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area. However, display is just one component within a broader strategy and effectiveness is dependent upon what 
you want the units to do. To achieve creative effectiveness, engagement is key. Effective display happens when 
more addressable messages are lined up with targeted media. Improving engagement levels is an ongoing 
process of learning and tactical refinements, which digital media allows for unlike any other medium. We also strive 
to move beyond just a CTR or CPC measure to ultimately a CPA (cost per acquisition) metric. At present we 
measure effectiveness beyond CTR and CPC to determine quality of leads by looking at some of our key 
conversion metrics. 

Have any thoughts on agencies announcing demand side platform strategies such as Interpublic's 
Cadreon or WPP's B3? How will these affect the advertiser in your opinion? 

I'm not very familiar with demand side platforms, as you know they are not as popular in Canada as they are in the 
US. I think at present the biggest benefit is in potential reduced costs, but for Canadian buying shops, reaching 
critical mass is a big barrier. My comments from the previous question are appropriate here too, if the media site is 
optimizing my ad to ensure click thru from qualified customers at competitive rates then I don't care who is selling 
it, without losing site of driving the key engagement measures beyond CPC and CTR. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

November 12, 2009 – 7:04 am 
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VP Federico Says Monster Looking To Leverage Display 
Ad Exchanges In The Future 

 Email This Post  

John Federico is VP, Global Media and Marketing Alliances at Monster Worldwide, an online employment website. 

AdExchanger.com: How important is online display advertising to your media buying strategy? Are there 
any current challenges to display that keeps you from spending more? 

Display is very important to us - especially for our b2b 
advertising efforts due to the nature of our business and 
the way customers interact with us. The challenge as 
always on the b2b side is scale and the ability to get in 
front of users at the right time and place with a highly 
targeted message. We are constantly testing new 
strategies and tactics to improve on the effectiveness of 
our b2b marketing. 

What do you do on the b2c side? Is online display 
significant there as well? 

Display is a key component of our consumer advertising 
as well. We have had success supporting our NFL 
partnership with flash, in banner video and rich media 
display in driving entries for our Director of 
Fandemonium promotion. We just launched season 2 on 
October 1st and it concludes with the winner 
announcement at the Super Bowl in February. The key 
with display moving forward is to find ways to break 
through the clutter without being overly intrusive. We're 
testing a variety of sizes, placements and technologies in order to find the right combination. 

As an advertiser, what trends are you seeing in the marketplace today?  

We have surprisingly not seen a significant decrease in CPM's this year as one might expect. There has not been 
a big upswing in CPA opportunites as was seen in the last downturn either, so publishers have clearly learned from 
that experience and of course the industry has matured since then. We have seen increased flexibility in contract 
terms, though. There are more integrated opportunities available as vendors are trying to maximize their assets 
and stand out - and mobile apps as well as social media elements are becoming more and more a part of those 
packages, which is good to see from an advertiser perspective as that is what consumers are engaging with. 

And how about internally - any trends you've experienced, such as more requirements on accountability, 
less budget, etc.? 

We certainly have been impacted by the recession as you read daily in the headlines 
about the employment challenges we're facing both domestically and internationally. Our marketing and media has 
been shifting in a similar fashion to the marketplace - lower budgets, focusing spend on the most effective and 
efficient channels at driving the business, which for us in media are SEM and digital display. 

Does Monster use ad exchanges today? If not, why not? 
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We have limited experience with ad exchanges to this point, although I can see that 
changing as we go into 2010 with the help of our new media agency, OMD. I have nothing against ad exchanges 
conceptually, and we have been discussing ways which we think we can leverage them for certain parts of our 
business, we just haven't executed to any great degree, yet. 

Can you envision a day when many of the buying services of a media agency are brought in-house to 
Monster? 
 
I can envision that very well as from 2004-2007 we did all online planning and buying in the US in house through a 
team that I built! We still support some business lines through in house media buying. As far as the future goes, we 
have no plans to bring planning and buying back in house for the careers business at this time. 

Where do you net out in terms of buying audience versus placement/context? Is it all about addressable 
media for you? 

Due to the nature of our business, we have an extremely broad audience. Our approach is to manage a balanced 
portfolio which allows us to both buy audience as well as go vertical and segment according to business priorities 
and customer needs. 

In general, how are agencies responding to the ongoing innovations in advertising? If you were running a 
media agency right now, what sort of strategies would you consider to make sure you're around 5 or 10 
years from now? 

One of the main reasons we chose OMD as our new media AOR is based on their approach to innovation and 
navigating the constantly evolving media landscape. The traditional big agency approach is outdated and if 
agencies and media vendors don't evolve with consumer behavior they will be left behind. As media consumption 
habits change and fragmentation grows, we need to take a much more holistic approach to how we reach and 
engage with our audience. The media agency needs to be more of a marketing partner who lives and breathes in 
these new mediums/technologies and understands how we can take advantage of these changes to help grow our 
business. 

How comfortable are you with your attribution models today? Do you measure cross-platform, for 
example? Or, thinking just about your online campaigns, are view-throughs in display considered even 
though the consumer may end up going through search, ultimately, to fulfill a conversion? 

We are in the process of building our own custom attribution model as we do not think the last click model that is 
still the dominant model today is the right one. We do measure cross-channel activity, and are looking at upgrading 
our tool set to better track and understand the impact of our marketing across channels. We do look at view activity 
and think there is value there, especially on the b2b side as our products are not impulse buys and typically include 
an extended purchase decision making process. The key is understanding the entire conversion path and 
weighting each action accordingly. I don't think there is a one-size fits all model - every business will have a 
different way of evaluating attribution and the industry needs tools that allow for easy customization. 

Follow Monster Worldwide (@monsterww) and AdExchanger.com (@adexchanger) on Twitter. 
 
October 13, 2009 – 6:22 am 
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Analysts 
 

Yield Optimizers Poised To Migrate To Exchange Model 
Says ThinkEquity’s Morrison and Coolbrith 

 Email This Post  

Bill Morrison and Robert Coolbrith are equity analysts at ThinkEquity 
Partners and recently authored a report entitled, "The Opportunity In Non-

Premium Display Advertising." 

AdExchanger.com: Are data exchanges the key to unlocking value in 
social media? Who's getting it right in the data exchange space? 

BM and RB: We'll defer the second part of your question until a later date. As 
investment research analysts, it's hard for us to identify "winners" without the 
help of industry participants, who provide us with invaluable insight and 
opinions. In our recent conversations with networks and exchanges, when we asked about the most important new 
companies in the space, the data exchanges invariably came up. However, it still seems to be pretty early in the 
development of the data exchange model, and we didn't sense any clear consensus from industry participants on 
who is taking the lead.  

