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HOW TO CAPITALIZE
ONI'T



PROGRAMMATIC ADVERTISING I3

media transacted via automated systems
that take orders and execute those orders
with little or no interaction from humans



THE ABCS OF PROGRAMMATIC

Real Time Bidding (RTB) - a media of purchasing a single impression via an auction based system in real time
Exchange - a that enables advertisers and publishers to buy and sell advertising space
Supply Side Platform (SSP) - a that provides tiled management capabilities to publishers, enabling them to sell

their inventory via exchanges

Demand Side Platform (DSP) - a that enables advertisers to buy inventory from exchanges while integrating
audience data via RTB

Trading Desk - a combined effort of computer automation/bidding and human touch. managing across a DSP is typically
defined as a Trading Desk

Data Management Plattorm (DMP) - a unifying that collects, organizes and activates first- and third-party
audience data from multiple sources



MEDIA CONNECTS AUDIENCES WITH ADVERTISERY

For generations, media companies
have thrived with the same
business.model: Use O&O to
u_;;gc_:___,onnect great audiences with.

gama ey Of@8t brands |9 =




“f THE PROGRAMMATIC SHIFT
IS AMONG THE MOST

POWERFUL TRENDS
IN ONLINE DISPLAY Y

WHY?

v’ Better real-time price discovery

v' A more efficient ad buying process

v' The ability to better link ad
spend to actual transactions

— Morgan Stanley’s 2016 Ad Tech Macro Oultlook




STEADY PROGRAMMATIC GROWTH

Programmatic will account for

in the U.S. by 2017

B Programmatic digital display ad spending M % change % of total digital display ad spending*

Source: eMarketer, October 2015 centrc.



MULTI CHANNEL GROWTH
INTO 2017

Mobile and Video will go
from accounting for just

iIn 2013, to accounting for

E LY/
MOBILE

In the U.S. by 2017

centrc



—AUDIENCE EXRENSION
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PROGRAMMATIC IMPACT
AT EVERY LEVEL:

SELLERS
BUYERY
PEOPLE IN CHARGL



STRATEGY: SITE DIRECT

E E With Site Direct buys,
ﬁ ﬁ ﬁ you reach your target audience by
targeting specific publisher
ﬁ ﬁ inventory.

INVENTORY STRATEGY

centrc



STRATEGY :

REAL TIME BIDDING

Flexible Buying Strategies

With RTB, you can now reach audiences by targeting
them directly via inventory, data, and contexts across thousands of sites.
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WHAT VALUE ARE YOU
SELLING?

SITE DIRECT REAL TIME
BIDDING

Thousands of Sites
Advertiser’'s Audience

_ Frequency Reach (99.5% of Internet)
Delivered Impressions/SOV Delivery against client goals

Guaranteed Placements Flexibility

Site’s Brand
Site’s Audience




YOUR PI'TCH

SI'TE DIRECT REAL TIME
BIDDING

entrc



SELLING

* THE OLD WAY * THE NEW WAY
Product based selling Needs based selling
Selling based on impressions Selling based on budget

Selling to a fixed CPM Understanding eCPM

Performance was _
somewhat assumptive Performance is measurable

Ad Network model= Black box Everything Is transparent
centrc



PROGRAMMATIC IMPACT
AT EVERY LEVEL:

SELLERS
BUYERS
PEOPLE IN CHARGEL



BUYING

 THE OLD WAY

Buying meant trafficking and
monitoring delivery

Performance = Delivery & (TR
Inventory 1is reserved
Targeting 1s content-focused
Pricing 1is fixed

Optimizations are scheduled

 THE NEW WAY

Buying is highly analytical &
strategic

Performance is measured in many ways
Inventory 1s non-guaranteed

Targeting must be flexible & multi-
level

Pricing is fluid

Optimizations are continual centrc



TRANSLATING GOALS

Q MEASUREABLE

KPIS »

Reach & Branding Impressions, eCPM

Traffic eCPC, CTR

Conversions,
CPA, CPL

Consumer Action

centrc



PROGRAMMATIC IMPACT
AT EVERY LEVEL:

SELLERS
BUYERY
PEOPLE IN CHARGL



How are you 1ncorporating programmatic into your go-tc

How are you educating your

How are you hiringa. incenting. &

~ trainina?

How are you empowering collaboration?



PROGRAMMATIC IMPACT
AT EVERY LEVEL:

SELLERS

L |

BUYER
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PEOPLE IN CHARGE



WHY NOW?

* Local business spent more
than $740b on advertising in

201715, including roughly $38&b
on digital

* Share of local US digital ad
spend that is automated will

more than double this year,
from 4-7% to 10% ($5b)

By 20719, 67% of local digital
ad spend is expected to be

conducted programmatically
($47b)

centrc



IN PROGRAMMATIC

Improvement in ad viewability
and transparency

* |ncreased use of cross-device
campaigns

* Increased importance & use of
first party data sources vs. 3rd

party
* Brands will continue to invest in
In-house tech & trading desks

‘ -~ MACRO TRENDS




QUESTIONS?
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