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comScore Overview
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comScore is a Global Leader in Measuring the Digital World

NASDAQ SCOR

Clients 1700+ worldwide
Employees 900+
Headquarters Reston, VA

170+ countries under measurement;

Global Coverage 43 markets reported

Local Presence 32+ locations in 23 countries
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comScore Analytics

Audience Measurement

- Web Analytics
User An alytICS Vertical Market Solutions

Social Analytics

Copy Testing
Campaign Verification

Advertising AnalytiCS 4 erectiveness

Cross Media

Mobile Audience Measurement
Network Analytics & Optimization
Customer Experience

& Retention Management

Mobile Analytics

Unified Digital Measurement™

Q.
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Some of Our Largest Clients in Europe Include...
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http://www.cnet.com/aboutcnet/company/index.html
http://go.msn.com/AH/0/
http://www.omnicomgroup.com/
http://www.meetic.com/
http://www.virginmedia.com/
http://www.walla.co.il/

SPIR Project Team

Local SPIR Team - currently interviewing

TBH — Czech Country Manager

= TBH - Czech Client Service Manager

= TBH - Czech Client Service Analyst (contract dependent)

Nela Kovalcikova — Czech Categorisation Analyst

International SPIR Project Team

Paul Goode — Head of Industry Relations (London)

Renata Tagg — Operations Director (London)

Chiara Galli — Head of Client Services (London)

Delphine Renaud — European Senior Product Manager (London)
Kalyan Lanka — International Product Director (US)

Pat Pellegrini, Ph.D. — VP International Research (Canada)

Mike Read — European MD (London)
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Challenges of Digital Media Measurement
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what does the Czech media industry
want from measurement?

better data used more cleverly to grow
online advertising.




Internet is Lagging in Capturing Branding Dollars

2009 US Measured
Media Spend: $147B

63%
Branding

6%
of Brand
Dollars

$91 = 2009 US Online Media
Spend: $24B

$6B
$18B

37%
irec $ 5 5 B
Re[;pontse 3 00/0

of DR
Dollars
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Challenge: Devices to be tracked
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Challenge: Formats to be tracked

Planni gnS!
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Challenge: Data sources to integrate
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Challenge: Processes (especially Planning & Reporting) to be linked
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The scope of the challenge for Digital Media Measurement
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Example of why connected view is crucial
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Facebook Usage PC +10S (iPhone, iPod Touch, iPad)

% i0S Users using
Facebook Web +i0S

B Both
B iWeb Only
B None

W05 Only

Among iOS users, Only 30% access FB exclusively from the PC
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Facebook Usage PC +10S (iPhone, iTouch, iPad)

Share of Facebook Duration Web % of FB Duration by iOS usage
. 100.0% 50.00%
Web vs. i0S
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B WebShare of Duration B i05Share of Duration B Web % of FB Durstion  [0% of Users

Mobile accounts for more than 55% of Facebook Duration;

More than 70% for heavy users (which make up 45% of use base)
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The Platform is the .. Message

Share of Minutes

Category IPhone IPod Touch

Voice

SMS

Media Player 9.6%
Social Networking - B : 3.2%
Web Browser 1 6.4% 27.7%
Games I 5.9% 14.0%
Utilities B 5.3% 5.4%
Email 1 4.0% 4.3%
Music i 2.0% 1.5%
Youtube | 1.9% 4.3%

Platform Matters.
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Methodology
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Unified Digital Measurement™ (UDM)

Measurement Measurement

Global PERSON Global DEVICE

»/\\‘

PANEL CENSUS

Unified Digital Measurement (UDM)
Patent-Pending Methodology

Adopted by 80% of Top 100 US Media Properties & 60% in U.K.
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Data organization: comScore Dictionary

The Dictionary (CFD)

6-tier reporting structure

PROPERTY

MEDIA TITLE
CHANNEL

SUB-CHANNEL
SUB-GROUP

() comScoRre

BBC Sites

BBC World Serv.

BBC WS non-eng.
BBC WS in lang.
BBC Arabic

110+ Categories & Sub-Categories

Telecoms.

Travel
Finance

{ Ad Networks ’ +< Custom Entities ’ +{ Custom Entities '

© comScore, Inc.  Proprietary.



Building Blocks

of Unified Digital Measurement

Unified Digital Measurement
UVs and Page Views

Dictionary
Site Hierarchy

() comScoRre

Establishment Surveys
Population Targets

Enumeration

A A

Online Recruitment

Panel
Recruitment

Unification

comsScore
Unified Digital
Measurement

p—

Traffic Data
Allocation Collection

P—

Passive Data Collection
Session Assignment

Bias
Correction

Weighting, Preventing Bias,
Census Calibration

© comScore, Inc.  Proprietary. 23



Unified Digital Measurement Operations

N\ ——
— V— Total Cookies
+

Total Pages

Site Tag
easurement

7 M
Site Tags

Tag Coverage
(% sites tagged)

+
Cookie Deflation
Rate
(Cookie / Person)

— \— Measurement

 —

Site Pages

Demographic
Composition
+
Panel Only
Measurement

Census

Calibration

(’ CO m S C O R E © comScore, Inc.  Proprietary. 24

Additive figures built
from Tag Measurement
if available.

Supplemented with
Panel when it is not.

Unique Visitors figures
built from Corrected Tag
Measurement.

Demographics from
the Panel Measurement.




