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— OUR VISION

The Web has profoundly changed how we relate to information and, in certain cases,
completely reversed traditional influence structures.

e THE INTERNET IS NOW THE PRE-EMINENT MEDIUM FOR INFORMATION AND INFLUENCE

The Internet has surpassed print publications to become the foremost vector for information, giving access to an infinite number of
information sources from anywhere, for anyone and at any moment. The growing ubiquity of mobile devices and permanent access to
the Internet is enhancing this domination of the information landscape.

* INFORMATION IS NOT EASILY RECYCLED

Contrary to traditional media, content available on the Web is not easy recycled, often piling up and gathering dust in a process known as
‘online sedimentation.” This is especially true on the first pages of Google and on Wikipedia, where content can remain visible for several
years. Yesterday’s information is not replaced by today’s. At the same time, ideas and messages published online are regularly repeated
and re-appropriated, even by opinion leaders and decision makers. This further contributes to amplifying the impact of communications.

* CONTENT IS OFTEN RADICAL, CONTROVERSIAL AND STRONGLY ORIENTATED

Online expressions of opinion are shaped by specific codes of conduct. Where traditional media ascribes to a set editorial policy, online
content is often more subversive and more critical. This tendency is further exacerbated by social recommendation (‘liking’ and sharing),
increasing the ‘virality’ and the ultimate impact of information.

* INFORMATION IS NEITHER HIERARCHICAL NOR MODERATED AND IS OFTEN ANONYMOUS

The ability of users to generate their own content, often anonymously and without any moderation, has led to the emergence of new
opinion leaders. Diverse publications of varying quality are available on the Internet, without any established hierarchy between ‘real
experts’ and amateurs. Information published online is consequently becoming more difficult to verify and/or contradict. Compared to
traditional media, it is far more difficult to identify authors and their agendas.

SEDIMENTATION

REPETITION

DEREGULATION
y W



avisa partners

— OUR VISION

The Internet
functions like an
echo chamber for
traditional media.
A symbiotic
relationship between
the Web and the
media helps to

sustain both.

1
INFLUENTIAL PERSON
CREATES ORIGINAL
CONTENT

10
USERS WITH LARGE
FOLLOWINGS SPREAD
THIS CONTENT

100
USERS CONSUME THIS
INFORMATION. THEY MAKE
UP THE SILENT MAJORITY
OF ONLINE PUBLIC
OPINION.

Internet users rarely visit ‘corporate’ sites
and have limited confidence in messages
put forward by companies and
institutions, which they see as biased.

These same users have greater
confidence in third-party sources they see
as neutral and detached from special
interests.

From organised groups to independent
users, the Web empowers civil society.
The Internet offers NGOs and motivated
users an effective and accessible tool for
influence that they use to organise and to
amplify their communications and
mobilization strategies.

Internet users rely on the original pieces of content that take up the first pages of
Google search results, relaying the information between themselves until it becomes
ubiquitous.

The emergence of online opinion is said
to be spontaneous but is very often
driven or strategically organised by
interest groups or ideologically-
motivated activists who have commercial
interests at stake and a better sense of
how to use digital technology compared
to traditional players.

The balance of power when it comes to
shaping opinions has been inverted. A
minority of very active users that rapidly
and efficiently delivers content often
influence the majority of users. More and
more often, political and intellectual
agendas are influenced—if not set—by
debates taking place online.
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— OUR VISION
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“INFOWARS” ARE ESPECIALLY FIERCE ONLINE.
FROM MAJOR ECONOMIC AND SOCIETAL CONTROVERSIES TO SPECIFIC LOCAL DEBATES, ALL ISSUES HAVE AN ONLINE DIMENSION:

Environment:
GMOs, nuclear
power, shale
gas, palm oil,
deep sea
fishing,
pesticides...

Healthcare:

food safety, cell
phone
radiation,
HIN1,
contraceptives,
industrial sites,
Bisphenol A...

Privacy:
Hadopi, CCTV
cameras,
personal data
protection...

Legal matters:
defamation,
trials,
arbitration,
civil and
commercial
law, M&As...

Economy:
financial crises,
wages and
executive
compensation,
connections
between
politics and
business, state
intervention,
fiscal polices...

The Web plays an ever-expanding role as both an information source and amplifier of debates, concerns, and grievances. As such,
it exerts increasingly overwhelming influence over the media, decision makers, and public opinion.

Diversity:
fighting against
racism and
discrimination,
religious
beliefs,
nationalism...

