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The Rudd Center at Yale subscribes to the comScore data service used by online marketers. We asked them to
analyze comScore's "Entertainment-kids" product, which lists the leading child-directed websites

(attached). Our attorneys-at Georgetown University prepared an additional analysis reflecting questions we
have raised in the COPPA proceeding about the definition of child-directed websites. We believe that the
definition proposed by the Commission needs to be revised.

We are happy to discuss the research analysis and the specific definitional issues.
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New Research Demonstrates Problem with Proposed New Definition of
Child-Directed Websites

The FTC has proposed to define a “Web site or online service directed to children” to
include a commercial Web site or online service, or portion thereof, that: '

(b) based on the overall content of the website or online service, is
likely to attract children under age 13 as its primary audience; or,

(c) based on the overall content of the Web site or online service, is
likely to attract an audience that includes a disproportionately
large percentage of children under age 13 as compared to the
percentage of such children in the general population; provided
however that such Web site or online service shall not be deemed
to be directed to children if it:

(1) Does not collect personal information from any visitor
prior to collecting age information; and

(it) prevents the collection, use, or disclosure of personal
information from visitors who identify themselves as under
age 13 without first obtaining verifiable parental consent;

In comments filed September 24, 2011, CDD et al. argued that because the italicized
language is vague and undefined, many websites considered to be directed to children under
current definition would no longer be considered child-directed under this proposed definition.
The attached Rudd Center analysis, issued on October 17, 2012, clearly illustrates this problem.

The Rudd Center analyzed all websites classified by comScore as “Entertainment —
Kids.”! It used the comScore Media Metrix Key Measures Report to obtain the number of
average monthly unique visitors to these websites during the first two quarters of 2012 for
different age groups including ages 2-11 and 2-14.> Next, for each website with at least 100,000
unique child visitors (a total of 57 sites), the Rudd Center determined the percentage of unique
visitors in each age group. The results are reported in Table 1. The Rudd Center concludes that
the definition of child-directed sites as those with 30-35% of total visitors under age 12, which is
used by members of the Children’s Food and Beverage Advertising Initiative, does “not include
many of the websites with child-targeted games and activities that are visited by large numbers
of children.”

This data also illustrates why CDD has concerns about the FTC’s proposed definition.
We start from the premise that the websites identified by comScore as “Entertainment — Kids”
would be considered child-directed under the FTC’s current totality of the circumstances test. As

! A “dictionary team” from comScore examine websites and designates as kids’ entertainment
websites with activities and online games for children. comScore’s methodology is relied on by
advertisers who want to reach children.

2 comScore does not have an age group 2-12, which corresponds precisely to COPPA’s
definition of children as under 13.



we explained in our comments, if the FTC fails to define what it means by “primary audience,”
in subsection (b), “website and online service operators could argue that primary means more
than 50%. And if the Commission were to accept this claim, all but the youngest skewing
children’s websites would no longer be considered child-directed.”

The comScore data supports this concern. The Rudd Center Report shows that only 3 of
the 57 websites examined had an audience share of greater than 50% children aged 2-11 and only
14 had an audience share of greater than 50% children aged 2-14. This audience share data
suggests that website operators could argue their websites do not have children as a primary
audience.

Similarly, we are concerned that operators of child-directed websites could argue that
their websites do not attract a “disproportionately large percentage of children under age 13 as
compared to the percentage of such children in the general population.” The Rudd Center
found that children 2-11 make up 10% of the total internet audience and children 2-14 make up
14.9%. The FTC does not define what it means by disproportionately large percentage.
Assuming that a “disproportionately large share” might mean twice the percentage of an age
group of internet users, some of the children’s websites identified by comScore would fall below
that threshold. Indeed, 5 of the 57 websites had less than a 20% share of children 2-11 and 6 had
less than 29.8 share of children 2-14.

These websites are clearly directed at children. For example, Disney Fairies, with an
audience share of 19.7% ages 2-11 and 26.6% ages 2-14, has games and animated videos
featuring Tinkerbell. It urges children to “create a fairy and fly.” The website also provides a
separate page for parents, indicating that the rest of the website is aimed at children. Similarly,
National Geographic Kids, with an audience share of 17% ages 2-11 and 22.3% ages 2-14, is
directed at children as indicated by the name of the website, as well as the child-oriented
geography games and puzzles featured on the website. Likewise, Yahoo! US Kids is clearly
intended for children even though its reported audience share is 16.4% ages 2-11 and 23.8% ages
2-14. It features popular cartoon characters such as the Teenage Mutant Ninja Turtles, Sesame
Street characters, and Lego games. Thus, adoption of the proposed definition of child directed
websites would have the unintended effect of exempting many websites that are in fact child-
directed.



& YALE RUDD CENTER
FOR FOOD POLICY & OBESITY

Defining child-directed websites: Implications for limits on food advertising to children through the
Children’s Food and Beverage Advertising Initiative (CFBAI)

October 17, 2012

Companies that participate in the CFBAI have pledged that they will only advertise healthier dietary choices on child-
directed third-party websites.! The majority of companies define child-directed websites as those where 30% or 35% or
more of total visitors are children under age 12.% This report examines children’s entertainment websites to determine
whether they would qualify as child-directed media according to CFBAI participants.

Methods .

To identify child-directed third-party websites that would be covered by food companies’ CFBAI pledges, we analyzed
exposure data for all websites classified by comScore as “Entertainment - Kids” websites. comScore designates a
website as kids’ entertainment if the content includes activities and online games for kids, based on examination of the
sites by their dictionary team. We used the comScore Media Metrix Key Measures Report to obtain the number of
average monthly unique visitors to these websites during the first two quarters of 2012 for the following age groups: 2-
11 years, 12-14 years, 2-17 years, and 2+ years.> To obtain the number of unique visitors in the 2-14 years age group,
we added the numbers of unique visitors among youth 2-11 and 12-14 years. The report also provided unique visitors to
all kids’ entertainment websites and the total internet during the same time periods.

We analyzed all websites on the comScore Entertainment — Kids report that had at least 100,000 unique child visitors
during either the first or second quarter of 2012. In most cases, we examined data for specific URLs (e.g., Nick.com,
CartoonNetwork.com). However, some websites had sub-sites with a large number of child visitors, but the full website
also contained a wide variety of content not targeted to children. In those cases, we examined the children’s sub-sites
instead of the full websites (e.g. Disney Entertainment instead of Disney.com, National Geographic Kids).

To compute monthly unigue visitors for the six-month period (Jan-Jun 2012), we averaged the number of monthly
unique visitors for both quarters of 2012 for each website. Average percent reach of all children for each site and all
kids’ entertainment sites was calculated by dividing the monthly unique visitors to the site by the monthly visitors to the
internet for the same age group. Finally, we calculated child-audience share for each website, all kids’ entertainment
sites, and the internet by dividing the number of unique child visitors (for each age group examined) by all unique
visitors to the sites. Table 1 provides definitions of the key measures examined.

Table 1: Key measures

Monthly unique child visitors Average number of unique individuals who
visited each website per month during the
period of January-June 2012 for three age
groups: 2-11 years, 2-14 years, and 2-17 years

Percent reach . ' Average percent of children within each age
group who visited the website each month
Child-audience share Average percent of all unique visitors to a

particular website who were from a specific
age group




Results

A total of 73 different websites with at least 100,000 monthly unique child visitors (ages 2-11) were included on the
comScore Entertainment - Kids’ list during the first two quarters of 2012 (including sub-sites within Disney
Entertainment). Table 2 provides audience data for kids’ entertainment websites with at least 200,000 average monthly
visitors (2-14 years) during January-June 2012.

Five websites averaged more than 3 million unique child visitors per month in the first two quarters of 2012, and four of
those sites were affiliated with children’s media companies. On average, 4.8 million unique 2- to 11-year-olds visited
Disney Entertainment websites every month during this period (22% of all 2- to 11-year-olds), and 3.9 million (18% of
children) visited Nick.com and CartoonNetwork.com. CoolMath-Games.com and PBSKids.org averaged 3.6 and 3.1
million unique child visitors per month (14%-16% reach). Eleven additional URLs and three sub-sites of Disney
Entertainment averaged 1 million or more unique child visitors per month (5%+ reach).

On average, 30% of unique visitors to kids’ entertainment websites during January-June 2012 were children ages 2 to 11,
compared with 10% of visitors to the internet in total. Child-audience share among the sites with 1 million or more
unique child visitors per month ranged from 29% (FunBrain.com) to 46% (Roblox.com). The website with the highest
child-audience share was BobTheBuilder.com, with 70% of total visitors between the ages of 2 and 11; while
Rhymezone.com had the smallest child-audience share, at 10%. Twenty-two of the websites We examined {30%) had a
child-audience share less than 30% and would not qualify as “child-directed” according to any of the CFBAI participating
companies. Sites that do not qualify include MiniClip.com (2.0 million child visitors; 28% child-audience share),
FunBrain.com (1.4 million child visitors; 29% child-audience share), and Disney Junior (0.6 million child visitors; 25%
child-audience share).

If the definition of child-directed media was expanded to include 12- to 14-year-old visitors, all but 10 of the kids’
entertainment websites we examined would be included. Just five sites with 200,000 or more unique 2- to 14-year-old
visitors per month had a child-audience share less than 30%, including Disney Junior, Hasbro.com, TeenNick.com
(390,000 unique 2- to 14-year-old visitors; 27% child-audience share), Disney Fairies {240,000 unique 2- to 14-year-old
visitors; 27% child-audience share), and National Geographic Kids (238,000 unique 2- to 14-year-old visitors; 22% child-
audience share). On average, 47% of unique visitors to kids’ entertainment sites were under 18 years old, and the
majority of visitors to approximately two-thirds of the sites were under 18.

Conclusions

Current definitions of child-directed websites used by CFBAI participating companies do not include many of the
websites with child-targeted games and activities that are visited by large numbers of children. Companies must expand
their pledges to advertise only healthier dietary choices on websites that are also visited by large numbers of children, as
well as those with features designed to appeal to children.



Table 2: Average monthly exposure data for January to March 2012 and April to June 2012

i Agesz-ll Ages 2-14 SRR B VAk‘ges 2-17:
Total Total Total
monthly monthly monthly
unique unique unique
visitors Audience visitors Audience visitors Audience
(000) % reach share (000) % reach share {000) % reach share
Total internet 22,099 100.0 10.0 33,034 100.0 149 44,584 100.0 20.1
Entertainment - kids 20,180 91.3 30.0 26,766 81.0 39.8 31,630 70.9 47.1
Individual websites:
Disney Entertainment 4,818 21.8 31.6 6,017 18.2 |. 394 7,226 16.2 47.4
Nick.com 3,937 17.8 394 4,661 141 46.6 5,558 125 55.6
CartoonNetwork.com 3,936 17.8 45.0 4,554 13.8 52.1 5,250 11.8 60.0
Coolmath-games.com 3,608 16.3 39.4 4,391 13.3 47.9 5,216 11.7 56.9
PBSKids.org 3,115 14.1 41.5 3,464 10.5 46.2 3,857 8.7 51.4
Roblox.com 2,234 10.1 45.6 2,689 8.1 54.8 3,050 6.8 62.2
Poptropica.com 2,165 9.8 40.8 2,645 8.0 49.9 3,040 6.8 57.3
Miniclip.com 1,952 8.8 | 2,916 8.8 37.6 3,444 7.7 48.8
Disney Channel* 1,871 8.5 2,263 6.8 415 2,747 6.2 50.4
ClubPenguin.com 1,687 7.6 38.0 2,036 6.2 459 2,413 5.4 54.4
GirlsGoGames.com 1,559 1,965 59 39.9 2,488 5.6 50.6
Disney Games* 1,448 1,679 5.1 48.6 1,966 4.4 56.9
FunBrain.com 1,386 1,702 5.2 35.7 2,034 4.6 42.6
Wizard101l.com 1,254 1,626 49 38.7 1,995 4.5 47.5
Starfall.com 1,136 1,276 39 50.5 1,402 31 55.5
Disney XD* 1,099 1,286 39 52.1 1,481 33 60.0
AGame.com 1,089 1,403 4.2 39.7 1,768 4.0 50.1
Barbie.com 1,059 1,220 3.7 55.7 1,385 31 63.2
MonkeyQuest.com 1,055 1,262 3.8 49.0 1,479 3.3 57.3
Webkinz.com 744 933 2.8 49.4 1,090 2.4 57.7
Disney Junior* 621 731 2.2 |-, "7.7‘2_9.0} 862 19 34.2
Mattel.com 620 701 2.1 53.7 7 798 1.8 61.1
» Fantage.com 604 2.7 31.0 832 2.5 42.7 1,042 2.3 53.5
iCarly.com 468 2.1 43.0 556 1.7 51.2 667 15 61.5
NBAHoopTroop.com 464 2.1 52.1 538 1.6 61.1 611 1.4 69.7
TheSlap.com 462 2.1 441 569 1.7 54.2 697 1.6 66.4
Marvel.com 408 19 1222, 609 18 322 740 17 38.7
MonsterHigh.com 398 1.8 42.i 459 14 48.5 548 1.2 57.8
SproutOnline.com 345 1.6 45.4 407 1.2 53.6 438 1.0 57.7
Disney Create* 325 15 | 299 404 1.2 372 484 11 44.5
PBSKidsPlay.org 323 7 345 1.0 57.6 380 0.9 63.6
Disney Videos* 307 384 1.2 36.2 467 1.0 442
Hasbro.com 305 389 1.2 |0 282 479 1.1 34.8
SesameStreet.org 278 344 1.0 47.4 372 0.8 51.2
Jumpstart.com 277 357 11 43.0 407 0.9 45.0
ChuckECheese.com 277 1.3 224 378 11 30.6 439 1.0 35.7