Products
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Unified Digital Measurement through comScore Direct

() COMSCORE. | pirect

.lllllllllllllllllllllllllllllllllllllll.
m Website Distributed Content Ad Network Ad Campaign Video m
NN NN EES SN NN NN NN NN EEENEEEEEEEEEEEEEEE"

Summary Traffic Review Domain
Manage Websites
Hanag graphy Date
Verify URL [ |~ | [custom|  [~||0301:2011 7 to | 03i20:2011 |3 Run
Dictionary Census Page Views: Census Page Views (fitered):
EEEEEEEEEEEER
R “ 100,000 n . u
eports - Census Page Views g
Traffic Revi = EEE Raw -
]
ramc mReview £0,000 : Fitered .
i ]
Traffic Audit Report : © Unique Cookies .
Unified 0,000 m BN Raw u
[ ] ) u
Media Dashboard u [ Fitered .
[ ]
Mobile Traffic Review 40,000 SEEEEREEEREsEm
20,000
(' COMSCORE. | Direct
2 Website Distributed Content Ad Network Ad Campaign Video
172011 472011 AT2011 AM2011 3132011 16/201
Summary Traffic Review
Manage Websites raphy
Verify URL United Kingdom |~ Feb 2011 7 Run
LRI Census B pictionary Census Page Views Single Month Page Views (fiterad)
Custom
25,000,000
Total 2-01 Reports @ Census Page Views
W W COMSCOre.com 47 . B Raw
— Traffic Review 20.000.000 o Fitered
W W . permissionresearch.com 4£ "
Traffic Audit Repaort @ Unique Cook
ww W .opinionsguare.com = niaue ookies
. . © Unified 15,000,000 . Raw
=
Unknown 2 |edia Dashboard W Fitered
= .
my.opinionsquare.com & Mobile Traffic Review 10,000,000
ﬁ COMSCOre.com A
es.permissionresearch.com 2 5,000,000
my.permissionresearch.com 2
br.permissienresearch.com 2 o
2n20m 24201 2rzon 2/10:2011 2120 2162011 21192011 2iZ2i2011 2252011 2/28/2011
[F] fr.permissionresearch.com 1
.r:‘ | Download
- Census PVs § . Unique Cookies
T —————————— o censuspvs | OSSPV que conkies | VO Cookics
Total 588,599,501 588,389,217 NiA A
S [F]Rightmove Sites. 588,599,501 588,389,217 9,257,295 9,099,949
‘ OI I I ( O RE' © comScore, Inc.  Proprietary. [6] RIGHTHOVE.CO.UK 588,599,501 588,389,217 9,257,295 9,099,948




Would you like to know....

ow do my competitors
rank in the
News/Information
category by Unique
Visitors and how do they
perform on PV per UV
measure?

How many users used
the search feature on
my side and how
many searches did
they perform?

How many female
users living in region
x saw advertisement
for my product in the

past three months?

N

How much time
did men aged 15-
24 spent on
watching Sports
content

If I include this site in
my property, how
does my reach
increase?

Where Werm

visitors before they
arrived at my site?

What type of user
tends to visit my
site the most?

How much is it
going to cost if |
am going to
advertise on this
site?

(' CO m S C O R E © comScore, Inc.  Proprietary. 28



You can find the answers in our reports!

MEDIA METRIX CORE
REPORTS

MEDIA METRIX
AUDIENCE
DUPLICATION

MEDIA METRlx\
SOURCE LOSS/

‘ . 4

CAMPAIGN
REACH
FREQUENCY

(' CO m S C O R E © comScore, Inc.  Proprietary. 29



Media Metrix Core Reports

. B B Media Total Unique % Reach Average Daily Total Minutes
= Vertical and top-line rankings Vistors (000) ~ Visiors (000) )
Total Internet : Total Audience 41,176  100.0 = 33,560 71,185
1 I Top 100 Properties NIA NI&
= Demo and behavioural targeting B
1 [El @ Google Sites 3729 91.6 I 21,285 8,425
- Tr en d S 2 [Fl @ Microsoft Sites 36,600 85.5 12,447 7,353
3 [F] @ FACEBOOK.COM 30,027 T72.5 . 13,530 10,950
4 [F] @ vYahoo! Sites 25,664 62.3 8,082 337
Media Total Unigue: % Reach %
Vigitors (000) = un 5 [F] ® BBCSites 22,816 554 4862 1,105
Total Internet Al Males 21,106  100.0 Do 16 [F]  ® eBay 21,487 522 . 4,530 241
Ad-Focus NIA MIA, 7 [E H Amazen Sites 19,572 47.5m 2562 443
[E] BrightRoll Video Netwaork - Potential F 20,816 58.6 I g [F] ' Wikimedia Foundation Sites 17,818 4338 2,391 273
[E]I(®  Tremor Media - Potential Reach 20643  97.Cmmmm tg FWE GlamMedia 17,697  43.0mm 3,300 406
[E] Firefty Video - Potential Reach 20,641 97.C v [E H Apple Inc. 15,130 36.7HE 2635 85
[E] Joost Media - Potential Reach 20,632 97 & .
IE'@ TubeMogul Video Ad Platform - Poter 20,626 97.7 51.4 IIIFACEBOOKCOM February 201 1 Unlted K|ngd0m
o Spot¥change Video Ad Network - Pc 20,593 97 .6 I 51.4 "
ey Measures
[H] © Google Ad Networks 19,880 947 I Al [R——— v0s ——13.23 s ——15.454
2] Guugle 19,122 906 Rl | Total Unique Visitors (000) Average Minutes per Visit Average Daily Visitors {000) Average Visits per Visitor Total Pages Viewsd (MM
r B .
(] [ “vahoo! Network Plus®™ 17,003 1.0 50.2 . Demographics Full Universe Ad Metrix January 201
AOL Advertising™ 17,035 20.7 0.5 . FacmcoKcon [ FACEBOOK COM s ot yet rifed Top Ad Categories for FACEBOOK.COM
| TOTAL UNIQUE VISITORS 000y ) COM3CT et s it o SeeDrest oo e o a5 compostin
‘ Gender Unified. Online Media % 1.2

Finance 15 0.7

Female ; Total Unique Visitors (000) Trend Travel 14 05
25,0004 25%  50%  75%  100% Computers & Technology 24 05

