





PLAN OVERVIEW

Branded Content & LaunchPad

Courageous teamed up with Square Enix to a host a conference on human
augmentation which integrated with the main focus of the Deus Ex video
game launch.

Snapchat Rotational Video and Takeovers
The goal of this execution was to appeal to CNN's younger audience.

CNN/CNNMoney Tech Section TKO & Entertainment TKO
These High Impact Takeovers helped increase awareness and purchase
intent for the Deus Ex video game.

Audience Profile Display and Video Packages
These packages were targeted to M18-49 / Video Gamers and displayed the
visually engaging Deus Ex creative.

Native Card Targeted to A18-34
Utilized to maintain exposure throughout the flight and directly reached the
Deus Ex target audience.



OVERALL PERFORMANCE

Placement Flight Dates Ordered Impressions Delivered 3rd Party IMP

CNN Deus Ex
Audience Profile Targeting to CNN M18-49 AND Video Gamers_Display and Video Package

CNN_Audience Profile Targeted to M18-49 AND Video Gamers_Display

CNN Launch Pad
CNN Custom Native Card Targeted to CNN A18-34
CNN_Retargeting Display and Video ROS Package

CNN and CNNMoney Tech Section Takeover

CNN Entertainment TKO




SNAPCHAT

The CNN Snapchat placements proved to be successful throughout the campaign!
Snapchat users on the CNN Channel also showed high engagement with Deus Ex ads.

CNN Snapchat Discover Channel TKO's
Courageous created branded content that ran in the Custom Editorial Weekend Takeover
(Video shown on the right)

« 364,614 users on the Weekend Edition Snapchat takeover viewed the entire snap
showcasing how compelling the content was over the course of the day.

- The takeover continued to produce magnificent results with users viewing over b
seconds of the video.

Users on the CNN Channel not only engaged with the ad but they also showed brand
loyalty as the average number of times a Snapchatter viewed the ad was 3.59 times, Deus
Ex also had a Snapchat Takeover on release day(8/23) and delivered by 130%!

CNN Snapchat Discover Rotational Pre-Roll
*The Rotational Audience Targeted pre-roll showed the highest percent ratio of unique
reach amongst all Snapchat placements. (733,908 unique views)



M18-49 & VIDEO GAMERS TARGETED PRE-ROLL

Deus Ex also showed great success with the audience targeted video pre-roll,
delivering 109% of the overall goal!

The CTR of .86% showed the high intent of the consumer to purchase the
Deus Ex game.

« The pre-roll also showed a high video completion rate at 84.8%, a true
testament to the consumer’s interest in video content & yearning to learn
more about the product.

« Using Moat Analytics, the Deus Ex ads received a total of 8,000 hours ad
exposure time across CNN*

*Moat Total Exposure Time: The total time in hours that the ad was visible:
summed across all users who met the requirement for a 2 Sec In-View Impression



HIGH IMPACT TAKEOVERS

CNN & CNNMoney Tech Section Takeover

The CNN and CNNMoney Takeover delivered by 131%. Users were engaged with
the 8/23 Tech Section Deus Ex display creative as evidence by the high universal
interaction rate of 4.5% (2.9% Moat avg.) *

- Not only did we see great delivery and engagement but the pre-roll on the
takeover also produced a high 79.91% VCR

« Pre-roll for the 8/23 takeover also proved to be a “hit" as users of the ads were
in-view, 22 seconds.

CNN Entertainment Section Takeover
The 8/24 Entertainment Section takeover delivered an outstanding 311% above the
original goal!

We included a Mobile App Takeover that complimented the Entertainment Section
Takeover on 8/24 which produced a large ad viewership with over 11,000 hours of
exposure time.*

*Moat Universal Interaction Rate: Average length of time the user interacted with the ad.
*Moat In-View Time (s) : The average time in seconds that the ad was visible for users who met the requirement for a 2 Sec In-View Impression

*Moat Total Exposure Time: The total time in hours that the ad was visible: summed across all users who met the requirement for a 2 Sec In-View Impression
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CAMPAIGN OVERVIEW

over-deliver by 4X



TOPLINE METRICS

1.5 MM of the total 2.4MM views were driven by U.S. Males 18-34

AUDIENCE RETARGETING

2.4MM 38K Viewers & Viewers &

Completers Completers

Viewers & Completers

Video Views Engagements

m Facebook m YouTube m Likes m Comments m Shares



PLACEMENT SAMPLES

Best Practices utilized from launch:

- Used compelling imagery
- Highlighted subjects of interest to audience

- Gaming
- Human Augmentation
- Futurology

Facebook

YouTube



CAMPAIGN DELIVERY




OVERALL POSITIVE RESPONSE

Favorable Audience Reactions

% FB Comments Expressing Emotion

Excited,
10%

Crazy, 10%
Dislike, 33%

Good, 22%

Love, 25%

People commenting on this video:

- Grew excited for the game’'s release

- Expressed interest in the conference

- Engaged in debates on the benefits of augmentation

» Feared a future filled with cyborgs

+ Dislike emotions centered around fear and heated debates about human augmentation



AUDIENCE INSIGHTS

Age and Gender Relationship Status Education Level

Self-reported information from people in their Facebook profiles. Information only available for peop... Self-reported data from people who list a relationship status .... The highest level of education reached based on self-reported ...

21% Women
54% All Facebook

18-24 25-34

79% Men
46% All Facebook

40% 20% :
: D Single  In a Relationship Engaged Married High School College Grad School

Countries Selected Audience

100%




AUDIENCE INSIGHTS

High Affinity with Square Enix Audience Higher Proportion Interested in RPGs and JRPGs

Page Likes Top Categories

Facebook Pages that are likely to be relevant to your audience based on Facebook Page likes.

Affinity

22.1x

13.2x

9.9x

9.5x

9.1x

9x

9x

9x

8.8x

8.7x