Neopets.com 274 391 1.2 37.0 506 1.1 47.9
Hubworld.com 258 322 1.0 48.1 375 0.8 56.1
OurWorld.com 257 505 15 40.9 662 1.5 53.7
PetPetPark.com 252 299 0.9 53.7 351 0.8 67.4
AmericanGirl.com 246 287 0.9 37.6 329 0.7 43.1
PollyPocket.com 238 276 0.8 56.6 322 0.7 66.1
Animallam.com 236 299 0.9 48.3 347 0.8 56.1
WoozWorld.com 231 413 13 49.8 489 1.1 57.6
Disney's Toontown 228 281 0.8 47.5 337 0.8 57.0
Online*

HotWheels.com 217 240 258 0.6 67.1
Frootloops.com 204 232 273 0.6 58.2
KidswB.com 201 249 274 0.6 63.5
Disney Fairies* 177 240 314 0.7 34.6
TeenNick.com 191 390 £ 28067 631 1.4 39.7
GanzWorld.com 180 230 0.7 - 504 269 0.6 58.9
National Geographic 180 238 12234 298 0.7 27.9
Kids

Yahoo! U.S. Kids 155 224 279 06 29.6
PencilKids.com 152 205 0.6 38.3 7 273 0.6 50.9
AOL KOL {Kids) 142 226 0.7 33.6 280 0.6 41.8
Kidzbop.com 135 205 0.6 44.6 256 0.6 55.1
RhymeZone.com 92 324 1.0 33.6 436 1.0 453

*Sub-site of Disney Entertainment
Shading indicates sites with a child-audience share less than 30%

Source: comScore Media Metrix Key Measures Report (January —lune 2012)
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O'Connor, Alyssa

From: Jeffrey Chester

Sent: Tuesday, November 13, 2012 11:41 AM

To: Vladeck, David; Engle, Mary Koelbel

Cc: Kresses, Mamie; Marcus, Phyllis; Quaresima, Richard A.
Subject: kids app targeting, Hasbro, Nick

Marketing a Mobile App Success — My Little Pony

- Mheat the Pordey

Paid App

Objective:
Market a successful launch of the new app.



Solution:

My Little Pony teamed up with WDA at the beginning of their launch, allowing us to integrate our full closed-
loop marketing strategy. In conjunction with this and our mobileDSP™ we were able to analyze necessary data
to optimize the campaign. '

Result: .
We generated over 13,000 downloads of the My Little Pony app in the first two weeks of campaign. Drove their
ranking into top 5 in category.

http://wda.us/successes/marketing-a-mobile-app/marketing-a-mobile-app-success-my-little-pony

Brand Marketing — Spongebob

Objective:
To create an Advanced Personalization App for the brand to distribute for free as a tool to market the
Spongebob Marbles and Slides game.

Solution:

WDA produced a fun and interactive Live Wallpaper and provided analytics to Nickelodeon, measuring daily
and hourly installs of the Live Wallpaper, how many people clicked on the in-app promotion, and of those, how
many were pushed to the game. In addition, this product is able to build a fan base via social media.

Result:
Campaign resulted in 63k downloads of the Live Wallpaper; 12k users clicked through from our app prompt to
go view the paid game; achieving a 20% Conversion Rate.



http://wda.us/successes/brand-marketing/brand-marketing-spongebob/

App Download & Event Tracking

Impulse™ includes a complete set of APIs for use with Android and iOS. These APIs provide developers a
simple suite of options for communicating critical data back into the platform, so that it is immediately available
for reporting and analytics. Most importantly, the data is used to optimize the ad spending.

Impulse™ automatically finds the patterns that are creating quality conversions (the combinations of banner
creative + placement + time-of-day + a dozen other attributes) and adjusts the campaign accordingly. Non-
performing combinations are dropped, bids are increased or decreased, new creatives are constantly being tested
and evaluated. All of this happens continuously as your campaign runs.
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Developers can trigger any number of custom events to be used within Impulse™, including post-conversion
data like in-app purchases. Rather than optimize the campaign on acquiring new downloads for the lowest price,
Impulse™ can instead optimize on the most profitable and the most active users.

App Event Tracking APIs

There are two ways that an application or HTMLS site can send Events into the Impulse™ platform. For apps,
WDA provides a Client-Side API available for 10S, Android, BlackBerry and others upon request.
Implementing these APIs is very easy in that the developer includes a class library in their project and makes a
few simple calls. The client-side API not only handles event tracking (which includes the initial conversion
event), it also handles any number of custom events which are displayed within the Impulse™ Mobile
Command Center. The API also handles notifications back to any number of mobile ad networks that request
conversion data to optimize their placements. Therefore, implementing the client-side API will save you from
implementing countless others and has several other benefits as well.

Impulse™ also supports server-side events sent via HTTP or HTTPS. This extends beyond the app marketing
space into almost any conceivable system that could report conversion and activity events into Impulse™. For
example, retail POS transactions, coupon redemptions, cross-platform opt-ins, and many more.



http://wda.us/impulse/app-download-event-tracking/

see APP Store agreements: http://wda.us/partners/app-stores/

See ad network partners: http://wda.us/partners/ad-networks/




O'Connor, Alyssa

From: Jeffrey Chester N
Sent: Tuesday, November 13, 2012 10:38 AM
To: Privacy Listserv

Subject: Hoofnagle study: more tracking, via NYT

More Companies Are Tracking Online Data, Study
Finds

By NATASHA SINGER

The number of trackers collecting data on users’ activities on the most popular Web sites in the United States
has significantly increased in the last five months, according to research from the Berkeley Center for Law and
Technology at the University of California, Berkeley.

The Berkeley project, called the “Web Privacy Census,” aims to measure online privacy by conducting periodic
web crawls and comparing the number of cookies and other types of tracking technology found over time on the
most visited sites.

During a test conducted on Oct. 24, researchers encountered cookies on every site included in a list of the 100
most popular sites compiled by Quantcast, an analytics and audience targeting firm.

On those 100 sites, researchers found 6,485 standard cookies last month compared with 5,795 cookies in May.
In both months, third party trackers, not the Web sites themselves, set a majority of those cookies, the report
said.

In October and May, cookies placed by DoubleClick, Google’s ad technology service, appeared on the most
sites on the top 100 list. ScorecardResearch, an analytics unit of comScore, was the second-most-prevalent
tracker, the researchers reported.

The number of cookies on the top 1,000 and 25,000 Web sites also increased significantly, researchers said.
“More popular sites are using more cookies,” the report said.

The Berkeley study comes at a time of fierce debate among federal regulators, advertising associations and
consumer advocates over how best to regulate online tracking. Marketers advocate self-regulation, allowing
consumers who wish to opt out of receiving ads based on data-mining to use an already-established industry
program. Some consumer advocates are pushing for federal regulation as well as a “Do Not Track” mechanism
that would allow Internet users to control tracking through settings on their own computer browsers.

‘Chris Hoofnagle, the director of information privacy programs at the Berkeley center and co-author of the
study, said he hoped the data would set a baseline, providing all sides in the debate with empirical information
as to the optimum method to regulate tracking.



“I’m hoping that it will inform which approach is the best,” Mr. Hoofnagle said. “We are not going to be well-
served unless we measure these trends more rigorously.”



O'Connor, Alyssa

From: Jeffrey Chester .
Sent: Tuesday, November 13, 2012 9:53 AM
To: Privacy Listserv

Subject: tracking infographic, inc RTB
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http://www.racde.com/b g/2012/1 l/howcmpanies-track-you—on—the-we




O'Connor, Alyssa

From: Jeffrey Chester

Sent: Saturday, November 03, 2012 1:18 PM
To: Kestenbaum, Janis

Subject: wash Post on kids marketing

see slideshow with McD and others as well: http://www.washingtonpost.com/business/technology/marketing-
to-kids-what-makes-online-content-an-ad/2012/11/02/5a2a945¢-2504-11e2-9313-3¢7£59038d93_gallery.html

When is a kids’ online game actually an ad?

By Cecilia Kang, Published: November 2

Last spring, the International House of Pancakes launched an online children’s game that was inspired by the
Dr. Seuss classic “The Lorax.” IHOP appeared to be serving up a hearty portion of advertising to children, too.

That was the conclusion of the ad industry’s own standards police, the Children’s Advertising Review Unit,
which said I[HOP’s placement of menu items and its logo within the game made it too much like a commercial.
The panel recommended last month that the firm disclose its marketing intentions to its young users.

But IHOP disagreed, saying the game was just for fun and didn’t fit the traditional definition of an ad.

“We did not consider the game in question to be an advertising vehicle,” the company, a unit of DineEquity,
said in a statement, adding that it tries to be “sensitive to the issue of advertising to children.”

The episode highlighted an increasingly thorny debate on how to monitor advertising aimed at children when
they are confronted with so many new forms of marketing online.

If even the ad industry can’t agree on the definition of an online ad, who can?
Kids spend more time than ever in front of screens beyond the living room television. Advertisers have

responded with sophisticated ad campaigns that can start on the TV and then move to apps, social media
sites and online games.

And federal regulators are struggling to keep up.

So far, the Federal Trade Commission doesn’t regulate advertising to kids on these new platforms, except to
ensure that marketing messages aren’t false or misleading. The Federal Communications Commission limits ads
on television but doesn’t police the Web either.



That worries children’s advocates, who say that the FTC and FCC may make distinctions but that to kids, a
screen is a screen is a screen — and everything on it looks like entertainment to them.

“There is a great deal of research that shows children don’t distinguish between content and advertising,” said
Kathryn Montgomery, a professor of communications at American University and an advocate of children’s
media protections. “Now on digital, there is the opportunity of more blurring of those lines, and the industry is
pushing to keep definitions of online advertising broad and unclear.”

Through these new digital channels, companies hope to cash in on some of America’s biggest spenders.
“Tweens,” or children ages 8 through 12, are estimated to spend $43 billion a year out of their own pockets —
and that’s beyond the goods worth $155 billion or so that the kids pressure their parents to buy for them.

The IHOP Lorax promotion, for example, began with a TV ad that encouraged children to visit [HOP.com to
participate in a sweepstakes promotion. Once they were on the site, the kids could see a video about a Lorax-
inspired IHOP breakfast and play the “Save the Truffula Valley game,” which promised that players who did
well would get closer to “treating yourself and the Lorax to a delicious Lorax’s breakfast at [HOP!”

Other companies follow the same strategy, where newspaper, radio, television and Web sites are used to get
young users familiar with brands and products that they may buy on their own or pester their parents to buy.

Kellogg’s Crunchy Nut cereal campaign earlier this year began with a TV tease introducing a new comical
superhero described as “the man in yellow tights.” Viewers were instructed to go to Facebook to learn more
about the character and cereal. ’

“They have the strategy of reaching lots of kids by constantly bombarding them with brands,” said Angela
Campbell, a clinical education and communications law professor at Georgetown University who has filed a
complaint accusing McDonald’s and Subway of violating child privacy laws with their “tell-a-friend” Web
games. “They want children to develop positive emotions about their brands early on.”

That’s also the case, ad industry experts say, with a new crop of informational advertising.

Procter & Gamble’s “Being Girl” Web site, for example, has been lauded by the ad industry for creating a new
category of online marketing with its portal chock-full of useful information and social networking tools
tailored for developing girls. The site has articles about what girls can expect with their first period, how to talk
with parents about menstruation, and the stages of physical development. It also advertises its Tampax and
Always products — not only in what are clearly ads but also in casual references within advice columns.

Amid the swirl of marketing pitches, public interest groups say, there is lax oversight of digital marketing
toward children. The FTC follows the lead of the Children’s Advertising Review Unit, the self-regulatory body
that monitors the Web and TV to ensure that ads are properly disclosed as marketing material to consumers.

When CARU can’t get its industry members to agree to its actions, it refers cases to the FTC. In the case of
IHOP’s Lorax game, the promotion ended by the time CARU announced its findings.

“From the FTC standpoint, advertising can’t be deceptive, and we think it is deceptive if an ad is not identified
as an ad,” said Mary Engle, an FTC attorney.

