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Source: comScore, Media Metrix, June 2019

Quality & 
Incrementality 
at scale 
remains a 
challenge

Curated 
Internet

With Guaranteed 
Outcomes

Open Internet
is risky

Fraud, Brand 
Safety,

Low Quality 
Publishers, etc.

Duopoly
Advertisers are 

overinvested & have 
brand safety, fake 
news challenges

61% Investments
vs 

32% Time Online



Non-exclusivity 
publishers 

Duplicated Inventory, leads to competing against yourself

Non-exclusive 
placement 

No full stack
technology

Creative frictionNon-direct 
integration 

Non 
transparency 

or control 



Other challenges

No full stack
technology

Creative friction Non 
transparent



CPC Traded Campaigns have many imperfections

Drop off between 
clicks & landing 

Paying for duplicated 
user clicks daily 

Buying the same user 
multiple times from 

multiple sources

50% 10% 30%



Teads approach to those challenges 

Advertiser

Max CPM Max uCPC
Max Cost Per 
(Incremental) Visits
*Managed Service only

Rolling 28 days lookback window

Teads Universal Pixel is mandatory

Teads Universal Pixel is mandatory Billing only 1 Click / User / Day

Teads Universal Pixel is highly 
recommended

Qualified Traffic Optimization
15 seconds on site or 2 page views per sessions

Incrementality (optional)
Exclude your current overall traffic for a rolling 28 days period
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Let’s define the metric that matters

Time spent
Number of 

page 
views 

Sales

App-
download 
& even in 

app

Bounce 
rate

LeadNew users 



Qualified Visit
- Time spent 
- Number of page views
- Bounce rate 

New Users

Lead 
Sales 

App-download & 
event in app 



Do you really know those metrics ? 



Time spent & Bounce rate
Google definition 

Bounce rate Time spent

Bounce rate is single-page sessions divided by all 
sessions. or the percentage of all sessions on your site 
in which users viewed only a single page and triggered
only a single request to the Analytics server

The amount of time spent on a page

11:00 11:05 11:09 11:12





How we can target the right person ?

Automatically generate 
look-alikes of your site visitors

Third party is too expensive 

Data targeting restrain scale 

Teads interest Graph  

Automatic improvement based 
on machine learning 



Prequalify your traffic through the creatives
Target the right audience by defining the right creative 

40-60MenWomen 25-35



Source: Teads Campaigns

CTR can increase 
Up to 

40%
By switching the 
first & the second 
pictures in a 
carousel *

1

8 in 10 
advertisers run only 
with 2 creatives 



Teads Universal Pixel No Pixelvs.
Image pixel & S2S available

CTR Optimization

Lowest uCPC

MisClicks Prevention

Landing Rate Optimization

Qualified Traffic Optimization

Incrementality

No Pixel,



Tools advised to simplify your pixel management
Teads is integrated with the following solution



Curated garden
Attentive reading of 

quality content media

Landing page recommendation
User behavior is very different for each channel 

Search
Intent to buy / 

lookup somethin

Social Network 
Fast broswing



Speed matters in a mobile first society

1 second delay would 
cost 1.6B$ of sales yearly

400ms would reduce 
searches by 0.6%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 5 10 15 20

Based on Teads Data

%
 o

f p
eo

pl
e 

la
nd

in
g 

on
 th

e 
w

eb
si

te

Loading time in seconds



Campaign duration

Other elements that matter

SitelistDaily Spent 



Thank you, any questions?

The Globa l  Med i a  P l a t f o rm


