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Ireland crush
England for
the grand slam

In sport

StewartLee: ==
Don’tblame ==
the Russians

h
ﬁ} In the New Review .

The Observer

The
Cambridge
Analytica

Files

Chickens, eggs... ‘
and chocolate &g

Revealed: 50m
Facebook files .
takeninrecord SRS Rh,

Wylie lifts
thelid

data breach 3 el

New Review

Christopher Wylie, who worked =%
Exclusive with a Cambridge University aca- Like or dislike
demic to obtain the data, told the 1 The algorithm
Observer: “We explolted Facebook to 1 v e
© Whistleblower tells  harvstmitionsof peopi’sprofics. o ;';;‘Jf;s:ls all
of bid to influence votes And bullt models to exploit what we it
knew about them and target their ’ o

@ Tech giant suspends  innerdemons. That was the basis the

controversial data firm

Carole Cadwalladr
& Emma Graham-Harrison

‘The data analytics firm that worked
‘with Donald Trump's election team
and the winning Brexit campaign
harvested millions of Facebook pro-
files of US voters, in one of the tech
glanc’s biggest ever data breaches,
and used them to bulld a powerful
software program to predict and
Influence choices at the ballot box.
Awhistieblower has revealed o the
Observer how Cambridge Analytica
~ owned by the hedge fund billion-
aire Robert Mercer,and headed at the
time by Trump's key adviser Steve
Bannon - used personal Information
taken without authorisation in carly
2014 tobulld a system that could pro-
file Individual US voters, in order to
target them with personalised polit-
ical advertisements.

entire company was bullt on."
iments seen by the Observer,
and confirmed by a Facebook state-
ment, show that bylate 2015 the com-
panyhad found out that information
had been harvested on an unprec-
edented scale. However, at the time
it falled to alert users and took only
limited steps to recover and secure

e private Information of more than
50 million individuals.

The New York Times Is reporting
that copies of the data harvested for
Cambridge Analytica could still be
found online; ts reporting team had
viewed some of the raw data.

‘The data was collected through an
app called thisisyourdigitallife, bullt
by academic Aleksandr Kogan, sep-
arately from his work at Cambridge
University. Through his company
Global Sclence Research (GSR),
In collaboration with Cambridge

lytica, hundreds of thousands of

Continued on page 7

Facebook
Howits
destructive
ethos imperils
democracy
Observer
Comment, 44

Christ Yy
Photograph by Antonio
Olmas for the Observer

(O + Ileftthe world behingd Now let me tell
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20 March 2018

May's EU
deal enrages
Brexiters

Daniel Boffey Brussels
k:

Asthana
Lisa 0'Carvoll
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Data firm's executives
caught boasting of dirty
tricks to swing elections

secretary for interna

"efilmed saying how effective video
fence was on entrapment missions

Legal certainty for UK busi
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How to...?

How to watch Fury
vs. Wilder?

How to floss dance?

How to watch the
Champions League
final?

How to get the old
Snapchat back?

How to delete
Instagram?

How to delete
Facebook?

® delete facehook account
Search term

United Kingdom

2004 - present

All categories v

Web Search

+ Compare

Interest over time

Ni qte

Note

Jan1, 2004

Jul 1, 2008

Jan1,2013

Jul 1,2017



According to the iProspect
global client survey,

88% of marketers declare trust
will be a priority in 2019.
o)

say the qua er purchase




The Search For Truth

Finding Our Voice

Curation And Fragmentation

Live It Up

Ubiquitous Advertising

Doing Our Bit






Hey Google, help me with my homework




( ‘e l R - ] LIVE EVERY MONDAY
THE Jiimore Quys e BETWEEN 6.30PM - 8PM ON RADIO SALTIRE

M L —

R __. HAVE YOUR SAY AND GET INVOLVED
) DI {5 TWITTER - @MNFITBA
WWW.RADIOSALTIRE.COM EMAIL - FITBA@RADIOSALTIRE.ORG

EVERYO




° Tenor GIF Keyboard

aura

haha thanks! ye of so little faith

Me, ready for epic Love Island chats

me toooooo although [ will struggle to watch on time in france!!

We'll give you a running commentary &

Especially about the new girls entry, I'm excited!

Adam to be the first to stray

QL Search in Conversation
_Z Edit Nicknames

() Change Color

ﬂb Change Emoji

Q Notifications

-+~ Add People

. Laura Morrison
@ Diarmuid Corkery
@ Jenny Iredale

(G (Y O ¢ f ey
= B o [ﬁ ‘ Sallie Bale









INNoVATION FoR 4ooD




AL U Lo (S
LinkNYC [#&

b ik - ity PN ——FROM: ME — T0:NYC
= TR PO ]
£ N \

MAGical  ThnGS 4Z93As

SQCN IN NTC

b LoVE YOUR SELF ———ed

Wi © adamik
A SUBWAY DéoR 6PeneD
anD 2 FRIENDS wege
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So what? - 3 g

Advertising platforms are going to talk about ‘trust’ a lot — listen to their
credential fo decide whether their environment is for you

If you're after customer data think about the value exchange

- -

Start paying more attention to brand voices
" VA

Targeting works — but often a ‘shared experience’ is worth even more

-
_— g

Listen to lan Martin...

