
Message

From: CLAUSS, KELLY J [AG/1000] [/O=MONSANTO
Sent: 7/30/2015 5:39:01 PM

To: CLAUSS, KELLY J [AG/1000] @monsanto.com]; MADRAZO, JESUS [AG/1000]

@monsanto.com]; DUNCAN, MELISSA S [AG/1000] @monsanto.com]; WILSON,

THOMAS P [AG/1000] @monsanto.com]; SMITH, MARTHA A [AG/2074]
@monsanto.com]; GAO, YONG [AG/6000] @monsanto.com]; REYNOLDS, TRACEY L

[AG/1000] @monsanto.com]; PARRISH, MICHAEL [AG/1000] [ @monsanto.com];

DHUNJISHA, ASTAD [AG/1000] | @monsanto.com]; REUWER, CARRIE [AG/1000]

@monsanto.com]
CC: MOADE, JAMES R [AG/1000] @monsanto.com]; FLEMING, KELLY R [AG/1000]

@monsanto.com]; SCHAUL, ANDREW [AG/1000] @monsanto.com]; OTT, LIZ

[AG/1000] [ @monsanto.com]

Subject: RE: UPDATE: Seeding Fear / Neil Young

Following is an update on Seeding Fear and our shift in overall thinking about the communications strategy regarding

Neil Young.

Context from the Fusion Center:

Twitter volume for "Neil Young" in relation to Monsanto or GMOs returned to the normal volume range on Sunday and

never exceeded volume levels of previous album or tour-related events. Conversations mentioning Neil Young alongside

Monsanto are being driven by three articles: Rolling Stone, The Guardian, and Billboard. Sharing of these links accounts

for about 3% of all links shared alongside Monsanto since the video was posted in terms of volume and about 9.3% of all

impressions created by links shared alongside Monsanto since the video was posted. The follow-up Rolling Stone article

containing Monsanto's point of view accounts for about .8% and 3.8% of all Twitter volume and impressions created by

links shared alongside Monsanto since the video was created. The more recent and positive MSNBC article accounts for

a smaller share ofthe conversation since being posted yesterday.

On Facebook, as of today (Thursday), there are more than 3.8 million views of Seeding Fear, largely driven by the paid

support put behind this video. (Reminder: Viewers would need to only view 3 seconds of this video to be counted as a

view.) In addition to the view count, the video has been shared and liked more than 113K and 68K times respectively.

Following are updates on our engagement.

Brand Team Update / Perspective: We have not initiated paid promotion to combat the video. Our existing Facebook

strategy leaves us well positioned with effective brand content to counter Neil's advertising efforts in this forum. We

reviewed existing video content and determined that it is not on brand nor intended for a consumer audience and

should not be leveraged. From a Google perspective, search results indicate that people aren't searching for additional

news or information on this; however, our POV in media coverage, the BTR blog post and content added to.com last

week are likely to reach anyone who does search for content.

Media Coverage: We have received no media inquiries this week, however, the facts in articles in key news outlets

have been corrected. The most notable coverage this week is: Neil Young vs. GMOs: Why the rocker's latest cause is a

sham, MSNBC, July 29, 2015
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