Nedic:Tenor

strategic media intelligence

Biden winning the popular vote by large margins
didn’t come as a surprise

U.S. TV News, January 1 - November 6, 2020

= Change was the clear outcome once topics like COVID-19, racism, and unemployment were the most prominent in 2020

*  Trump lost as even FOX couldn’t hide the fact that more than 3 times as many U.S. citizens died in eight months from the
COVID-19 than during all of the Vietham War

= Journalists should explain why they strongly suggested the election was heading in one direction, without the context
needed to understand mail-in voting patterns, when so many votes had not been counted
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Why are record numbers of U.S. citizens exercising their

right to vote?

November 6, 2020. New York. Record voter turnout should not be a reason to question what we already knew in advance of Election Day. For those
reading the Media Tenor U.S. Election Reports since the first debate, it has been clear that Biden would come home with a decisive victory in the
popular vote - which he did. He not only surpassed President Obama's popular vote total from 2008 but with over 74 million votes, Joe Biden has
managed to garner the highest number of votes ever for a single candidate. Media Tenor provided unique data on what potential voters see (and
what they don't). Obviously, this outcome would happen in a country that has suffered, in less than nine months, three times more deaths due to
COVID-19 than the total number of U.S. military casualties in the Vietham War. Economic challenges and ongoing protests due to racist violence
were also visible above the awareness threshold.

It is also of no surprise that high visibility for these issues has triggered counter-effects, especially when Trump's behavior has been far outside of
presidential norms. However, questioning the overall outcome of the race - and blaming the data scientists - seems cheap by a profession who
collectively responded on election day as if they couldn’t remember the millions of votes submitted ahead of November 3.

At Media Tenor, we are most interested in answering the following questions: Why did it take the media five years to report on Trump in the way
they have since Election Day? He didn't change on November 3, 2020. Everybody who wanted to be was already aware of who Trump was when he
decided to run in 2015. Why were questions not raised then at levels above the awareness threshold? Why did the media allow him to speak while he
refused to adhere to the usual code of conduct, including sharing his tax returns? Disaster seldom happens overnight; early warning signals exist in
99 of 100 catastrophes. Slides 3 and 4 illustrate the open questions raised at our Newseum event in September 2016 in Washington D.C. that remain
unanswered since then.

Dialogue is also necessary regarding courts and judges - including Supreme Court Justices. No one should reduce the philosophy of law and the law
itself to the point that judges can define a crime after it has been committed. This post facto logic is not in line with the spirit of any constitution.
When a president breaks election law (such as with Hatch Act violations) in word and deed, it is the judicial branch's responsibility to speak out.
Those judges who remain silent should explain why they don't help the public understand what has been happening. We only have to look to history
to see what happens when the institutions in a democracy do not play their part in upholding the rule of law. Democracy itself is imperiled, then
overcome.

Last but not least, all of us should consider our role and responsibility: while the turnout of 143 million U.S. citizens to vote is impressive, another
145 million decided to stay home and do not believe that their vote would matter. Not voting is as much of an act as voting. In the 215t century, no
country can afford a growing number of people who feel so left behind. We need to understand why they choose to refrain from participating in
their and their country's future. Media too often does not mention this group which is growing, almost everywhere.

For over 25 years, Media Tenor's mission is to contribute to objective, diverse, and newsworthy media content. Media Tenor's global research
projects include analyses of election campaigns, investor relations, public diplomacy, corporate communications, and other topics critical to
newsmakers and news audiences. For more information, please contact r.schatz@mediatenor.com or +41 55 284 5109
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Key Topics on U.S. TV News
January 1 - November 3, 2020

Biden’s victory in the popular vote was not surprising
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Throughout 2020, the deaths of 235,000 U.S. citizens from COVID-19 remained a permanent issue and
} one of the reasons why 100 million voters decided to follow Trump’s example and vote by mail.
Additionally, racism and job losses stayed above the awareness threshold.
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Basis: 47,370 reports on CBS and FOX News, January 1 - November 3,200 T smegcmedis neiigence



U.S. TV news and print media, August 1, 2015 - August 31, 2016
Advertising dollar value equivalent of coverage

Did Trump declare his profits on free media visibility in 20177
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Clinton and Trump was compared, Trump had a massive advantage that helped to frame

} When the advertising dollar value equivalent of neutral and positive media coverage for
him as “presidential” despite the unprecedented nature of his campaign.

Basis: 72,051 reports on politicians on 5 U.S. TV news and in 8 print media August 1, 2015 - August 31, 2016 Nﬁg!o—renor 4
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U.S. TV news and print media, August 1, 2015 - September 10, 2016
Tone of coverage for U.S. politicians

Top 15 journalists offering most value to Trump

Haberman, Maggie (New York Times)
Baier, Bret (FOX)

Corasaniti, Nick (New York Times)
Martin, Jonathan (New York Times)
Flegenheimer, Matt (New York Times)
Hook, Janet (WSJ US)

Holt, Lester (NBC)

Reinhard, Beth (WSJ US)

Pelley, Scott (CBS)

Epstein, Reid J, (WSJ US)

O'Connor, Patrick (WSJ US)

Jackson, David (USA Today)
Ballhaus, Rebecca (WSJ US)

Balz, Dan (Washington Post)
Krauthammer, Charles (FOX)
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offering the most value to Trump. The value of coverage from FOX and CBS is notable because of

} The high dollar value of visibility in The New York Times put Maggie Haberman in the lead for
how much more coverage is required to reach the same value as the NYT.

Basis: 12,087 reports on Trump out of 89,126 reports on politicians on U.S. TV news programs and in 8 opinion-leading print media N@d| GT@OOF 5



U.S. TV news and print media, October 1 - November 6, 2016
Overall volume and tone of coverage for Clinton vs. Trump

On Nov. 8 Clinton had largest advantage compared to 2000-2012
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Trump’s. This long-term negativity seemed impossible for him to overcome, even with a brief

} At the end of the race, Clinton’s image, despite containing negatives, was far better than
advantage in late October.

Basis: 1,547 / 1,626 reports on Clinton / Trump out of 1,517 reports on politicians on U.S. TV news programs and in 8 opinion-leading print media NEd IOTGI"IOF 6



Methodology: Scientific content analysis

Human or Machine?

Computer based language processing currently is used in the following fields:

Automated customer hotlines | Language recognition| Automatic mail answering systems

Classification of text with similar patterns (e.g., medicine, law)

Automated analysis of media stories by
computers at present doesn’t meet the
requirements for reputation risk management
with regard to:

- ldentification of relevant passages and
themes

- Relationships between protagonists

- Correct identification of tonality/sentiment
(MIT: < 60%)

but

Media Tenor’s Solution
Combines technology and human intelligence:

« Search strings check completeness of
analysis material and identify stories on
social media

e Trained human analysts code content based
on scientific codebooks
(validity/reliability>85%)

/\/\QdioTemQr



