cJteads

How Creative
Optimization

Maximizes Attention and
Effectiveness of
Omnichannel Campaigns

Ludwig Mockel, Senior Creative Strategist March 2025



&

Teads reinvented outstream advertising
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A combination of two category leaders in
branding & performance

One of the largest companies in the advertising space with

$1.7B

In Combined
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Teads has a
comprehensive
approach to
help drive brand
growth

Advertising Responsibly

Make it Better, Make it Easier

Own The Audience, Moment and Screen

Exceptional Effective Smart use Measure
Creative Media Solutions of Data what Matters

7 POWEREDBY Teads Ad Manager



2/3 of media effectiveness Is
driven by creative.



=70% of of viewable ads
are not actually viewed

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOMH project. IG, FB Watch, TikTok:
Lumen studies (weighted to be consistent with passive panel)



Attention IS Scarce...

Only

9 |
of Attention earned daily
out of 84 min of ads

Source: IPA Touchpoints data combined with Attention Data from Lumen and Tvision assuming 16 hour waking day
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Why Is Attention so important

... because it is when the cognitive process kicks in

© D

Attention Cognitive Load
automatic attention cognitive responses,
(data-driven) categorization, recognition

AD 50-100ms 300ms 400ms 1,000ms
Ad Exposure ( @ §<>>

Emotions Memory
emotions begin conscious feelings
(especially »relevance« & thoughts

evaluation)
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How do we optimize for
Attention?
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Can you name the brand?






What about now?
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Optimizing branding

Original Optimized

55%

more visibility vs
original




Data-driven creative optimization
leads to even better outcomes

20%

Unaided ad recall

+10%

Consideration
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Key Scenes

brand
suitability. We work with many of the most
demanding brands in the world to ensure the
integrity of their brand isn’t compromised.
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Effective targeting at scale in the cookieless

era.



Think about
attention
from the
start
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capabilities for brand safety and brandWg

suitability. We work with many of the most
demanding brands in the world to ensure the

integrity of their brand isn’t compromised.
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Fashion entdecken =

Effective targeting at scale in the cookieless

arn
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Optimize
for sound-
off

Effective targeting at scale in the cookieless

era.
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‘Nelcome to the era of consumer privacv. Tead-



Dynamic Voiceover
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Live Sports
Integrations
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eir brand isn’t compromised.

ADVERTISING
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Effective targeting at scale in the cookieless era.

u

elcome to the era of consumer privacy. Teads has built
advanced cookieless capabilities enabling advertisers to
leverage Predictive Audiences and Advanced Contextual
argeting that consistently demonstrate advertising
effectiveness at scale.
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Trending now
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NETFLIX

Denep+

®tv

video 3 Youlube
~

Omnichannel

G et

Watch FREE
Movies and TV Shows
on LG Channels

]

Sponsored

many of the most demanding brands in the world to
ensure the integrity of their brand isn't
compromised

New Nissan Qashqai
Boldness in motion

r,‘ OVER MORE

Effective targeting at scale in the cookieless era.
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Getting the Most out of
your Capaigns
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The Evidence Based Attention Framework

Creative Lab L’Atelier Creative Live Campaign Reporting
AB Test
Pre-Optimisation Optimization Post Optimisation During Campaign Post-Campaign
Attention-Test Creative Workshop Brand & Attention lift Attention-measurement Attention x Outcomes
real .
) ) dynata IR
o neurons IKANTAR Adelaide Y U

neurons KANTAR
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Key
Takeaways

Understanding how Attention Metrics can
Impact your campaigns

Optimizing your Assets for the Channel

Leveraging the Evidence Based Attention
Framework — Start testing



CJteads

Thank You
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