While data exchanges are certainly "hot," it's an open question as to whether an auction-based marketplace is the 
"right" paradigm for monetization of proprietary consumer insight. People have pointed out the similarities between 
the data exchanges and the offline list marketing/direct mail model, and we think it's a fair comparison. In both 
cases, the buyer pays up front for the data and then leverages the data to market to consumers on an individual 
basis. But that's complicated in the online world by the matter of actually reaching the identified consumer, which 
can be a bit like finding a needle in a haystack. An alternative approach might be to realize that the haystack is full 
of needles, but of varying types. So, allow the inventory to dictate the targeting, not the other way around.  

Regardless of how the mechanics play out, we think third-party data exchanges will be important for the 
monetization of all display media, but will be particularly important in social media, where the inventory doesn't 
typically contextualize well, the platforms are rich with demographic, behavioral, and social data, and current 
monetization levels make targeting a real priority. One thing we're currently wondering about is which could be the 
bigger opportunity for social media: the inventory (where value should be enhanced through the use of both first- 
and third-party data) or the first-party data that can be directly monetized through data exchanges to enhance the 
value of display inventory across the Web. The data exchanges, by providing a transparent pricing mechanism for 
behavioral, demographic, and social data, should help answer that question. 

How do you see large publishers evolving as media trading achieves scale? 

The very largest publishers will be deeply involved in media trading, both as the sponsors of the key liquidity 
platforms, and, in all likelihood, as traders in their own right. Regarding a broader set of "large publishers," 
including the leading vertical publishers, social networks and smaller portals, there are likely to be a lot of changes 
in terms of how they manage O&O inventory. Direct sales organization will remain relevant for sponsorships and 
custom integrations, but sales of banners, IMUs, etc. are likely to become more automated, data-driven and 
audience-centric, whether that inventory is sold through forward/futures markets, co-selling arrangements with 
partners, or non-premium spot markets. In terms of incremental reach extension, larger publishers will likely find 
varying degrees of success via curatorial vertical network strategies and via data-driven media trading. 

Could agencies disintermediate ad networks or visa versa? 
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It seems that many traditional media agencies are deeply envious of the margin profiles of their ad network peers, 
and are intent on putting the ad networks out of business as a matter of principle. Whether or not they'll succeed is 
another matter entirely. Agency and network business models appear to be rapidly converging as the agencies 
build out private networks and adopt media trading, and as the networks gradually abdicate their role in inventory 
aggregation to the ad exchanges and yield optimization platforms. Agencies have the advantage of adjacency to 
the client, the client's data, and the client's budget, but it remains to be seen if they can successfully adapt to a 
technology-driven business model—although third parties like MediaMath and Invite Media should be helpful to 
them in doing so. When it comes to media trading, leading technology-oriented ad networks have significant first-
mover advantage—they've been dynamically pricing and optimizing ad inventory for years within their own private 
"markets". The ultimate winners and losers should be determined by who boasts the best performance on behalf of 
clients, but there appear to be a number of complicating factors at work. 

How do you define premium inventory? 

We define premium in the way that Yahoo! and other large publishers traditionally have, as inventory sold with 
specific guarantees as to placement, timeframe, volume, etc. It is unfortunately a confusing nomenclature, and 
Yahoo! now makes use of alternate terminology such as "guaranteed" and "Class I". The distinction between 
premium and non-premium can, however, be a bit fluid? Run-of-site behavioral targeting sold on the Wall Street 
Journal, premium or non-premium? Probably premium. Run-of-site demographic targeting across Fox Interactive 
Media properties? Probably non-premium. These fine distinctions are part of the reason we point to the emergence 
of a "secondary premium" inventory category encompassing co-selling arrangements, inventory sold through 
automated sales platforms and forward markets like Yahoo! APT, etc. In formulating our industry estimates, 
however, our general rule of thumb is that directly-sold inventory counts as premium, inventory sold by third parties 
as non-premium. 

In your report, you suggest companies like Vizu will aid in providing analytics and support for brand 
awareness campaigns and the long-rumored brand dollars. Do you think agency compensation structures 
have kept media budgets tilted toward traditional media too? Hence, the slowness in moving branding 
budgets online? 

We're not sure that compensation plans vary all that significantly between online and offline media. However, there 
is clearly a large opportunity cost for sales people when they focus on selling digital brand campaigns to their 
clients. Executing an online media campaign is far more complex, time consuming, and expensive for brand 
marketers and agencies than it is to execute a campaign in television, for instance. Publicis/Denuo recently 
completed a study and found that the cost of executing online campaigns (excluding creative development) 
represented approximately 15-20% of the media spend on average, compared to offline execution costs on the 
order of 2-3% of media spend. That is an astounding cost differential, if you think about it, and one of the major 
reasons that only 3-4% of brand dollars have migrated to the Internet to date (compared to ~15% for direct 
response). There are a number of other "pain points" within the online advertising ecosystem that are slowing the 
offline-to-online migration of brand dollars, including a lack of standards for comparing the efficacy of brand 
campaigns across online and offline media, too many proprietary formats in emerging media categories like video, 
sub-optimal inventory allocation decisions by publishers, inventory forecasting challenges that often lead to over or 
under delivery of campaign goals, etc. The good news is there are lots of companies that are trying to create 
solutions that alleviate these "pain points," and we remain optimistic that online will continue to take share from 
offline brand budgets.  

How will demand-side optimization affect pricing and performance of online media? 

We view any limitation on buyers' performing their own allocation decisions (and iterative refinements) as an 
economic externality in the online display ad market. While we don't think this argument has been generalized, 
externalities in auction-based sales processes tend to impose a tax on the seller. An unfair auction process 
provides bidders with an incentive to offer less than their best price. While we wouldn't qualify the display ad 
market as "unfair," buyers have had very limited ability to perform real-time inventory allocation decisions prior to 
the advent of now-emerging real-time-bidded ad exchanges. As transparency to buyers increases, prices in 
general should increase. As the options available to media buyers in terms of inventory allocation increase (e.g., 
agencies may direct impressions to the client account of their choosing, or re-vend the inventory in a spot 
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advertising exchange), prices should increase. So, we view demand-side optimization as a significant catalyst for 
both pricing and performance. 

Your coverage of the yield optimization companies such as Rubicon Project, AdMeld, Pubmatic, YieldBuild 
and Yieldex in your recent report was extensive. What initially drew you to the yield innovators? Are they 
the new ad networks and/or exchanges of the future? 

When we became aware of the yield optimization platforms in late 2007, we were initially skeptical. The Right 
Media Exchange had already been acquired by Yahoo!, DoubleClick (and its advertising exchange) had already 
been acquired by Google, and AdECN had already been acquired by Microsoft. Why would the world need yield 
optimizers if it already had dynamically-bidded ad exchanges (on their way to real-time-bidded models)? The 
dynamic default management approach typical of the yield optimizers should offer superior yield and efficiency 
versus static default management by human ad operations personnel in most (but not all) cases, but seems 
unlikely to outperform a liquid ad exchange.  