__/—'——v—-—_——\\ Telecommunications 14 05
30,000 50% 100%

20.000 Persons - Age
25,000
15,000 B-14
15-24 20,000
10.000
5 15,000
| 3544
5.000 > 10,000
45-54
o B5e 5,000
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2010 25%  50%  T5%  100%
FMAMJJIASONDSGJIF
@ [P] FACEBOOK.COM ® [M] Yahoo! [Pl TWITTER.COM HH Income (UK) Total Unique Visitors (000} to FACEBOOK.COM

decreased 4.1 % since Feb 2010

Created: 4/13/2011 @ comScore Inc

© comScore, Inc.
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Behavioural analysis & Advanced Audience Profiling

= Audience Duplication, Reach Overlaps and Exclusive Audience analysis

= Cross Visiting and Audience affinity index reports

= Source/Loss for traffic inflows and outflows analysis

Source
Items i,tu ﬁﬁ TE J;m“ig;f} Entries (000) 9% of Entries
SORT™ [SoRT | [SoRT |
FACEBODK.COM 30,027 2,605,151 100.0)
* Sources of incoming traffic
@ Google Sites 24,049 566,920 21.5
Logen 22,174 259,379 10.0
@Microsoft Sites 15,684 375,469 14,4
©¥ahoo! Sites 10,423 108,343 4,2|
SeBay 6,287 39,482 1.5
DBBEC Sites 5,853 32,253 1.2]
@Amazon Sites 4,127 14,358 0.5
@wikimedia Foundation Sites 3,620 10,002 0.4
OVEVD 3,590 11,788 0.5
DAz Network 2,376 2,628 0.3
DADL Inc 2,304 22,085 0.8
@Sky Sites 2,168 13,889 0.5
@Viacom Digital 2,037 5,321 0.2|
TWITTER.COM 2,023 17,674 0.7
FORMSPRING.ME 1,991 z
T —
Media in Rows
Media Total Unigue % Reach Total Minutes Total Pages
Visitors (000) + MKy Viewed (MK}
Unduplicated 17,786 EXRY | 333
Duplicated - 2 or More Sites 4,490 1091 208
Duplicated - All Sites 958 24| 93
1 DAILYMAIL.CO UK 10,517 ekl | 147
2 M  GUARDIAN.CO.UK 984  232m 13
3 [& TELEGRAPH.CO.UK 4,438 10.71 B4

() comScoRrE
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YAHOO.COM

Lass
Items 1 to 100 of 5037 Total Unique B
F Prev | Mext | Last Visitors (000) Exits (000)
SORT™ [ZoRT |
FACEBOOK.COM 30,027 2,605,1
¥ Dutgoing traffic losses
1 [F] Logoff 27, 374,
2 [F] @ Google Sites 24,2
3 [F] @ Microsoft Sites 15,34 345,
4 [F] ©¥ahoo! Sites 9,2
5 [F] SeBay 5,
& [F] @EBC Sites 5,18
7 [F1 @ Amazon Sites 317
8 7] @Ask Netwark 2,3
El [F1 GVEVO 2,29
o [F] TWITTER.COM
11 [F] FORMSPRING.ME 1,97 34,7
1z [F] @5ky Sites 1, 11,1
1z [F] GA0L Inc 17,3
14 [F] @Wikimedia Foundatien Sites 1,87 4
Base [F] FACEBOQOK.COM
Target Audience % Vertical Shared Audience % Vertical % Horizontal Index
(000) = (000)
41,176 100.0 —— 30,027 100.0 — 72.5 . 100
NiA A, NI M, NiA NiA
36,285 55,1 — 27 BT 921 — 76.2 - 105
30,027 729 30,027 100.0 —— 100.0 —— MiA
23,696 57 5 20,274 67.5 I 856 - 17
22,982 555 19,575 6.5 I £6.9 I 119
13 22,845 5.5 18,528 61.7 &1.1 — 11
17 22,722 552 I 19,424 647 I 85,5 I 17
22,135 53.CE 17,358 57 75,4 108
3 21,107 5.3 16,540 551 78.4 107
18,374 445 15,306 51.0 83.3 114
18,185 4420 14,719 49.0 . £0.9 m— 111




Segment Metrix & Behavioural Analysis

More developed picture of internet usage by tracking, analyzing and reporting internet
behaviour based on time spent

Not all Unique Visitors are Created Equal!

= Differentiation between HEAVY, MEDIUM, LIGHT

= comScore Segment Metrix H/M/L classifies each panelist as either HEAVY, MEDIUM or
LIGHT in a category as a function of their time spent in that category:

— the 20% most active consumers in that category will be classified as HEAVY
— the next 30% will be classified as MEDIUM
— the remaining 50% will be classified as LIGHT
= Typical questions:
— Am | getting my fair share of the most active consumers on the Internet?
— Where can | find consumers most interested in my category?

— | know that HEAVY users build frequency — to build reach | need to find MEDIUM and LIGHT
users — where can | find them?

(' CO m S C O R E © comScore, Inc.  Proprietary. 32



What are H/M/L Segments

Media

Total Internst

Sports

BBC Sport

Yahoo! Sports

Sky Sports

Perform Sports

MSN Sports International
ESPN

Guardian Sport

Mail Onling - Sport

Big Lead Sports By FSV
PREMIERLEAGUE.COM

() cOMSCORE

H/M/L User Distribution

Source: comScore Segment Metrix February 2011

80000

70000
60000

50000

40000

30000
20000

10000

Time Spent (Tot. Min. MM)

Total Unigue
Vigitors (000) =

9,309
5431
1,741
1,095

Ta1

© comScore, Inc.

Internet Light
Users

% Reach

100.0 —
563 .
1870
11.60
841
7.31
5.51
5.51
.21
441
3.61
3.4|

Proprietary.

