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Development digital Ad Spend World Wide — 138 billion USD

Digital Ad Spending Worldwide, 2012-2018
bithons, % change and % of total media ad spending
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Il Digital ad spending M % change ! % of total media ad spending

Total digital ad spend to hit 140
billion USD in 2014

Total digital ad spend is app
25% of total ad spend

2014 growth rate is 15%

Double digit growth for digital
untill 2017



Development digital Ad Spend WE and EE

— - - : « WE and EE spend 40 billion USD
Digital Ad Spending Worldwide, by Region, 2011-2017

billignis * WE digtial growth rate 10%

2011 2012 2013 2014 2015 2016 2017
Morth America $34.58 $3970 S45.44 $51.05 $5624 56131 36559 e EE digital growth rate 16%
Asia-Pacific  $2240 $3058 §3376 $37.77 $4178 $4583 $50.18 o
Western $2351 $2574 52839 $3137 $3379 53609 $3BIS * Share digital in UK as percentage of
EUrope . .
Central & 5287 §370 S$455 $528 S597 8650 §7.03 total spend already climbing to
Easterm Europe o/ (0]
Latin America  $248 $339 3411 $529 S&18  $7.23  $827 47,5 % in 2014 compared to 27,9%
Middle East & $059 5091 $135 $186 S242 3306 5380 in the US
Africa

Worldwide %8643 510404 $117.60 $132.62 $146.38 $160.02 5173.12

NMote: includes agvertising that sppears on desktop and laptop compulers
&5 well a5 mobile phones and tabiets, and includes &l the various formals
of advertising an those platforms; excludes SMS, MMS and F2P messaging-
based advertising: numbers may not add up ta total due to rounding
Source: eMarketer, Aug 2013

142193 A earketer. com
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2014 Display Advertising Eco System

Data Providers & Solutions
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Programmatic and RTB growth

* World wide programmatic spending
growing by 38% to 16,6 billion USD

e Strong growth RTB - CAGR WE 54%
e Forecasted growth for CEE region is 91%

USs and Worldwide* Programmatic Display Ad
Spending, 2011-2017
billions, % change and % of total

2011 2012 2013 2004 2015 2016 2017

us 528 54.8 7.5 528 5124 5148 5169
% change - 4% 5AI%  J0THR  265%  194% 14.2%
%oftotal  622% 432% 625%  S90%  Sh6% AP 38R
Worldwide 545 576 5120 SH51646 5219 5273 5326
% change i 689% S7.9%  383% 31.9% MTE%  194%

Note: includes both RTE and other programmatic/autarmeted platforms for
banner, social and wideo ads on deskiop and mobile devices, *includes
Australia, China, France, Genmany, fapan, Netherlands, Eﬂim UK and the U5
Source: MAGNA GLOBAL as ciled in press releass; eMarketer calcuiations,
ot 14, 203

1&LB74 whenw. eMarketer.com

Wworldwide Real-Time Bidding Compound Annual Growth Rates
by Region, 2012-2017

120

United United France Gemnany Japan Australia China Wordwide
States  Kingdom

Source: IDC, 2013

Worldwide Total RTB-Based Display Ad Spending by Region,
2010-2017
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Automated Trading (DSP, DMP & SSP)

Maximizing Ad Effectiveness
The system enables the advertiser to

%— deliver ads that are optimized to the

audience on the basis of current,
reliable data

Maximizing Publisher Profit
The system enables publishers

to carefully select the highest
value (profit) campaigns from
among ad-delivery requests

Maximizing Data Utilization

The all-in-one system manages
attribute data and ad-delivery data
and optimizes marketing activities

qQuIisma
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qQuisma
Launch of preferred deals

More Control More Flexibility
&= L Os e S s
[ |
|

Preferred Deals Private Auction Open Auction
Traditional fixed CPM Direct deal and auction Traditional RTB
direct deal transacted in hybrid exchange buying
real-time Bring scale, optimization Massive supply from
Bring programmatic and targeting to your millions of publishers
operational efficiencies direct deals

to direct deals
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The future: Programmatic everywhere?

What will programmatic bring in the “near” future?
* Programmatic tapping into selling premium inventory
e Data and targeting options are adding value for buyers

* Programmatic makes it possible to effectively engage with target
audiences accross various digital properties

* Programmatic is moving from online into mobile, tv, OOH...

qQuisma | 9
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Mobile Ad spending in 2014

Mobile Iinternet Ad Spending Worldwide, 2012-2018
billrons and % change

119.5% 594.91

§31.45

£17.96
58.76
L

2012 2013 2014 2015 2016 2017 2018
W Moblle internet ad spending B % change

Note: includes display (banners, wideo and nch media) and search; exc!udeé
SMS, MMS and P2P messaging-based agvertising: includes ad spending on
tablets

Sgurce: eMarketer, March 2014

Worldwide mobile ad spend
increased by 105% in 2013 to app 18
billion USD

Mobile ad spend to grow to 31
billion in 2014

Mobile ad spending continues to
accelerate; growth rate exceeds
75%

Mobile will count for nearly 25 % of
total digital ad spend



Today we are living in a multi screen environment

Time Spent Online Among US Internet Users,
by Platform and Demographic, April 2013