Fresh concerns about advertising to children online have reignited discussion of how children are more sensitive
to marketing than adults.



CARU’s panel of academics and former regulators says marketers have “special responsibilities when
advertising to children or collecting data from children online. They should take into account the limited
knowledge, experience, sophistication and maturity of the audience to which the message is directed.”

Two decades ago, federal regulators recognized this difference and decided to put time limits on ads during
children’s television shows; the current limits are 10.5 minutes per hour on weekends and 12 minutes per hour
on weekdays. The FCC also requires programmers to announce when a children’s show is about to break for a
commercial.

But determining just what content is an ad is much harder online than on television. On the Web, companies are
able to embed marketing practices in more subtle ways. On Everloop, a social media site for children, brand
campaigns are embedded into forums and pages on the site. Children can choose to become fans of pages such
as designer Paul Frank’s, in the same way a Facebook user can “like” Coca-Cola or Nutella fan pages.

One possible solution is printing disclosures. At the top of the colorful HappyMeal.com site, McDonald’s
displays in tiny letters: “Hey kids, this is advertising!” The site has 30 games for children, along with banner
ads and promotions for its menu.

But the label is easy to miss, critics say. “It’s unclear how useful these disclosures are. Their target audience
often doesn’t even read,” Campbell said.



O’'Connor, Alyssa

From: Jeffrey Chester o I ——_—_—

Sent: Wednesday, October 31, 2012 5:16 PM

To: Ramirez, Edith; Brill, Julie

Cc: Kestenbaum, Janis; Weinman, Yael; Lupovitz, Joni; Engle, Mary Koelbel
Subject: $1.2 trillion/kids buying power, says ad firm

Attachments: 20121031_The-Next-Generation-of-Consumers.pdf

Oct 12, 2012...Publicis/Digitas
excerpt:

we did our research, talked to our kids, and then brought a panel of five preteens (ranging
from ages 10-13) onstage on Wednesday to find out what they really think. ...

Today’s little kids and tweens having buying power to the tune of $1.2 trillion per year. ...

That $1.2 trillion figure isn’t just about how much kids buy themselves—it also includes
the degree to which they're influencing their parents’ purchases. For instance, 60% of all
tweens today have substantially influenced their parents’ final decision on which car to
buy...

Everyone on the panel either already had a cell phone or knew when they would be
getting one. A couple of them cited cell phones as their main form of communication—but
not via phone calls. It’s all through text messages, Instagram, or other digital networks.

* When asked what social network they used the most, one girl specifically said Google+.
She said that not a lot of her friends were on Facebook because that’'s where all their
parents are—so they all use Google+ instead.

» We asked them if it's easy for them to hide what they do online from their parents, and a
couple of them almost immediately replied yes—not reassuring for the parents in the
audience. They said they either cleared their browser histories or just hid their phones.



THE NEXT GENERATION OF CONSUMERS

It goes without saying that a lot of brands are highly focused on reaching millennials. And why not? They
fall into the sweet spot demographic of 18-34, and they're just hitting the workforce, so they have lots of
new disposable income.

But in our research for FutureM, we found that what brands should really start planning towards isn’t
millennials—it's the generation that follows them. It's a generation that's thus far been unnamed, but is
rapidly making their voices heard. Today's little kids and tweens having buying power fo the tune of $1.2
trillion per year.

What does that mean for brands and marketers? Well, it's impossible to truly predict exactly what this
generation will do ten years from now, and what they’ll buy. But as both marketers and parents, we did
our research, talked to our kids, and then brought a panel of five preteens (ranging from ages 10-13)
onstage on Wednesday to find out what they really think.

Here’s what we observed, and predict:

THIS GENERATION IS MULTI-CULTURAL AND MULTI-INTEREST
Older cultural stereotypes are fading away—these kids wouldn't be surprised to see a vegan athlete who
likes comic books. They're engaged in more ideas and interests than any generation before them.

Why? Because there’s more opportunities available to these kids than any other generation. There’s a ton
of information at their disposal—digital has given them the tools to create anything they want. This
generation is resourceful. They're makers. And because of that, brands need to be resourceful in the
ways they try to reach them. We believe that these kids are going to make more and buy less, because
they value that creation more than the actual purchase of a product. Brands will need to figure how to tap
into that.

THIS GENERATION HAS MASSIVE INFLUENCE ON THE PURCHASING POWER OF ADULTS
That $1.2 trillion figure isn’t just about how much kids buy themselves—it also includes the degree to
which they're influencing their parents’ purchases. For instance, 60% of aII tweens today have
substantially influenced their parents’ final decision on which car to buy 2 \We've witnessed it in our own
home: a big part of the reason we chose our new car was because the kids really liked the refrigerated
center console, so that they could store their drinks and yogurt packs.

Our panel of tweens wasn’t surprised. They admitted that it was pretty easy to persuade their parents into
making purchases for them, be it a new case for their iPhone or a souvenir on vacation.

The fact is that we're treating our kids more like adults than ever before. In school and at home, they're
exposed to more adult topics: discussions on poverty, war, the environment, and more. And because
we're treating them more like adults, what we're seeing over time is that they’re showing preference for
adult things. When asked about their favorite brands, our panel replied H&M, Nike, and anything
Avengers-related. They like the same brands that we do.

What does that mean for marketers? We believe that we’ll see fewer multi-brands, and more mega-
brands. We'll see less youth-specific offshoot companies, and that's okay. Because not only does this
generation like the same brands that we do, but they’re going to stick with them for a lifetime.

October 2012



SOCIAL ALONE WON’'T BE THE ANSWER

Social media plays a key role in reaching and engaging the next generation. But a social strategy doesn’t
equal social relevance—and relevance has a deadline. Brands today must be nimble and proactive,
staying on top of what's trending in the news and what their audiences are talking about, so that they can
stay relevant in the eyes of their consumers. That's the key to creating engagement.

We believe that this generation values experiences more than products. If your brand is playing a role in
that experience, making it better, then they'll stick with it. But if not, they’'ll go elsewhere. Our panel of
preteens bemoaned the fact that some of their friends post constantly on social networks when they don't
actually have anything to say—they post updates just for the sake of posting. They also didn’t like being
bombarded with the same brand messages over and over again; to them, a video that’s funny the first few
times very quickly becomes stale and annoying. The takeaway is clear: brands need to focus on regularly
providing fresh content that's relevant to their audiences, not content just for content’s sake.

Here’s some other interesting tidbits from our panel:

» Everyone on the panel either already had a cell phone or knew when they would be getting one.
A couple of them cited cell phones as their main form of communication—but not via phone calls.
It's all through text messages, Instagram, or other digital networks.

* When asked what social network they used the most, one girl specifically said Google+. She said
that not a lot of her friends were on Facebook because that's where all their parents are—so they
all use Google+ instead.

» We asked them if it's easy for them to hide what they do online from their parents, and a couple
of them almost immediately replied yes—not reassuring for the parents in the audience. They
said they either cleared their browser histories or just hid their phones.

™ { indstrom, Martin. “Tween marketing — it's no longer child’s play!” ANA Magazine

B Lindstrom, Martin. “Tween marketing — it's no longer child’s play!” ANA Magazine
CONTACT ForR MORE INFORMATION

Jodi Robinson, SVP, Marketing, Digitas
Jodi.Robinson@digitas.com

John Robinson, SVP, Creative, Digitas
John.Robinson@digitas.com

This piece originally appeared on Bostinno.
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O'Connor, Alyssa

From: Jeffrey Chester

Sent: Sunday, October 28, 2012 12:36 PM

To: Mithal, Maneesha; Olsen, Christopher; Weinman, Yael; Kestenbaum Janis; Davis, Anna;
Engle, Mary Koelbel

Subject: useful glossary, data targeting of users

I think this can help counter the claim that some of ad collection for targeting is anonymous in the digital

era. The glossary from leading Ad Exchange Appnexus describes ad networks DSPs, etc but has some useful
descriptions of "User Data Store" and "User ID Mapping" which show it's about individuals. Ihave much more
on how this system isn't anonymous, if you want.

https://wiki.appnexus.com/display/industry/Display+Advertising+Glossary

excerpts:

Ad Call: A user's browser asks an ad exchange or ad server to send an ad. The ad call includes information
from browser cookies and ad tag information such as publisher ID, size, locatlon referring URL, etc. At
AppNexus, an ad call is made to the Impression Bus.

Behavioral Data: Information on the kinds of sites a user visits, the search terms they use, etc. Using
behavioral data, someone who looks at a lot of technology products can be served an ad for a computer when
when they are on a sports site.

Cookie: A parcel of text sent by a server to the cookie file in a browser and then sent back unchanged by the
client each time it accesses that server. HTTP cookies are used for authenticating, session tracking, and storing
information about specific users, such as site preferences or buying habits. Advertisers often use cookies to
track the number and frequency of advertisements that have been shown. See also First-party

Cookies and Third-party cookies.

Cookie Store: Our server-side cookie and user data storage system. The cookie store may also store mapping
between AppNexus user IDs and third party exchange and aggregator user IDs so we can identify a user's
AppNexus ID during an ad call even when we don't have access to the user's browser.

Data: Information about users that makes them more valuable to advertisers. Data can include age, gender,
location, intent to purchase, demographics, psychographics, wealth, past purchases, and more.

Impression Bus: The heart of the AppNexus platform, the Impression Bus is a server cluster that processes ad
requests, feeds data to members, conducts auctions, returns ads to the publishers, keeps track of billing and
usage, returns auction-result data, and enforces some basic quality standards. The Impression Bus is where all
AppNexus participants come together and interact.



PII: Personally Identifiable Information. Information that can be tied to an actual named person, rather than an
anonymous user ID. For example, name, social'security number, or driver's license number.

Pixel: A pixel, also called a web bug, is a way to track user data. It is a snippet of code that calls for a 1X1
transparent pixel to be delivered to a webpage by a third party server. When the pixel loads, the third party
server can record information such as the IP address of the user's computer, URL of the page, and time the page
was viewed. See also Conversion Pixel and Segment Pixel.

Real-Time Advertising: In real-time advertising, an auction happens when a publisher ad tag is loaded from a
webpage. Advertisers compete for that particular impression based on their individual valuation of the user's
worth at that time on that site from that IP address. These valuations are submitted at the time of the auction,
rather then far in advance of the auction.

Remarketing: Marketing to someone who has performed an action in the past, who may therefore be more
likely to perform the same or a similar task in the future. For example, the advertiser Prostarr Sportswear might
wish to put a segment pixel on their website and then target users who have visited their website in the past
because they are more likely to make a purchase.

Segment: Members of a target audience identified based on the webpages they visit, the actions they take such
as making a purchase, and data such as gender, location, or wealth.

Tag Container: Many advertisers and their media buyers use a number of tags for tracking impressions, clicks,
conversions, and other data. Some use tag containers to manage these disparate pixel tags and make it easier to
change them via a single source. When a page loads, the tag container code displays the code for all tags stored
within the container.

Uniques: When you are counting page views, ad views or a variety of other web metrics, you may wish to
separate out individual people vs. multiple actions taken by the same person. Uniques are the number of
individual people being counted.

Unique User ID: This is a generic term used outside of AppNexus, but every user that AppNexus sees is given
a unique user ID that is stored both in the user's browser cookie and in the AppNexus Cookie Store. This ID is
not associated in any way with personally identifiable information (PII).

User: A target customer for advertisers; i.e. the person browsing the web who will see an ad.

User Agent: This usually refers to a browser application. For example, Mozilla 5.0 is a specific user agent.
User Data: Information about users, either behavioral or demographic. Please note that user data is generally

associated with a UUID rather than any personally identifiable information. User data is distinct
from contextual data. Often used interchangeably with segment data and audience data.

User Data Store: A place where data is stored on a user. In general parlance, this could refer to a user's browser
cookie, but in AppNexus all user data other than user ID is stored server-side in the AppNexus Cookie Store.

User ID Mapping: Each buyer and seller may assign different IDs to a user. Without knowing that Seller S's
user 'ABC' is the same as Buyer B's user '1234/, it is impossible for B to value an impression from S. To solve
this, every user that AppNexus sees is given a unique ID that is stored within the user's browser cookie. Then

2



AppNexus members or bidders may map this to their internal user ID with the AppNexus User ID Mapping
service.

User Sync Pixel: AppNexus syncs user IDs with many of its supply partners in order to ID a user during an

auction and apply frequency and receny and other decisioning data. This is done with user sync pixels. See
also User ID Mapping. '




O'Connor, Alyssa

From: Jeffrey Chester

Sent: Friday, October 26, 2012 5:11 PM

To: Engle, Mary Koelbel; Kestenbaum, Janis; Davis, Anna

Cc: Laura Moy; Angela Campbell; Joy Spencer; Alan Simpson
Subject: brand safety add'l resources (major DSP)

http://rocketfuel.com/solutions/brand-safety

Let's build a solution that puts safety first

Nothing gets bad attention like inappropriate content. Rocket Fuel goes beyond what industry guidelines
prescribe, building additional levels of safety and security right into our platform and processes. So you get
multiple levels of defense that ensure your ads are always in good company.