The problem of yield optimization is not trivial, in as much as it involves dynamically allocating inventory to optimize 
revenue derived from multiple buyers whose pricing varies over time and across variable inventory; complicating 
matters is that this optimization process is performed utilizing retrospective pricing data. By comparison, in an ad 
exchange, revenue for each individual advertising impression is maximized by an auction in which each bidder 
offers their best price (assuming no marketplace externalities). We believe that ad exchanges represent the likely 
endgame for non-premium display inventory aggregation over a several year time horizon; what we had not earlier 
appreciated was that publishers required a near-term solution for yield management given ad exchange liquidity 
constraints and marketplace inertia. Now that many of the yield optimization platforms have built substantive 
publisher footprints, they appear poised to migrate toward the ad exchange model—real-time APIs for ad network 
partners appear to be just the first step in that direction. 

If you had to pick one company in your recent report that is under the radar but has an exciting 
opportunity ahead, which one would it be and why? 

It's not in our report, but we think AdExchanger.com is terrific and has a bright future ahead of it. 

Good answer.  

If you'd like a copy of Bill and Robert's report, "The Opportunity In Non-Premium Display Advertising," email Bill at: 

- wmorrison at thinkequity dot com. 

May 20, 2009 – 7:00 am 
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Buying Platforms 
 

AdBuyer.com CEO Ogilvie Says Marketers Need Help In 
Audience, Price, and Messaging 

 Email This Post  

Tim Ogilvie is CEO of AdBuyer.com, an online media buying 
platform. 

AdExchanger.com: What is AdBuyer.com and how did it 
begin? 

TO: AdBuyer.com is a media buying and optimization platform 
for auction-based media. We provide a full suite of tools to 
help online marketers understand how their online advertising 
is performing and what they can do to improve it. We’re 
integrated with the major search engines and ad exchanges. 

We started in 2007 by providing an automated platform for 
SEM optimization. That includes centralized reporting, bid 
management and keyword recommendations. We saw display 
as the next big opportunity to deliver ROI, so we started 
porting our search algorithms to display about 12 months ago. 

Do you consider AdBuyer.com a services business or a 
technology business?  

We’re a technology business. We’re singularly focused on 
building a platform that delivers the highest ROI for 
advertisers. 

We provide account management and support that helps 
advertisers become self-sufficient when getting started, but that team is constantly challenged with identifying how 
we build technology to make our platform easier to use and more automated. 

How do you differentiate from other buying platforms and services such as those provided by MediaMath 
and Invite Media? 

1. We’re a holistic platform across both search and ad exchange buying. This allows for better attribution, 
smarter media allocation decisions, and creates a data asset that we help marketers exploit. 

2. We’re an automated platform, allowing us to service advertisers of all sizes. Like some of our competition, 
we provide the power tools to help larger advertisers exploit the ad exchange opportunity. But we’re also 
helping more typical search advertisers succeed: they can start with a credit card, customize pre-built 
creative templates, and get access to the same high-end analytics that deliver significant improvements in 
performance. 

What is your revenue model? 

We receive a percentage of the media spend. 
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Why should marketers combine search & display campaigns into one platform? 

There are three major benefits that marketers achieve: 

1. Attribution: We help marketers get a clear view into which placements are driving results across both 
search & display. This helps advertisers understand when a search conversion may have been helped by 
a display impression, and vice-versa. 

2. Improved ROI: As marketers increasingly think about their display and search spend as an investment, it 
becomes important to optimize the overall portfolio. It’s crazy to lose money in search marketing if there’s a 
highly profitable opportunity in display (or vice-versa), but we see this all the time because budgeting 
decisions are being made in silos. We help marketers understand their overall marketing portfolio and 
manage it profitably. 

3. Data opportunities: Many of the advertisers we work with have very powerful “data assets” in their existing 
search campaigns. This can be their own re-targeting data, information on what creative & landing pages 
work with various customer segments, etc. We help them understand and unlock these opportunities 
through the exchanges. 

Who do you see as your key competitors?  

On one hand, there are many competitors who provide similar services or substitutes across pieces of what we do, 
including SEM firms, ad exchange optimization firms, and ad networks. On the other, I’m not aware of anyone else 
who’s helping advertisers pull together search and ad exchange buying in a single platform. 

Given the size of the opportunity, we expect others will enter the market. We’re always excited to put our 
algorithms head-to-head against competitors and let the results speak for themselves. 

Given your IAC experience, what are some of the key takeaways that you're bringing to AdBuyer.com?  

I helped build two very large marketing platforms under the IAC umbrella. The first was for the IAC search toolbar 
business, a large display buyer that predated the ad exchanges. I then helped build Pronto.com from nothing to 
one of the largest comparison shopping engines in less than two years. Pronto is now among the top search 
buyers. 

My key takeaway from those experiences was to focus on actionable data. Successful online marketing is about 
building lots of 5% and 10% improvements into a commanding lead. Most marketers that we talk to are drowning in 
data, but can’t act on that data because they’re overwhelmed or the data lives in different silos. We’ve built a 
platform that puts all the data in one place, makes it easy to identify improvement opportunities and just as easy to 
act on them. 

Will exchange traders be able to buy AND sell media with your trading software? 

No. We’re focused exclusively on helping marketers take advantage of buying opportunities. 

What exchanges and networks is AdBuyer.com hooked up to today? Will it make sense to buy inventory 
direct from publishers and go around exchanges? 

We’re currently integrated with Google, Yahoo & MSN in search, and Right Media, OpenX, APT from Yahoo!, and 
AppNexus on the ad exchange side. Right Media is fully integrated into our platform, while the other partners are 
largely reserved for larger spenders. We’ve built an open platform that takes in new inventory providers easily, so 
we’ll add folks like DoubleClick and others in the near future as they ready their APIs. 

We don’t try to circumvent the exchanges by going directly to publishers. We think exchanges play an important 
role connecting buyers and sellers and that our buyers benefit from the auction-based pricing and centralized 
liquidity. 
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Do you think it's possible to optimize creative, behavioral/demo and contextual/semantic targeting data 
simultaneously today?   If not, how far are we from turning a dial to optimize interactive campaigns 
broadly and effectively? 

It’s definitely possible and our predictive models facilitate large chunks of this today. We’re beta-testing a product 
we call Audience Finder that gives advertisers a single dial they can use to cut through the sea of targeting options 
and zero in on their target audience through the exchanges. We assign an Audience Score to each impression and 
allow our advertisers to buy only impressions that meet a minimum threshold. This allows marketers to get the 
benefits of site, demographic, behavioral and contextual targeting and measure them through a single metric: the 
advertiser’s goals. We can then help put the right price on that impression. 

We’re not done. We think marketers need help in three areas: audience, price, and messaging. We’ve got great 
solutions for audience and price, and will continue to enhance those based on client feedback. We also expect to 
deliver significant improvements around creative optimization in late 2009. 

If you were a publisher right now, how would you consider leveraging advances in ad technology?  

There are currently too many sellers with too many impressions, which will continue to push down prices on 
“standard” inventory and reduce the historical premium for reach. As a publisher, I would look to create scarcity to 
differentiate my inventory. 