Internet Moderate

Users

Users

Type of Internet Users

% Composition
Unique Visitors
sy |
221
234m
2520
2z27m
2410
34.z2mm
2160
229
2470
226m
2540

33

Composition
Index UV
100 M|
SO |
103 |
111 L
100 .|
107 |
151 |
S5 |
101 .|
109 |
100 .|

Composition
Index PV
100 .|

Internet Heavy Tot. Internet Users

Average Daily
Vigitors (000)

6,682
1,671
357
204
135
100

60
7o
28

Total Minutes

(MK)

17,5594
313

Total Pages
Viewed (MM)

27,31
439

Source: comScore Segment Metrix, UK, February 2011



Campaign Reach /Frequency

= Simulate and optimize Media Plans thru the integrated R&F reports
= Select Target, Budget, Duration, CPM and Sites and evaluate the R/F output and GRPs

= |Include Ad Networks actual delivery (exclusive to comScore) and Custom Entities

Impr as %
Recalculste of Avail % % Cost per
Avail Page Page Impressions % Reach Average Reach C iti C it GRPs Total Delivered 1000 UV
Views (000) Views (000) UVs (000) | Total Pop | Frequency | Factor (%) |Impressions uv Pop Cost CPM Total Pop
Total Campaign
1 Total Audience 20,051,570 02 40000 19,372 3250 21 100.0 1000 14 400,00 oo ooz
2 Custom Target 5,091,289 03 13085 1859 3743 27 327 254 10 13065 003 0.08
GUARDIAN.CO.UK
3 Total sidience 29,030 4 [ 220 440 38 [ oo 100.0 1000 17 100.00 [ oM
4 Custom Target 15,5 34 5374 o34 720 58 100.0 537 87 M 5374 0oz ERE
FACEROOK.COM
3 Total Audience 5,590,544 01 10000 7052 1183
Media Total Unique % Reach Total Pages Average Usage Average Pages
[ Custom Target
S 2143180 o e Ao 3 Visitors (000} = Viewed (MM} Days per Visitor per Visitor
Specific Media**
7 Total Audence 5 360,501 02 [ oo 7572 1271 Total Internet : Total Audience 44,476 100.0 —— 104,736 228 2,544
Internet Reach Build Over Time:Custom Target
a Advertizing Networks. NiA WA
. 1 p— 1 [ @ Google Ad Network 33,866 044 56,736 157 1,480
10 :gﬁsjﬁfmﬁy 2 [H] H ¥ahoo! Network Plus™ 33,63 &81.7 I 17,304 10.0 515
- Platform-A**
3 AOL Advertising™ 33,513 81.4 . 5683 10.0 170
| H Advertising.com* 33378 1.1 - 5282 9.9 158
5 [H] Userplane™ 757 1.81 103 39 137
"
g 4 [H] [ 24/7 Real Media** 334N 1.2 . 1,880 938 55
g 5 [H] [ Microsoft Media Network® M,913 77.5 . 14 454 100 453
H]
= s [M & Specific Media™ 3,847 7.3 7378 8.0 232
7 [ H ValueClick Media EU (vemedia)™ 30,220 73.4 am 1,228 6.5 41
3 H Unanimis Network Agaregate™ 29,336 71.2 9,009 73 307
9 [H] @ Tribal Fusion* 28,633 59.5 . 2,520 5.0 o8
0 [H] @ Adconion Media Group* 25423 §1.7 830 48 33
1 M@ vibrant Media®™ 24,394  G0.SHmm 294 38 12
z [ 2 Burst Media™ 22,380 54.4 780 47 35

() COMSCORE.  ccomseve. e prey "



Video Metrix

TOTAL UNIQUE VIEWERS (000)

30.000¢

25,000

20.000

15,000

10.000

s.om,___,/-r”"”\

0
Feb
2010

Mar Apr May Jun

® [E] YOUTUBE.COM

Created: 4/13/2011 @ comScore Inc.
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Jul Oct

Aug Sep

® [C]BBC News

Dec Jan Feb

2011

Measures

Standard Set |V |

Total Unigue Wiewers (0000
Yiewer Penetration

% Composition Unigue “iewers
Composition Index far Unigue Yiewers
Yideos (0007

Share of Yideos

Yideos per Viewer

Minutes per Wiewwer

Minutes per Yideo

Total Minutes: ()

% Reach Webh Pop

GRP= Weh Pop

% Reach Tatal Pop

GRPs Tatal Pop

() comScoRrE

+ Data Alerts 1 (0 unread)

Media
Total Internet : Total Audience
Top 100 Video Properties
1 [l ® Google Stes
2 [E] © BBCStes
3 [ FACEBOOK COM
+ EIDE vevo
§ [Fl @ Amazon Sies
[F]0 8 Yahoo Stes

[F10 ® Microsoft Stes
[EI@® viacom Digtal

© comScore, Inc.

[FI(W @ Spot¥change Video Ad Network

Proprietary.

Total Unique Viewers (000)

Total - Videos = Ad - Videos Content - Videos

12975 17,767 32357
WA A NIA
26,932 3757 26,921
9214 90 9180
3455 241 3374
7,154 581 7105
7,105 198 7045
6,998 4759 4425
5788 5788 NIA
5719 2,3% 5347

5,094

35

Measure video consumption
across platforms

Plan around people! Identify
sites that over-index for
particular audiences

Compare site trends across
multiple measures

Break out video-viewing activity
by ads vs. content

Average Daily Unique Viewers (000)

Total- Videos

13,991

NI

6476

991

818

14

460

76

487

3

Ad-Videos
2007
A
m
4
15
4
10
%0
47
7

Content - Videos
12,909
Nia
5450

806

9
454
3
NiA
402

o Hep Save Print  Download
Visis (Sessions) (000)
Total- Videos Ad - Videos Content - Videos Total- Vi
896,165 200,861 88241 1000
NiA NiA NiA HiA
344291 17,159 M7 817
43,060 195 428  275H
30,838 554 30435 256W
24010 1427 2igrs 217m
15,384 368 15,151 2150
27,048 13908 1273 220
20672 20872 NiA 1760
15,074 2671 13629 1730
12,830




gSearch: understanding consumer search activity

= Search Performance at my site

= How many people am I reaching? How often? Who are they?
= How am | performing against competitors?

|

How is this evolving over time?