Real-time Brand-safety Shield

1 8 [ 9

Brand-Safe
Toventory
adsafe serocketfuel
Custom Dptions AdSats Verification ProprietaryTechnology
~Dustom reporking *3ity analysis ~Real-time fdtering
»Cistoam cabbgany sSeenanticansiysis *Keyward detection
Filtaring, tags & ~Erhage analysis =5ite and keyword
verification profilex validation acroaaall
«Placemant monitoTing . wendors
*CRamnt-preferred ~Extensive biackst with
u-ane!or* unkindted axpansion

Rocket Fuel recognizes that
the variety of available brand -protection solutlons have different strengths, methods of categorizing content, and
securing brand safety. None of them are perfect.

Protecting our clients’ brands is of the utmost importance to us, so we take a radical, multi-layered approach to
ensure that our clients are always protected.

Rocket Fuel takes a proactive approach, with three layers of defense that block bad sites and pages before a
single ad is ever served on them. By building additional levels of safety and security right into our platform and
processes, we ensure our technology delivers both ROI and peace of mind for brands.

1



Site Exclusions Block Unsafe Sites Forever

When sites are identified as unsafe, Rocket Fuel bans them from the %g’tyvork at the domain level. This prevents
our system from ever bidding on impressions that contain a known unsafe domain on behalf of our advertisers.

A Real-time Approach to Real-world Issues

We have multiple controls in place to block undesirable content in real time, using a combination of third-party
and proprietary technology. Our foundational solutions and technology continually identify sites that are unsafe.
Our real-time keyword filtering blocks any site or page with potentially offending content before we bid on it.

Manual Validation Puts Experts in the Loop

At Rocket Fuel, we believe it is critical to combine both human and machine review. Our team double-checks
third-party verification results creating a comprehensive keyword exclusion, content-category filters, and
network-level site filters.

The AdSafe brand-safety and verification service provides domain-level analysis, page-level analysis, semantic
analysis, and image analysis. Sites are given separate scores for a range of categories. AdSafe results are fed
back into our system, and they're included in our Real-Time Brand-Safety Shield.

We are working with DoubleVerify, Peer39, Proximic, and Adxpose to create customized Rocket Fuel-specific
category filtering, tags, and a verification profile. Sensitive categories of content where advertisers do not want

their ads to serve are filtered out. The system also verifies and excludes pages with a high percentage of ad
clutter. We are always happy to work with any provider our clients desire.

adsafe [goouwieveriy  PEERzgF

Proprietary Ad Server Keeps Us in Control and Agile

We have a complete ad-serving platform behind the exchanges, enabling us to add layers of defense beyond
what the exchanges can offer. It also quickly implements new technology.

Dedicated In-house Brand-assurance Team

We have a dedicated brand-assurance officer whose sole focus is on monitoring all of the above processes and
systems, making decisions on policy, offering guidance to clients, and continuously analyzing and improving
Rocket Fuel’s Brand-safety Shield. '

iab.
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O'Connor, Alyssa

From: Jeffrey Chester ) o

Sent: Friday, October 26, 2012 3:33 PM

To: ’ Jeff Wilson '

Subject: Yahoo criticizes Microsoft over DNT stance (my bold)

http://www.ypolicyblog.com/policyblog/category/privacy/

Yahoo! has been working with our partners in the Internet industry to come up with a standard that allows users
to opt out of certain website analytics and ad targeting. In principle, we support “Do Not Track” (DNT).
Unfortunately, because discussions have not yet resulted in a final standard for how to implement DNT, the
current DNT signal can easily be abused. Recently, Microsoft unilaterally decided to turn on DNT in Internet
Explorer 10 by default, rather than at users’ direction. In our view, this degrades the experience for the
majority of users and makes it hard to deliver on our value proposition to them. It basically means that
the DNT signal from IE10 doesn’t express user intent.

Ultimately, we believe that DNT must map to user intent — not to the intent of one browser creator, plug-in
writer, or third-party software service. Therefore, although Yahoo! will continue to offer Ad Interest
Manager and other tools, we will not recognize IE10’s default DNT signal on Yahoo! properties at this
time.

Yahoo! is committed to working with the World Wide Web Consortium (W3C) to reach a DNT standard that
both satisfies user expectations and provides the best Internet experience possible. We will closely evaluate our
support for DNT as the industry makes progress in reaching a meaningful, transparent standard to promote
choice, reduce signal abuse, and deliver great personalized experiences for our users

In Support of a Personalized User Experience

Friday, October 26th, 2012
excerpt



O'Connor, Alyssa

From: Jeffrey Chester

Sent: Friday, October 26, 2012 11:57 AM

To: Weinman, Yael; Kestenbaum, Janis; Mithal, Maneesha; Engle, Mary Koelbel; Olsen,
' Christopher

Cc: Ed Mierzwinski; sgrant; Beth Givens

Subject: see Bluekai data blue book?

Attachments: bluekai-little-blue-book.pdf

Jeffrey Chester

Center for Digital Democracy
1621 Connecticut Ave, NW, Suite 550
Washington, DC 20009

202-986-2220
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O'Connor, Alyssa

From: Jeffrey Chester ) ‘
Sent: Thursday, October 25, 2012 11:56 AM
To: Kestenbaum, Janis; Davis, Anna
Subject: more brand safety

We understand the importance of protecting your brand by ensuring advertising does not appear
on inappropriate websites. Our client-by-client Brand Safe content classification filters ensure
your individual requirements are adhered to. For most of our clients’ we use a Blacklist of
websites advertising should not appear on. Using our unrivaled experience in this market, we
have an enhanced Master Blacklist which includes thousands of undesirable websites together
with some we deem to be too poor quality to carry our clients’ advertising. We also present
clients with Optional Sites, these websites carry content which, although not barred, is sensitive
enough to warrant permission before inclusion in a campaign. At the start of every campaign we
work with each client to create a supplementary Blacklist of websites by category or by
individual domain, specific to the clients’ requirements. Once a campaign launches we monitor it
closely and make adjustments if necessary. For some clients it is more appropriate for us to
create a Whitelist of websites, specific to the clients’ targeting needs. In this case advertising will
only appear on websites included on the Whitelist which are constantly reviewed for
performance.

http://www.infectiousmedia.com/index.php?page=our-technology




O'Connor, Alyssa

From: Jeffrey Chester

Sent: Thursday, October 25, 2012 11:16 AM

To: Kestenbaum, Janis; Davis, Anna; Zylberglait, Pablo; Engle, Mary Koelbel
Cc: Laura Moy; Jordan Blumenthal; Jessica Wang; Joy Spencer

Subject: see p23-24, brand safety

Attachments: vCE-Charter-Study.pdf

This comScore study also discusses the brand safety issues and I think is useful.



Changing How the World Sees
Digital Advertising

vCE™ CHARTER STUDY REVEALS HOW VALIDATED ADS ARE IMPACTING
THE FUTURE OF DIGITAL AND CROSS-MEDIA MEASUREMENT

Kraftfoods Sprint .

CHRYSLEIR

MARCH 2012

LINDA ABRAHAM Co-Founder, CMO & EVP of Global Development
ANNE HUNTER SVP, Advertising Effectiveness
ANDREA VOLLMAN Marketing Director

{} comSCORE
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Introduction

Across the globe, digital media has become an important
component of every advertiser’'s marketing mix. According

to the Interactive Advertising Bureau (IAB), display-related
advertising spending in the United States (U.S.) reached $10
billion in 2010 and has grown at 20%+ rates since then, far
exceeding the growth of traditional media. Just as we've seen
tremendous growth in terms of the volume of digital advertising,
the landscape itself has also experienced a massive evolution.
From new ad formats and placement strategies to new delivery
systems and ad technology, it has become challenging for
players across the industry to stay up-to-speed.

Until now, digital advertising
measurement has not kept pace with
the complexity of these changes.

The transactional focus has been on
measurement of gross impressions
delivered, as opposed to those that were
actually seen by consumers in a particular
target. As a result, marketers have been
limited in their ability to understand how
online advertising works, especially when
compared to other media channels.

This lack of understanding has resulted
in reluctance by many marketers to

fully embrace digital advertising. From
publishers to ad networks and from
marketers to agencies, key players in the
space are calling for more transparency
and greater accountability as it relates to
online ad defivery.

Stay Connected

Addressing this industry-wide call-to-
action, the IAB, the American Association
of Advertising Agencies (4As) and the
Association of National Advertisers (ANA)
— each representing a key constituent
group in the advertising market — jointly
launched an initiative called, Making
Measurement Make Sense (3MS). Simply
put, 3MS’s goal is to improve, standardize
and simplify digital media measurement.
In order to reach this goal, 3MS has
published guidelines and is conducting

_research to help address issues

surrounding ad delivery, measurement
and validation.

:

2 Follow @comscore

Available on the
D App Store

{} cOmSCORE.



Validated Campaign
Measurement

In January 2012, comScore released a breakthrough innovation
to the marketplace that addresses many of the guidelines
outlined in the 3MS initiative as well as some additional
industry issues relating specifically to ad delivery validation.
This solution, validated Campaign Essentials™ (vCE™), provides
an unduplicated accounting of impressions delivered across a
variety of dimensions, helping to significantly improve the value
of online advertising.

vCE validates whether or not impressions delivered as
part of a campaign were:

in-view (i.e. viewable by an actual consumer)

&

@ Delivered in the right geography
R Seen in brand safe environments
©

Absent of fraud

M [n addition, vCE evaluates the demographic and behavioral composition of the
campaign audience, enabling the advertiser to assess the degree to which validated
impressions reached the desired campaign targets.

Importantly, vCE gleans all this information via a single ad tag, thus enabling a
comprehensive, but holistic, view of digital ad delivery that is unique to the marketplace.
The use of a single ad tag is a critical component of this measurement approach as it
evaluates all impressions consistently and applies validity conditions simultaneously. This
eliminates all issues associated with duplicated measurement and offers a more accurate
view of campaign delivery. Duplication and inconsistency typically arise when disparate
data-collection sources are merged, which can dramatically impact the quality of the
analyzed data.



~ This is the first

. study to bring

-~ twelve leading
~ 'marketers
 togetherto

- holistically
 understand how
~online advertising
~ is delivered.

The vCE Charter Study

To better understand issues
associated with display ad
delivery and validation, and to
test-drive vCE, twelve leading
marketers participated in

a U.S-based charter study,
called the vCE Charter Study.

The eye-opening findings help to pave

the way for a more accurate measure of
campaign delivery that relies on validated
impressions, rather than served impressions
(or gross impressions), which are currently
the established currency for online ad
measurement. Validated impressions can
also be used to report validated gross and
target rating points VGRP/VTRP).

Ideally, this research will help to promote the
broad adoption of new standard measures
that reflect the true delivery of a campaign
(per the 3MS guidelines), and it will also
help to generate greater visibility and
transparency across the industry and across
media. Throughout 2012, similar charter
programs will be rolled out in other global
markets, including Canada, Latin America,
Asia and select European countries.

PARAMETERS AND METHODOLOGY
Study Participants:

D Mgy G

Sprint i ?;‘.,?lf\ri;fcfoods &2 Kimberly-Clark
Alistate

hTc

EXTRADE DISCOVER

CHRYSLER

Time Period: December 2011
Total Campaigns: 18

Media Placements: 2,975
Site Domains: 380,898

Ad Impressions: 1.8 billion

Importantly, 100% of the vCE Charter
Study ad impressions were delivered in
iframes, including a majority of ‘cross-
domain’ iframes. The definition of these
iframes is discussed in the In-View section
of this paper, but it is important to note that

this is the first industry study
to measure and report on
in-view rates for ads delivered
via all iframes, including those
delivered via the notoriously
difficult-to-measure cross-
domain iframes.

For the purposes of this report, all
findings are presented in aggregate, not
by individual campaign, to protect the
confidentiality of client data. Findings are
reported by total campaign as well as by
publisher-level, placement-level and/or
creative-level.

It should also be noted that because vCE
Charter Study participants included major
branded advertisers, who inherently buy
more premium inventory than the average
online marketer, the study findings are not
necessarily representative of the overall
online advertising market. In fact, because
these advertisers generally engage in high-
end, premium campaigns, the findings may
represent ‘best-case scenarios, rather than
the norm.

Format: All ads were display, delivered via iframes.

{} comSCORE



KEY METRIC DEFINITIONS

O

In-view: In-view is defined as an ad
impression with at least 50% of the ad’s
pixels in the user’s viewport for one second
or more. This definition is consistent with
current working standards outlined as

part of the 3MS initiative. The parameters
for the definition of in-view can be easily
changed to accommodate any change in
industry standards.

