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TBRAND STUDIO

WE'VE GONE FROM
CONTENT AS A
DESTINATION...

SINGLE FORMAT OPT-IN
LONG-FORM ARTICLE

MICROSITE CONTENT HUB
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TBRAND STUDIO

=

¥ DashPass

The best of your neighborhood,
delivered for less

08 @ WAL
UGLY FOR A REASON
MANE=R
A AA ARD
AER MER
Bl B ==

...TO DYNAMIC
CONTENT oy
EXPERIENCES

IN THE CORNERS OF NYT THAT AT THEIR DOORSTEPS
MATTER MOST TO THEM ONLINE

DISTRIBUTED MODULAR Modern

MULTI-FORMAT IN STREAM

EASY TO CONSUME INTERESTS

TRINITY

ON THE AIRWAVES IRL, INMOMENTS THAT MATTER
NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS



TBRAND STUDIO

BIRKENSTOCK

w 9 DOORDASH

wellcome
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T BRAND STUDIO

DINING OUT

LONG-FORM CONTENT

Time-Consuming
High Investment
Memorable Experience
Reserved for Special Occasions

In-Depth Engagement

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS
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IE

SHORT-FORM,
DISTRIBUTED CONTENT

Quick
Convenient
Cost-Effective
Accessible Anywhere

Frequent Engagement



TBRAND STUDIO

WHO IS YOUR AUDIENCE?
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TBRAND STUDIO

WHAT DO THEY CARE ABOUT?
HOW DO THEY CONSUME CONTENT?
WHERE ARE THEY LOOKING FORIT?
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TBRAND STUDIO

WHO / WHAT / HOW / WHERE

The T Brand Studio Impact For
Building Distributed Campaigns
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WHO / WHAT / HOW / WHERE

The T Brand Studio Impact For

BIRKENSTO(K.
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THE CHALLENGE
CAS UAI

Are Birkenstocks Really That Ugly?

@ reddit
ocks Ar€

. St
Birken -
REFINERY29

Why Are We S0 Obsessed With “Ugly” Shoes?

@TheThings
Kendall Jenner, G
And Countless ot

VOGUE
Pretty Ugly: Why Vogue Girls Have . .
Fallen for the Birkenstock Bhe New JorkcGames

Weird Times Call for Even Weirder Shoes

igi Hadid, Katie Holmes,
hers Love This Ugly Sandal Quora

Q. Do i
people who wear Birkenstocks not care that they're ugly?

@ Pinterest ) 7'7'7 P
Ugly Sandals / Birkenstocks ox
A Cultural Hi
Istory of Hide
maldgl. ous Sandals

InsideHook
In Defense of the Ugliest

VER I ISING DAYS

Birkenstocks | qncRealReal

In Defense of the Ugly Sandal



THE INSIGHT
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THE INSIGHT
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https://docs.google.com/file/d/1LSX0uUnH8TdANXfDtjS5DQFqDSdRPYZ2/preview
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FILM TALENT

- ‘

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS CONFIDENTIAL



THE EXECUTION

AN
’: $ §t
A THREE-PART
DOCUMENTARY
ABOUT THE
IMPORTANCE OF
FOOT HEALTH THAT
REVEALS WHY THE
SHOES WE LOVE

LOOK THE WAY
THEY DO.

-

RETHINKING FOOTWEAR

REDEFINING A§THETICS
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THE EXECUTION

BRKENSTOCK

Fixing Our Feet

REDEFINING AESTHETICS

"UGLY FOR A REASON": BIRKENSTOCK
LAUNCHES ITS FIRST GLOBAL PAID CONTENT
CAMPAIGN ON NYTIMES.COM
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THE EXECUTION

= €he New ork Eimes

BIRKENSTOCK PAID POST Share »

HOW FEET MADE US HUMAN

Is the human foot a design disaster or miracle of human
evolution?