Every publisher will have a slightly different strategy on how to create scarcity, but it can be through data, through 
outstanding performance for advertisers, or a unified sales strategy. I think the ad exchanges offer great 
opportunities to use and accumulate data that will pay dividends for smart publishers and command a long-lasting 
premium. 

How do you think the agency and ad network models will be playing out? Will one disintermediate the 
other? 

I expect the distinctions between agencies and ad networks will continue to blur, but I don’t know that I can pick 
winners & losers. That said, I’m fairly confident there will be a major wave of consolidation as the winners and 
losers start to emerge. 

Follow AdBuyer.com (@adbuyer) and AdExchanger.com (@adexchanger) on Twitter. 

June 30, 2009 – 6:15 am 
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Adchemy CEO Nukala Says Marketers Need To De-Average 
For Better Return On Ad Spend 

 Email This Post  

Murthy Nukala is CEO of Adchemy, a demand-
side buying platform. 

AdExchanger.com: What is "de-averaging" as 
it relates to digital advertising and how does 
Adchemy "de-average"?  Would you say 
"addressable media" is an equivalent? 

MN: De-averaging summarizes a trend toward 
increasing the relevance of digital advertising. 
Today’s dominant online advertising model 
primarily relies on a one-size-fits-all approach to 
satisfy the need for scale. Consequently, 
advertising designed for the “average” audience 
member really is not that relevant to any particular 
audience member. De-averaging means 
recognizing that there are many small audience 
segments that all require different marketing 
experiences. We also call this "different marketing 
paths for different people."  It’s a move toward 
greater relevance. 

Adchemy technology gives marketers the 
capability to address micro-segments fully, 
improving relevance, conversion, and as a result, 
ROAS. It automatically micro-segments audiences, values them appropriately, and delivers relevant and consistent 
marketing to each—from banner and search ads and websites to merchandizing, pricing and promotions. As a 
result, marketers can massively scale their digital marketing campaigns while maximizing relevance, engagement 
and conversion. 

“Addressable media” isn’t the same as de-averaging. Addressable media allows marketers to make more highly 
targeted media buys. It’s a start, but it’s not sufficient. If marketers don’t show highly targeted ads and landing 
pages to those targeted media buys, then there isn’t any better relevance. 

Do you consider Adchemy a services or technology company? 

Adchemy is a technology company with two businesses. The Adchemy Audience Management Platform  is 
software-as-a-service technology. Adchemy Actions  leverages this technology and provides performance 
marketing services. 

What is Adchemy's target market, and how do you differentiate among the growing list of buying platform 
competitors? 

Adchemy’s target market includes the Fortune 1000, Internet 1000, and their agency partners. 
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Adchemy is the only company to offer a suite of integrated solutions in both search and display, and address 
functions across the entire marketing value chain—from media buy, to advertisement, to landing pages. We’re 
relentlessly focused on the relevance of every advertising touchpoint with consumers in digital channels.  Adchemy 
has placed heavy emphasis on solving the “single view of your audience” problem as a software solution for 
advertisers. This is similar to the “single view of your customer” problem Customer Relationship Management 
solves. By solving the audience problem centrally, Adchemy enables highly efficient real-time bidding, conversion 
through dynamic banner ads, attribution and workflow applications atop the core audience layer. 

There’s another major difference. Our solutions are operational platforms that continually update every marketing 
touchpoint in a marketer’s campaigns so that every consumer interaction with the advertiser is highly relevant—
and not just relevant, which is a huge win, but optimized as well, using patented machine-learning techniques. It 
moves away from analytic solutions that merely present data back to the marketer with limited impact on any 
actual advertising being delivered. 

As affirmation of this strategy, Accenture recently entered into a global channel agreement with Adchemy, and took 
a minority stake and seat on the company’s board. 

What's your view on cross-channel attribution? Is Adchemy able to provide clients with cross-channel 
attribution analytics?  Just digital? 

Cross-channel attribution must be addressed for advertisers to determine optimal online spend. Until now, online 
advertising has seen a number of point solution providers solve individual steps/channels in the conversion 
process. Adchemy’s Audience Management Platform enables marketers to comprehensively manage digital 
marketing from end-to-end in both the paid search and display channels. So we are able to provide marketers with 
a view into multi-session, cross-channel conversion paths. 

What is your view on ad exchanges? Do you think the ad exchange model has fulfilled its promise for 
online advertising? 

We love ad exchanges; they represent a fundamental and necessary sea change in how digital media is bought 
and sold. We have invested heavily in integrating with the major ad exchanges today and feel excited about the 
level of activity in this space. 

In fact, we believe all digital media should be sold through ad exchanges. We’re a far cry from that today, so, no, 
the ad exchange model hasn’t fulfilled its promise for online advertising, but we think it’s just a matter of time. 

Are you a behavioral targeting (BT) believer? Does it work? 

BT can work great for marketers. To make it really successful, they need to pay the right price for the BT signal, 
show the right ad experience, and send those targeted audiences to relevant landing pages. Basically, you need to 
take a de-averaged approach when buying BT. 

A hypothetical for you... If you ran a media buying agency today, which strategies would you put in place 
today to affect a successful tomorrow? 

I would get a seat on every major ad exchange, invest in software infrastructure to efficiently manage my ad buys, 
and buy all types of inventory and behaviors. 

I would pay a great deal of attention to employee skills and mix. Automation is accelerating, which means fewer 
people doing mundane tasks in media buying and a greater percentage of time focusing on higher value-added 
activities, such as strategic refinement of micro-segments to meet clients’ needs. I’d look to hire quantitative skill 
sets to round out existing creative and relationship skill sets, but in a focused way as some quantitative roles are 
being replaced by technology. 
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Will real-time bidding (RTB) be a game changer?  If so, any guess on a timetable? 

RTB is a natural extension to the ad exchange model. We think it’s an important step for the industry, and 
Adchemy welcomes it as a significant opportunity for full investment. 

It took a few years for ad exchanges to really catch on, so I wouldn’t be surprised if it takes a couple of years 
before we see a significant portion of the Web’s inventory on RTB. The speed at which RTB gains traction is going 
to depend on data density—the depth, reach and variety of data available—in a privacy-sensitive manner. We 
think doing this all in a privacy-sensitive manner is the only way any advertiser should move forward, and we have 
some useful solutions to do that. 

What will the consumer get out of all this innovation in advertising technology? 

In the end, this technology delivers relevance, which is really a joint win for consumers and advertisers. The 
consumer will get more relevant marketing experiences. Over a period of time, advertisers will get smarter about 
targeting consumer segments with appropriate messages at the right time and—almost as importantly—not 
showing certain segments inappropriate messages at the wrong time or in the wrong context. 

You may have heard Rishad Tobaccowalla speak at AdTech in San Francisco this year. He commented that there 
is nothing subtle or nuanced about online advertising—it’s in your face with big arrows flashing. The technology 
investments we’re talking about are going to allow advertisers to be nuanced in their advertising. By being relevant 
they’re going to achieve results, and there just won’t be the same need for some of the annoying advertising we 
are faced with today. This should create a cleaner, more relevant online experience for consumers in the long run. 