—_—
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UNITED COLORS
OF BENETTON.
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Organisational identity should inform purpose

720 S & S SR ("

ETHIGAL EAYIMG TESTING g

U s Faing:
I HANDMADE
COSMETICS






An identity crisis causes lasting
damage




Some brands have emerged with clear identities

oulb




Bulb are just being bulb




Labs
Bulb and EDMI trialling
smart EV charging

Bulb is partnering with EDMI, our
SMETS2 smart meter manufacturer, in a
trial of smart charging device...

Read more >

Labs

Life Electric

Alexandra Deschamps-Sonsino is Head
of Bulb Labs and concentrates on new
product and partnership devel...

Read more »

Outside Bulb

Green Great Britain
Week: five things you
can do today to help the
country go green

Here at Bulb, we're on a mission to help
make the UK the greenest country on
earth.

Read more >



(S ]usj’t doit.

& Justdoit.







Identify a point

of cultural
intensity Ensure a credible
link with your
brands’ identity
Execute across all
communication
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RICHARD GILL
DENTSU AEGIS
NETWORK
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The Power and Pitfalls qf
" Personalisation




Personalisation used to
come at a premium




Today, personalisation
comes as standard

®ecoo Verizon T 3:32PM @ 7 % 100% mD 4

0 Notifications

Julie followed you

Julie Roberts . and 5 others liked
your Tweet
yo i feel like s

those
‘alone” to him in

golfbasecoux  @activecouk

Mens | Womens | Train | Golf | Chil

Buttchump liked your Tweet

Under Armour Savers

*HVe®
Do
Buttchump and 2 others liked your Tweet

what if | lose all sight and ambition?

one of the cole sprou

rried2Thi

eakens my \ nE

right in front of m

if my he

| need

10} Q o2 &




But when you walk into a

—— tailor, you know what
you’'re getting




There’s a reason

companies do it

40

Personalised display ads
outperform non-
personalised ads by up

40(0)0/0

Emails that are
personalised drive

1/%

more revenue than
those that aren’t




There’s a reason
companies do it

57%

of consumers are willing to share
personal data in exchange for
personalised offers or discounts
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But this is new territory
and the rules haven’t been
written yet

Some Viewers Think Netflix
[s Targeting Them by Race.
Heres What to Know.

NETFLIX

setitup
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If we get it wrong, we will
be judged harshly

Support The Guardian Search jobs Dating | @ Signin O, Search - UK edition ~

Available for everyone, funded by readers

e [ ]
Guardian

News Opinion Sport Culture Lifestyle More v

The

Cambridge
Analytica

Files

A year-long investigation into Facebook, data,
and influencing elections in the digital age

Hide

Key stories

Revealed: Brexit
psychological warfare insider claims Vote
tool: meet the data Leave team may have
war whistleblower breached spending

limits

Revealed /50 million Facebook profiles
harvested for Cambridge Analytica in Christopher Wylie goes on the electoral spending rules could

e record to discuss his role in have been manipulated over

major data breach hijacking the profiles of millions controversial donation and that
of Facebook users in order to Vote Leave ‘tried to delete key
target the US electorate evidence®

Whistleblower alleges that
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So how do we make sure
we get it right?

3t party ou spent £243
financial —_}éa?irTg_oGt_in
data December, join
____your Edinburgh
r Pure Gym and
Location —————— burn off those

calories

SIGN UP




So how do we make sure
we get it right?

QPUREGYM

Got the early
January blues? | |___ pateand

Nothing beats them
like a workout

Your local PureGym : b1
is 0.3m away 14 Location




But it's not a question of
either or

Mark Ritson: Targeting or mass
marketing? The answer is both

The only way to achieve sustainable short- and long-term growth is to
balance targeted activation with brand building aimed at the whole

market — it’s not either-or.

By Mark Ritson 2 Aug 2018 4:00 pm




—— I need a new car




Creativity and insight in perfect harmony. presto

Honda

Dynamic at work

Many brands invest in a
single template and fit their
creative content within a
bespoke template.

Other clients separate
designs (but maintain
important similarities) to suit
their specific product.
Typically this happens when
there is a wide variance in
the offering and messaging
for a product, however all
brands continue to
extensively A/B test within
each design.

Civic

THE NEW JAZZ

THE NEW
Civic

HR-V




—— Final thoughts

Every brand
needs a
personalisation
strategy

Personalisation
requires careful
thought -
consumer trust
is at stake

Great execution
requires data,
media and
creative
working in
harmony
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Teads

The Global Media Platform

José Mounafios

ter United off the leash 09
dare?United  showed at G
Palace in extremis that they
better on the front foot bul their
manager's safety-first mentality is
likely to hold sway at home to
Liverpool

Global study

In News We Trust

RIS Opinion, T
' bespoke vehicles for his
Pinkerous talents. So why, fort
retum 10 terrestri
#20-year-old ga

Seremny Clark

examines consumers’ relationship to
news content, and differences in perception
between quality news publications vs. social
media




Methodology

Research Objective:

To examine consumers’ relationship to news
content, and differences in perception between
quality news publications vs. social media.

