RTB TRENDS IN EUROPE

FROM
RETARGETING & RICH MEDIA

THROUGH TO

PRIVATE MARKETPLACES & EMERGING CHANNELS




302 Eployees
14 Countries
+3000 Advertisers
+450 Agencies
+100 Publishers




SYNERGISTICALLY SERVING

ALL THE PLAYERS

ADVERTISER

OFFERING

e reporting

® widgets

e data integrations
PUBLISHER AGENCY
OFFERING OFFERING
e premium formats df( ) latf
e private marketplace a rm : ODIs>§n I
e publisher console e local inventory
e public ratecard e local data
e data integrations e ad serving

CREATIVE

AGENCY

OFFERING

e creative toolkit
e strong work flow
® Rich Media templates
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Europe

Czech Republic

PROGRAMMATIC SPEND 2013
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TRENDS IN CZECH REPUBLIC 2013

CPM CTR
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CPC TOP 8 AD EXCHANGES
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ON THE EU SCENE






s CASE STUDY

Early Bird == Performics
CPL CONVERSION RATE %
I S L
Facebook Facebook Exchange Display campaigns Early Bird
(traditional) (retargeting) (IAB average) (Retargeting on Facebook)

29X 3§ 19,81% ¢

The CPL was 29 times lower than The convetrsion rate soared
their traditional Facebook campaign to 19,81%




Audience:

Women .
+25 vy

Like Lady Gaga
Based in London

adform  wakoopa

Google

exclate

LOCAL PUBLISHER ADFORM/ 3% PARTY
DATA ADVERTISER DATA DATA



PROGRAMMATIC RICH MEDIA



Create awareness & drive engagement
Premium inventory & local data

Brand metrics that make sense in the
board room

Key benefits of programmatic buying
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RICH MEDIA INVENTORY AT SCALE

OPEN, PRIVATE & DIRECT
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PROGRAMMATIC RICH MEDIA SUPPORT
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PRIVATE MARKETPLACES
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SELLING
SCENARIOS

lto1l

1 to few selected

Private

auction auction




CPM COMPARISON SSP VS. PMP

Ad Exchanges & PMP
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New demand = New Revenue

Inventory transparency = Higher eCPM

Publisher Branding = Higher buy rate

New Formats = New Revenue

Data = New Revenue

Brand safety = Higher eCPM

No click fraud = Higher eCPM
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EMERGING CHANNELS
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In what media have you done programmatic
buying in the pastyear?

Online Display

Online Video

Social

Mobile

Online Search

v

Digital Place-based Media
Print

Outdoor
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P 3% Quelle der Daten: ANA/Forrester Research
Quelle Diagramm: Adzine - Magazin fir Online






http://test.adform.com/banners/outdoor/flux_loop/sony_music/sony_music.html

PERFORMANCE FLUXLOOP

7 CTR 31%
7 3.8 Video plays per engagement

7 OneDirection takes the lead with 31% of all
plays, Justin only gets 20%

7 317.000 people engaged with the ad
7 57% Men, 43% Women
7 Conversion rate 12.1%





http://vimeo.com/81799368