Follow Murthy Nukala (@mnukala) and AdExchanger.com (@adexchanger) on Twitter. 

December 3, 2009 – 7:04 am 
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New CPM Advisors Display Advertising Buying System – 
CPMatic – Is Now In Beta Says CEO Leathern 

 Email This Post  

Rob Leathern is CEO of CPM Advisors. 

AdExchanger.com: CPM Advisors... so I take it you 
believe the CPM is not dead? 

RL: CPM Advisors ("CPMa") typically works with 
advertisers who are optimizing to a CPA or CPC metric, 
but realize that they cannot get volume and scale unless 
they can tap into CPM advertising options. We are 
smart about how and where to find quality inventory at 
fair, market-driven prices. Today, that is driven largely 
(but not exclusively) by the exchanges and some of the 
aggregators.... we want to automate the process and 
systematize the knowledge. CPM Advisors - as a name 
- seemed to capture that ethos fairly well, though we are 
certainly not wed to the notion of CPMs in the long-run.   

The current online advertising system does all come 
back to a CPM and will for a while. A publisher or 
network has to assess any CPA or CPC deal and 
compare it to what they will realize on a CPM basis, and 
CPM is thus the "base currency" for selling space 
online. I do believe that the fractional-user-attention 
"impression-based" CPM as we know it should have 
been dead by now if true innovation had occurred in the 
online ad market over the last 5 years, but it isn't gone 
and won't be for quite a while: changing the way people 
do business always takes time. Audience- or attention-based metrics are still a ways off. 
 
How has your buying evolved in the last 12 months? What about the next 12? 

As we've built out our software and systems, at the same time running billions of impressions and millions of 
dollars of ad campaigns for clients, we have continued to become smarter and figure out more and more ways to 
automate the different parts of the media buying and optimization process. For CPMa, it's an exercise in continual 
learning and improvement as it should be. 

We will continue to build on our early success. For the next 12 months, there should also be several new 
exchanges that finally become commercially interesting. The more sources of good-quality inventory that become 
available with API interfaces the better for everyone, not just us. Display advertising is fragmented and inefficient. 
Since the learning curve to even the most basic display ad buying system is steep, via the economies that exist in 
multi-system integration CPMa will grow further as a buying option for advertisers and agencies. 

Are you using your own buying platform or using a third-party? Any observations regarding who will win 
the "buying platform" race and why? 

We have our own buying system, which is now in beta at http://www.cpmatic.com. CPMatic is a technology-based 
ad buying service with an interface. I think that there are/will be companies with multi-exchange buying ad servers, 
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for people who want to tweak dials and levers themselves, and this is a backend component of what we have as 
part of our service. We provide a front-end that allows the user to set up their campaigns, upload creatives, get 
reporting, retargeting or conversion tracking tags and so on - and that's helping solve a lot of the campaign 
initiation inefficiency that exists today. Then of course, very important for us and the advertiser are the smart bits 
on the back end: the technology to figure out where to set up ad campaigns and how, how to achieve consistency 
across channels and optimizing frequency and spend across those channels.  

Figuring out the differences between what can and can't be done in the various ad systems is not trivial, grabbing 
reporting, making changes, tracking budgets, propagating creatives and knowing how and when to do it. It's a 
difficult set of problems encompassing both integration and optimization. What I helped build at NexTag is quite 
relevant to my view on things: in creating an adserving, media management, analytics and creative management 
infrastructure, we were able to become a top 5 online advertiser by spend - automating as much of the display 
media buying and optimization process as possible to a point where the company could have statisticians looking 
at data to decide whether to run certain media buys. We got the optimization piece put together, but back then our 
'integration' with third parties was mostly scraping reporting data from publisher adservers so we could track costs 
accurately, and API opportunities for buying media in an automated way make the space much more exciting now 
and allow a company like a CPMa to exist.  

I'm not convinced it's a winner take all (or even most) market: the market is so big that there are going to be a 
number of players who can cater to differing marketer and agency needs, and whose techniques work and have 
application in different subject areas. I think the biggest race and one we all need to lend a hand in (and I applaud 
adexchanger's part in this) is to educate our clients and potential clients about how the marketing world is moving 
to a new kind of technology-driven accountability, and help move more dollars online. 

Is there any value in placement anymore or is it all about finding the right audience? 

There is absolutely value in the placement. Because placement is about more than a place on a page spatially, it's 
often also predictive about what the user is doing at the time that space is occupied by an advertisement, and what 
they're going to do next. Search in many ways is easier than display because there are fewer behavioral modalities 
involved, and much less variation in how/where the placement shows up to the user - in consequence response is 
easier to model and predict. So analyzing placement is hard but worthwhile, especially when you can combine it 
with a notion of who the viewer is and his/her interests at the time. Advertisers and agencies need as their partners 
the experts who can programmatically *apply* behavioral data from a variety of partners to a detailed knowledge of 
placements and user modalities. I count CPM Advisors among a small group of providers who are doing that and 
building the tools to do so.  

What's your view on ad exchanges?  Did your experience with Root Markets or Consorte Media help 
inform your opinions and strategies regarding the exchange model? 

I believe in making online media, in general, and display media, in particular, easier for advertisers to try, to target 
and to buy in volume. Ad exchanges frequently fall prey to false comparisons with financial markets. A lot of it 
centers around the false notion that impressions are commodities and can be "traded" interchangeably. It's just not 
so (and definitely not true when it comes to leads either...). But take a look at two leading "exchanges" - Right 
Media and Doubleclick AdX v.1.0 . The former is a venue where there are some buying exclusively, some selling 
exclusively, and some entities that buy and sell from one another. It's a matchmaking service and an adserving 
technology with a shared cookie space that I think has opened the eyes of a lot of people to the possibilities and 
the perils of multi-party buying/selling, and as such must be judged a success, even if it appears it is not (in its 
current form) going to be the definitive central place to buy or sell most media online. Doubleclick is more of a 
venue for buyers to quickly buy across a larger number of (mostly) direct-publisher sellers, where Doubleclick 
plays the middleman and absorbs payment risk, provides liquidity and anonymity in some cases.  

There are many other parallels between the Root Markets experience and ad exchanges - and funnily I spoke with 
some of the Right Media people on several occasions when I was at Root Markets. There are a lot of parallels 
between what we were trying to do in the lead generation space (unsuccessfully) to what Right Media has both 
succeeded and failed at in the broader online advertising market. We both wanted to create a marketplace for the 
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actual buyers and sellers of leads to meet, and disintermediate some of the middlemen, but realized that to get 
liquidity initially we would have to work with the aggregators (leads) or ad networks (display). In both cases there 
weren't always incentives for the sellers with their captive salesforces to regard the exchange as anything more 
than an outlet of last resort to sell their unsold inventory. I think Right Media may have had the same initial vision of 
disintermediating some networks who don't add value (of course there are many that do add value). 