Politics:
left-right
debates,
international
relations,
armed
conflicts,
workers’
unions v.
management...
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— OUR TARGETS

Today, it is essential to pay attention to the visibility of strategic issues online, especially as decision makers and opinion leaders name
the Internet as their primary source of information. The media can influence a variety of stakeholders at different levels:

Major international

Politicians o Diplomats
nstitutions
Pay close attention to the general mood
Facing constant time constraints, their of the Web and take part in online Use the Internet to supplement their ) )
choice of subjects, angles, and sources debates themselves. Politicians and analyses and understand the visibility ) ?ggregatmg ?“‘mple SO““ZS of
depends in large part on the published their aides go online to collect ideas of a subject, gauging how the general information online, they decode and
materials they find and gauge opinions. The Internet is a public perceives it. They identify transmit certain elements to political
on the Web. public forum that can be used to opportunities for action and evaluate and economic decision-makers.
highlight their initiatives, but it can the activities of both partners and
also frighten politicians by multiplying targets.
their exposure.
. J \ J . J . J

Companies

Associations and NGOs Financial sector General public
) For these groups, the Web represents an
USZoﬂ: :t/ietgrtso ﬁ:{iitfraci;f&] e exceptional monitoring and Analysts depend on quantitative data as The Internet is a mass media tool that
opportunliat o an(’i risks Zvi luate their h‘?oﬁmuﬁf‘{)‘i““g ;901} glvmgt them ad well as §ub:iective (t'hough non?the{ess ' enable‘s anyone to qui§kly access
own image and repl,ltation and t;qgeir};cilézls :1:: ?blﬁ:ngnin?osr?zri::l strategic) mformatlon they primarily information on complex issues as they
determine the qualit 0’ ¢ e p P access online (reputatlo'n,' market seek to better und_erstand Fhe ins and
. quaitty media outlets, apply pressure on context, trends, expert opinions, etc.) outs of a given subject.
their partners. policymakers, and mobilize public
support for
their efforts.
L J . J L J L J
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— OBJECTIVES OF ONLINE INFLUENCE

ANTICIPATION CONTENTION REACTION
Neutral environment to convince Negative discourse to refute Hostile r eglggj% }; rinitiative to

Informing the public Counter-activism Lobbying

Political context, societal issues, Regulatory initiatives, contract bids,
scientific debates, reputation management... business disputes, financial operations ?
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— OUR MISSION

Thought leadership and editorial

advocacy

Online advocacy
& e-lobbying

Influencing the Web
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— OUR MISSION

1
ADVISING

e Effectively use the Web as a tool of influence
to complement or strengthen existing
instruments

* Implement, evaluate and improve online 2 ONLINE MONITORING AND STUDIES

capabilities for influence or mobilization

e Train managers and their teams on emerging

; . . . ¢ Undertake qualitative, sector-based monitoring on targeted Web-
issues in the realm of online opinion

related issues in an international context (drawing on internal
capabilities in English, French, Chinese, Russian and Arabic) with a
3 focus on deciphering accumulated information in light of local

cultural factors and the online landscape
PUBLISHING CONTENT ON ¢ Conduct online image audits and progressive mappings of the
O N LI N E | N FO RMATI ON H U BS presence and links between key actors (media outlets, influencers,

etc.) and stakeholder communities

+  Spread convincing and informative messages to help * Observe the competition and particularly aggressive communities
improve understanding or leverage information through (political extremists, religious fundamentalists, militant activists, etc.)

strategic information hubs e Create, disseminate, and promote reports to defend ideas and

e Create original, viral multimedia content sustain influence campaigns

e Organise a dense network of content by modifying the form,
angles and arguments according to the target
platforms/audience

e Dilute, nuance, and balance negative content

e Optimise and monitor strategic Wikipedia entries
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EXPERT-DRIVEN MEDIA SOURCES

Create and edit a media of reference on a given subject in
order to influence online communities

Control a substantial portion of information produced and
consulted surrounding a strategic question online

Maximize visibility on search engines and social networks

FIGHTING ONLINE PIRACY

Map online networks for pirated content (darknet,
streaming, etc.)

Define a anti-piracy strategy complete with a range of
responses: legal avenues, economic intelligence,
influence, lobbying, communications, digital interventions
and tactics to confuse and dissuade content pirates

Define primary indicators to permit the analysis and
tracking of how various forms of piracy evolve and what
impact business responses can achieve

Publish studies on content piracy and counterfeiting to
inform policy debates and alert the wider public

THIRD-PARTY PUBLISHING

e Define and apply an editorial line while writing content
and optimising its online visibility

e Assist with drafting documents (ghost writing, research,
review, proofing, publishing and dissemination)

*  Mobilise subject matter experts to solicit studies and data

*  Frame the public debate around specific ideas and
arguments

MOBILISATION, ACTIVISM AND
COUNTER-ACTIVISM

Create, drive, and influence opinion makers

Disseminate ideas and mobilise support through phone and e-mail
campaigning

Organise fundraising campaigns and manage online recruitment operations
Create and promote online petitions and surveys

Counter online opposition (consumers, diaspora, activists, competitors,
etc.)