Audience: Using the comScore panel of
2 million global consumers, comScore is
uniquely qualified to report on audience
delivery with person-level insights. This
means the study was able to validate
delivery to target audiences based on
traditional demographics as well as more
than 80 behavioral segments.

@

Geography: Geographic validation is
measured by country on a global basis.
Although vCE is available globally, with
regional data avatlable in some countries,
for the purposes of the vCE Charter Study,
all campaigns were validated based on
delivery in the U.S.

X

Brand Safety: Ads delivered on sites
deemed not appropriate for brand
advertising due to objectionable content
are considered to be in violation of brand
safety. The definition of objectionable
content is further discussed within the
Brand Safety section of the paper.

©

* Fraud: Fraud was measured by counting

ad impressions served to non-human
agents as per the IAB spiders and bots
list as well as ads that were served to
users via illegitimate methods or content.
Although there are several other types
of fraud detections, these two very basic
types were included in the vCE Charter
Study to establish a baseline.

The goal of the vCE Charter
Study was to quantify the
incidence of sub-optimal ad
delivery across these key
dimensions for the advertised
brands, and in so doing, frame
the relative importance of
each for the industry. Although
vCE offers the ability to
optimize campaigns in-flight in
order to eliminate waste and
generate better advertising
outcomes, this feature was not
deployed for the purposes of
the study, as it would detract
from the study’s objective

of determining a baseline

of delivery prior to in-flight
optimization.



Executive Summary

of Findings

1 In-View Rates are Eye-Opening
The study showed that 319% of ads were
not in-view, meaning they never had an
opportunity to be seen. There was also
great variation across sites where the
campaigns ran, with in-view rates ranging
from 7% to 100% on a given site. This
variance illustrates that even for major
advertisers making premium buys, there
is a lot of room for improvement.

2 Targeting Audiences Beyond

Demos Can be Powerful

Generally, campaigns that had very basic
demo targeting objectives performed well
with regard to hitting those targets. For
example, those with an objective of reaching
people in a particular broad age range did so
with 70% of their impressions. Predictably,
as additional demographic variables were
added to the targeting criteria (i.e. income

+ gender), accuracy rates of the ad delivery
declined. However, the results also showed
that, on average, 36% of all impressions in a
campaign were delivered to audiences with
behavioral profiles that were relevant to the
brand (i.e. consumers with demonstrated
interests in categories, such as food, auto
or sports). One campaign had 67% of its
impressions viewed by the target behavioral
segment, demonstrating that targeting to
people based on interests or behaviors holds
strong potential.

3 The Content In Which An Ad

Runs Can Make or Break a Brand
Of the campaigns analyzed, 72% had
at least some impressions that were
delivered adjacent to objectionable
content. While this did not translate to
a large number of impressions on an

absolute basis (141,000 impressions
across 980 domains), it is important to
note that 92,000 people were exposed to
these impressions. This demonstrates that
even with the most premium of executions,
brand safety should be an utmost concemn
for advertisers.

4 Fraud is the Elephant
in the Digital Room

Fraud is an undeniably large and growing
problem in digital advertising. The results
showed that an average of 0.16% of
impressions across all campaigns was
delivered to non-human agents from the
IAB spiders & bots list. Although this
percentage might appear negligible, there
are two important considerations to keep
in mind. Only the most basic forms of
inappropriate delivery were addressed

in this study. When additional, more
sophisticated types of fraud are considered,
the problem will only get larger. Like brand
safety, fraud should be an important
concern for all advertisers.

5 Digital Ad Economics: The Good

Guys Aren't Necessarily Winning
The study showed that there was little
to no correlation between CPM and
value being delivered to the advertiser.
For example, ad placements with strong
in-view rates are not getting higher
CPMs than placements with low in-view
rates. Similarly, ads that are doing well
at delivering to a primary demographic
target are not receiving more value

than those that are not. In other words,
neither ad visibility nor the demographic
target delivery is currently reflected in the
economics of digital advertising.

b comScore



Aside from
adhering to the
3MS proposed
working definition,
viewability
measurement

must also account
for all ad delivery
formats in order
foritto be
accurate.
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In-View

DEFINING IN-VIEW

One of the most fundamental aspects
of advertising measurement, particularly
as it relates to cross-media, is the need
for a solid and consistent method of
determining whether a consumer had
an opportunity to see (OTS) an ad.

In television, once an ad is delivered in
a program, it plays, meaning that the
consumer had an opportunity to seé it.
While the person might not have been
in the room to see the ad, the industry
accepts the notion that the opportunity
was still there and therefore it gets
counted as such. Alternatively, if the
television is turned off, there isn’t an
opportunity for it to be seen.

The advertising industry has accepted OTS
as a standard metric, which many rely on to
build cross-media campaigns and to assess
the effects of advertising across channels.
This metric is particularly important based
on the very simple fact that:

It an ad does not have

an opportunity to be seen
by a real user, then it
cannot possibly deliver
its intended effect.

When compared to other forms of
media, digital advertising has unique
characteristics relating to an ad's
opportunity to be seen. To date, the
standard has simply been to measure
whether ads were served to a page.
However, there are many reasons why
a served digital ad might not result in
someone having an opportunity to see.
it. For example, consumers often land on
a particular page and then quickly scroll
down to consume content before the
banner ad at the top of the page had a
chance to load. An alternative scenario
is when a user remains at the top of
the page, never scrolling to the bottom

where many ads have loaded. Given
these scenarios, which inherently result
in many ad impressions being delivered
but not seen, the industry has begun to
evaluate ways to accurately measure
viewability and to improve in-view rates to
avoid wasted ad spend. 3MS proposed
a standard definition of in-view, which
states that at least 50% of the pixels of
the ads must be in-view for a minimum
of 1 second. ‘

Aside from adhering to the 3MS proposed
working definition, viewability measurement
must also account for all ad delivery
formats in order for it to be accurate. There
are three distinct ad delivery formats from
which publishers can choose to deliver
ads, and these are:

FORMAT |

Delivery of an ad directly

on a publisher site:

In this instance, the publisher places a
JavaScript ad tag on its page with the

marketer's ad tag in the same domain

as the site content.

FORMAT Il

Same-domain (‘friendly’) iframes:
Many sites choose to use an iframe to
deliver advertising on their site, as it can
help to prevent any unwanted content
associated with the ad from damaging the
main site content. Same-domain iframes,
also known as friendly iframes, typically
refer to instances when a site allows the
iframe to communicate directly with rest
of the page, which in turn, facilitates the
measurement of the iframe location when
the page is rendered on the viewable
screen. This helps to determine whether
the ad is in-view and for how long.

FORMAT (11

Cross-domain (‘unfriendly’) iframes:

If a site chooses not to allow the ad to
communicate directly with the page, it
reserves a place for it in an iframe, which



calls a third-party domain to serve the ad.
This severed communication link presents
a daunting challenge to the measurement
of the iframe’s position on the page, and,

6 1 0/0 therefore, ad visibility.

of iframed ads The vCE technology is unique
. are delivered in the marketplace as it is
via cross-domain the first and only that can
or unfriendly y T
iframes. see through cross-domain, or

unfriendly, iframes, which means
that vCE's in-view rate accounts
for all ad delivery formats.

This is particularly important given that
comScore research shows that 61%

of iframed ads are delivered via these
unfriendly iframes. To demonstrate the
value of this patent-pending technology,
100% of the ads served in the vCE Charter
Study were delivered via iframes.

IN-VIEW BY CAMPAIGN & SITE

Across all campaigns in the vCE
Charter Study, the average in-view rate
was 69% (See Figure 1). The in-view
rates by campaign, however, showed
significant variation — with a range of
559% to 93%. This indicates that, on
average, 3 out of 10 ads were not
seen and were therefore wasted.

Figure 1 Percentage of Ads In-View by Campaign

CAMPAIGN

93%

{} comScoRE



A site-level view across campaigns Figure 2 Percentage of Ads In-View by Site
revealed even more variation in in-view
rates (See Figure 2). On one site, 100% 100%

of the ads were in-view. For this particular
site, all ads were placed in the center

of the homepage and scrolling was not
required to reach the remainder of the
content. For another site, only 7% of the
delivered ads were in-view, meaning 93%
of all ads served on that site never had the
opportunity to be seen and were therefore
completely wasted.

Since only one out of every 14 ads on
the site had the opportunity to be seen,

if a marketer paid a $1.00 CPM to deliver
advertising on that site, the effective
CPM would have been $14.00. While a
site with a $1.00 CPM may seem like a
bargain, when waste levels on the site are
as high as 93%, it can effectively become
one of the most expensive placements in
a media plan.

69%

7%

©MINIMUM _AVERAGE [ MAXIMUM
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TO BETTER UNDERSTAND IN-VIEW RATES, THE RESULTS WERE ANALYZED BY:
» Placement (premium, standard, etc.)

= Relative Size of Site (overall and within category)

= Content Type (News sites, Sports sites, etc.)

« Ad Size (300x250, 728x90, 160x600)

= Position on the Page (above-the-fold versus below-the-fold)

IN-VIEW BY PLACEMENT
Even within a given site, in-view rates can vary significantly by placement.

A traditional content site, for example, ran several vCE Charter Study campaigns. Across
the various placement locations on this site, the in-view rate varied from 23% to 95%.
The placements appeared to fall into three distinct levels of in-view (See Figure 3).

= The largest number of placements delivered more than 80% of the advertisements
in-view—well above the vGE Charter Study average (69%). Such placements could
be considered high-viewability inventory.

= Approximately one-third of the placements delivered advertisements between 66% to
75% in-view, which indicates they were on-par with the vCE Charter Study average.

= A small number of placements, however, dragged down the site's average, given
their very low in-view rates. With the use of in-flight optimization (which was not
deployed for the purposes of the vCE Charter Study), these sub-par in-view rates
could have been identified early and removed from the delivery. In addition, these
data suggest an opportunity for this publisher to reconfigure the page layout to
ensure that more advertisements are viewable.

Figure 3 Percent of Ads Delivered In-View for Individual Placements Across a Traditional Content Site
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The difference
in in-view rates
between

Top 50 sites

versus the long-
tail sites in their
category was a
full 16-percentage
points.

& comSCORE

IN-VIEW BY RELATIVE SIZE OF SITE
An important question relating to
viewability is how in-view rates vary based
on the size of a site. To begin to answer
this question, a separate grouping of
dverage in-view rates was created based
on site size. Using comScore Media
Metrix® rankings within specific content
categories (i.e. Sports sites, News sites,
Food sites, Health sites, etc.) as a proxy
for site size, average in-view rates were
calculated based on Top 50, Top 100, Top
500 and long-tall sites by category, and
the findings were then analyzed. Within
these content categories, in-view levels

decreased as the site rankings decreased.

In fact, the difference in in-view rates
between Top 50 sites versus the long-
tail sites was a full 16-percentage points
(See Figure 4).

This finding suggests that large sites
within a content category do a better job
than smaller sites at ensuring the ads
they deliver to consumers are actually
viewable. Further analysis is needed to
identify exactly why this is the case, but a
few potential options may include the fact
that the quality of the site and the content
within a site is stronger on these more
popular sites.

IN-VIEW BY CONTENT TYPE

In-view rates also showed variation by
content type (See Figure 5). For example,
Coupon sites delivered relatively strong
in-view rates (89%), whereas Pet sites
(27%) struggled, delivering slightly

more than a quarter of ads in-view. This
variation across categories might, in part,
reflect the common layouts among sites
in a similar genre.

Figure 4 Percentage of Ads Served In-View within a Given Site Category
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Figure 5 Percent of Ads Served In-View by Select Content Types
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IN-VIEW BY AD SIZE

The most common ad size used in the
vCE Charter Study was the Classic
Leaderboard (728x90), followed by

the Medium Rectangle (300x250),

and then the Wide Skyscraper
(160x600). The Classic Leaderboard
delivered the strongest in-view rates
(749%), but there was significant
variance across all sites with a range
of 7% to 93% using this size. The
Medium Rectangle format (300x250)
delivered 89% of its ads in-view,

and the Wide Skyscraper (160x600)
delivered the lowest portion of ads
in-view (66%).

Although further research is required
to better understand the driving
factors for differing in-view rates
across ad sizes, one potential cause
is the relationship between ad sizes
and their typical placement on a web
page. For example, Wide Skyscraper
ads run vertically along a web page,
making it more difficult for 50% of its
pixels to be in the user’'s viewport for
at least one second.

89%

Figure 6 Percent of Ads
Delivered In-View by Ad Size
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There’s gold
below the fold.
Marketers and

publishers who

can determine
what is in-view by
page location have
an advantage.

'+ COmSCORE.