Both RMX and Root made efforts to reach out to quality suppliers - we drove leads ourselves by buying media and 
did deals with pubs like the New York Times; Right Media created their own ad network and also started 
encouraging standalone advertisers, agencies and others to use their exchange, and some networks started using 
it as their sole platform and source of supply.  

And of course the same issues come up in these environments regarding quality (that pesky commodity point 
again), transparency, channel conflict, and so on. But they can all be overcome with enough effort and investment. 
 
How do you make the case for brand marketers to use ad exchanges?  Or, do you? 

There is a lot of value for brand marketers here, although being able to reliably predict volume is still a concern - 
but this is improving all the time as well. You need to work with a specialist like CPM Advisors who knows where 
the good quality and the bad quality publishers and networks are. The shared cookie spaces and increased data 
available mean that things like cross-platform frequency management are possible, something novel that brands 
should be thinking about as they strive for the right balance of reach and frequency within their target audience. At 
any rate, I would make the case to pretty much all brand marketers not to try to do it themselves. And even for 
most agencies representing brand marketers, it is still too hard to do efficiently themselves. Where financial 
analogies make more sense - you wouldn't advise a retail investor to go to the NYSE to buy 100 shares of 
Microsoft; brokerages and others have grown up in this market as on-ramps to help the end-user get buy they 
need, whether that is an individual stock or a mutual fund - so firms like ours can help be the on-ramp for agencies 
and advertisers to these new markets.  

A recent CPM Advisors blog post said, "There is so much 'untargeted' display inventory out there, much of 
it of dubious value, growing at a fast rate. The costs to trying out all this inventory, however, is going to be 
very high for advertisers or ad networks looking to benchmark it."  Will real-time bidding and the ability to 
bid on single impressions mapped against advertiser data unlock display and overcome the "untargeted" 
issue? 

My point here was commenting on someone's idea that as inventory expands, the price goes down and 
approaches zero which I don't think makes sense because impressions are not a commodity and are often of 
unknown value (so inventory spots with known characteristics are more valuable). Real-time bidding is still a cool 
idea whose specific implementation details and value is uncertain. It certainly doesn't make sense to bid on every 
single impression given latency, overhead and cost, but for highly desirable users there needs to be some kind of 
bidding/auction mechanism in place. In whatever way real-time bidding makes sense and can help advertisers, we 
will be doing it. But it's not the panacea to make display magically work for everyone. 

Do you feel you have effective attribution models that can leverage the scale of display to drive 
conversions through search? What more can be done here? 

CPMa's goal is to get every online marketer who is buying search to at least do some display advertising in the 
form of retargeting. We've created a quick self-service way for them to do it with a credit card at http://cpmatic.com 
that allows them to create their pixels, set up their campaign and everything without having to talk to a salesperson 
or fax an IO - the ROI is fantastic as you know, but volume can be low so reducing overhead is key. Attribution is 
an extremely complex issue, and it will remain contentious for some time to come. There is little doubt that display 
and search work together to create value for marketers, sometimes leading to unfair lower ROI for display media at 
the cost of search. But impression-based conversion is also fraught - witness past tactics by certain companies to 
buy lots of untargeted super-cheap display units to get view-conversion credit for large-scale campaigns. Once you 
add retargeting into the mix... it gets even more confusing since you could potentially have multiple display 
partners claiming success, but the case for search + display retargeting is an easy one for us to make.  
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How do you see the ad network model evolving? 

One scenario is a bifurcation probably - a smaller number of very big, either technology-driven or sales-driven 
networks... the smaller sales-driven ones falling away and then a large number of targeted, focused specialized 
networks (either vertically or some other targeted orientation). Technology and lower serving costs means more 
people can get into the ad network business. Whether they should, remains to be seen. In some ways, more 
networks could mean more friction, but it could also mean more people able to service unique advertiser needs 
and the agency and ad network models start to blur. There's some balance or equilibrium in there.  

In your opinion, what do media agencies need to do to prepare for the increasingly automated media 
buying environment? 

Hire developers and math PhDs and invest in technology in addition to what they are doing now, or focus on their 
relationships, the creative and the cross-media aspects of the puzzle and work with companies like ours who are 
building the platforms and technology components. But I honestly don't think anyone has the answer yet as to how 
to properly resource the online ad business yet and what business models are going to make sense long-term, so 
we would like to talk to everyone from agencies, networks, data providers to publishers about how to create real 
long-term value for advertisers. I'd rather talk about how we move many more dollars from less accountable media 
to the more accountable media world we live in, than grabbing with others for the relatively small share that is 
already here. 

You can follow Rob Leathern (@robleathern), CPM Advisors (@cpmadvisors) and AdExchanger.com 

(@adexchanger) on Twitter. 
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DataXu Bringing Sophisticated Buying Strategies With 
Real-Time Bidding Says CEO Baker 

 Email This Post  

Mike Baker is CEO of DataXu, a demand-side, media buying platform. 

Tell us about your new agreement with Havas. What does this mean for DataXu? And, even advertising as 
a whole? 

We have enjoyed a fruitful collaboration with Havas.  Their 
marketplace insights have helped us apply our technology to 
make the process of buying and optimizing online display 
advertising more efficient.  I think the relationship is also a sign 
that ad agencies are starting to embrace leading technology to 
"game change".  As digital media consumption becomes 
pervasive, media leaders are realizing that they need to actively 
re-tool their assets and competencies to compete successfully. 

How did DataXu begin? 

DataXu was founded to commercialize a new data-driven decision 
language created by several of my co-founders at MIT in support 
of NASA Mars Mission Planning.  The decision system 
automatically designed 1162 viable Mars Missions by sorting 
through billions of different combinations of vehicles, crew plans, 
orbital trajectories, and technology choices. The DataXu team 
transported from Mars to Madison Avenue after confirming that 
the technology could solve a similar data-centric problem for 
advertisers: making real-time decisions about ad placements 
leveraging vast amounts of data. 

What are some of the challenges you see in the advertising 
space today that has created an opportunity for DataXu? 

Display advertising online has yet to deliver on its promise. Even 
while the industry grows, many advertisers aren’t really getting the 
ROI they seek.  Publishers are bemoaning low eCPMs and low 
sell-through rates. Both sides are recognizing that the transaction costs in the buying and selling of media are 
higher than they should be.  Wasn’t it ThinkEquity that noted that as much as 28% of the spend on premium 
advertising is pure transaction cost whereas it’s something like 2% for a mature medium like TV? 

Bigger picture, agencies are striving to create greater value for their clients by more expertly gathering and 
leveraging data to optimize ad spend.  If they can create more value, then they will better attract and retain clients 
and also build more profitable businesses. 

So, what would you say is the top line for DataXu? 