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS CONFIDENTIAL



THE RESULTS 2

campaign says feet are ‘Ugly for a
Reason’

— DIGIDAY
Birkenstock Embraces Its Reputation for Unstylish MEDIA
e [

BEST EDITORIAL VIDEO SERIES
Ugly For A Reason — New York
Times Advertising x Birkenstock

iaai TheDrum. Q

Categories -/

Latest & Trending
Ho VEAR > BR
Birkenstocks are ‘ugly for a reason,’ says Birkenstock’s New Campaign is an Ode to the
s
brand’s new series — P ; -

 Share

B BIRKENSTOCK LAUNCHES THE THIRD EPISODE
In Birkenstock’s first paid global campaign in its 248- OF THE PAID CONTENT CAMPAIGN "UGLY FOR
year history, the brand uncovers the complex reasoning A REASON" ON NYTIMES.COM

behind its timeless unisex sandal.

INSIDER

PRESS RELEASE PRI
"Rethinking Footwear, Redefining Aestlhetics", produced by T Brand Studio,
documents thejourney of BIRKENSTOCK from the controversial introduction
of its groundbreaking sandal in 1963 through to its contemporary appeal in
the fashion industry.

. - The third installment of "Ugly for

B s aReason", the ambitious three-part BIRKENSTOCK video documentary

documentary abou feet. spotlighting the importance of foot health, has been released. "Rethinking
Footwear, Redefining Aesthetics" builds upon the serles'first episodes, which
‘grounded the audience in the importance of having healthy feet. Episode
‘Three explores how the brand's first orthopedic sandal, the Madrid, shook up

UGLY FOR he odmmeas sy and1alt e Gownispok for iing oot benkontis

AREASON global fashion agenda. Produced by T Brand, the content studio of New York
‘Time Advertising, the ad campaign is available on NYTIMES.COM,

BIRKENSTOCK.COM and all other online channels of the iconic brand and

‘The fact that they used such a name, Inventor of the footbed.

Knowing their shoes are called "ugly

shoes",is a great example of selfrony.
We liked it 50 bad.

oQv

Dan Stewart £ @thatdanstewart - Aug 12

That ubiquitous Birkenstock ad on the NYT is giving me podophobia. Every
story you open here's a LOAD OF FOOT
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THE RESULTS

143M+Hl 83% 17%

Learned about
foot health

Interested in buying

Global Reach Birkenstocks
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TBRAND STUDIO

WHO / WHAT / HOW / WHERE

The T Brand Studio Impact For

Caurtier
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TBRAND STUDIO

TONY WITHLOVE

From, Cartier
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TBRAND STUDIO

100 [sv25 for 100 Yo

Our concept was to share 100 distinct stories
encompassing all forms of love. Love big and small,
familial, friendly, romantic, young and old, we depicted
the diversity of love — in honor of a popular icon loved
and made by Cartier.
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TBRAND STUDIO

Modern
Love

= Q  MODERNLOVE Ehe New ork Times [

I H E N Ew ST
Modern
e Modern Love
g% Modern Lov book, a podcast and a televi out relations
’ E feel
M o D E R N Lov E Tiny Love Stories:

‘Also, Hes a o

Magician’

Modern Love in miiature, featuring reader-

submitted stoies o no more than 100 words.
- May 28, 2024

Marriage Made an =~ petaas ;%
Actor Out of Me |-

Modern Love features deeply personal
essays about contemporary relationships
— marriage, dating, parenthood, pets —
allowing readers a peek inside the
intimate highs and lows that we all face.

Peter Gallagher's ¥ aq -+ ;
Marriage Advice? ¥ 'E%\\
aran ReA Don't Get )

Divorced.

M
DAVIS LAND, REVA GOLDBERG, CHRISTINA DIOSSA,
JEN POYANT, DANIEL RAMIREZ and DAN POWELL.
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TBRAND STUDIO

WE ROLLED OUT A CUSTOM
CONTENT PROGRAM LIKE NO OTHER

Modern spe L=
Love
e
0
el
‘100 LOVES’ ‘100 LOVES’ ‘100 LOVES’
IN PRINT IN AUDIO IN DIGITAL
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T BRAND STUDIO
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TBRAND STUDIO

&he New York Eimes Magazine

THE NEW YORK TIMES MAGAZINE
LOVE ISSUE TAKEOVER

AtatlyHore

Wikl artier

Aodethfoe

Wtk artier

with a paperclip

TRINITY
Cantier [o—
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TBRAND STUDIO

CUSTOM FLEX UNIT & PAID POST

e TheNew ork Times et
Cartier PO POST .
Linked by Aove
k Laticl o ticr

The best thing I ever did was moving to Thailand to

work at an animal sanctuary. It was scary, | didn’t know
what was going to happen, but it completely changed ‘

my path.

