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Programmatic creates

> New Business Opportunities

Re-evaluate current business models & enhance them with automation & Data
Introduce new business models (e.g. private marketplace, audience extension)
More monetization channels available — must work together and not against each other

Local Publisher Alliances — an answer to the global market dynamics

> Organizational challenges

> Re structure according to the evolving skillsets needed

> Select your technology partners

> The Data conundrum

> What data do | own / can collect?

> How do | use them?

> Change & Evolution
> It’s never easy
> It’s unavoidable

> It’s not replacing everything




Traditional Business Models

Data Layer

Technology Stack

In House Skills
Core
Business

Strategy

External Partners

SSP, DSP, DMP, B|, ...

Attributes, Segments, Audiences

Programmatic Business Models




DISPLAY L

Agercies Agency DSPs Ad Networks Sharing Data /
Trading Desks » ontal i
(- \ / Trading . Wi - (YA}IOO’ Horiz Cougle Social Tools |
P\ M T Microsoly Media
OmnicomGroup YAccuen e i > .I@ '0 Joteer:. Aol.  facebook |
_"_“_'i_te_’_“}’fi_'*’_ ! cpx = U‘.-d.e;f_ AR shareThis
WPP mic TURN - ) .,,,;L. N & Burstiadia ! —
RAXES Data'\’ 2 «unu P, Casals Ttmﬂ" S
By TUsl i : £ S pynamiX | ed tynt gigya
bt VivaKi | |re-o--------- & BOLYE e *Ev=2 ASynmank {nuerer? tynt
€ tficientFrontier. o ‘s“A'v‘ -- Video/RichMeda ------
"""""""" TL o D & pee (
= Zh | . - TREMOR videology” YuMe
‘M'?C“ X CADREON v TRIGSIT 17 '\)penx Od ug bxwenow Bngh(holl Sz\ go-pumpr=l - o U
IIAV/IAC RUN: adr]etlke ________ casalex ~i.c)r\n:m ;”5-.-.:.-.-:-:“-1-__:____.—'._ ---b—---.-.
VIAVIAD 3 s T 5] b dBrite rubicon
Aecas IR ‘"‘"‘° s o 0 PO Sy Vet g B o R
MDC M PARTNERS . R O [ oo oo AREY G (aReviNet | LIFTo
B ‘ < et ek @ ey ;
_A.K.Q\j_ LB' Media Planning ' DMPs and Data Gl?m e :“E“ m' Pu:dsher
ROSETTA. o ( and Am'“?:jm \ f Aggregators \_Ideas People Ton'Fuse  .ll.L =) Yieldex :fam“
epsilon B e | | ©bluekai [ Targeted Networks /| AMPs
Shadtil: G0
ferossing /i) g Wtk | | aley woosiog | [ NetsSr mEER preiia aio | | »
o vl | e Mt — DemAER! | | mocoacogvos Boscionsn ..., @ | (ol v
MERKLE ® s '- CBET\::::S Think' - | |Quomntcast briliq Macross radunt™ T resonate :;:'-
. —=oey - C === : & Sodtt
{camet = o:Mmo pmn:ot.n COVARIT | £0., - pl-z-(?- _ 5 HITANE PSRN Qovrionuorn -ro-c!(?f(f'f - :4* Mochila ‘S‘:Ckayﬂb
gy 'M;:rsle [_:;2 d mocHEMY Korrelste ) | 1JOVIanOATAL sl ryx i&&;&"“k‘u’é" cotecive Y ntercic ) | B Pt
= :l-no-n eaay ey T N —— ; —<
e Red Aril! Aimondict Performance > [ METANARKL TS MAXTER
* ned Anll ! X
K = Liwensiic J &M MlsJ - Tag Mgmt :pmd LeBilas ﬁm MAT@MY WA MUTAERESs vigRANT Butbrain ;
- >
Plramen. . i RE’B'QF—""‘J : EDMan & oo e T sanoomoope v CHEMEEED < ontors
r ' critec ) Tell Simpifi ~. ! g o = ey - Ad Servers \
& ’ | sTasumouse B TEALIUM - b e (] reverblue
. I L’ wyn"'; C'o;b;a"N;‘::?lca \ < Q AOY[RACYIV'( f
oY my 3 e 1 ———
(o etwgeter AdRoIL @ medioFORGE | Measurement (_ 2 g \ \" 3 TattoMedia! AV7I
Verifcaton ( andAnauyu'cs N [ EEEperian ACKIOM | Se——
Privacy A 0 égt_ia_ta_lqg_« ROTNA] 'a dmob. .
{TARGLSinfo} @5uree Vf‘ﬂ‘\fa_' o=
| [raris e | \siizeadee o St A
b_ll.-lé(-:(.!;f;.)- g I_F'XI:: g Meda Mgnt Systems Ad O)Prdhﬂh -
(infogroup V2 DS mediaits> teimar centro perat *% theorem
\‘mm“ :.]ér’_lr{)oj \ h.,,,‘.&;‘; ) 1 ’3;!1;; gt fochtoce? TRAFFI ' _____ E ; Prn
M e
{1 Denotes acquired company O LUMA Partners LL

AMI OVO—-r0CTO

C 2012

AMsESCnzZ200



DEMAND

Admeid
rubicon
Pub

Ideas People

Targeted Netw

st 3
LOTAME XGRAPH rocket
Wrux o Interclh

ITMIV—rFFWCT
AMsSsCnVZ200

. Motxle
im
y ﬂj DJ Jumptop

InM

DS mediaks operative.