The top line is that the buyers of interactive advertising have really never had control over their data, algorithms, 
ROI and yield.  That’s because the ad inventory supply chain has been closed.  But the opening of real time 
bidding API’s creates new opportunities for them.  DataXu’s objective is to provide the right technology platform for 
the buyer to implement more sophisticated, automated strategies leveraging RTB.  And this is good news for 
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media companies and other sellers of ad spots: if we can empower buyers to obtain a better ROI and yield 
management capability than is possible in other ad media, we’ll all enjoy a significant increase in spending on 
display.  There are a lot of brands that still don’t allocate much budget to online display. 

Who do you consider being in your competitive set and how do you differentiate? 

We’re focused exclusively on providing buy-side technology for real-time bidding, and we have yet to see direct 
competitors.  Many ad networks have somewhat limited tools for buyers so there is a little overlap with them, but 
their focus is equally weighted on media sellers and creating a marketplace; so I believe they are good partners for 
us.  And while many marketing services firms focus exclusively on buyers’ needs, they tend to have more limited 
technology capabilities, so there are partner opportunities there as well. 

Let’s talk about how agencies can work with DataXu. How does it work? 

Large agencies that are launching their own “media trading” operation can license our technology, which we host 
as a service, and we will integrate it into their existing infrastructure as mutually agreed.  This has the benefit of 
leveraging existing system investments, which might include ad serving, analytics or data warehousing.  Smaller 
agencies, or players new to the exchange space, can purchase our technology as a turn-key service that includes 
everything you need to execute out of the box.  The benefit here is that you can get learning and experience with 
exchanges and RTB, and if you think it’s strategic you can transition to a platform relationship. 

How is this different from what Appnexus is doing – aren’t they built from the ground up with RTB 
capabilities like DataXu? 

We see Appnexus as an important inventory supply partner. (They’ve done a great job pioneering the technology 
required to make an RTB marketplace work.)  DataXu is a demand side platform designed to optimize for ad 
buyers.  So we connect our system to multiple marketplaces, including Google, Yahoo, Appnexus and others as 
our buyers suggest or require. 

So how where does DataXu get its data? 

The data is not our data, but rather our customers’ data.  And it comes principally from their past and ongoing ad 
campaigns.  But we also ingest multiple other types of data, including search, email and site data.  This is why our 
name is DataXu!  Our core intellectual property and value add is the ability to make better targeting and valuation 
decisions about the data – and to do that in real time. 

How is DataXu’s decision technology different from an ad network’s? 

What you usually see from companies such as ad networks is that the decisioning is not done in real-time, but 
rather pre-cooked in a linear, batch-mode optimization. And, that’s a fine way to match ads, if you have a lot of 
time, the decisions are simple, and the related data is not dynamic. What we’ve found is that Internet data is 
increasingly dynamic, such that even something optimized six hours ago that’s loaded into production for ad 
matching  will serve out differently now from how you intended. One bucket will be empty and one will be 
overflowing, because the page volume now compared to the past has a different composition, for example.  And 
the decision-making gets super complex in RTB because you need to accurately assign differential values to each 
ad within 100 milliseconds! 

What we’re talking about is the real-time web. The best way to understand DataXu is that we are for online 
advertising what Twitter is for communications — we are both building systems for the real-time web and start from 
the assumption that to keep up with the dynamism of the traffic requires a fundamentally different system. 

In that DataXu is a data-intensive company, what’s your opinion - is there a shelf-life for data? 
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Totally.  I think best practices will emerge that have the industry retaining data for shorter and shorter periods of 
time. It’s best practice from a consumer perspective, and also from a provider perspective, because the value of 
the data declines over time and the grows as data accumulates. 

In fact, in the early days of behavioral targeting, like when I was at Engage in 1999, the “going in” thought was that 
we’d collect data for years and there’d be all these wonderful patterns with a giant data warehouse. Some brands 
are eager to skip the hardware costs and rely on vendors who can efficiently “use and lose” the data to produce 
good benefit at lower cost. 

What’s DataXu’s target market right now? 

We have two segments right now.  One is large brands and their agencies.  The other is a direct response 
marketer who is interested in achieving the lowest cost per acquistion. 

Is it expensive to work with you guys? 

We’re currently not running anything below $50,000 as part of an upfront, initial commitment, and most of our initial 
campaigns are larger. 

Is there an opportunity for the Long Tail with real-time bidding? 

Yes. Absolutely. The small marketers embraced search engine marketing because it was very cost efficient and 
easy to buy on a performance basis.  I think RTB will deliver very good efficiency but that it will take a little bit of 
time to make it as easy to buy as search. 

How does DataXu benefit publishers? 

It benefits publishers in a couple of ways - and, it’s worth noting that my last job was running a premium publishing 
network at Nokia.  The biggest benefit to publishers is if we can get more brands spending on display. Some of the 
largest eCommerce brands in the world essentially spend nothing on display today.  Providing those brands with 
an effective way to drive sales through display advertising is a multi-billion dollar opportunity. With that money in 
the space, sell-through goes up, eCPMs go up for publishers, and I think we can all agree this is a good thing. 

Also, publishers have realized that they need a waterfall sales strategy, where the direct salesforce is going to 
attain the highest average eCPMs, but it’s the highest cost of goods sold.  A network may be a secondary channel. 
The question for the publisher will be where does real-time bidding fit in, where in the waterfall?  The answer is that 
real-time bidding can monetize unsold inventory without creating channel conflict and also do it  with a very low 
cost of selling. 

If there’s one thing well-known about DataXu is all the MIT scientists that are involved. Does this mean that 
you don’t need to know anything about media to provide a useful tool/system for the advertising industry? 

Some of the biggest breakthroughs in industry and science are made by “outsiders.” DataXu has a team of 
aerospace engineers with backgrounds in real-time control systems, and we are applying some of the techniques 
learned from flying rockets—and course correcting them—so they’ll reach their intended targets [laughs], which is 
not that dissimilar from helping an ad campaign meet its goals. 

Discovering fresh and new ways of solving problems is a great way to innovate.  Having said that,  my background 
is interactive advertising. Many members of the team here go back to Engage Technologies with me, where we 
built the first profile serving technologies. 

How do you address creative in your optimization process? 
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In the DataXu system, we look at three data domains: context, consumer, creative.  We’re looking at parameters 
within each domain, such as for context for the site, the content of the page, the location on the page, time/day of 
week.  Consumer parameters would include where they came from in their web browsing, recent behavioral 
interests and maybe search terms or other information that describes the consumer.  And for creative we’re talking 
about parameters such as each creative’s concept, media format and other design elements. So, we’re 
incorporating and looking across all of these data dimensions to find combinations of data that are most successful 
for driving actions on the web.  So, fully integrating creative data is key to our optimization. 

What are some of the key learnings that you’re bringing to DataXu from Engage, Enpocket and Nokia? 

I've learned two really important things: first, to succeed commercially young companies need to be very focused 
on providing a significant customer benefit; and second to succeed as investments that create value for 
shareholders, they need to have a scalable technology that can support profitable growth and obviate the need for 
armies of people manually supporting the business. It’s no secret that there are a lot of hamster wheels running in 
the interactive advertising business.  A core investment thesis of DataXu is that the most successful media buyers 
of the future will need scalable, automated technology to transform their businesses. 

