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Evolution of Online Advertising Business Models

Advertiserso risk decreasing

>
CPM CPC CPA
Cost Per Mille Cost per Click Cost Per Action /
(Impressions) Acquisition

TV Affiliate

Print Marketing
Billboards

Display Ads

Behavioural Behavioural Behavioural
Targeting Targeting Targeting




Online Display Focus Shifts to Audiences

Market shift to selling audience vs. sites

' — 1. Sites
- Sold on site-specific, channel

Display Advertising Demand < or run of network comps

o O e 2. Audience
- &3 Individually targeted by behavior (e.g.
in-market) plus context, geo, demos

Display Advertising 2009-2011: lllustrative View

$ billions 2009 2010 2011 CAGR

Sites $6.3 80% $6.5 75% $69 70% 4%
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Audience $16 20% $22 25% $29 30% . 36%
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Total Display $7.9 100% $8.7 100% $9.8 100% 11%

Source: eMarketer (January 2010 Think Equity, JEGI estimates

2010 IAB Annual Leadership Meeting
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Disrupting the Online Advertising Ecosystem

Premium publishers losing a key advantage...

Publisher Display Value Proposition

Ehe N myork&ii{cs 1. Premium Context
] Advertising has better
recall and impact

. OPUNION -

‘! L e
% | THE WALL STREET JOURNAL.

e
2. Premium Audience

Advertising reaches
target audience efficiently

“Now I can target my audience
in other — cheaper - places.”

Blirzard I\nnﬁ~
Northoast to Haly

2010 IAB Annual Leadership Meeting
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Personalised Retargeting Goes Magarket in 2011

Personalised Retargeting is quickly becoming a
standard and vital online marketing practice in Europe

2011is the peak year for the Early Majority

Early Early Late

I
|
|
Innovators Adopters | Maijority Majority
|
|
|

Laggards

Area under the curve
represents

number of customers

"The Chasm"

B

Technology Adoption Lifecycle
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What is Personalised Retargeting?

KAREN MILLEN e S e
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Target Audience:
Web users, not necessarily

Vi sitors of t he me
website
For exampl e: NFashi

Campaign Granularity:
1 static message for everyone

ry
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N
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MID SEASON

SALE
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Target Audience:
Visitors who left a
mer chant 6s webs

Campaign Granularity:

1 static message for
everyone

%% MID SEASON
1 SALE

, CONTINUES |
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who | eft a merghanté\
website

Target AudienceYisitors

Campaign Granularity: @
1 static message per cookie

NEW SEASON
COLLECTION

Vv

. . & ?
Now Imagine trying to . 9
create a banner for each @ @ @ '
item In your extensive
AYOSY(l2NRSEX

Vv

&
&

?
With200LINR2 RdzO G & & @iz P d

have to manually set ug5 )
Million banners! & @@@ ~
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Personalised Retargeting :
The Right Ad, for the Right Person, at the Right tim

Target AudienceVisitors who left a
mer chant 6s website

Campaign Granularity:
Individual ne@ssage for each user

Tens of millions of banner variations will B,
be generated automatically, in real time! gr1o90 [

Publisher 2010

P

[

China 16 piece Dinner Set

£159 Buy Now!
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Performance Meets Didpy

2 Sv@ takenthe best of Search
w Nano Targeting = purchase intent & relevancy
w Personalised content

w Performancebased business model:
the advertiser pays only for actual sales

w Measurability

XI'yYR I RRSR UKS 0Sadu
w Volume
w Branding power

w Engagement
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| M PRICE el
personalised

t ti ider in E wie
retargeting provider in zurope addas
Achieving In return conversions for
the top online retailers L isclajg.

+
D099

Personalising

a month N
that spans the global ad cloggs igtgr;,(
networks, ad exchanges and top local publishers H g
Affiliate Window platform! "
Customer base increas@®X in2010 Etam Vs

<er0 . 0> PlXmania.com




myThings |Award Winning Technology

WINNER




.y myThines

myThings |Member of IAB UK

Conforming to all EU and
Industry privacyregulations

Helping shape industry cookie
hierarchies workframes, intended
to ensure fair conversion
attribution for affiliates in
personalised retargeting
campaigns

Internet Advertising
Bureau
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Seamless Integration with Your Affiliate Programme

o Seamless integration with Affiliate Window tags. No
additional Tags needed

o No product feed integration required (witlmy ThingX 0

o Campaign tracking and reportiggautomatically managed
via Affiliate Window Platform (Darwin)

O Full, builtin dedupe mechanism for CPA campaigns
reducing campaign management overhead

In campaigns run by myThings via affiliate windov
80% of traffic was incrementatio the network
traffic, ensuring no cannibalization over existing

affiliates
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The Impact |
+500% uplift In return conversion rate

Retailer A: Leading Electronics Retailé&tetailer B: Leading Fashion Brand
(2010monthly average) (2010monthly average)

Returned Conversion Uplifd81% Returned Conversion Uplif602%

2.50%

1.00%

0.80%
2.00%

0.60%
1.50%

0.40% 1.00%

0.20% 0.50%

m Not exposed to retargeting ac m Exposed to retargeting ac m Not exposed to retargeting acm Exposed to retargeting ac

Return Conversions = % of visitors who have left the website without
converting and then returned to complete a purchase
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Personalised Retargetingase Studies
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Case Study | M&CO: Personalised Retargeting
Campaign in the Fashion Vertical

The Company & Objective
M&Co, established ih834 is one of the largest
Privately owned fashion retailers in the UK.
M&Co was looking to increase its website
conversion rates and its customer share.