IN-VIEW BY POSITION ON PAGE
When discussing viewability, there is a
common misperception that ads delivered
‘above-the-fold’ are seen, while ads
delivered ‘below-the-fold’ are not. While
the guality of in-view rates can vary from
‘above-the-fold’ versus ‘below the fold’ ad
delivery, the vCE Charter Study results
help to dispel some of these myths.
Surprisingly, the findings demonstrate that
some ads delivered ‘above-the-fold’ were
not seen because users quickly scrolled
past them before the ad had a chance

to load, and alternatively, many ads
placed ‘below-the-fold’ delivered a high
opportunity to be seen (See Figure 7).

The implications of these findings

are far-reaching, and there are broad
applications for both buyers and sellers
of online media. Publishers, for example,
should monetize all ads on their site

that deliver an opportunity to be seen,
regardless of where the ad is placed on
the site. This might mean that inventory
‘below-the-fold’ can be priced as premium
as long as the publisher can prove it was
viewed. Alternatively, marketers can look
for inventory that is currently identified as
remnant, which still delivers attractive in-
view rates. Much of this inventory resides
in exchanges and can be better optimized
by taking into account its placement-
specific viewability potential.

Figure 7 Percentage of Ads In-View by Location on Page
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IN-VIEW & COST

Finally, comScore explored the relationship
between the cost of the ad and the in-
view rate. Eight of the vCE Charter Study
campaigns provided cost data for use

in the analysis. Some campaigns were
branding-oriented, while others were
direct response. In total, 300 unique ad
placements had accompanying CPM data.

The analysis showed there is virtually no
correlation between the CPM paid for the
ad and whether it was in-view (correlation
coefficient = 0.19). This low correlation
clearly demonstrates that sites with the
ability to garner strong in-view rates are
not being compensated fairly. Without
solid in-view data, current pricing fails to

account for differentials in in-view

rates. Understanding the actual delivery
by both site and placement is critical for
marketers seeking to value media based
on its ability to reach a real user.

Publishers and marketers with
detailed in-view data are better
able to value the placements
that provide true value and
price them accordingly.

Figure 8 Correlation of In-View Rates & CPM
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Audience

DEFINING TARGET AUDIENCE

Marketers invest in digital with the goal of
buying ads that are more successful than
traditional media at reaching a desired
audience. Unfortunately, the extent to which
an ad reaches its target can vary greatly
based on many factors. The comScore vCE
Charter Study evaluated audience delivery
in two separate, but important, ways:

Traditional Demographics

Delivery of ad impressions to traditional
demographic targets, including age,
gender, household income and the
presence of children in the home.

Behavioral Segments

Delivery of ad impressions to behavioral
segments based on observed online
behaviors (i.e. food enthusiasts,

sports fans, etc.).

Figure 9 Percent of Charter Campaigns
Using Desired Attribute(s)
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Validating ad delivery based on traditional
demographics is the most common
approach. However, understanding how
well an ad reached a relevant behavioral
target is potentially more valuable, since
it offers perspective on not just who

the person is but on what they are
interested in, especially as it relates

to the advertised product.

To evaluate the accuracy of ad delivery, vCE
Charter Study participants identified their
target audiences for each campaign, which
could include one or any combination of the
traditional demographic attributes as well as
behavioral segments. Behavioral segments
are comprised of the heaviest consumers
(top 50%) of topic-specific Web content
(i.e. sports, food, cars, personal electronics
or travel). vCE Charter Study participants
identified a primary behavioral attribute from
80 different online behavioral profiles.

Figure 9 illustrates the most popular desired
attributes across all campaigns in the vCE
Charter Study. The majority of campaigns
included age in their target set, which

is not surprising given its wide use as a
desired attribute across all forms of media.
Interestingly, however, the ability to reach

a behavioral attribute was the next most
common approach, demonstrating the
growing importance of some marketers’
desire to reach people based on more than
demographics. It should be noted that the
use of behavioral campaign reporting is
relatively unique to digital and certainly a
compelling value proposition for marketers
trying to connect more closely with
consumers who exhibit interests that

are aligned with and/or related to the
advertised brand.

'PRESENCE
QF CHILD



AUDIENCE TARGETING BY TRADITIONAL DEMOGRAPHICS

Across all vCE Charter Study campaigns, there was quite a bit of variance in their
ability to reach the desired target audience. As one might imagine, the more complex
the target (i.e. the more demographic targeting variables included in the target set),
the more difficult it was for the campaign to deliver on its promise (See Figure 10).

Campaigns with a target audience that included one demographic variable

(e.g. 25-54 years old) delivered impressions to the target an average of 70% of

the time. In cases where there were two variables (e.g. women + 25-54 years old),

the accuracy of targeting decreased to an average of 48%, and with three variables
(e.g. women + 25-54 years old + with children under 18 in the home) the average

was 11%.

Figure 10 Percent of Ads in Demographic Target Based on Number of Targeting Variables™
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*Demographic variables can include: age, gender, household income and/or number of children in the household. Due to
sample size, a meaningful range could not be calculated for campaigns with 8 demographic variables.
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AUDIENCE TARGETING BY
BEHAVIORAL ATTRIBUTES

In addition to looking at the audiences
in terms of their demographics, online
behaviors of people who were exposed
to the campaign were also measured.
The campaigns were measured against
their desired behavioral attribute at the
campaign level. In some cases, specific
cookie-based behavioral targeting

- was used in several placements in the
campaign. In other cases, marketers
wanted to reach their desired behavioral
audience through traditional media
placements, such as delivering an ad
alongside content of interest to their
audience. Across all campaigns, the
average campaign reached its behavioral
audience target 36% of the time, with a
wide range from 23% to 67% (See
Figure 11).

One obvious conclusion from this finding
may be that online behavioral targeting
has limitations as an accurate or effective
means of reaching audiences online.
However, if executed correctly, behavioral
targeting can be a very powerful, efficient
and effective means of delivering a

brand message to a valuable audience.

One primary reason for these limitations
includes the cookie-based nature of
behavioral segmentation. For example,
while a user may have visited a travel

site that shared its information with data
providers on the basis of the cookie for
that browser/machine combination, there
is no guarantee that when that cookie is
observed later at some other site, that it
represents the same user. Another reason
relates to the freshness of the information.
Someone may have visited a travel site
six weeks ago, but they are no longer
active in travel research. Finally, one visit
alone may not be sufficient to identify a
serious travel intender. As a result, one
must be careful about the accuracy of the
targets they purchase, which is precisely
why audience validation and in-flight
optimization should be a critical part of
the campaign management process. If
these campaigns were to have leveraged
in-flight optimization (which they explicitly
didn't for the purposes of the research),

it is likely that these numbers would be
dramatically higher.

Figure 11 Percent of Ads Delivered to the Primary Behavioral Attribute by Campaign
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Using
demographics

alone to evaluate
campaign delivery
may not

be sufficient.

It is also important to note that, in some
campaigns, the behavioral attribute
target actually did a much better job at
delivering on-target impressions than

the demographic group, suggesting that
using demographics alone 1o evaluate
the success of campaign delivery is not
sufficient. For example, one campaign for
a GPG-product that had a demographic
target of women between the ages of
25-54 years old, only served 37% of
impressions to that group. However 67%
of the impressions went to people who
were heavy users of food and cooking
content online. With demographic-based
evaluation alone, this campaign delivery
would have appeared unsuccessful.

A separate analysis of an Automotive
campaign in the vCE Charter Study heips
to shed light on the value of behavioral
campaign reporting and its ability to reveal
a deeper portrait of the type of consumer
exposed to the campaign. The analysis
involved creating an index of visitation

to online site categories for consumers
exposed to the ad campaign compared
to the average Internet population. The
findings revealed that the exposed

group over-indexed (158) on automotive
content, meaning the audience reached
by the campaign was 58% more likely

than the average Internet user to be a
significant consumer of online automotive
content (See Figure 12). This is a positive
indication that the campaign reached

the right audience regardless of the
demographic composition.

Ancther important finding was that the
audience reached in this campaign also
over-indexed significantly in categories
relating to Financial Products (382)

and Family and Parenting (266). This
information can be used io develop
creative messaging that speaks to

the interests of the audience, such as
showcasing a family vehicle or financing
information in ads.

Again, it is important to note that for

the purposes of the vCE Charter Study,
these campaigns were not optimized
in-flight, meaning that no corrective action
was taken throughout the course of the
campaign to improve the extent to which
these ads were able to reach their target
audience. With in-flight optimization,

it is highly likely that all campaigns would
have seen improved on-target delivery
rates for both their demographic and
behavioral targets.

Figure 12 Index of Online Behavioral Activity by Category for Consumers Exposed to an Automotive Campaign
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Unless cookie-
based audiences
are verified against

a credible,
third-party source,
it is possible that
they are missing
the mark.

AUDIENCE TARGETING & COST
Using available CPM data (as outlined
in the prior In-View section), the
correlation between CPMs and the
accuracy of demographic targeting
(primary audience only) was analyzed
as part of this research. The findings
revealed a very small correlation
(correlation coefficient = 0.18),
suggesting that there is little or no
relationship between the amount paid
for an ad and its ability to reach the
desired demographic target audience.

Before drawing macro conclusions about
this finding, it is important to examine
some of the potential reasons for this
lack of correlation between these two
variables. First, some marketers might
simply not be building campaigns with
the core objective of reaching a specific
demographic, and instead they are buying
media based on its ability to hit certain
behavioral segments.

Another very real issue is the accuracy of
cookie-based targeting data. As noted
above, there are a myriad of companies
that provide this data, and there is

very large variation in the quality of the
data. Unless cookie-based audiences
are verified against a credible third-
party source, it is possible that they are
missing the mark. In the vCE Charter
Study, demographically-cookie targeted
ad placements reach their desired
demographic 14% to 96% of the time.
This indicates a wide variation on the
quality of demographic cookie data.

Regardless of the cause, it is clear that,
at present, the market is not rewarding
ads that deliver to the intended audience
compared to those that did not. This
represents an opportunity for both
advertisers and publishers, especially
now that they have transparency into the
accuracy of delivery and the ability to
optimize in-flight to avoid waste.

Figure 13 Correlation of % of Ads Delivered to Primary Demographic Target & CPM
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Geography

DEFINING GEOGRAPHIC TARGET
When delivering ads on television, it's
relatively easy to ensure they run in their
desired geographic market, because
broadcast markets have defined geographic

_ borders. The Internet, on the other hand, is

borderless and users can access specific
content from anywhere in the world. As a
result, controlling geographic distribution of
advertising can be challenging. For marketers
trying to maximize every dollar of their
advertising budget, it is critical that their ads
are delivered in the desired market where
their products are actually sold. Accordingly,
geographic validation was an important
component of the vCE Charter Study.

GEOGRAPHIC TARGETING:
OVERALL & BY CAMPAIGN

All campaigns in the vCE Charter Study
had a geographic target of the U.S,,
and in total, about 4% of impressions
were delivered outside of the U.S.

Of impressions delivered outside of
the target, nearly half were served in
Canada, and the remainder spread
across Europe, The Caribbean,
Asia-Pacific and Latin America. This
finding suggests that a good portion of
the wasted impressions were delivered
to people living in countries whose
native language is something other
than English.

Figure 14 Percent of Ads Delivered to Geographic Market Among All impressions Delivered Qutside of North America
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The inability for an
ad to be delivered
in its intended
geography is

often not a result
of poor targeting
capabilities, but
rather due to error
in complex ad
buying and selling
processes.

When examining the results on a
campaign-by-campaign basis, it is
interesting to note the large range of
impressions delivered outside of the
target geography. While one campaign
performed flawlessly, another wasted
about 15% of its impressions (See Figure
15). Given that the Internet provides

a wealth of geo-location information,
and given the campaigns’ broad target
of 'inside the U.S!, this large range is
somewhat surprising.

in such cases, the inability for an ad to

be delivered in its intended geography

is often not a result of poor targeting
capabilities, but rather due to error

in complex ad buying and selling
processes. Delivery of ads outside a given
geographic target often occurs for two
primary reasons:

The first reason is simple
communication error. In some cases, the site
serving the ad is not aware of the intended
geographic target. This occurs when the
requirement does not appear on the insertion
order (I0), which authorizes the purchase of
impressions from the site and determines the
characteristics of the ads to be served. Such
misfires can be easily remedied by ensuring
geographic requirements are a standard part
of |O contract templates.

The second reason is due to human
error. To target an ad to a given geography,
the requirement must be programmed

in the ad server that is delivering the ad.
Occasionally this step is missed by the
publisher, or in rare cases, the wrong
geography is inadvertently selected.

Fortunately, there are easy ways to combat
these issues. As long as geography is
specified in the 1O, performance can be
optimized in-flight in two different ways.
The first is through real-time alerting, which
noftifies sites when ads are being served
outside the desired geographic region so
that corrective action can be taken. The
second option is to use an ad blocking
technology, which can be implemented

to prevent ads from being served outside
the geographic target altogether. This is
generally reserved for instances where
serving an ad outside a specified geography
may create privacy or legal concerns, and in
lieu of in-flight course correction, absolute
prevention must be employed. These alert
and blocking features can protect both
marketers and publishers from wasting
inventory and from lowering the overall
effect of a campaign. Although neither
alerting nor blocking was used in the vCE
Charter Study, both of these features are
part of the comScore vCE offering.

