

reimagining the suit for the wild-style era.

About ten years ago, Justin O'Shea decided to do
something extreme: While his mates in London
wore T-shirts, jeans, and Dr. Martens, he was going
to wear pinstriped suits. Just about every day. (And,
of course, Dr. Martens.) Since then the 39-year-old

Australian former miner has gotten more radical

Video ads in social feeds

facebook Q o

GAP
ll\ll Sponsored

ntroducing 1969 New Generation: new blues that
Users are gnal the return of the great American jean.

42%

More likely to view a
video ad in premium
editorial content vs.
in social feeds

P Comment




The quality of attention is higher with premium editorial
than within social feeds

premiumnews.com

Only 65% of user e 80% of user

When watching from afar,life on the PGA Tour seems
like the life. You're following warm (but not too

e N g ag e m e nt r— warm) weather around the country, playing on e n g ag e m e n t

perfectly manicured golf courses in front of thousands

on social feeds - e cts F o e, interactions

is reading | on premium content
is reading

Users scroll

50%

Faster on
social feeds

. i ead invented by Teads
‘ S oRead inve

i Jonely weeks
- /s another side to the story. Ipng,
—— :‘T zrl:etlhisroad. Playing for your lvlvehhood has a funny
- - - - way of sapping the joy out of it. For some-
Source: Teads proprietary study fielded by eye square - — s e - |
.; X N . ', . “T never playe i gol ! ylilen i
o - Peterson says- Iplayed it ?oegcztl;\er/ and I wanted to

3 d
my frends and Lcould 40 OBEL 0, ey



Not all platforms are equal:
same reach, different type of

attention

(11 Tube)

Reach

Inread ads deliver better results than pre 1 4B
.4Bn People

roll for which attention is forced. As
users choose to watch, impact is
building up with time in view.
Inread ads are placed in premium AT S
environments which delivers a longer
time in view and a higher quality of
attention than social media.

ATTENTION

-+

Teads

Reach
1.5Bn People

ENGAGEMENT

f

Reach
1.4Bn People

-+



The creative , Optimizing and

0000 SFR & % 100% -

challenge | Bl designing ads
for attention




Studio Optimisations = more Atiention = more Ad Awareness
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10%

more attention
quality leads to

25%

more in-market
Ad Awareness*

Lift in Ad Awareness on

*R2 of 0.7 indicates a strong relationship between Attention Quality and Ad Awareness. All original and optimized creatives were measured by Realeyes — a leading biometric measurement
organization — to understand how consumer attention is enhanced through optimisations. When relative improvements were plotted against Teads’ in-market Ad Awareness
improvements, a strong correlation (0.7 r2) emerges between both metrics. ** Realeyes’ Attention Quality



Triangling ad visibility, emotional engagement and branding

Ad Visibility

Only Ad Visibility + Ha Emotions
= misattributed to competitor.

Only Ad Visibility + Quality Branding
= drop off

Effective Attention
Model =

Ad visibility + High

Arousal Emotion +

Qualiy Branding

High Arousal Emotion Quality branding

Quality Branding + Ha Emotions = ad not seen

Source: Karen Nelson-Field



Average Time in view (s)

30s creatives get on average 10s time in view on mobile

18

16

14

12

10

10

Time in view per creative duration

9,38

15

10,71

20 25

Duration or the creative ()

30

10,21

35

40

45



The first 2 seconds are critical
and have a strong influence on the completion rate

mmm % decay —%retention

100% 13%

90%
Decreasing the decay rate by 30% for the first 2

[ seconds, improves completion at 15s by 23% for a
30s creative.

80%

70%

60%
7%

5%
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40%

30%

20%

10%

0%

Teads

Source Teads



Designing ads for attention on mobile

STOPPING Power LOCKING Power ENGAGING Power PERSUASING Power

Why ? Only 1/5 of digital ads that can be Our brain needs less than 1s to Only 16% of mobile ads get more Teads Studio optimisations drive
y : seen are actually being watched*. process an ad on mobile and than 1 second of attention from a greater performance on KPIs vs.
generate a response** viewer<* unoptimized version****by branding

ads when attention peaks.

What ? Having your ad being noticed Convincing the user to watch Retaining the user throughout Delivering outcomes that matter
in less than 1s the end
How ? VISUAL CONTEXT STORYTELLING BRANDING
ANIMATION RELEVANCE PACE CTA
TEXT CURIOSITY INTERACTIVITY ENDSCREEN

Source: *Lumen **MMA March 2019 ***Lumen ****Teads effect of Creative Opimisation test i f ‘l ‘ i é



Different storytelling requires different optimizations

The happy end

Yohap py
Y%negative
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The pb/solution

~~—<

1234567 8 910111213141516

The stairs

13 5 7 91113151719212325272931333537394143

The roller coaster

SO

1234567 8 910111213141516

The bell

1 3 5 7 9 11131517 19 21 23 25 27

The low countries

Teads



The happy end







18%

16%

14%

12%

10%

8%

6%

4%

2%

Text is holding up attention until joke provokes smile

%happy Branding
%negative

= \/0lume attention

Text on screen

Text on screen

!

10 11

31% of
impressions

12

13 14

23% of
impressions

15

78%
76%
74%
72%
70%
68 %

66 %

62 %

60 %

Teads



How to leverage this type of asset ?

Brand early Brand above or around

FOR THOSE
WHO LIKE IT
INTENSE

#CaillerDarkMilk

+ Buy impressions with min 10s time in view (when attention peaks)

Teads



The Roller Coaster




00:00:00

Honda
HONDA - Brazil - Sound OFF - Nov 2019




Attention and positivity peak after 15s

9% Text on screen 80%
8% l
78%
7%
76 %
6%
5% 74%
S 16% of 72%
o, impressions
! E Happy% 70%
2% E i Negative%
i i Attention volume
! : 68%
1% : |
0% : i 66%
I7

Index s 7 79 90 88 85 88 88 95 97 104 100 102 99 103 106 104 101 107 105 105 106 105 101 94 100 98 \106"
retention (eadA



How to make sure your audience reach the peak of happiness

Cut the beginning Brand when happy peaks

Or buy at

Teads



The stairs
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How to leverage my content in a 15s time frame”

Creating 3x15s stories and segquencing them



The bell




Philips Sonicare
Philips Sonicare - Original (OFF)




How to maximise my impact?

Cut after the peak Brand when happy peaks

~

Treat it to micro-bubbles that feel great in-between

Buy now

Or buy at 15s time in view

+29%

Uplift in brand recognition
once optimised




Cracking the code of attention

Test and optimize your creative on mobile so that it can pass the
1s and 10s test

Plan for attention leveraging viewable buying mode, quality
environment and formats that will be noticed without forcing attention



