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» The acronyms bomb
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> RTB

> DSP

SSP

> DMP
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DEMAND

> StakeHolders
> Advertisers
> Agencies
> AdNetworks

> Goals
> Reach
> Resonance
> Results

> Campaign types
> Brand
> Performance
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The Core Revolution:

Automation

of media buying and selling
(through technology)




The protocol for automation is called

RTB = Real Time Bidding

An online advertising technology that enables ,...:.,.
you to trade display advertising inventory ;ﬁ,a
- impression-by-impression
- inreal-time

- on an auction basis

& Data

Affecting the valuation of each impression




The underlying evolution

From Media Planning
Attempt to reach the right person with the

right message at the right time
- Using historical information
- Buying in bulk

-  Post Campaign Evaluation

To Audience Planning

Evaluate each impression in real time
against the desired audience profile

- Using real time information

- Post impression evaluation & feedbac




One to One

Non RTB
Automates Traditional Direct Sales
Longer Commitments
Audience Buying

Few to Few

Known as Private Marketplace
Non RTB & RTB
Both parties know each other
Extension of Traditional Direct Sales
Automated Trading
Audience Buying

Many to Many

Known as Open Ad Exchange P il o
RTB e
Parties don't necessarily know each other Se I I e r
Automated Trading
Audience Buying

More than an open bidding exchange...



PROGRAMMATIC BUYING ECOSYSTEMS

ADVERTISING
INVESTMENT AUDIENCE
L

1

Source: IAB Spain 2014




What's In It
for us?



Cards Reshuffle




Growing like a Wildfire!
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Growing like a Wildfire!

Real-Time Bidding (RTB) Digital Display Ad Spending Real-Time Bidding (RTB) Digital Display Ad Spending
Growth for Select Countries and Regions, 2011-2016 for select Countries and Regions, 2011-2016
% change millions

2011 2012 2013 2014 2015 2016 20 2012 2013 2014 2015 2016
Asia-Pacific Morth America
Japan . 3293% 749% 743% 438% 304% us $1,067.0 52,1830 $35554 $50997 S48827 33,8837
Ehina = = HWooE  1354% 2 917E  A5E% Canada $15.1 3293 $530 5815 51164 5153.2
Rest of Asia- - . - 2986% 122.3% B25% Western Europe
Pacific (exciuding UK $1000 S$2115 33600 S$5235 §7027  $880.7
Japan} Germany $420 §167.9 $2681 $3959  S5389  S6915
Western Europe France $303  $667 51064 51512  S1970 52496
Garmany 2878% 1707%  S97% 47 7% 361% 233% Rest of Westarmn 5344 800 31458 52052 84573 5404 4
France 3736% 1203% 595% 421% 303% 247% Eurcpe
LK 5520% 1115% 702% 454% 342% 253% Asla-Pacific
Rest of Western  417.3% 131.1% 1074% 78.0% 58.3% 48.6% Japan $468 S2008 33511 56120 S8798 §1.1471
Europe China SO0 3208 $830 51953  $3783  S427.1
North America Rest of Asia- SO0 $00 $73 $292  S$s48  S1183

; . Pacific (exciuding
Us 203.0% 1046% 629% 434%  350% 29.1% lapan
Canada 1910%  940%  80.6% NS Comtral® s00  s70 @ 6r3 a3 el
—
central & . - 287.0% 149.8% 108.5% B84.2% ern
Eastern Europe rope
Latin America ; - 2754% 1335% 859% 60.8% Latin America $00 _ $55 : s
Middie East - - Mo e s@"‘:ﬂ:‘““ e - T B
ca

= Worldwide 51,3558 S§2,972.3 54,9999 §7,506.0 510,474.4 $13,879.2
or i 7.5% 68 27% 501% 2 5% 325%
T 3s y.En . Note' numbears may not add up to total due to rounding

Source; International Data Corporation (I0C), "Real-Time Bidding in the Source: International Data Corporation (1DC), “Real-Time Bidding in the
gﬁmedﬂtares and Worldwide, 2011-2014" sponsored by PubMatic, Oct 23, United States and Worldwide, 2011-2014" sponsored by PubMatic, Oct 23,
22

144845 W EMarieter com 144844 worvw eMarketer com



DEMAND

Revenues

> Bidding Infused Buying
> Data Targeting

> Faster go to market

Operational Efficiency
> Automated Procedures

> Consolidation of sources

Control & Transparency
> Reclaim Data

> Control of buying
> Pricing Transparency
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Gl Big
R Advertisers




doubleclick
by Google

GOUEIE Display Network

y Publishing
Groups

Advertisers




Publisher Alliances




Publisher Next Steps

BUILD REVENUES & EFFICIENCY

>

Introduce programmatic
as the way of trading
with your key clients

Monetize your unsold
inventory through the
open exchange

=

VALUE THROUGH DATA

Understand your inventory
strengths & weakness by
reviewing which partis getting
high & low demand

Enhance your inventory’s value
by using data to offer segmented
target audiences

Grab revenue share by using
advertiser data (i.e. retargeting)

=)

>

THRIVE

Review the structure and job
descriptions of your sales teams

Open up all your inventory to
programmatic buying

Build custom features /
functionality for internal use and
customers

Work with other publishers to
jointly create new audience target
groups

=)



Agency Next Steps

BUILD REVENUES & EFFICIENCY

>

Introduce programmatic
as the default way of
buying display inventory

Increase efficiency
through automation

=

VALUE THROUGH DATA

Move from site centric to
audience centric buying

Build long-lasting data driven
advertising strategies instead of
ad-hoc campaigns

Continuously analyze and
optimize across key metrics.
Always in beta.

=)

THRIVE

Build custom features /
functionality for internal use and
customers

Integrate CRM Data as an extra
data layer that can enhance
targeting

Work with 3d party data providers
to acquire missing data pieces

=)
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