SUPPL




The market stakeholders

) Large international players have emerged

> Global Internet media companies

> Global Advertising Agency Groups

> These international entities are ideal trading partners because of their

size and offer and have disrupted local traditional media companies
> Emergence of smaller agencies & publishers increases fragmentation

> Display advertising budgets are on the rise globally although not still

commanding the proper share based on Display SOV




The technology evolution

> New technologies coming of age

> RTB

) Big Data

> Viewability / Visibility
> Global technology & infrastructure providers have emerged
> Programmatic trading is rapidly growing globally

> Adopted by large global media companies

> Embraced by medium — small advertisers

) Strategically selected by big agency groups

> All the major global players are building centralized technology
capabilities

> The digitization of traditional media (TV, radio, outdoor) has already
begun




A complex ecosystem

AppNexus

Cadreon The Trade Desk

Magna Global )
Technology MediaMath
Platforms ) )
The Rubicon Project
7‘ OpenX
Audience On Demand(AQD) <
Skyskraper Agencies Google

Turn

Programmatic

Aggregate Knowledge
Sociomantic i Ezakus
AdRoll Lotame
Rocket Fuel BlueKai
Criteo Excelate

Air France
AdPilot 7 End Clients AudienceScience

DataXu Krux




Trading Models

Impression Volume

Automated Guaranteed

Direct bought guaranteed inventory access, non-RTB
Predictable and scalable high value placements

Private Marketplace

Direct bought RTB based inventary access
Predictable and scalable high value placements
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Open Market

R1B based inventory access in open marketplace
Efficient and targeted audience buying

Flavors of Programmatic
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What are the Buyers looking for?

BRAND PERFORMANCE
) Safety ) Specific Actions

) Transparency ) Goals
> Custom Solutions ) Efficiency
) High impact formats ) Data

) Relevant & comparable
results

> Audiences




What are the Buyers looking for?

USERS OF PROGRAMMATIC BUYING
ARE CLEAR ON ITS MANY BENEFITS.

PERCEIVED IMPORTANT
BENEFITS ASSOCIATED WITH
PROGRAMMATIC BUYING:

76% Real-time optimization

76% Better targeting 58% Dynamic ad placement
68% Decreased media cost 51% Access to broader options
59% Managing channel buys 50% Faster execution

AN

2014 ANA/Forrester Survey: Media Buying's Evolution Challenges Marketers



What are the Buyers looking for?

The evolution of online advertising

Advanced targeting and engagement techniques represent
a step change in digital advertising’s effectiveness

Standard behavioral
targeting: Displays ads
based on consumers’ previous
online behavior
(good for specificity); e.g.,
remarketing from website,
third-party lists

Site-based targeting:
Displays ads based on
the content of the website
{good for scale); e.g., categories

S Ie SeRIC e Advanced Sbehavioral

techniques: Work across
digital channels and are
even more data driven
(good for both specificity and
scale); e.g., look-alike lists,
video/search remarketing,
behavioral analytics

For advertisers and their agencies,
better performance can be achieved by

You need all 3 to get the best performance

Source: BCG “Boosting Digital Advertising’s ROl “2014
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> Mobile?

> Smartphone

> Tablet

> Conduit

> Mobile Web

> InApp

>Format???

The (curious) case of Mobile

20100

e 2013: e
The Year of Mobile Advertising
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Your Unigue Competence #1

The Zero Moment of Truth
refers to all the research
consumers do online before
making a purchase.

The internet has empowered
people to know more about the
product they're going to buy,
than the person selling it to
them.



Your Unigue Competence #1

Stimulus MT First Second

Moment of Truth  Moment of Truth
4 (Shelf) (Experience)

Which becomes the
Source: Google next person’s ZMOT



Your Unigue Competence #2

Cross Device Targeting!




Publishers

Traffic
Generation

Monetization

Supply



Opportunities

> Additional Buyers for your existing inventory
> Audience Extension

) Leverage Mobile specific data points (e.g. location, carrier,

device type, OS)
> Properly Connect your screens!!!
> High Impact / Engagement Formats

> Fresh (ZMOT) Data ;-)

> You're also advertisers!!! (think DSP)



Final thoughts

> Mobileis
> A platform to deliver advertising ( a screen)
> An excellent data pool

> An additional element in creating a “walled garden”

> Programmatic is an additional trading paradigm. You must decide how &
where it fits within your overall monetization strategy.

> Putting both together you should

Prepare via the adoption of proper technologies & selection of partners
Embrace via business models & people skills development

Decide on a data strategy

BN

Play the game!
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