(' COMSCORE. | MyMetrix

Media Metrix =  Segment Metrix =  Reach Frequency = Plan Metrix =  ad Metrix =  MediaBuilder = | aE=EE Yideo Metrix =  Mobile = GSMA

n gSearch Key Measures * ySearch Key Measures

earch Media Trend

Media Searches (M) ~ Search Result Search Usage Se Core Search Key Measures & Searchers Search Yisits Search

Pages (M Drays (MM Pe oo A Pages
ges (MM) v (M) Core Search Media Trend ooy (hir g

Total Internet 23.866 34,119 2,850 gSearch Muti-Country KR 218,93 6 565
Al gSearch Properties Mra,
1 Tatal Internet 23,866 34114 2,850 sEearch Muti-Country Media Trend 215,951 6 BES
2 [F H Google Stes 14,252 18,689 2021 230 T4 192 166 4412
3 [E H vahoo! Sites 2,689 3,588 B11 9.0 4.4 143,760 1,021
4 [Fl @ Microgott Sites 1,862 2,590 435 Ta 43 95,052 739
5 [F] = Ask hetwork T42 905 270 4.4 28 53,5649 367
5 [E] H craigslist, inc. 664 2,445 137 a7 449 34877 200
7 [El @ eBay 659 1,283 140 4.4 47 44 076 195
g [F] = FACEBOOK .COM 647 1,164 22 4.4 30 63 450 251
[El H Aol LLC 594 TE 202 45 249 53,205 285
F1 H Fox Interactive Media 406 877 99 41 41 31,198 129
[F1 H  Amazon Sites 226 393 g2 26 27 37915 99
[Fl = apple Inc. 152 169 3 30 4.9 12,706 39
F COMDUIT COR 149 210 47 o 32 11,098 75
[F1 H Match com Sites 109 154 16 7a 6.7 3,755 25
[Fl = ATAT Interactive Metwork 90 1158 33 2.3 2.8 17 ABT
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Ad Metrix: understanding the online advertising landscape

Ad Metrix measures display advertising delivered to the Users. Info collected at Panel-

level assures 360° coverage (inc. long-tail) and demo profile details.
- Measures both IAB and non-lAB ad sizes, includes rich media and static ads
- Patent technology reconciles ad with advertiser
- 3 main views:

- Publisher view: who advertised on publisher A vs. Publisher B?

- Advertiser view: where did Advertiser A deliver advertisements?

- Creative views: creative-level detailed performance (reach/impressions)

Leading CPG advertiser

Adver
Items 1 to 100 of 3948 Total Display xpored Unique | Aversge .
| Hecxt | Last Ad Views (000) | 5 Vertical W Horizontal | Visitors (000) | Frequency KEj Leammg:
(((((((((((((((( . aw av av

Total ads

T Total Internet
Ad Metrix Publisher Sites.
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() ok 2 ' . y € a0l badia hatvar viewers
@ Finance : A-peeling cancer fighter =] mai @”““"9" Eacly Pl AOL LLE
"
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- Birth centrol pill may cut canser risl M FLCOM 7,248 X — 36 PR
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» More Faature: » e s = = . 2
T Real Estate LT — e s & Nt m e«
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=" € . .
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R Bix =it oe alimbe 401 hel hurt bird: 1 Advartiser Propaertias NIA 17 m— | wal— /A nal—
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More Yahoo! Services o e o | 2 P PHOENIXDEGREES.COM 33,016 3] s— 0.6 C—J 20,420 15—
e—— 8 L L Top Picks | Girls Clothing  Dorm Life | Cell Phones | Backpacks 30 P eBay 24,249 -] s— | [ X ] s | 44,636 3.2
i 0 0 b P NETFLIX.COM 32— 02— L -] S—
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+Get a web Site ock Quates: [ea] i 6@ P United Online, Inc 11,711 241 03— 12,703 [ —
e ostiviewsd]uxuyicars 70 Pl Verizon Communications Corpe 10,232 ER Y — 02 = 17.004 12
:z:a..uc: i L 890 P Coca-Cola Company 10,032 20— 7el— 4,186 03—
hy online college is so cool 9© P sony Online 2,340 F-] m— f % J m— 01—
= e ) Convenient 2) Some employers pay tuition 3) Higher 10 P ORBITZGAMES.COM [ 9,026 | el vty wal——
eatured Services . atary with higher degree - 4) Top schools online 118 P Experian Interactive 3,33 PR — [y m— = 02—
- Downloads . o 5 12© P General Motors 7,631 PI] m—| 05— 21,215 1.5
- Health House payments fall again - $90K Mortgage for $498/mo. Mo sen -Ralls-Royee Phantom 13© Pl Ask Network 6,656 1.4 [ I — 1,417 01—
3 5 5 3 14© P Toyota 1.3 05— 01—
155 P IBM < - - > walC——
16© P Microsoft Sites 71 1.2 [ s— 00—
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Video: Tagging Enables Detailed content classification

~

Yﬂu T“he Partner Reporting

v

Online video measurement that includes YouTube partners,
Independent and professional, bedroom and broadcast.

= comScore / YouTube joint offering to enable
direct measurement for YouTube partners
of all sizes

= Tagging enables publisher details to be
tracked within broad UGM network

€) COMSCORE.  coomsooeme. propiey %

‘.

