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Webinar Agenda

AWho is Adometry?
A The state of online advertising

A Challenges for advertisers & agencies

A Meeting the challenge: Ad Analytics
vV What is ad analytics?
vV How does it work?
vV How much does it help?

A Q&A



About Adometry

The leading provider of ad analytics,
delivering actionable insight to improve
the performance of online advertising
Founded 2006

G

Austin, TX
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.,: : ClickForensics

- FOR IMMEDIATE RELEASE

Click Forensics Acquires Adometry and Adopts New Company Name

Now Adometry, Company Continues Expansion Into Online Display Ad
Verification and Attribution

AUSTIN, Texas — March 1, 2011 — Click Forensics®, Inc. today announced that 1t has
acquired display ad verification technology provider Adometrv of Redmond, Wash. In
addition, Click Forensics announced it has changed its company name to Adometry. The
moves are designed to support the continued expansion of the Click Forensics product
line for the display advertising market.




Adometry
The industry leader in ad analytics

Proven Industry Leadership Proven Customer Relationships

Creator of Click Fraud Index Microsoft d
Industry benchmark for quality
looksmart

& Expediacom demand MEDIA

First to use data mining & machine learning PROGRESSIVE

to analyze traffic quality P
- | . = atat
Bringing transparency to online advertising - —=

moxyreda  wYCOS.

Creator of the Click Score
Currency of the CPC industry

adknowledge @

Pioneered the use of effectiveness metrics

Improving display ad ROI lendingtree CreditCards.com
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The State of Online Advertising
Presentation Prerequisites

Half the money | spend on advertising is wasted,;
the troubl e I s
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Online Time =TV Time
For real this time

“In a typical week, how many hours do you spend doing each of the following?"*

2005 2006 2007 2008 | 2009 W 2010

FPercent change ) :
(2005 to 2010} 3% 121% 15% 26%

15| -

/ N
2| 'Sl 4
5

6

|| i

Watching TV Using the Listening to Reading Reading
Internet’ the radio newspapers Magazines
(not online) [not online) (not online)

Forrester Research
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But TV Ad Spend Crushes Digital

2010 Ad Spend

Billions
$100 -

$75 -

$50

$25 -

Digital

Source: eMarketer, Kantar Media
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Key Events Clarify The Big Issues
Huh??

Digital Ad Events Thru June 2011

Where 2.0, Santa Clara, CA, April 19-21
eMetrics Toronto, Toronto, Canada, April 26-29
ad:tech Mew Delhi, Mew Delhi, India, April 27-28
FutureMidwest 2011, Detroit, MI, April 28-29
SMX Toronto, Toronto, Canada, April 28-29

ANA Advertising Financial Maﬂagement Conference, Phoenix, AZ, May 1
iMedia iMoms, Amelia Island, FL, May 1-4

Experian's Vision 2011 Conference, Washington 0.C., May 1-4

Digital Hollywood Spriﬂq Los Angeles, CA, May 2-5

DIGIDAY: TARGET, NYC, May 5

Interop, Las Vegas, NV, May 8-12

DIGIDAY: SOCIAL, NYC, Ma sl_.;

MNetworks & Exchanges: IAB Marketplace, NYC, May 16

SMX London, London, May 16=17

eTail Canada, NYC, May 16-17

OP5: Markets, NYC, May 19

iMedia Agency Summit, Bonita Springs, FL,

TechCrunch Disrupt, NYC, May 23-25

MNext Generation Customer Experience 2011, Los Angeles, CA, May 23-25
iMedia Brand Summit, Okinawa, Japan, May 23-26

All Things D: D9 Conference, Rancho Palos Verdes, CA, May 31-June 2
Feer summit 2011 New York, NYC, June 2

Semantic Technology Conference - West, NYC, June 5
DPAC - Digital Publishing & Advertising Conference, NY

g
YC, June 6

eMetrics, Paris, P
SMX Paris, Paris,

aris, France, June &
France,

Jun 6-7

Digital Hollywood Advertising 2.0,

SMX Advanced, Se
OMMA Video, NYC,

OMMA Mobile, NYC,
IAB Innovation Days, N

June

June
YC, June 8-9

-
Kl

8

MY
attle, WA, June 7-8

—
£

‘'C, June 7-8

Digital Media Summit from LUMA Partners and Medialink LLC, NYC, June 8
Creativity and Technology NY, NYC, ]

OMMA Social, NYC,

June

9

une 9

MPA Retail Marketplace 2011, NYC, June 12-14

Publisher Forum, Amsterdam,
iMedia Brand Summit (Holidays), AlbL
Banff, Alberta,
Audience Measurement 6.0, NYC, Jur

Banff Media Festiv

al,

iMedia Agency Summit,

ad:tech Singapore,
Cannes Lions, Cannes,
NYC,

DIGIDAY: LOCAL,
2011 MPA Digital:

iMedia Entertainment Summit, Bever
Francisco, CA,
NY(C,

AllFacebook Expo,

Luxury Interactive,

crmmr*-' :

