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THE WALLED 
GARDENS



The garden walls are only growing higher
2019 Revenue estimate and market share for Google, Facebook, and Amazon

Duopoly + Amazon share of US digital ad spending, 2018 & 2019 
(% of total digital ad spending)



Deterministic user data 
at scale

Holistic, integrated 
global solution at scale



WALLED IN
CONCERNS



For advertisers, brand safety and fake news 
are still top of mind

37%

brand safety 
is a top concern

31%

avoiding fake news
is a top priority

Source: Industry Pulse: Advertising trends, technologies and priorities that will shape the industry in 2019,” Integral Ad Science, US & UK March 2019





Social media awashed with fake news and dangerous content 
during pandemic



Believe brands choose 
where to advertise

Believe brands are a reflection of 
the platform they advertise on

Sources: Teads Advertise Responsibly Study with GWI, August 2019; Source: Teads’ proprietary study fielded by CensusWide, “In news we trust”, 2018
*Q17. From which media type are you most likely to trust/remember advertising/brand content? (vs. 30% Television; 18% Online News Publications)

81%
of respondents

55%
of respondents



57% 
expect news in social 
media to be largely 

inaccurate

Source: PEW Research, News Use Across Social Media Platforms 2018;  Newspaper Fact Sheet

11%
Trust ads in social 

media

https://www.journalism.org/2018/09/10/news-use-across-social-media-platforms-2018/
https://www.journalism.org/fact-sheet/newspapers/


trustworthy publications
“Fake news” is forcing consumers to seek out

Source: Teads’ proprietary study fielded by CensusWide, “In news we trust”, 2018
*Q17. From which media type are you most likely to trust/remember advertising/brand content? (vs. 30% Television; 18% Online News Publications)

Has ”fake news” made you more likely 
to find your news from news outlets 
you trust, % of respondents

36%
43%

19%

Yes, much more likely Yes, somewhat more likely No, not likely

Over

75% 
of respondents are 
more likely to seek 

out trustworthy 
publications

9%

14%

18%

24%

26%

28%

22%

19%

35%

21%

10%

17%

Accurate

Trust

Knowledge

Influential

Fake

Sensationalized

Social Media (eg. Twitter, Facebook) Online News Publications*

Which of the following words do you associate with 
social media and online, % of respondents

only

11% 
of respondents 

trust ads in 
social media* 



Walled gardens 
represent the real 
privacy threat

Single sign-on data is Personally 
Identifiable Information (PII)



difficult to utilize 3rd party 
measurement 

user data are not the advertisers’ 
but rather owned by walled gardens

User data

3rd party 
measurement



Source: Moat Performance, YTD, marketingweek.com

Social media users have a very short attention span

Average In-View Time
for a Newsfeed Ad

(according to P&G)

1.7
seconds



THE OPEN
GARDEN



Better and more scaled 
targeting

Programmatic integrated 
The open internet

Small pubs on level playing 
field with large pubs

Digital ecosystem is 
much more efficient



CONCERNS 
IN THE OPEN 
GARDEN



Complex & Layered Tech Stack
Multiple layers of tech fees

EXCHANGEDSP

DATA SSPAD SERVING

CREATIVE



Friction
VAST Errors
65% Data Match Rates
Lack of non-CPM pricing models
Significant man-hours troubleshooting



Quality Risks

Advertisers 
believe there 

are significant 
programmatic 

challenges
according to US Digital 

Media Professional 
Respondents to 

eMarketer survey

Source: eMarketer; Integral Ad Science (IAS), "Industry Pulse: Advertising trends, technologies, and priorities that will shape the industry in 2019," Jan 29, 2019 (% of respondents who agree)

46%
Programmatic 

ad fraud

44%
Transparency

40%
Brand 
safety

37%
Scale of 
premium 
inventory

35%
Viewability 

levels



Brand Safety incidences increased in 2019

* Authentic impressions are those that are collectively fraud-free, viewable, brand-safe, and in-geo
Source: DoubleVerify Global Insights Report 2019

68%

17%

77%

55%

LATAM EMEA North
America

APAC

% increase in brand safety 
incident 



Low quality 
publishers 
are on a level 
playing field 
with quality pubs



Duplicate supply sources dominate programmatic 

Source: Jounce Media

“Many publishers now run 5 or more concurrent 
auctions for each available impression using a mixture 
of direct integrations, pass-through intermediaries, 
and multi-hop reselling.”

- Jounce Media



Both of these gardens pose a threat to quality journalism



THE CURATED GARDEN

Under one holistic 
integrated platform

Unity of the world’s 
Best publishers



Low fraud

Brand safe

Better user experience

Inventory transparency 

clean advertising experiences



Source: Moat Performance, YTD, marketingweek.com

Social media users have a very short attention span

Average View Time
for a Newsfeed Ad

(according to P&G)

1.7
seconds

VS 11.6
seconds

Average View 
Time for view-to-play

(according to Moat)



Results of neuroscience 
research show ads in high 
quality sites generated very 
positive reactions vs. the 
same ads on low quality sites 
which were actively disliked.

Why a curated 
garden?

+74% 
more 

likeable

Ads seen on high quality 
sites are perceived 

than the same 
ads seen on low 

quality sites

+20% 
higher 

engagement

Audiences on high 
quality sites showed

than on low 
quality sites

+30% 
greater 

memorability

Campaigns on high quality 
sites stand to benefit from

driven by brand
suitable content

Source: IAS, The Halo Effect: Ad Environment & Receptivity Study. Measuring consumers’ neurological 
reactions when seeing the same display creatives next to high- and low-quality mobile web content.



THE 
CURATED 
GARDEN

THE 
WALLED 
GARDEN

THE 
OPEN 

GARDEN



+55% Total Traffic Growth in EMEA since the first reported 
case of COVID-19 in China.

Source: Teads Internal Data, UK, Germany, Italy, France, Netherlands, Switzerland, Spain
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Traffic on Health, Politics, News and Business content have 
more than doubled compared to last month

Source: Teads Internal Data, Argentina, Chile, Colombia, Mexico, Peru, Australia, Japan, Singapore, South Korea, US, Canada, Italy, Spain, France, Netherlands, Switzerland, UK, Germany, UAE, 
Qatar, Morocco, Egypt 

106% 100%

10%

235%

177%

-18%

38%

News Business Entertainment Health Politics

Sports

Tech

%  Traffic Change in the last month to March 18th

+186% in Argentina +222% in 
Switzerland

+75% in Singapore +456% in Brazil +417% in Maroc +25% in Qatar +167% in QuatarMax
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News category consumption increased by +148% in Italy
since the first reported case of COVID-19 in China

Source: Teads Internal Data, Italy
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Law, Gov't & Politics



Personal Finance category consumption increased by 
+137% in Italy since the first reported case of COVID-19 in 

China

Source: Teads Internal Data, Italy
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Shopping, Food and Economy topics consumption 
have increased in the last month
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Source: Teads Internal Data, Italy

+85% Business
+13% Entertainment

+120% Health

+91% Politics
-14% Sports
+59% Tech

% Change in the 
last month to 
March 18th
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+155% Food
+1818% Shopping

+12% Travel

% Change in the 
last month to 
March 26th

+27% Auto
+231% Economy
+168% Finance



Quality journalism matters today 
more than ever





THANK YOU
The Global Media Platform