Peter Gallaghers /iy
Marriage Advice? 7 ﬁ
tGet

Tiny Love Stories:
‘He Said We Were
Missing “The Magic”

My Tisied Pathtoa {78

Lonked by Hove
S Wil articr

During pregnancy, my mom kept a journal
and wrote to me about what she was experiencing
— it was full of love notes and stories.
Before | moved abroad, she gave it to me.

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS




TBRAND STUDIO

AUDIO AD SPOTS: 60 SEC
MID-ROLL & 30 SEC PRE-ROLL

“My mom squeezes my hand—always, doesn’t
matter where we are, whenever it strikes her.
Twice in a row means | love you. Walking down the
street, watching a movie; no matter when or where
we are, we always stay connected.

— Oli R., New York City

“When my father passed away, one of his
friends dropped off a loaf of homemade bread
for me every week for two years. She was never
expecting a chat. She'd just say, ‘The bread’s
round the back’ and leave. When all the initial
check-ins from people stopped, she was still
there, with the bread.”

— Biz B., London, England

NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS



TBRAND STUDIO

AUDIO AD SPOTS: 60 SEC
MID-ROLL & 30 SEC PRE-ROLL

“My mom squeezes my hand—always, doesn’t
matter where we are, whenever it strikes her.
Twice in a row means | love you. Walking down the
street, watching a movie; no matter when or where
we are, we always stay connected.

— Oli R., New York City

“When my father passed away, one of his
friends dropped off a loaf of homemade bread
for me every week for two years. She was never
expecting a chat. She'd just say, ‘The bread’s
round the back’ and leave. When all the initial
check-ins from people stopped, she was still
there, with the bread.”

— Biz B., London, England
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TBRAND STUDIO

AUDIO AD SPOTS: 60 SEC
MID-ROLL & 30 SEC PRE-ROLL

“My mom squeezes my hand—always, doesn’t
matter where we are, whenever it strikes her.
Twice in a row means | love you. Walking down the
street, watching a movie; no matter when or where
we are, we always stay connected.

— Oli R., New York City

“When my father passed away, one of his
friends dropped off a loaf of homemade bread
for me every week for two years. She was never
expecting a chat. She'd just say, ‘The bread’s
round the back’ and leave. When all the initial
check-ins from people stopped, she was still
there, with the bread.”

— Biz B., London, England
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TBRAND STUDIO

WHO / WHAT / HOW / WHERE

The T Brand Studio Impact For

W

wellcome
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THE CHALLENGE

WHO ARE WELLCOME?

Wellcome is a global charitable
foundation established in 1936 based in
London. Through their work they
support science to solve the urgent
health issues facing everyone.

NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS

WHAT ARE
THEIR GOALS?

Put health at the heart of climate action,
clearly emphasize the link between
climate and health and provide a platform
for voices of affected communities.



THE CHALLENGE

BUT WEDON'T OFTEN
HEAR FROM THOSE ON
THE FRONTLINE.

Climate science is dominated by meniin
the global north. This can create blind
spots around the needs of some of the
most vulnerable people to climate
change, in particular those from
minitorised communities.

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS

Soul
divi

ty

s: WHO Climate Ch g dA alys
climate-scie

is: The lack of diversity in
h2021A stralia State fth En

climate-science research. Carbon Brief The lack of
vironment Report 2021


https://www.who.int/health-topics/climate-change#tab=tab_1
https://www.carbonbrief.org/analysis-the-lack-of-diversity-in-climate-science-research/

THE IDEA

THE IDEA

DV
YORK TIMES A
NEW

Climate C
T featep in
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THE CAMPAIGN

DIGITAL AND
AUDIO IN EVERY
CORNER OF NYT

NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS

‘Climate Change Is an
risis’

Ehye New York Times

PAID POST

s
-/ \‘
.
S8

Dispatches

on Climate

and Health

SCROLL DOWN




THE CAMPAIGN

PAID POST
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€he New Nork Eimes

PAID POST

Dispatches
on Climate
and Health

SCROLL DOWN




THE STRATEGY

PROVIDE A PLATFORM
FOR AFFECTED corzs WTHENYTEGoSYSTEN
COMMUNITIES TIMED /
WITH GLOBAL EVENTS ey
TO PUT INITIATIVES
INTO THE SPOTLIGHT.