SF,

The Netherlands,

June 12-15
lquerque, MM, June 12-15

Canada, June 12-15

e 13-14

Brighton, UK, Jun 14-16
Internet Retailer Conference, San Diego, June 14-17
Ad Trading Summit Singapore, Singapore, June
Billboard/AdWeek Music & Advertising Spring Conference, NYC, June 15-11

June 16-17

France, June
June 23

Technology, NYC,

San

Jun 28-29

19-25

June 23

Jun 28-29

Iy Hills, CA,

15

June 28

Source: AdExchanger.com




Just Way Too Com

TeChCI’UﬂCh March 21, 2011

The Council For Accountable Advertising Hopes
To Make Ad Technology Less Confusing

The advertising technology worl d
The council 6s goals are to creat
efine standards of accountabilit

I' s conf u
standar

e
y for the

February 28, 2011

JAB, ANA & 4A’s Join Forces to “Make Measurement Make
Sense”—Leading Trade Groups Take on Top Industry Challenge

Bain & Company and MedialLink engaged to support the effort

iﬂb. AV ,4'5
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Complicated By Lack of Transparency

Why Is It so difficult to answer basic questions?

Were all the ads | paid for actually served?
Were they viewed? Where was the ad served?
Is placement consistent with my brand? Who

saw the ads? Are they In my target aL

How can we better target this au

dience?
dience?

Which campaigns are working? Are they
complementary or conflicting? How can we
measure lift? How do | allocate my spend

effectively? How can | improve

ROAS?
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Lack of Data?
No, lack of meaningful data

What Display What Display Advertisers Get

Advertisers Want

What metrics do you use to evaluate ad network performance?
Responses from 420 display advertisers:

Brand Awareness Metrics

Reach & frequency CPA

Ability to drive
Purchase Intent Data awareness

Interaction rate

Favorability Ratings Ability to drive
brand favorability

Attribution Metrics Session Length

Cross-channel metrics Last~CIiCk
New vs. Repeat Visitors Attl'ibUt,'On

NnThe | ack of wuni f ecentrn¢ memeshave pusipddu
advertisers towardsthe near-me ani ngl ess Cl i c

Source: 2010 Collective Display Advertising Stud
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Why No Transparency?
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Wanamaker 0s Dr eam
Total transparency

Ad Analytics

Eliminate wasted spend
Accurately measure cross-channel attribution
Isolate key success drivers

Optimize ROAS
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Ad Analytics =/= Web Analytics
100% of Web audience

Ad Analytics

99.9% + 0.1%
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Why Ad Analytics?
NRnPoIlI nt solutionso f all

C ; /" Ad Analytics >

N—] 7
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Ad Analytics
Brand safety & verification challenge

Typical Breakdown of Display Campaign Efficacy

Effective: 50-80%

Brand safe, above fold,
etc.

Wrong sites, wrong geo’s, ads never seen, Wasted: 20-509%

below the fold, etc.
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Ad Analytics
Effective verification: goal

Effective 95-
99%

Waste: 1-5%




Quick Comparison

Sampling rate

Other
Verification Solutions

10 - 20%

100% (no sampling)

Reporting

Weekly Excel worksheets

Real-time browser-based
graphical interface

Effectiveness metrics

Reach & frequency
Demographic R&F

eCPA & eCPM

Conversion by site, creative,
placement, etc.

+ more
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Dashboar
Validatee

Va“date tl'_',-' Dmetry': Logged in as: John | Change Password | Logout | Help

=, Refresh

Change Campaign gl Campaigl‘l' WFPA

Placemants Pacing Impression Goal: 17,644,109 Campaign Uniques: 3,886,613

R Real Time Impressions: 14,940,406 Campaign Frequency: 3.54

B KINGS

» sesmlepl Campaign Progress Uniques by Placement
P KFREM

P Comcast

P valueClick

F Yahoo

P Seattle Times

> Qi3

Placements to Watch

Action Placement Problem Sites | Below Fold Never Viewed | Non-US Frequency  Under 20s

Campaign Reports Check Adults 25+ Lifestyle 200X600 0.00% 85.165%0 46.52% < 0.01% 2.63 68.43% | *
Campaign Summary Check Geo-Targeted to Washington state, Adults 25+ Weat < 0.01% 50.09%; 14.03% 0.26% 2.16 64.66%0 =

Dalivary by Placamant Check | Adults 25+ Lifestyle 300x250 0.00% | 33.24% || 76. 1% 66 64.08%
Date & Time

Check Adults 23+ who have participated in envircnmental 0.566% | 80.58%| 44, 25% 07 42.86%

visibility
! Check Adults 25+ who have participated in environmental 0.77 % 26.81% 18.535% .10% 04 43.965%

Campaign Frequency
! Check Adults 25+ Lifestyle 300%¥250 < 0.01% | 99,645 || 78, 015 .94 69.02%

Categories B Sites
Check Adults 25+ who have participated in environmental 0.11% | 78.77% || 53. .08 .09 33.77%
Costs by Placement

Check | Q13 300x250 0.00% | 83.58% || = 545 07 69.22%
Geography

Demographics

-

Check | Adults 25+ News 200%250 0.00% | 39.68% || as. 1% 73 41.72%

Veracity 1.12.6 & 2010 Adometry, Inc.
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Ad Analytics