The Campaign

myThings turrkey personalised retargeting
optimisation engine analyses @ite browsing
behaviour and then creates individualised, dynamie

It's time to party"

: . AWede thrilled with the 762%
ad banners, targeted at M&®@site visitors as they increase in return conversio;s

surf the web. wede generating with
myThings personalised
The Results retargeting,0

By optimising these personalised retargeted ads
according to performance, myThings was able to
delivera 76(% liftin return conversions

NicholaToner, Website
Services ControlleM&Co
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Case Study | Pine Solution:Personalised
Retargeting via Affiliate Window

The Company & Objective

Pine Solutionsan Affiliate Window advertiser, is one
2F 'YQa tFNBSal 2ytAyS 7 FAR A~
was seeking a cost effective solution to reduce

Solutions

£456-

websiteabandonment rate £214.57
The Solution 2
myThingdaunched an affiliatpersonalised aE

retargeting banner campaign based myThings
algorlthmdrlven recommendatlon engine and the

GAEAG2N0E &0 IS— Ay —GKS—5++S&Fdnfyy S
AThe affild] arnoathorhmaonthel $
uplifts of over 40%, whilst year on sales were

TheResults up by 94%. By utilising the myThings retargeting

A40%MOM sales uplift service via our affiliate programme, using a CPA

RA949%YOY sales uplift model it allows us to successfully retain customers

that leave our site in a manner that is cost effective
to the business. 0
Chris Wiseman, Affiliate Marketing Manager,

Pine Solutions.
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Case Study | Maximuscle Boosting SEM

campaign with personalised

The Company & Objective
MaxinutritonA & ! YQa f SI RSNJ
a I E Ay dziobjEktiie2vgdsQaiincrease its
MaximuscléNebsite conversion rate and

to augment search marketing activities

The Solution

Users' interactions wittMaximuscle'sveshite

retargeting

O maximuscle

AY

Promax Diet - 1.2Kg/20

£43.99 Buy Now! |

The Results:

and SEM keywords were analyzed
according to the categories and products
browsed, as well as stage in funnel.

Personalised Banners were generated in Real
Time, in synch with search campaign

56%MOM revenueuplift

A91% YOY revenummcrease
AReturn conversions rates of
exposed visitors werg62%

nigherthan return conversion
rates of non-exposed

and reflecting periodical promotions
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Case Study| Automated CrossSale Campaign
for a Mobile & Web Service Provider

The Company & Objective

A leading online mobile phone and internet
connection services provider was looking to
leverage complimentary products and services in
its retargeting campaign

The Solution

Dynamic personalisedanners were generated

for the productssection of the website (extensive
inventory of mobile handsets). Static Banners were
generated for theservicessection (ADSL connection
programs, among others)

myThing Sy 3IAySa KI @S | dzi2
in real time the optimal crossell offering

F2NJ SIFOK dzaSNJ 60l aSR 2V
Interactions with the website and accumulated
performance data

The Results:

Return conversions
rates of exposed
visitors were413%
nigherthan return
conversion rates of
non-exposed
ACross sale rate

between vthe two
EdclibAs Okréafed

by 62%

QX
(0p)

TKS dzZasSNXa L
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Personalised Retargetingest Practices
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Optimise for Conversions

5 1 A
T e geared toward

Conversions
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Shuffle
Creative

Increased average
CTR by over 50%!

Fight banner fatigue
with automatic and
continuous
optimisation

of creative
alterations




Dedupe Clicks & Conversions
Why pay twice for the same conversion?




4 Personaliseofferings, not just products

Y myThines

Personalisati on shoul dnot St




ersonalised
Retargeting is a
‘constant
sales-enhancement
~Channel

Ensure accumulation
~ of extensive tagged
population pool

(:y myThines



6 Untagafter Purchase

Avoid over-exposure
to customers

who have just
completed a purchase




Recency, Frequency, Decency

Frequency :Cap
Impressions to prevent
brand overexposure and
spamming!

Recency Tightly manage
recency cap for optimal
performance and user
satisfaction

f))
(o)
c
i @
=
= DecencyEnsure use of
appropriate media only




my Things

making impressions personal

Personalised Retargeting: Business Moc
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Retargeting Business Models

No setup charges
Various pricing models:

CPM simple setup and billing, falls under the general
branding budget

CPCsimple setup and billing, falls under the PPC/SEM
0dzZRISHZET OGUONROGdzIAZ2Y G2 GF
CPMahybrid model, suitable for innovative and

experimental campaigns
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RetargetingBusiness Modelg/ 2 y U Q

Pure performance budget
Fully Deduped via the affiliate network
Campaign optimised for conversions

Adjustable by category / product / User Type

Unique expertise and focus on CPA:

Proprietary engines and algorithms to optimize for
sales recommendations engine; creative optimization
and prospect valuation (RTB)

Integrated will all major analytics, tracking and
dedupingsystems;
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What is Post View attribution ?