By combining Wellcome’s perspective with
the power of NYT’s climate reporting we
gave a voice to those leading the charge
against the health and climate crisis.
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THE CAMPAIGN

HIGH-IMPACT P A | on Climate
PRINT AT ’ and Health
GLOBAL
EVENTS
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WHO / WHAT / HOW / WHERE

The T Brand Studio Impact For

Y DOORDASH
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¢ Games

Advertising Opportunities
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THE WILD WORLD

LJWORDLE

REINY/EEY

Che New Jork Times
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https://docs.google.com/file/d/1vHGM-fW5QN9v_eI-M0KYwEcKU6wFVKcY/preview

TBRAND STUDIO

WORDLE
WEDNESDAY

To coincide with the launch of the ad
experience on Mobile, DoorDash offered a
discount code to users who finished the
puzzle on Wednesdays (from July 3rd until
August 16th). Readers could redeem the
Wordle solution as a voucher code on
DoorDash’s platform.

NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS
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2 DashPass

The best of your neighborhood,

delivered for less

In just two orde DashPass membership pa 0
itse
Get DashPass

= 7 o
s

- l\v \’(:.‘
N | f:?

Membership Benefits

.. Restaurant
¥ Delivery

$0 delivery fee,

lower service fees
on orders over the
minimum subtotal

Grocery &
@ More

Ry
Pickup
-

5% DoorDash
credits back on
Pickup orders

Exclusive
Offers

48



T BRAND STUDIO Ad Age

DOORDASH USES WORDLE OF THE DAY AS A DISCOUNT CODE IN NEW
YORK TIMES PARTNERSHIP

THE PROMOTION RUNS EVERY WEDNESDAY THROUGH AUG. 16, WITH INTERSTITIAL

o U R P U ZZ L ES VIDEO ADS ALSO INCLUDED IN THE DEAL
4

By Tim Nudd

YOUR REWARDS

Turned players into customers by
using puzzle solutions to reward users
with special promotional offers.

lr”w

v Created buzz Wordle

V Deepened integration Wlth Games Get 6 chances to guess
a S-letter word

v’ Drove conversions to their site

Log in

Save 75% on your first DashPass
order* with today’s Wordle!
Mow to play Sign up for DashPass on DoorDash and enter q W 'k In Y v N R e e

the Wordie sohstion as a promo code st

checkout Ends midnight tomorrow
Promo code executions will be considered for investments of $500K+. Concept July 5, 2023 SECRORCECR R Gl
and creative are ultimately subject to review and approval at the discretion of NYT No. 746
Standards and NYT Games. Any PR efforts like the one pictured here will be yTr omR 2 x ¢ v 8 N M @
considered at the discretion of the NYTA marketing team.

« + ®
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TBRAND STUDIO

TO SUMMARIZE...
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TBRAND STUDIO

OUR STAG E’ -> More reach of your audience

-> Innew relevant places

YOUR STO RY -> Wider impact and scale

IN EVERY CORNER OF NYT ONLINE IN YOUR INBOX| ON THE AIRWAVES AT YOUR DOORSTEP

Make your brand fly via our Share the latest with Capture the ear of Place your message
biggest ad canvases ever, loyal subscribers across our millions via 30s in their hands via full
making your story unmissable. our newsletter suite. ad spotsin page print ads.
NYT’s top podcasts.

NEW YORK TIMES ADVERTISING « NATIVE ADVERTISING DAYS
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TBRAND STUDIO

WHAT ARE YOUR
NEW FRONT PAGES?

Modern
Love

- Investigate the WHO / WHAT / WHERE to
reach the audience.

- You no longer need to think about one
destination as the place to make an impact.

-> Push your ideas to become distributed,
bigger, more memorable campaigns.

NEW YORK TIMES ADVERTISING + NATIVE ADVERTISING DAYS
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