Markets:

U.S., UK, France, Spain,
Germany, Italy, Mexico,
Brazil

Date in field:
February 2018

Source: Teads’ proprietary study fielded by CensusWide, “In news we trust”, 2018

Measurement methodology:

Self-reported questionnaire delivered to an online panel

Primary Segments:

Adults 16 years or older, globally, who actively consume the
news (look at news once a day)

Sample: Conducted by:
N=16,000 CENSUSWIDE

THE SURVEY CONSULTANTS
2,000 from each market

52 In News We Trust

April 2018



News consumption trends



Consumers actively consume the news across

all mediums at least 1-5 x per day

Active consumption of the news,
% of respondents
’ P 50%

14% 16%

1% I o% 3% 1% 3%

] — —
Over 20 times per 11-20 times per  6-10 times per  1-5 times per day Once every 2-3 Once a week Once a month | never actively
day day day days consume the
news

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018
Q.1 How often do you actively consume the news? (By consume we mean read, watch, listen or interact with in any way)

54 In News We Trust April 2018



Online news publications are the preferred media type

to consume the news

Which media do consumers prefer? 50
% of respondents 6% 0

50%

= Online News Publications™*

of respondents
read the news 20%

1-5x per day

= Television

= Social Media (eg. Twitter, Facebook)

= | don't have a preferred media
= Radio

31% = Print

* Websites such as www.independent.co.uk and mobile web apps such as BBC news app.

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018
Q3. Through which media type do you prefer to actively consume the news?

55 In News We Trust April 2018



But when consuming the news, online news publications

yield stronger attention than TV and Social Media

Attention when consuming the news,
%, of respondents

60%

39%
I 1%

51%

46%

Social Media (eg. Twitter, Facebook) Online News Publication®

* Websites such as www.independent.co.uk and mobile web apps such as BBC news app.

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018

52%
46%

2%

Television

Q11. When you have actively consumed the news through the following media types, to what extent are you paying attention? (Click all that apply)

| Strongly paying attention
m Somewhat paying attention
m Not paying attention

56 In News We Trust

April 2018



Social Media: Blurring the lines
between fact and fiction




Social Media is actively used for news consumption...

Through which media types do you actively consume
the news?, % of respondents

78%

38% 44%

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

* Websites such as www.independent.co.uk and mobile web apps such as BBC news app.

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018
Q2. Through which media type(s) do you actively consume the news?

58 In News We Trust April 2018



Readers believe social media is sensationalized and fake

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

® Online News
Publications*

B Social Media (eg.
Twitter, Facebook)

22%
8%
0,
9% 504
Sensationalized Fake Addictive Influential Knowledge Accurate Desirable Sophisticated

* Websites such as www.independent.co.uk and mobile web apps such as BBC news app.

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018
Q22. Which of the following words do you associate with the following media types?

59 In News We Trust April 2018



Consumers have low trust for ads in Social Media

Media types consumers are most likely to trust
advertising/brand content on, % of respondents

30%

19% 18%

Television N/A Online News

Publications*

* Websites such as www.independent.co.uk and mobile web apps such as BBC news app.

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?

16%

11%
6%
1%
L |
Print Social Media (eg. Radio Other

Twitter, Facebook)

60 In News We Trust

April 2018



“Fake news” is forcing consumers to seek out

trustworthy publications

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

Over

715%

of respondents are
more likely to seek
out trustworthy
publications

19%

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

Source: Teads’ proprietary study fielded by CensusWide, “In News We Trust’, 2018
Q12. Has the widely reported rise of ‘fake news’ made you more likely to find your news from news outlets you trust?

61 In News We Trust April 2018



Quality impacts memory



The essential metric for ad“imp‘act: memory encod-ing- |

Memary encoding

A measure of the strength of memory created
through exposure to the creative

Key metric for testing advertising impact

NEUROSHT



NEURO|NSIGHT

Video ads within premium editorial are
in the tap 1/5 of all online ads tested

- Advertising detailed memory encoding

Key metrics for ad impact

+13%

Greater memory
encoding in
premium content

070 Y\ [ 0.79

Facebook Video Advertising Teads Advertising on Premium Content

Teads®
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Takeouts




Key takeaways

Consumers associate the word “fake” with social
media.

Advertising on Social media platforms delivers
higher levels of mistrust for brands than for
adverts on premium news publishers.

Adverts on premium publishers demonstrate
better effects on both short and long term memory
encoding



So quality content is better for [(—=
advertisers..... Right?



Problems that Premium publishers face

1 Publishers alone sit in silos. The reach of any
individual publisher is limited.

2 User data isn’t consistent across all publishers so
connected approaches to audience are limited.

s Quality content costs money therefore UGC
platforms often offer a better price point.
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Teads Answer
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STARR

SAVE THE DATE
THURSDAY 13 JUNE 2019 N

MARKETING
SOCIETY
STAR AWARDS

SOCIETY STAR
AWARDS

2019 CALL
FOR ENTRIES
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