Figure 15 Percent of Ads Delivered In Geography by Campaign
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Due to the
complex chain
of online ad

delivery through
ad networks and

exchanges, it is
not always clear
where an ad will

appear.

Brand Safety

DEFINING BRAND SAFETY

A major concern of all marketers is the
relevance of the content in which their

ads are delivered. When brands spend
money on advertising, they need assurance
that their ads will not run next to content
that is at odds with the brand they are
trying to build or the equity they have
already established.

In this context, ‘objectionable content’ can
generally be categorized into two buckets,
the first being rather objective and the
second being much more subjective

and brand-specific:

Type I
Adult-Content
and/or Hate Sites

Almost all braqés want to avoid having their
ads run on Adult-Content or Hate sites.
Although there might be some differences
of opinion on exactly what sites fall into
these categories, there are generally agreed
upon and industry-endorsed lists that
define these, and almost without exception,
reputable marketers want to avoid them

at all costs.

Type Il:
Brand-Specific Criteria

There are topics, issues and/or content
that certain brands don’t want to advertise
near because it directly conflicts with
and/or detracts from the advertising's
objective. For example, consider a major
airline. For obvious reasons, an advertiser
in this space might not want the brand’s
ad to appear next to an article about
significant plane delays. Meanwhile, for
countless other advertisers, delivering

an ad to a consumer in this content
would be completely benign.

Concerns relating to both of these
categories are very legitimate.
Unfortunately, though, due to the complex
chain of online ad delivery through ad
networks and exchanges, it is not always
clear where an ad will appear.

BRAND SAFETY ON ADULT-CONTENT
AND HATE SITES

To begin to understand the extent to
which ads are delivered in content
deemed inappropriate, the vCE Charter
Study quantified the incidence of ad
delivery on Adult-Content and/or Hate
sites (Type I). The study used a standard
definition of ‘objectionable content’, based
on historical data of sites/categories most
commonly identified as being ‘not brand
safe’ by leading advertisers (See Figure
16). The measurement was applied to

all campaigns.

Figure 16 Categories Deemed “Not Brand Safe"
for Purposes of vCE Charter Study
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72%

of the campaigns
had at least some

impressions
served in
inappropriate
content, which
spanned a total of
980 sites.

To the surprise of many advertisers in the
vCE Charter Siudy, 72% of the campaigns
had at least some impressions served in
this type of inappropriate content, which
spanned a total of 980 sites (See Figure
17). The good news is that the actual
percentage of impressions involved was
quite small, less than .01%. However, the
study also showed that 92,000 people saw
these ads, meaning that if some of these
people were either loyal or prospective
customers, it could be counter-productive
and/or problematic for the brand.

It should be noted that it is likely that this
number is much higher when evaluating
the broader, online advertising universe

as there are certain factors that may have
positively influenced the low percentage
of inappropriate ad placements in the vCE
Charter Study. These factors include:

= The brands under measurement were
premium national marketers and therefore
more likely to use higher quality content

= Many of the brands were already employing
ad blocking technologies from external
third-parties. Even with these technologies
in place, several instances of inappropriate
placements still appeared.

* |In a few instances, select demand-side
platforms chose to obfuscate the URLs

where the ads were run, meaning that
brand safety could not be measured and
clients could not validate where the ads
were run.

- Despite the relatively low overall incidence

of ads appearing next to inappropriate
content, these findings still might be
unsettling to advertisers. Even one

ad impression delivered in the wrong
environment can damage a valuable
consumer’s feelings toward a brand.
With the increasing use of social media,
a snapshot of a marketer’s ad in an
inappropriate environment can quickly go
viral, exposing many more people to the
unintended, but negative, association of
a brand and inappropriate content. With
92,000 people being exposed across
all vCE Charter Study campaigns, the
advertisers’ concerns are justified.

The daily alerts and blocking technology
discussed in the geography section of the
report can also be deployed for Type 1 and/
or Type 2 content sites. Real-time alerts can
be set to notify publishers, marketers and/
or agencies if an ad is appearing in content
deemed ‘not brand safe! In addition, the
technology can completely block the ad
from being served in certain environments.
The definition of what is brand safe can be
customized by the brand.

Figure 17 Percent of vCE Charter Study Campaigns with Impressions Delivered Next to Content Deemed “Not Brand Safe”
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The complicated
daisy chain of
ad delivery can
involve up to 20

different players,
and quite often
neither the buyer
nor the seller
has insight into
each step in

the process.

Fraud

DEFINING FRAUD

Today’s world of online advertising
involves many players in the ecosystem,
each with a specific role and goal.
However, the inherent complexity in this
landscape results in a lack of control and
visibility into online ad delivery. While the
vast majority of individuals in the digital
advertising ecosystem operate with the
best of intentions, like any industry, there
are fraudulent players that can disrupt
the value chain. The complicated daisy
chain of ad delivery can involve up to 20
different players, and quite often neither
the buyer nor the seller has insight into
each step in the process.

The term ‘fraud’ as it relates to online
advertising encompasses a variety of
impression-delivery scenarios. In some
cases, there is direct fraud, which is
deliberate and completely illegitimate,
while other types of fraud are an
unintentional by-product of legitimate
business practices. In either case, this
fraudulent activity does not deliver ads
to actual people as intended, so should
therefore be excluded from validated
impression counts.

The vCE Charter Study
specifically measured two
aspects of inappropriate
delivery: |

1. The incidence of ad delivery
via non-human spiders and
bots identified by the IAB

2. The incidence of ad
delivery on sites with
clear illegitimate and
intentional fraud



LIST OF NON-HUMAN SPIDERS & BOTS IDENTIFIED BY THE IAB

To help members of the online advertising ecosystem better understand and avoid
issues relating to fraud, the 1AB maintains a list of all known non-human spiders and
bots. All IAB-accredited ad servers are required to filter out these known sources

of non-human ad impressions. The use of some of the spiders and bots on this list

is a completely legitimate practice employed by many websites for a variety of uses,
such as to gather data to help index pages for search engines or to determine page
content for the purposes of offering contextual ad placements. Regardless of their use,
however, they do not deliver ads to consumers and can therefore wreak havoc on ad
delivery and validation, causing a lot of wasted ad impressions and skewing the results
of advertising effectiveness measurement. An analysis of vCE Charter Study campaigns
showed that the average campaign in the study had 0.16% of total impressions being
delivered via these spiders and bots, with a range of 0.03% to 0.49% {(See Figure 18).

Figure 18 Percent of Total Impressions Delivered Via Non-Human Spiders and Bots as per IAB List
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. SITES WITH INTENTIONALLY FRAUDULENT & ILLEGITIMATE ACTIVITY
No brand is In addition to known spiders and bots, part of the vCE Charter Study analysis included
immune from an evaluation of fraudulent impressions that were intentionally delivered via illegitimate
online activity. Campaign delivery was manually reviewed for unusual activity indicative of
intentional fraud. Such indicators might be unusually high or unusually low in-view rates
should be an or little or excessive mouse movement on the creative. Upon identifying these outliers,
area of concern further human investigation was used to either confirm or negate the hypothesis.

for all players in The analysis revealed more than 200 sites that were guilty of this type of fraudulent

the ecosystem. delivery. Figure 19 below outlines some of the most common categories of sites with
such activity. Additionally, the investigation uncovered that one of the sites delivered
almost two million ads in the vCE Charter Study, supporting the need for consistent
hygiene on campaigns to accurately measure delivery and ensure only ads that are
delivered to actual humans are counted in validation and effectiveness measurement.
Again these ads were not blocked from serving for the purposes of this study but
instances of delivery were measured.

fraud, and it

Figure 19 Custom Categorization of Sites with Intentionally Fraudulent Activity
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While these two categories of fraudulent ad delivery accounted for only a small
percentage of total ad impressions in the vCE Charter Study, there are a variety of
other sources of fraud that consistently result in significant waste. For perspeciive,
of the approximately 1 trillion URLs that comScore processes each month

(40% more than all the traffic of the entire U.S. Internet population),

the application of comScore’s full suite of fraud detection
technologies identified levels of fraud ranging from 3%

to 10% for a given campaign. Clearly, no brand is immune from fraud,
and it should be an area of concern for all players in the ecosystem.
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Implications: Putting
all of the Pieces Together

The vCE Charter Study demonstrates that each dimension of ad
delivery — viewability, audience targeting, geographic targeting,
brand safety and fraud — has a significant impact on whether or
not an ad has an opportunity to achieve its intended objective,
and should therefore be a central component of ad delivery

validation measurement.

Advertisers want to understand ad
delivery to each of these core dimensions,
and they also require a holistic, un-

duplicated view of total campaign delivery.

In order to achieve this un-duplicated
accounting of delivered impressions,
advertisers require a simple solution

that eliminates all of the wasted time and
error associated with merging disparate
data sources. Consider, for example,
results from a single campaign in the

vCE Charter Study.

iIN ONE CAMPAIGN WHEN
MEASURED INDIVIDUALLY, THE
FINDINGS SHOWED THAT:

38.9% of the ads were
delivered to the right
target audience

58.0% of the ads
were delivered in-view

85.7% of the ads
were delivered in
the right geography

Figure 20 Intersection of Percent of In-View,
In Geography and On Target Ad Impressions
Delivered For a Sample Campaign in vCE
Charter Study
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Because of duplication across these
three dimensions, one cannot simply sum
the percentages, as this would suggest
that 155.9% of the ads were delivered
according to plan or that 118.4% of the
ad impressions didn't deliver well. Instead,
through the use of a single ad tag and a
single measurement solution, vCE is able
to validate that a combined total of
33% of the ads were delivered
according to plan (See Figure 20).



Putting all of the -
- Pieces Together

Prior to the introduction of vCE, the
technology to validate all campaign
impressions against core criteria was not
fully available. The vCE Charter Study
demonstrates that the technology now

exists to identify and correct the source

of sub-optimal performance, and that the
opportunity to do so is substantial. In fact, in a
perfect world, advertisers and publishers can
contract and pay on the basis of impressions
that were served for the campaign, but have
also fully met the validity criteria.

vGRP: A TRULY CROSS-MEDIA
COMPARABLE METRIC

In order for marketers to plan, measure

and evaluate media across channels,

they require digital campaign delivery
measurement that can be translated into
traditional metrics, like reach, frequency
and gross rating points (GRPs). A central
component of vCE is the validated GRF,

or vGRP. The vGRP provides the industry
with a cross-media comparable GRP metric
that is also meaningful in the context of how
online advertising works.

vGRPs are calculated by removing all

ad impressions that did not have the
opportunity to make an impact, including
those that were not in-view, delivered 1o the

wrong geography, served near brand unsafe '

content and subject to fraud. Similarly,
validated target rating points, or vIRPs,
include an overlay of audience-validated

data, providing yet another actionable metric
for marketers seeking to plan campaigns
across channels.

The example below of a CPG brand helps
to illustrate how vGRPs can impact the
true reach and frequency of a campaign
(See Figure 21). In this example, using
non-validated impressions, the campaign
appears to have delivered 46.7 GRPs.
When using validated impressions,
however, the campaign delivered 20.7
vGRPs, yielding a vRatio of 44%. This
delta between GRPs and vGRPs in digital
media demonstrates the volume of waste
oceurring, and highlights significant areas
for improvement.

Figure 21 Gross and validated GRP for a Sample Campaign in vCE Charter Study
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Conclusion: vCE Charter
Study Key Themes

While the vCE Charter Study sheds light across every aspect
of delivery, three consistent themes emerged in the findings.

1 Marketers are not necessarily getting what they expect

when they buy online ads. From ads delivered next to objectionable content to
ads that never had the opportunity to be seen, there are countless examples where the
digital medium is simply not delivering on its promise.

2 The way online advertising is delivered varies significantly by

site, placement and even creative. Across all dimensions of ad delivery, the
vCE Charter Study demonstrated clear examples of situations where ad impressions
‘were largely wasted. These findings suggest that measuring all dimensions of ad
delivery for every placement in a holistic fashion is critically important.

3 Regardless of the quality of the buy, there is almost always

room for improvement. Advertisers who understand and leverage the power of
validation stand to gain much more value from the digital channel.