YOUTUBE.COM*
Partner @ Youtube

Partner @ Youtube
Channel




OVERVIEW

GSMA MMM provides reliable, independent, consistent, audited and comprehensive metrics
from actual total mobile population behaviour displayed in powerful reporting tools.

Media Flanner Deli enter Direct

() COMSCORE. | MyMetrix

Media Metrix ~  Segment Metri ~  Reach Frequency = Plan Metry = Ad Metrix = MediaBuilder «

|2 h GSMA Key Measures %/ | GSMA Demographic Profile '*/|| GS™MA Media Trend *

gSearch «

GSMA Source/Loss %

Wideno Metrix ~

COMSCORE.

© comScore, Inc.  Proprietary.
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[EIFACEBOOK COM September 2009 | United Kingdom
Tatal Internet : Total Audience + Compam
Top 1000 Properties (GSMA) 831 15,440 ] e [F]
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Mobile ~

ome pgoode | Logout

Sea

rch

GEMA ~

GSMA Device Profile *

Download  Save  Print Edit

Media Metrix 2.0 Legend

Property

Media Title
Channel
Subchannel
Group

Subgroug
Cuztom Entity
Ad Metwork
Alternate Rollup
Extended MNetwork
Advertizer Level
Procuct Level

Full Hytaridd - Used to idertify entities that are
measured and reported completely based on
Panel-Cenitric Hyhrid (Panel + Census)
meazurement.

Partial Hybrid - Used to identify ertities with at

Run Report

close

Summary Info

Help

Geography

_Llnited Kinndnm

hianths

December 2008
Target Audience

Total Audience

Device

All Devices

Media
Top 1000 Properties (SSMAY Undup))
Measures

Total Unigue Yisitars

% Reach

% Composition Unigue Visitors
Compaosition Index UY
Cornposition Index Py

Average Daily visitors

Tatal Minutes (000)

Average Minutes per Usage Day

Support

Help
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Media Planner 2.0: Agencies can create a campaign

New Campaign ®
o I ion Targeting Ad Serving Requirements Summary
Start by inputting your campaign information below. Clidk next to move to the following step,
[¢] . .
Edit Campaign x
A o Basic Information o Tar: Ad Serving Requirements Summary
| Enter yaur === = === e bl ool s e s il
. - EditC ' *
A it Campaign
t em
Gende o Basic Information e Targeting o Ad Serving Requirement Summary
A
| Ma Enter your ad serving requirements below. Click next to move to the following step.
Persor
5f =15 1
o 2" Do you want to GeoTargst yoi
v Edit C ' *
[ [3s ® No Yes It Campaign
1
r HH g Countries / Regions o Basic Information e Targeting 6 Ad Serving Requirements
Un Available _ )
Flease review your campaign summary below and save or correct as needed.
56
Contact Information Creative Direction
b | Advertiser: The following ad units will be used in this campaign :
test_advertizer 300 % 250 px
Brand/Product: 160 x 600 px
Canadz test_product 728 x 90 px
l Campaign Overview The following Image ad server will be used:
Campaign Name: 24/7 Real Media
For US Re i test_Campaign
Campaign Dates: Ad Server Requirements
Non 02/01/2011 to 02/23/2011 Geotargeting:
1 United States
Which Ad Budget Submissions
. . . L Total Campaign Budget: Frequency Capping:
IAB Universal Ad Packide size £10,000,000.00 S per user per day
— 728 =90 Please submit proposals at the following lewvels:
1000000

Other IAB Ad Unit(s} in pixe Campaign Brief [opticnal). Include any campaign geals, KPI, or other custom
— requests you would like to include in your RFPs here.

E Cﬁn CEI
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Plan the targets that they can buy, including operator profiles

Geography 7 Time Period T

| United Kingdom |V | January 2011 Unreleased |V | Impressions data will be Estimated

|«| Demographics 7
Gender: Male Femals
Persons - Age: 7] 6-14 15-24 25-34 35-44 45-54
55+
HH Income (UK): [7] Under £10K £10K-£24,999 £25K-£34,999 £35K-£49,999 £50K or more

E] Lifestyle, Ownerzhip, and Purchase Intent

Ability to support
| Behavioral Targets < different targeting or
segmentation, inc.

Operator targets, TGI
or Mosaic

|| Third Party Segments
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Build their consideration set...