Change Campalign

Placements
Campalgn 2

Waterfront Medla
CS_EVDH_Cancer_Ctr_728x90
CS_EVDH_RON_72BxS0 Wate
CS_EVDH_RON_72BxS0 Wate
CS_EVDH_Cancer Ctr_300x25
CS_EVDH_Living_300x250 Wz
CS_EVDH_Women_Health_72
CS_EVDH_Women_Health_30

Everyday Health
CS5_EVDH_Heart_300x250
CS_EVDH_Meuro_728x90
CS_EVDH_Meuro_300x250
CS_EVDH_ANKLE_72BX50
CS_EVDH_AMKLE 300x250

Campaign Reports
Campaign Summary
Delivery by Placement
Date & Time

Visibility

Campalgn Frequency
Categories & Sites
Costs by Placement

Geography

i

% Refresh

Pacing

Categories & Sites
Domains grouped into 68 categories

Advertiser

felcome [user name)] | Settings | Send Feedback | Help | Logout

Campaign

[Advertiser Name] v All Campaigns v

Sites by Category

Date Range: All dates

sumssatdwr 10 1UaM3

News and Magazines

Category

News and Magazl
Health
Web-based Emal
Soclal Networking
Education

Online Ads
Entertainment
Dating and Relat
Politlcs & Law
Sports
Community Forul

Search Enaines

Problem Sites

Categories & Sites for: Campaign 2

Top Categories Negative Categories

Incentivized | ||

B

=

=

==

| ——

Violence
Spam URLs
Hate Speech
Parnography
Nudity

Spyware/Malware

Export Chart

| | ExportData |

w dpIOP Y

Illegal Content

Web-based Emall Education

Health Soclal Networking 2,000 4K BK

Impressions Percent Conversions Conv Rate| | Top Sites for News and Magazines

11,337,537
8,585,272

23.74% 30,243 0.27%

29,205

Site Impressions

18.82% 0.33%

cnn.com 2,518,085

5,182,282 10.85% 0.06%
4,025,067
3,678,362
2,606,301

2,298,557

2,891
2,385
6,330
3,943

latimes.com 1,882,252

[ % O -
B.44% 0.06% drudgereport.com 1,662,475

[ O -
7.70% 0.17% latimesblogs.latimes.con 1,066,131

= 0, 7 -
5.46% 0.15% ocregister.com 553,613

4.B1% 4,642 0.20% £ | ycnews.com 281,113

1,823,959 3.B82% 3,363 0.18%

4,938

msn.fexsports.com 133,838

1,758,480 3.68% 0.28%

1,559,883

127,779
127,049

games.latimes.com

i 2 O
3.27% 1,966 0.13% newsinfo.inguirer.net

3.07% 0.13%

0.20% 7|

1,463,770 1,939

Inquirer.net 125,125

1,355,850 2.84% 2.671

Conversions
11,104
4,574
1,630
2,909

578

596

254

385

160

110

Conv Rate
0.44%
0.24%
0.10%
0.27%
0.10%
0.21%
0.19%
0.30%
0.13%

0.09%

Transferring data from feed.dmtry.com...
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Validate

£ 2010 Adometry, Inc.
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Ad Analytics

Change Campaign

Placements

Campaign 2

Waterfront Media

CS_EVDH
EVOH
5_EVDH
EVOH
5_EVDH
EVOH

CS_EVDH

Cancer_Ctr_72Bx90
RON_72Bx90 Wate
RON_72Bx90 Wate
Cancer_Ctr_300x25
Living_300x250 Wz
Women_Health_72

Women_Health_30

Everyday Health

CS_EVDH
CS_EVDH

CS_EVDH

Heart_300x250
Neuro_72Bx90

Neurs_300x250

CS_EVDH_ANKLE 728X80

CS_EVDH_ANKLE 300x250

Campalgn Reports

Campalgn Summary

Delivery by Placement

Date & Time

Visibility

Campalgn Freguency

Categories & Sites

Costs by Placement

Geography

“Z Refresh

Pacing

Zone Reporting
Location on page

Advertiser

Campaign

12 [user name) | Settings | Send Feedback | Help | Logout

[Adwvertiser Name) v All Campaigns v

Based on 43% of Impresslons.

Visible Time

Exposure Graph

Initial Page Location for: Campaign 2

Top
31%

Center
19%

Below the Fold: 26%

Export Chart

w hdi2WopY

Off Screen
2%

Transferring data from feed.dmtry.com...

ometry”

Veracity 1.9.1 © 2010 Adometry, Inc.
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Audience Verification
More than simple I/O compliance

What 60s wor ki ng, not

Content Adjacency

Geographic compliance Unduplicated reach &

% never viewed Ad frequency

Above/Below the Fold Verification Site & placement overlap

Delivery by day or daypart Time lag to conversion
Frequency to conversion

Reach and
Frequency

Demographic
Reports

A Age, gender, HHI, interests
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Attribution
A fractional attribution model
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