The digital medium has advanced the discipline of advertising in many respects, but it
has also introduced significant complexity to the media equation. To maximize the value
of this important medium, it is important to have the tools to ensure the industry regains
its footing on some of the aforementioned pitfalls and continues to advance forward.
The vCE Charter Study has illuminated many of the ways value is currently being left on
the table. Now is the time for advertisers, publishers and other industry stakeholders to
realize that value.
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O’'Connor, Alyssa

From: Jeffrey Chester

Sent: Wednesday, October 24, 2012 6:58
To: Kestenbaum, Janis

Cc: Laura Moy; Angela Campbell
Subject: RTB glossary and also COPPA related
Attachments: 6_PubMatic_Glossary.pdf

Janis: Another brief discussion of transparency available today to advertisers: Transparency: What advertisers want and
exchanges and publishers historically have not offered. This typically refers to advertisers requesting complete lists of sites they will advertise on through
either a network or an exchange. PubMatic believes that publishers can holistically manage their inventory through an SSP and if they are concerned about
channel conflict, use the private marketplace function to segregate specific inventory but enable the buyer to see what they are buying in advance.
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PubMatic

Don’t know your DMP from your SSP? Wonder how all this “Wall Street-ish” talk came the world of media?
PubMatic believes that a little clarity is in‘order. Here’s what all those terms and acronyms really mean.

The following is an adaptation of an article written by industry analyst Kathryn Koegel in 2011 for Ad Age.
Click Here for More It has been newly updated here at the request of PubMatic).

3MS: Or Making Measurement Make Sense. An initiative of the AAAAs, the ANA and the IAB
O G (the leading acronymous trade organizations of Agencies, Advertisers and Online Publishers,
respectively) that is trying to connect the dots of the different sources of data in online media: the
audience measurement data used to plan with the ad serving data used to measure delivery and billing. The first wave
of the project resulted in the concept of the “viewable ad” and a call to redefine the 1AB definition of an ad impression.

Advertisers: Also called marketers. The people who control the money/marketing budgets the publishers want to
get access to. They are often divided into Direct vs. Brand marketers based on how they measure their advertising
effectiveness, but in an increasingly interactive media world, these are artificial definitions. A “Brand” marketer
like Coke might be driving to an online promotion (and measure by the response) in the same way that a mortgage
company might measures its online ads by how many requests for information they get based on their ads.
Adbvertising Option con: A cute little “i” that can be put on ad creatives so that consumers can find out
how the data collected about them is being used, and set various preferences. It’s administered by
Evidon and part of a consortium of trade groups as part of an industry self regulation maneuver to keep
Washington privacy advocates at bay.

Ad Blockers: Software enabled through a person’s web browser which can prevent ads from being
displayed. Booh — publishers have to get paid. Microsoft’s latest version of Internet Explorer is pre-set to block
cookies. The IAB is not happy...

Ad Exchanges: Wall Street-like commodity trading comes to online. Publishers designate inventory, buyers can
access and buy it through machines. The idea is that it creates a rational marketplace and automates the tedious
_buying process, allowing publishers to set a “floor” or minimum bid, rules around what types of ads they will accept
while buyers bid for varying types of inventory available — but rarely know in advance where those ads will show

www.PubMatic.com New York, Boston, Los Angeles, Silicon Valley, London, Munich, Paris, India, Sydney



up. There are pure exchanges where the inventory is “blinded” and now publishers are involved in the process by
creating their own private exchanges or networks of sites that feed into an exchange. Leaders in the ad exchange
space include Right Media, OpenX, and Google. The Weather Channel has their own private exchange and a
consortium of Gannett, Hearst, The New York Times and the Tribune company runs Quadrant One.

Ad Networks (and various permutations thereof):

In the vast universe of online inventory, companies that aggregate impressions to make it easy for an advertiser
to achieve scale in a buy.

¢ Audience Based: They sell with the idea of aggregating users based on either demography or intent
& (to purchase something). Audience Science and Collective are known for this.

* Horizontal: Wide base of inventory available, ie. not specialized.

¢ Vertical: Specialized. There are women’s networks, networks of people in market to buy a car...

S
[ ]

Mobile: Sell ads onto wireless devices including phones and now tablets. There’s more to it than just
sales as it take work to get one ad to appear in more than one platform (ie Android vs. Apple). There
are three big ones: Google (AdMob), Apple (formerly Quattro) and Millennial (independent) plus some
focused on rich media or various verticals or mobile video.

* Performance: Clicks ‘R Us. Wide range of inventory available without concern for placement: it’s all
R E about driving a direct action (a click, a sign up, some sort of conversion) at the lowest possible price.

* Video: Sight, sound and motion are hot online (and generate the highest CPMs). It’s recently been
a land grab for more generalized networks to buy video networks or merge with them. They not only
aggregate inventory but some also syndicate video content across a range of sites as there is not
enough video inventory at the right price to meet demand. Leaders in the space include Tremor,
Brightroll & Say Media.

DANSS

Ad Ops: The footsoldiers of online advertising. They either work at agencies or publishers where they make sure the
online ads get where they are supposed to through tagging (dropping 1x1 pixels onto ads so that they report back
in response and placement). These jobs are increasingly being outsourced and automated leaving room for talented
taggers to elevate their status to Media Revenue Strateqists

Ad Servers: The technology that disseminates online ads, tracks and reports back on ad performance. DoubleClick/
Google and Microsoft Atlas are the leaders along with “homegrown” which means a site built their own ad server.
Any sophisticated IT team can create an adserver but the decision to “buy or build” is also a decision about whether
a company has the financial and personnel resources to maintain and continually upgrade the capabilities of the

ad server to meet changing market dynamics. The first ad server was DoubleClick’s DART (Dynamic Advertising,
Reporting and Targeting) which also was part of the birth of the acronym movement in online advertising.

Ad Verification: Software tools that advertisers use to determine if impressions are displayed where they are
intended to and that the ads are privacy compliant. They are often used on exchange inventory where the advertiser
does not know where the ads are placed or for audience targeted buys to ensure the ads reached their target or for
“brand safety”: ie, my ads aren’t on pages with boobs. Company examples include: DoubleVerify and AdSafe. Now,
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this kind of service is being built into the exchanges and the SSPs (like PubMatic) and DSPs so that there is
no additional tagging required.

Agencies: The gatekeepers of the cash from the advertisers. Challenge is that while they used to just be either in
the business of creative (coming up with ads) or media (buying ads from publishers) they are also often in the data
business themselves, and have their own DSPs and DMPs. They realize they have a ton of data from all their clients
and want to be able to harness it to make smarter buying decisions.

Algorithm: What RTB and programmatic trading are fueled by. At PubMatic, marketing technologists use proprietary
algorithms to drive the speed and efficiency of the media selling operations. But, the company believes that its
clients don’t need to be math majors in order to use their tools. ,

Agency Trading Desks (ATDs): Media Buying Platforms/Desks or DSPs managed by an agency. The practice of an
agency operating its own DSP so that they can enrich their pool of data from all buys executed. The bigger agencies
are building systems so that they can look at the data across media and frequency cap: ie be able to control the
number of times a person is exposed to specific ad. Examples include IPG’s Cadreon and The Publicis Group's
VivaKi’s Nerve Center. )

Analytics:

¢ Third Party: Panel-based companies that tell you who actually looks at a site such as comScore and Nielsen.
The big new development in third party measurement from comScore and Nielsen is the online GRP, which
is an attempt to create a metric that will enable cross media (ie TV + Internet) measurement. In spring of ’12
Google announced that it too was building a panel to answer the “who” question in online advertising and also
to offer a GRP metric. '

* First Party: Software tools (Google Analytics, Omniture, Webtrends among them) operated through tags on
a site’s pages that let publishers know statistics on how many pageviews a site is generating and how many
unigue users (a machine proxy for people). Their numbers never match up to third party tools due to issues like
cookie deletion and different counting definitions.

Audience Targeting: Behavioral targeting with new clothes and broader capabilities and
applications. The practice of using data to imply an audience, either by demography, lifestage
or some sort of intent like people who have searched for information on a car or new phone
purchase. If | am looking to reach an “auto intender” | advertise to them wherever they

are online — not just on auto sites. Agencies are big believers in buying audience targeted
impressions as it increases their efficiency and for many types of products, especially
packaged goods, they are looking to reach broad audience segments like Adulis 18 - 34

or Women 35 - 54 - much the way they buy in television.

Audience Management Platforms (AMPs): The folks who provide the audience targeting now have platforms
to automate the process of matching the data and buying audience targeted inventory. Since many of them also
operate ad networks, it’s a natural extension. Audience Science and Crowd Science are examples.

Beacons: A 1x1 pixel tag typically used by an advertiser or a third party ad server to track a unique user’s activity
over time. If someone was exposed to an ad on day one of the month, did not click on it but went to that company’s
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website on day 30 and did a desired activity (bought shoes, etc.) the beacon would attribute that activity to the
original ad impression (the action itself is called a view through). DoubleClick, which originated the concept, still uses
the name “spotlight tags.”

Behavioral Targeting: A now old-fashioned term that has been rebranded as “audience targeting.”

Big Data: The interactive world we are living in when we talk about “terabytes” in terms of volume and the
processing of the huge amounts of data generated by media activity, and increasingly by social networking.
Facebook is arguably the king of “big data” but no one knows precisely how they will use it.

Blinding: The practice of not designating where ad inventory will be placed, which is very often done with exchanges
at the publisher’s request. Publishers do not want a “channel conflict” of someone/thing besides their sales staff
selling the inventory (never let your customer know someone else sells it cheaper).

Blocked Sites: Publishers who designate certain advertisers as not being able to buy through a DMP as they are
handled by the publisher’s direct sales force. Or, those advertisers are deemed inappropriate to appear on that site.

Brand Protection: Tools that enable advertisers to buy inventory online that automates the process
of making sure that the content is not objectionable or contradictory to the advertiser’s brand
image. It most often applies to sites with adult content or any sort of objectionable speech.
Pubmatic has tools that are a part of its SSP that integrate this activity so there is no separate
tagging required.

BRAND

d

Brand Impact Studies: Studies offered by companies like Dynamic Logic, Insight Express and now

Nielsen and comScore that use a control/exposed methodology to determine whether an ad that was
served had an impact on metrics like ad recall, brand favorability and purchase intent. The industry is increasingly
moving to simpler methodologies (questions answered within a banner ad) with more limited questioning from
companies like Vizu and KN Dimestore.

Cloud Computing: What makes all this data connection and movement work. In the world
of ad exchanges, many of them run on the computing cloud created by AppNexus which
operates as an exchange of exchanges.

Clutter: Your typical web page with lots of ads surrounding content. One of the discussions around how to improve
the performance of online advertising surrounds the issue of how many ads per page of content is optimal for both
the user and the advertiser.

Complexity: What digital advertising drowns in a sea of. There are so many layers of technology and data and
management of it all to make just one ad buy. The goal of a company like PubMatic is to simplify processes and
enable publishers to reduce the complexity that impedes their ability to generate revenue.

Contextual Targeting: There are two kinds: natural context (place a bank ad on a finance page) and that of a
contextual advertising system which scans the text of a website for keywords and returns advertisements to the
webpage based on ad messages that match with those keywords: ads on the side of your Gmail that pop up text
ads based on your email content.
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Cookies:
* First party cookies: What your bank and Netflix uses to know it's you.

¢ Third party cookies: What an ad server drops on your browser to designate that you
have shown interest in various product categories or based on your activity can be
presumed to be of a specific demographic group.

» Flash Cookies: Aimost universally publicly derided in the industry (due to the difficulty
of getting them off your computer) but commonly used for the same reason and you
can have as many as you want per Flash creative. To delete them you have to go to
Adobe’s website or manually do it through the Flash player setting on each site you
access. They've also become an invaluable tool for third party research companies as
due to the difficult of deletion they return more accurate counts.

¢ Fresh cookies: Depending on the product category, the fresher the data attribute the
better. If I'm in market to buy a cell phone | probably only shop around for a week or oo e
two so the fresher those cookies dropped on me, the more reliable.

* Cookie Deletion: People concerned with privacy regularly use a function of their browser to “dump their cache”
of cookies. If you do it, be careful to just dump the 3rd party ones or you will have to enter your information all
over again at places where you have registered. It messes up frequency caps so if a user dumps regularly they
will get the same ads all over again because the ad server thinks it's someone new.

Creative Optimization: Software systems that enable an advertiser to default to the highest performing creative or
manage the frequency of exposure, typically on a direct response basis. '

CPC (Cost per Click): All the amorphous branding talk aside, most online ad buys are measured on some kind of
immediate action, most likely a click through to a website or custom landing page for a campaign. The advertiser
only pays for ads clicked upon. Publishers dislike this metric as they say they are penalized for bad creative.

CPM (Cost per Thousand): Cost per thousand impressions delivered. Publishers prefer to charge on this basis
as it is closer to an exposure model rather than a direct response one: ie, they get paid on delivering an ad, not on
whether someone clicked on it.

eCPM: Effective CPM. The reality of most buys is that they are a mix of CPM and CPC. It answers the question: If
I buy a CPC campaign what would | have paid if | bought it on a cost per thousand (CPM basis) and thus used to
compare whether the CPM or CPC buy was actually more cost effective.

eCPM calculation is: cost/(impressions delivered/1000).
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