% of total minutes

41% 0%
55% 5%
Females 25-4%
399 50

59% 25%

_‘
.\
2

49% 39%
H PCc [l Smartphone Tablet

Sowrce: Jumptap and comscare, "screen fJumping: Understanding Today's
Cross-Screen Comsumer, " Sep §, 2013

143521 wiinioelarketer.com

...and mobile is becoming the center of this multi platform landscape



Growing number of consumers always on

Year Select Countries in Western Europe Will Pass 50%

Smartphone Penetration Among Mobile Phone Users,
2012-2014

France

W2012 w2013 WM2014

Source: eMarketer, May 2013

Smart phone penetration exceeds 50%

UK Retail Mcommerce Sales, 2011-2017
billions of £, % change and % of retall ecommerce sales

£17.24
360.0%

201 2012 2013 2004 2015 2014 2017
B Retail mcommerce sales
B % change 1 % of retall ecommerce sales

Note: excludes travel and event ticket sajes, includes sales on tablels
Source: eMarketer, Rine 2013
158547

wrn eMarketer com

Opening up full potential of M-commerce



qQuisma
Other factors supporting growth of mobile ad spend

- More traffic available via RTB / Programmatic (shift from direct to
indirect)

- Growing demand: Attractive CPM rates, average CTR’s twice as high
- 4G connection is solving latency issue

- Increase of Mobile optimized websites

- User / location based ads

- iBeacon technology - in shop ads (merge of offline shopping and
mobile advertising)

qQui'sma | 14






Social

social Network Ad Spending in Western Europe, - SOCial Spending in WE WI” grow at
2012-2015
bitlions, % change and % of digital ad spending around 22% in 2014

$£2.82
- Social = mobile (2/3 of revenues

are driven by mobile)
- FB: >500 million MAU
- Social spend mainly driven by FB

- (Re)-targetting

2012 2013 2014 2015

M Social network ad spending - V|deo advert|5|ng / autO play
B % change W % of digital ad spending
Note: incledes display, search, wideo and other farms of paid advertising - G rOW| ng num b er of SOC|a I ] etWO rks

appeaning within social netwarks, social games and social applications;
excludes spending by marketers that goes toward developing or

maintaining socisl netwark profile pages or branded apphications I | ke TWItte r, LI ] ke d In , Insta g ram,
Source: eMarketer, Sep 2013
Snapchat .....




Customer Journey

Interested parties

e e

Marketing is no longer about single channels and tools

n
Reach Banner Generic Search Applicati Brand M
. Display Google/Yahoo on Search
. i0S/Ahdro Bing/Gdogle : .l
shobiles e :
g)— (1) I IH
. Reach Banner Facebook Ads .- Pr'féé'Comparlson Brand Search Retargetmg--' o
s Display Display .= Dlsplay/Goo‘gI,e/Aff Blng/GoogIe D|sp|ay/Aff1|ate Ll
o 19-C @ S~ IORY - A
" Video Targeted Ban,ne'r'_- Referral Program Gen'enc Search Couponmg Conversion
E YouTube R'[B.-" Affiliate/SOM GoogIbLYahoo Affiliate/Mobile Optimisation [_
"-,_,-_bffline . L
TV Newspaper OOH Radio 1
Awareness Consideration Conversion Loyalty

Clients
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Mutli channel path to purchase

TV spot

Sunday — 7pm - TV living room

Sunday — 7pm —Tablet living room

Direct type-in

Jetzt Autoversicherung beim Testsieger

vergleichen und bis zu 850 C sparen!

Display ad Generic ad SEA

Monday — 8pm - Laptop at home

Brarld aol SEO Conyersi_on

18



Which attribution model is the right one?

CPA (€)
' @ sc-
30
x‘o @ seo
21 22
. Display
i3 \c‘L al2
10 —— o 9
O— O
4 o —0 7 @ Affiliate
3
First Cookie Last Cookie Evenly Distributed

Using individual modelling to define how much each touch point exactly
contributed to the conversion - optimize budget allocation

qQuisma
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Other digital trends

* Content advertising / Native advertising
* Video advertising (driven by mobile and social - sharing)
e Retargetting and DCO

e Localised advertising and Geo-targetting

qQuisma
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Summary

* Programmatic / RTB will move from online into Mobile, TV,...;

* Further automation of display ad value chain will increase ROI for advertisers AND
publishers;

* Mobile is becoming the center of the multi platform landscape, key driver ofdigital
advertising in the coming years;

e Social = Mobile;

e Growth of multi channel strategies will grow the need for Customer Journey and
Attribution moddeling techniques to optimize allocation of online marketing budgets;

qQui'sma | 21



Thank you!

arjan.roijen@quisma.com
- YoullD qurema

www.quisma.com/facebook www.twitter.com/twisma www.twoqubes.com www.youtube.com/quisma www.quisma.com
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