Postview Is the attribution of a conversion
or a transaction to an advertising provider,
based on a targeted exposure to a banner
that has resulted in a purchase

Postview attribution is usually limited to
LINBRSTAYSR a[ 221 01 O
48 hours, but may vary according to the
YSNDKI yviQa ©@2fdzyS 27
a[ Fad Of AOl o6Ayaé¢ Aa
deduping rule for posviews through

affiliate networks
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Importance of PV in CPA Personalised Targeting
t SNAZ2YIFf AASR wSUlF NBSUGA)
Incurs media and technology costs that do not

apply to regular affiliate media

Is displayed out of context, in email & social
media platforms, for example, known for low
click rates but higlpost viewconversion rates

Ensures the overall effectiveness of the
campaign rather than narrow focus on the
WOt AOTAY3IQ O2yadzySNaA |
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NAdvert icaier 180 longer rely on
click-thrus to gauge online ad performance. Doing
so fails to capture the Impact of advertising

Impressions. 0

comScore
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Welcome Mike Shaw
Director of Marketing Solutions,
from comScore Europe
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Understanding Online Display Advertising
Why Clicks Alone Undervalue Display




comScore is a Leader in Measuring the Digital World

NASDAQ SCOR

Clients 1,700+ worldwide
Employees 1,000+
Headquarters Reston, VA

170+ countries under measurement;

Global Coverage 43 markets reported

Local Presence 30+ locations in 21 countries

(’ CO m S C O R E © comScore, Inc.  Proprietary. 39



Branding Dollars: Digital Lags Badly

2009 US Measured
Media Spend: $147B

63%
Branding

6%
of Brand
Dollars

$91 B 2009 US Online Media
Spend: $24B

$6B
$18B

37%
irec $ 5 5 B
Re[:;pontse 3 00/0

of DR
Dollars

Com S CO RE Source: Brand.net analysis based on data from Barclays Capital,
. © comScore, Inc.  Proprietary. 40 Think Equity Partners, LLC, and DMA



Banner Ad Click Rate is Small and Shrinking

Click-through Rates Across Static Image, Flash and Rich Media Formats

E- 0.05% UK:

rary SN
R ol 0o 0.07%

— Iil B 0.09%
I !

I II IE- 0.10%
!|=-—-u.11%
i I

Rl
I

l l I 0.13%

—
I 0.14%
I

ﬂ R I .17

ﬁ = I 0.18%

I 0.19%
EE e 0500

(' CO m S CO R E © comScore, Inc.  Proprietary. 41 Source: Doubleclick DART for Advertisers a cross-section of regions, Jan-Dec 2008/09



A Small Group is Doing Most of the Clicking

64%
Clicks

’ %

Internet
population

(’ Com S CO R E © comScore, Inc.  Proprietary. 42 Source: comScore Marketing Solutions, UK, August 2010



Heavy Clickers: Not Representative

Internet Usage Skew

heavy clickers

Services
Search/Navigation
Entertainment

Portals

Conversqtional
Media

Gambling

Career Services

Education
Health

non-clickers

(' CO m S CO R E © comScore, Inc.  Proprietary. 43 Source: comScore Marketing Solutions, August 2010



Di splay Advertisingos Early M

Does this one person’s
click effectively reflect the

branding impact of exposing
the other 999 people
to the same ad?



But Digital Advertising Has Been Proven to Work!

Branding Impact Significant

1.60% -
1.40% - .
Average Lift from Exposure to
Online Advertisin
1.20% - 9
1.00% -
0.80% -
0.60% -
0.40% - ® Computers & Technology
m Consumer Goods
0.20% - m All Marketers
0.00%

Awareness Purchase Intent Recommend Favorability

(' Com S CO RE © comScore, Inc.  Proprietary. 45 Source: comScore Brand Survey Lift Norms, US Market January 2011



Can it Increase Consumer Engagement: Yes

Advertiser Site Visitation Trademark Search Queries

(I COI I ISCORE © comScore, Inc.  Proprietary. 46 Source: comScore fAWhithRebruatyB0d0 cl i ck in Eur



Does it Drive Sales: Yes

$9,905 |

$994 $1,263

B W control WM test online offline

( S Source: @Whi t182amSchrestudds inthé ? o
~ COI I I CO RE © comScore, Inc.  Proprietary. 47 June 2009 Journal of Advertising Research



Sales Impact Comparable to TV

BehaviorScan tests conducted over one year period
comScore studies over three months*

TV (BehaviorScan) Internet (comScore)

Hypothesis: More precise targeting ability of the Internet allows more impressions
to be delivered against target audience in a given period of time.

(’ Com S CO R E © comScore, Inc.  Proprietary. 48 *Assumes 40% HH Internet reach against target.