. And RFP it to appropriate publishers

(. COMSCORE. | Media Planner

|
Send RFP x
Campaign Management 20 Sstup 20 Planning 20 Launched Greats Gond
€ Enter Publisher Users to Email © customize RFE Form © review your RFP
Add A Campaign View by: Active Cam .. . e rure dolor in reprehenderit in voluptate velit esse cilum dolore eu fugiat nulla pariatur
D w Campaign Brand Status. = Start Date End Date RFF Due Date Budget Allocated Total Ba
[ Ca n Name 1 Brand RFP Sent oo 21511 Mo 250,000 360,000 -
B e New Request for Proposal
=] Campaign Mama 2 Brand RFP Sent 0 02151 o1 250.000 360,000
O Camgpaign Name 3 Brand RFP Sent oI [T (LT 250,000 360,000 (User Name} b~ RFE Mue e | | ——
‘comScore MediaPlanner RFP - Message (HTML) = e
Ej Camgpaign Name 4 Brand RFP Sent oo 03NS oo 250,000 360,000 Agency ©
O Campaign Name 5 Brand RFFP Sent ol 03151 (LT 250,000 360,000 Advertisel oy @ x ;q_x‘ .i) .]3 % Bstsines h Y ( M Fing
= Campaign Name & Brand RFP Sent o1 03Nt oo 250,000 360,000 Product | oy emars &, cai | Delie Mot Comte” Gl || B (Yot | ot Pllow Mg | 0 "ot
toAN Folder~ Rule Adions* | Sender S TUp~ Unteas | % Seledt -
Ej Camgpaign Mame 7 Brand RFP Sent oo 03NS [T 250,000 360,000 “Message her Respand ! Adtions | unkEma G Options | Fnd
=] Campaign Name 8 Brand RFP Sent o1 O3S o101 250,000 360,000 Agency ha Fom e Sent Tue 1192010 230 PM
| te: Tuta, Yo
=] Campaign Mame O Brand RFP Sent 01T 03MSM1 01 250,000 360,000 Budget Submi| ¢,
Please sul supject: comScore MediaPlanner RFP
B Campaign Mam« | 1 Campaign Name 1 Campaign Bric <
D Campaign Nam New Request for Proposal
- Consideration Set Aduertiser Joe Adwertiser Pros uniftesthas sentyou an REP REP Due 1122010
[ Campaign Nami Bnal anahs :
;j ) Primary Tanget: Females - Age: 25-44 Star orempeun e
=] Campaign Mamy  FPlanning Board Secondary Target: Females - Ag a5+ End TargelD:udler PO s “'}‘;‘;L
= Campaign Mami  Consideration Set Custom targel Product Product
c Man 5 Publishers w  Stabus Tot Targeting Inst SRS B =
D i | Workspace Tuning :j Media BenavioralLRy | <reSE Budget 1$100,000.00
— [ Sy po— Budget 2 $200,000.00
E——————— =SentRFPs ] - Aolcom (6 Packages) Manage Contacts . a
0 access the
Entertainment . 4 $100,000.00 $100,000.00
S RFP Mot Sent - 125200000.00 $200,000.00
Mews. RFF Mot Sent 435,2_ d
Sports RFP Mot Sent 435,230 lorem ipsum campaign brief here. This could be very long. (RipRichMediaTemplate} .
lh'w RFF Mot Sent 435,230 {RfpTargetAudience Template) {RtpVideoTemplate}
Liwing RFP Mot Sent 435,230
T RFP Mot Sent 435,230 a2
Ej - Yahoo.com (4 Packages) Manage Contacis
Entertaimment RFP Mot Sent 435,230 02— BP1 —
Mews RFP Mot Sent 435,230 02— 302,201 BP1 — 100
Sporis RFP Mot Sent 435,230 02— 302,201 BP1 — 100
Trawel RFP Mot Sent 435,230 02— 302,201 BP1 — 100
0 = Googlenews.com  Manage Contacts ‘;
= - -
[ = =] Taw

) COMSCORE.

Search Hera

© comScore, Inc.  Proprietary.
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After RFP responses, agencies can optimise & tune their plans

My comScor

el

Ad Networks View by: | Total Audience v

Reach By Impressions
Media P lanner ) i} |mp|'(,’-55i0n5-"DS)"

[ Apri 30,2010 - caze.20t0 34 7d 14d 1m AlAvailablo |
. 1,000,000
(’ com SCORE_ | Media Planner
500,000
L] Campaign Name 1 250,000
I I—— Date 1/10 111 1412 113 114 1115 1116 11T
. v Acvertser
Planning Board e oI Flight Plan Package a o
Planning Board o by Rea - Package b S =
1
Conslderation Set ° o |Package ¢ i
Workspace Tuning 0% @ 0o Publishers v Key Measures by Total Audience Key Measures by Target Audience
e o Packages e | Fa | s | oviews | % comp | o [ RNNARRIR
Draft Media Plan 2 ¥ s Data - Aol.com (6 Packages) Manage Contacts ) Add A Package o
Draft Media Plan 3 Viewby: | Publshers X Entertainment K] 1.293 22,023 22,023 73 145 8 1,203 22,023
Draft Medla Plan 4 Ad Networks X News 87 1.203 22,023 22,023 B0 102 B7 1.293 22,023
Publish Me: -
Draft Media Plan 5 shors IR X Sports 9 1203 22,023 22,023 %0 54 9 1,203 22,023
Packages Flight Start Flight End  In POl v 4 1
Draft Media Plan 6 = AQL.com x Homepage k] 1.283 22,023 22,023 50 5.4 k-] 1.283 22,023 L
Draft Media Flan 7 Welcome Screen 0110111 080N 3 e — — — YaTes
Homea o101 080111 33
Sent RFPs 9 Search Here Q
Travel o1/0111 oelOu 32
Autos o1/0111 0801 3 -
Shopping 01701411 08/01/11 3 Download This Set Make This |
Lifestyle 01011 080111 3
News o1/0111 08041 3
Finance 010111 osl01M1 3,

01/01/11 08/01/11

Notifications

* View each media plan draft, make adjustments to line items
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Measure What Matters: AdEffx™ Suite

@ Campaign Essentials Effnlfﬁal
Verifies Audience Demographics & Ad Delivery Using Reach, Frequency, & GRP Release

( m Action Lift i
I Monitors Behavioral Changes Such as Websites Visiting & Searching :
. Lift Norms « Self-Service Action Lift Inside Tool [

EI Brand Survey Lift
Measures Attitudinal Lifts Such as Awareness & Favorability

Cross-Media Lift » Lift Norms « Mobile Brand Survey Lift

. Online Sales Lift
Measures Impact on Online Sales & Competitors’ Sales

Lift Norms

Offline Sales Lift

Measures Impact on Offline Sales
Third-party Retailer Sales Data Match ¢ Lift Norms

Cost Per Lift Determines the Cost Per Lift for Brand & Actions (in beta)
Lift Norms  View Into the Mass Effects on the Above Measures (in beta)
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Know who you are reaching the next day

m Campaign Name 1
Campaign Essentials

Dashboards

Audience Dashboard

Optimization Dashboard

Reports
Demographics
Creatives

Flacement

Flighting

() comScoRrE

() cOMSCORE. |

AdEffx

Campaign Name 1

Country: US
Report Start Date:
Jan 14, 2010

Unigue Audience {(000)