Map online counterfeiting networks (darknet, torrents...) and discourage
Internet users from accessing them

5
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— OUR

CLIENTS

Our firm accompanies large companies, international organisations and governments in the deployment of online
communication strategies across a diverse set of sectors and thematic areas:

COMPANIES AND GOVERNMENTS
PROFESSIONAL ASSOCIATIONS AND INSTITUTIONS

"’ Food processing

Real estate Nation branding

Business potential
Energy

9

_o_

0N

Efanking and
finances

Military and defence

Tourism appeal
Heavy industries

International relations
Pharmaceuticals

(8) ) (@) (3)

Luxury

0 ® (@ (&




— BUSINESS CASES
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LITIGATION
Court cases, arbitration,
seizures...

ELECTORAL CAMPAIGNS

Mobilizing voters, fostering
movements...

FINANCIAL OPERATIONS
M&A, IPOs, activist investors,
restructuring...

COMPETITION BETWEEN BUSINESSES
RFPs, contract bids...

Our interventions make a difference in a wide range of scenarios.

EDUCATING THE PUBLIC
On new technologies, the
environment, public health,
ongoing debates...

Fighting
ONLINE PIRACY
and counterfeit goods

E-REPUTATION

NATION BRANDING

REGULATORY LOBBYING

SECURING ACCEPTANCE
for local initiatives
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— KEY FIGURES

A GROWING REVENUE STREAM

Over the past six years, our firm has seen continuous
annual revenue growth of over 50% on average

INTERNATIONAL

In 2016, 70%
of our revenue was
drawn from operations
primarily focused
outside the European
Union.

\/

2010 2011 2012 2013 2014 2015 2016

As the firm’s financial information is confidential, this graph has been
designed to function in accordance with our precise accounting figures.
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ABOUT OUR PARTNERS

Matthieu Creux is an expert in online influence and
mobilisation. After his studies at Sciences Po Paris, he began
his career as a public affairs consultant with Euro RSCG (Havas
Worldwide) before moving to Ernst & Young. Matthieu Creux
has participated in every French general election since 2006,
notably working as an advisor to the French Minister for Higher
Education between 2007 and 2009, where he was in charge of
online strategies. He has also worked for a number of foreign
governments and large corporate groups on online activism
and counter-activism issues.

Antoine Violet-Surcouf joined Avisa Partners as Managing
Director after serving as head of ADIT’s digital strategies
department for 11 years. He has authored numerous works of
reference, including Cyberlobbying: the new logic of influence
(2013) as well as the chapter on communications and influence
in the Economic Intelligence Manual (2012). Antoine serves as
President of the Alumni Association of the Economic Warfare
School in Paris and is a regular participant in conferences on
influence and digital public affairs. He has a particular expertise
in complex monitoring operations and in countering online
counterfeiting (including of pharmaceuticals, luxury goods, and
sports betting).

Arnaud Dassier is a French IT entrepreneur. After a stint with the
French Ministry of the Economy, Finance and Industry, in 1998 he
founded one of the first Web-consulting agencies in France. For
twelve years Arnaud has advised many large companies,
organisations and public figures on their digital strategies. He has
been a consultant and service provider for the Web campaigns of
Jacques Chirac (2002), the UMP (2005-2007) and Nicholas Sarkozy
(2007) before selling his agency in 2008. Since, Arnaud has worked
in e-marketing and mobilisation in France and abroad.

Jérome Yomtov served as Managing Director of Numéricable-SFR
from 2009 to 2016. He was previously the Operations Manager for
markets and competition at Arcep (France’s regulatory authority
for electronic communications), the technical advisor to the
Ministry of the Economy, Finances, and Industry, and an
investment banker with HSBC. In his role with Avisa Partners, he
works primarily on issues of business competition, regulation, and
local authorities. Jérome is a graduate of the Paris School of
Telecommunications (Telecom ParisTech).
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ABOUT OUR STRATEGIC COMMITTEE

Avisa Partners’ strategic committee brings together leading figures in the sector to work with our partners in developing the firm’s international
presence. Members of the strategic committee may contribute their industry expertise on behalf of our clients.

