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About Adometry

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

ometry”



Why Adometry?
Lots of vendors hyping “verification™ and/or “attribution”

Better data
Built on a verification platform
Analyzes 100% of display impression data

Better science

Data driven attribution via data mining, predictive modeling
Dynamic cross-channel fractional attribution

Actionable

Specific, campaign-level recommendations
Automated optimization, projected results

Full service, no upcharge

Implementation, customization, interpretation
Weekly, monthly, and/or quarterly reports
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Display advertising continues to mature, with
adoption and investment on the rise.

A lack of measurable results and a dearth of media
and audience insights hamper further investment.

Current technology point solutions address these
challenges in a limited or disjointed way.

Marketers would benefit from a robust, flexible suite
of technology solutions.
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Display Continues to "Grow Up*




Display Budgets Primed to Grow

“How will your total interactive marketing display media budget change over the next 12
months?”

Willincrease — 55%

Will stay the same | NG 34%

Willdecrease [ 3%

Not sure F 8%

Base: 150 North American marketing professionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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Display Isn’t Just For DR Advertisers
Anymore

“Please select the statement that best describes your display media buying practices.”

iy team buys a combination of branded display
media and performance display media

iy team buys mostly branded display media

iy team buys mostly performance display media

Other

Ease: 150 Morth American marketing profe ssionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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The rapid expansion of the audience targeting market
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Marketers are Hungry for Insights




Marketers Limit Display For Several Key
Reasons

“Please indicate which of the following factors are most influential in limiting the amount your
organization spends on display media”

Lack of measurable results

Price is too high

Lack of audience data, notsure who is
seeing my ad

Lack of transparency, notsure where my ad
actually shows up

Creative formats are notcompelling
Privacy or regulatory concerns
Other, please specify

None

Base: 150 North American marketing professionals with interactive marketing responsibility
(multiple responses accepted)

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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‘Needs’ List

“Please indicate which of the following factors would cause your organization to spend more on
display media”

Better targeting of ads

Reporting that showed measureable results 47%

Better understanding of what consumers did after they
saw the ad

Lower prices

Better understanding of who saw the ads

More transparency of ad placement (verification ads
were actually seen)
Reports showing the cross-channel impact of display
campaigns (on search, social, mobile, email, etc.)

New creative formats

Better-quality publishers

Other, please specify

Base: 150 North American marketing professionals with interactive marketing responsibility
(multiple responses accepted)

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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Current Tech Solutions Meet Some Needs,
But Not All




Current Tech Solutions Only Take
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Current Verification Tools Lack

NMoaciiroamaont Canahilitine and Alnidianecrno

“Please indicate how effective your display media partners are at reporting the following”

» Noteffective Neutral Effective
Measurement of the ads’ true value in relation to _ 419 ‘
all of my marketing efforts ¢

Verification thatmy ads reached the target
audience -

Verification thatconsumers engaged with my ad - 32%

Verification thatall my ads were served/viewed . 27% I

Verification thatmy frequency caps were met ' 27% l 68%

0% 25% 50% 75%

Base: 44 North American marketing professionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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Interactive Marketers See a Need for Multi-
Channel Attrihiition Analvsis

“Which of the following best describes your organization’s efforts in attribution analysis?”
(Understanding the impact display campaigns have on overall KPIs)

Thereis a need for attribution analysis, but
we don’thave time/budget

We are actively investigating aftribution
analysis solutions rightnow

We have plans to do some type of
aftribution analysis in the future

We already have people actively performing

25%

24%

19%

attribution analysis with in-house tools 14%
We already use a third-party attribution 49
analysis tool °
| still don’t understand what attribution 139
analysisis ?

There is no need for attribution analysis 1%

Base: 150 North American marketing professionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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Key Takeaways

* A baseline of brand safety

* An additional layer of audience and measurement
INsSights

Multi-channel attribution
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Recommendations

* Assess your own needs and review available
resources

* Perform an audit of current technology and media
partners

* Consider a provider with a flexible suite of solutions

to fill gaps
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Thank you

Joanna O’Conneli

+1 212.857.0718
joconnell@forrester.com
@joannaoconnell
http://blogs.forrester.com/joanna_oconnell
www.forrester.com
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Demographics: Job Titles

“Which of these statements best describes your job title?”

Other marketing Vice president
leadership role (including
1% SVP,EVP, VP,
(N=17) —__etc.) of marketing
15%
(N=22)
Manager of
marketing

31% |
(N = 46) Director of

marketing
— 43%

Base: 150 North American marketing professionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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Demographics: Spend

“Please select the option that best describes your “Please select the option that best describes the size of
organization’s annual revenue” your organization’s interactive marketing display media

budget”
Between $1 million

and $15 million 13% Between $100.000 and

$500,000 annually
Between 315 million

and $100 million Between $500,000 and
Betwesen $100 31 million annually
million and $1 billion

$1 million+
$1 billion+

Motsure
Notsure

Base: 150 North American marketing professionals with interactive marketing responsibility

Source: A commissioned study conducted by Forrester Consulting on behalf of Adometry, March 2011
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