Primary Target
Secondary Target
Total Campaign

|Search

View By: | AOL

Diata Through: Mar 14, 2010

Report End Date:
Jul 14, 2010

12,000

140,000
140,000

Unique Audience & Impressions

Primary Target
Females 8-34 HH Income 35-55K

Impressions (000) % Reach Average Frequency
000 88.4% 6.4
140,000 T1.2% 4.6
140,000 71.2% 4.6

‘Cumulative

Secondary Target
Females 8-34 HH Income 55K+

GRP Total US Fop

Total U'vs: 890 Total Imp: 1,800 New Impresions: 1,890 New Uvs: 1,890 Daily UVs: 1,890 Daily Impresions: 1,890

123
123

S 1,000 —
g B 1
g 800 -
H
2 600
E I N B
= 400 o
£ 200 ) -
[
211110 3/1/10
Daily
. \ A~ /\ . _ .
\/ \ ) T Mo v Y4 A
T LT L LT L (T L [T P T [
e Unigue Audience === |mpressions
Frequency Uvs Audience Comp for Total Campaign uvs
80 50% Primary 30% Secondary 20% 20% OQutside of Target
= 50 Outside 9% Total  Age  Gender HH Incame
E 25 18-24 F 100+K
% 40 2.23 18-24 M 35-50K.
20 22 3544 F 35-50K
. ' I - I l l 0.15 3544 M 35-50K
1 2 3 4 5 & 7 &+ 013 65+ M 35-50K

Mumber of times exposed
— Primary

Media Efficiency

s Secondary

Total

10% Owverlap

Reach Opportunity

Total

2,000

1,500

| 1.000

500

M oa W=

Impressions



Optimise campaigns while still live

C) COMSCORE. | ademx [Semren

" Camp aign Name 1

Campaign Essentials Campaign Name 1 View By Primary Target Y -
Country: US Data Through: Mar 14, 2010

Dashboards Repart Start Date: Report End Date: Primary Target: Secondary Targst:
Jan 14, 2010 Jul 14, 2010 Females 8-34 HH Income 35-55K Females 8-34 HH Income 55K+

Audience Dashboard
Top 10 Publishers by:

Optimization Dashboard
Pt Average Frequency Impression Composition Audience Composition

Long Publishert
Long Publisher2
Long Publisher

Reports .
Long Publisherd
Demographics Long Publisher5 I — —
Long P —
Creatives Long Publisher7 |
Long Publisherg
Flasement Long Publishers B -
Long Publisheril EE— S
Flighting 12 3 4 5 6 7 8+ 20%  40%  B0%  BO%  100% 20%  40%  60%  BOW  100%
Mumber of Times Exposed Percent of Impressions Percent of UV
Campaign Optimization Placement Strategy by UV
100% ROS/Untargeted
Content Sponsar
Y High Imgact
Contextural
e . Aud. Targeted mmmmm
Long Publisherg Remarketing
Reach: 75% Imp
Composition: 48% Other

=
E
E
-
-
5
z
=
=
=}
I
=
=
=]
3
2
&

50% Lis: 3,320 (000} 20% 40% B0% 80% 100%
Uy
. . Creative Strategy by UV
. 100%
L
O -
=
= 50%
50% 100%
% Composition within Publishers’ Availability 259
Long Publisher Long Publishers Long Publishers Wl [
Long Publisher2 Long Publishers Long Publisher1o
) ) Branding Branded  Direct Other
Long Publisher3 mm Long Publisher? Response Response
Long Publisherd Long Publisherg
Top Creative Type by UV Top Creative Format by UV Top Creative Size by UV
1,000 1,000 1.000
800 800

&00

=
=]
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RANKING

Koy Mangures

Demagraphic Pralle
Madia Trand and
% Charge Mo Trend
Target Trand ard
Kay Maasures % Charge Targed Trend
Source / Loss
Graas Vialling
Audience Duplicaton
Madia Dashboard Koy Measures
Prodle
Key Measures Media Trend and
Sita Audienice Prafile ‘% Change Modsx Trend
Canaumaer Targel Profile Target Trend

Cross Visiting

Kay M Ky Moasures

Wadia Trand Demcgraphic Frofle
Cora Soarch Kay Maasures Wada Trend
Gare Search Media Trend Day Part

Day Part Damograghics

DIGITAL
ANALYTIX

Manage Webste
Verify URL
Digtionary Managament
Traffic Raview

Unified Unigue Visitors
Meda Dashboard

Manage Distributed Contenl
Managa Ad Natwarks
Manage Ad Campaigns
Manage Videa

SITE CENSUS DATA
COLLECTION

PLANNING

P Cargaign Edit
RA Consideration Set

A Send & Respond
Planrirsg Beard
‘Workspace Tuning
Final Media Plan
Insertion Order Submission

DATA AP
FOR CLIENT
INTERNAL

DATA
DISTRIBUTION

CAMPAIGN AUDIENCE
VERIFICATION

Audience Dashboard
Optimization Dashboard
Damographics
Creatives
Flacements
Flighting
Local Markote

AVAILABILITY IN CZECH REPUBLIC
b b 1 2013 ¥ s i anbecind by P00

MARKET LEVEL
AD TRACKING

WARKET LEVEL AD TRACHNNG

A Waivs

CAMF AR AUDIENCE VERAICATIO K
a = )

DAt D[STRIBLTIGN

it APl or Clars Brivrral Took




THANK YOU FOR YOUR ATTENTION

Contacts:

Paul Goode, Head of Industry Relations
Renata Tagg, Director of Operations
Chiara Galli, Head of EU Client Service
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