Bernard Attali, President of the Strategic Committee

Bernard Attali is the former President of Air France and currently a senior advisor to
TPG Capital and Bank of America Merrill Lynch. He began his career advising France’s
Court of Audit and was head of France’s Land Planning Delegation before leading GAN
insurance group and Air France. He also served as Vice-Chairman of Deutsche Bank
Europe Investment Banking. Bernard has been on the board of several companies
including the SNCF, CIC, BNP, Société Générale, Méridien Hotels, Air Inter, La Poste,
Sabena, EuroTunnel, Numericable-SFR and Baccarat. Bernard Attali is Honorary
President of Air France, Commander of the Légion d’honneur and a graduate of ENA.

Eric Besson, former Minister

Eric Besson served as France’s Minister of Industry, Energy and the Digital Economy
from 2010-2012 and Minister of Immigration, Integration and National Identity from
2009-2010. He served as State Secretary for Prospectives and Evaluating Public Policies
from 2007-2009 and sat in France’s National Assembly from 1997-2007.

General Jean-Louis Georgelin

Jean-Louis Georgelin Ancien was personal chief of staff to President Jacques Chirac
from 2002-2006 and subsequently Chief of the Defence Staff from 2006-2010. He
served as the Great Chancellor of the Légion d’honneur from 2010-2016 as well as
Chancellor of the National Order of Merit.

Christian Bechon, CEO of LFB

Christian Bechon served as Chief of Staff in the Ministry of the Civil Service from 1993-
1995, the Ministry of Health, and subsequently the Ministry of Industry from 2002-
2004. He was Secretary-General of the Strategic Council for Health Industries (CSIS), the
Institute for Nuclear Protection and Safety (IPSN) and the National Center for Space
Studies (CNES). Since 2006, he has been CEO of LFB, a biopharmaceutical group
specialising in plasma medicine and protein production.

Lynton Crosby, President of Crosby Textor Group

Australia’s Lynton Crosby is one of the most prominent international political consultants.
He has managed numerous electoral campaigns, notably those of David Cameron and Boris
Johnson in the United Kingdom. He was knighted by Queen Elizabeth Il in 2016.

Aron Shaviv, CEO of Shaviv Strategy and Campaigns

Aron Shaviv is a leading international political strategist who has helped 14 heads of State
win elections, including (past and present) Presidents and Prime Ministers of Israel,
Thailand, Cambodia, Poland, Romania, Kenya, Congo, Bulgaria, Cyprus, Serbia and the
European Commission. Most notably, Shaviv served as Campaign Manager for Israeli Prime
Minister Benjamin Netanyahu, and has been widely credited for engineering his surprise
landslide victory.

Joe Trippi, President of Trippi & Associates

Joe Trippi is a pioneering Democratic political strategist in the United States and
consultant in emerging technologies. He has served on campaign teams in numerous
American elections, working on presidential campaigns and Democratic Party primaries for
candidates including Ted Kennedy, Walter Mondale, Gary Hart, Dick Gephardt, Jerry
Brown, Howard Dean and John Edwards. As Howard Dean’s National Campaign Manager in
2004, he was one of the first to leverage the Internet as a tool to rally party members and
supporters around a candidate and as a campaign fundraising mechanism. His methods
have been replicated by dozens of candidates in elections all over the planet.

Ardavan Amir-Aslani, Attorney

An attorney recognised by the Paris Bar, Ardavan Amir-Aslani represents the interests of
multiple governments around the world and takes part in international deliberations at the
highest level. His work primarily concerns Western business interests seeking to launch or
to expand their presence in the Middle East.




— OUR TEAM

avisa partners

INTERNAL LANGUAGE
CAPABILITIES:

*  French

*  English

*  Chinese

* German

*  Arabic

*  Russian

* Persian

OUR CONSULTANTS

e Our team is extremely diverse, mostly composed of former
journalists and Internet or competitive intelligence experts.

*  Our consultants oversee a network of over one hundred
freelance writers charged with drafting and editing online
media content. These writers specialize in specific themes
(politics, economics, energy, public health, etc) and
languages.

, Countries highlighted in red indicate where we have
. already worked.
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— OUR PHILOSOPHY

“Influence appears as a means of escaping stifling one-track thinking. It is an aspect of influence which is often misunderstood or
obscure, but influence can reveal itself to be, following Aesop’s language, both the worst and the best of things. When uniform thinking
pushes towards erroneous and even perilous positions, it leads to a soft totalitarianism. And yet, by rekindling the play of ideas,
influence plays an extremely positive role in our societies.

By reviving the play of ideas, influence reinforces democracy. It opposes the reign of fixed prejudices with the eloquence of figures like
Socrates and Aristophanes... In particular, this rejection of the conventional mindset allows us to identify one of the major perils of our
world: the loss of meaning, which has brought about a chasm in strategic thinking.”

Alain Juillet
Former French High Representative of Competitive Intelligence
President of the Club of Business Security Directors

President of the Academy of Economic Intelligence
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