How important is interoperability between exchanges to you? 

Actually, a primary benefit of our system is providing interoperability among the exchanges. From a buyer’s 
perspective, the question is how do I manage one budget, one set of campaign objectives, and one set of brand-
oriented profiles across multiple supply pools? We provide single source, integrated access to streamline 
campaign management. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

September 17, 2009 – 7:30 am 
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Invite Media’s Turner Discusses New Self-Service ‘Bid 
Manager’ for Display 

 Email This Post  

Nathaniel Turner is Co-Founder, President & COO of Invite 
Media. 

AdExchanger.com: What is Invite Media and how did it 
begin? 

NT: Invite has built what we call a "universal buying platform," Bid Manager. In one sentence, Bid Manager allows 
an agency, ad network or media buyer to automatically buy and manage display media across multiple ad 
exchanges through one interface. We've integrated with all the usual suspects, including Yahoo / Right Media, 
Google / DoubleClick, and real-time ad exchanges such as AppNexus (and more coming). I can't get into a lot of 
the secret sauce of what we do or how some of our customers use the platform, but we feel that Bid Manager is 
really pushing the envelope with how display will be traded. 

Invite got its start after one of my co-founders and I worked at VideoEgg for a summer, which gave us a crash-
course in digital advertising (albeit video in that circumstance). Long story short, like typical college students we 
thought of an idea or two that wasn't protectable passed 6 months, and then constantly morphed the idea into what 
it is today. Honestly though, we can't take much credit for the idea transformation, as we surrounded ourselves 
with some tremendous investors and advisors who believed in us and gave us a ton of their time and feedback. 
Without them we'd probably be pitching small local businesses on online video ads right now. 

How is the beta progressing? Projected launch data? Any performance metrics you can share? 

We are extremely happy with the progress of the beta. We have seen tremendous interest and traction for the 
platform, and are up and running with well over a dozen clients (with many more in the queue). The pace at which 
this industry moves is mind-boggling. To be honest, our biggest concern two years ago was how quickly the 
market would evolve to adopt technologies like ours; now, I would say that is the least of our concerns, probably 
thanks to the economy. In terms of performance metrics, we aren't disclosing any specific numbers, but I will say 
that we are very satisfied with the progress thus far.  

Do you consider Invite Media a services business or a technology business?  

We are a technology business. We are not an ad network and we are not a services-only company. We are 
building and providing a technology platform upon which agencies, ad networks and media buyers can build and 
manage their business. We, of course, provide complimentary services to assist our clients, but that is only to 
enable our technology. I think that is a key differentiator for Invite. We learned early on from our advisors that many 
digital advertising companies bill themselves as tech companies in the beginning, and then 2 years later after 
taking the "easy" money from advertisers and providing services, they realize "oh crap, we forgot to build tech." 
You also can't just one day make the switch to be a tech company, as your company's DNA is decided pretty early 
on. This has been a huge point for us, and we made the clear decision early on to stay the course as a tech 
company. I think our clients respect that about us, as trust comes from knowing that our tech platform is 100% 
transparent and open. We want to give them the keys to drive. 

Will IM provide self-service and full-service offerings? 

Our platform, Bid Manager, is entirely self-service. As I mentioned previously, we have assembled an internal 
team, located at our new office in NYC (and often times out of our client's offices), that assists our clients in using 
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our platform. We realize that the display industry has a long way to go in terms of maturity, and most of our clients 
are still scaling up and learning the space, so we can't expect all of them to already have teams in place that are 
ready to start buying and managing display campaigns internally. 

You're like.. 23 (?).. what the hell do you know about media buying? 

Ha! I hope a lot, but we're always learning. One thing I will say is that we've always said internally that age can be 
an advantage if you use it correctly (all of the founders are either 22 or 23), and I think with media buying it's no 
different. There's always a point where experience matters, but being able to approach a market with a fresh 
perspective without bias or preconceived notions on how things work can be extremely valuable. I can't tell you 
how many people I've run into (and continue to run into) who are resistant to change because they have "10+ 
years experience in media buying." In order to learn the fundamentals early on, we really just stumbled around and 
did our homework for a couple of years while our parents were still paying our rent and food bills during college. 
Having that luxury and very few life obstacles really freed us to learn the space. More specifically, we really just 
threw ourselves into the fire and managed media plans for clients, which exposed us first-hand to the moving parts 
of campaigns, how to make things work, what the metrics are, and my favorite, the absolutely mind-boggling 
vocabulary of terminology you need to know. 

Can the agency model survive given the rapid transformation toward digital media trading? What are key 
steps in your mind that agencies must make to be successful in this new, trading environment? 

This is a conversation I seem to now be having every day now, which means it's on a lot of people's minds. I think 
that both agencies and ad networks are going to go through some major transformations in the next few years. I 
personally see agencies having to adopt new technologies in order to build expertise and process around smart 
media trading. They can't continue to outsource and give up that knowledge-building process to ad networks. I also 
see ad networks losing the protectability of "owning" and managing a large scale publisher base, which in order to 
survive will start building expertise around client service and catering to advertisers, as well as furthering campaign 
performance. For the ad network, this also may mean a shift to being more transparent with the agency or 
advertiser. And of course, both will start (or continue) to take advantage of user-level data, which may or not be 
proprietary to the agency or ad network in some situations. In other words, I see the line that is currently separating 
agencies and ad networks starting to blur.  

Do I think that every agency and every ad network will die in the next two years if they don't evolve? No. I think 
they're all in for change, but change isn't an overnight thing. However, before we know it, some ad networks will all 
of a sudden start looking more and more like agencies, and vice versa. When that happens, agencies will find 
themselves pitching an advertiser against some of the faster-evolving ad networks, and who do you think the 
performance-minded advertiser is going to pick? My hunch will be the one that can deliver better results, which in a 
measurable world will be the one with better understanding of media trading and use of technology, among other 
things. That's a key point. Sure, agencies provide many services that go beyond media buying (which there will 
always be a place for), the largest of which may in fact be "client services," but a handful of ad networks could be 
successful at following. Even if advertisers still (and maybe always) look to certain agencies for creative work and 
"brand story telling," agencies have to begin building expertise around smarter media buying now that the playing 
field is becoming flatter. I've heard numerous conversations where either (a) a major agency has asserted that they 
plan on spending zero money with ad networks in a few years, or (b) an ad network is scared that the value-add 
they thought they had with agencies is being eroded, and that they need to evolve. We're talking billions of dollars 
at stake here.  

In terms of key steps, I think agencies need to start thinking "DEM" in addition to "SEM," which will entail applying 
the same expertise and measurability they have with search to display. In my mind, this first involves finding the 
right people to champion and lead the movement internally, which will probably be individuals who understand 
performance and measurability (which can't be said about everyone at a traditional agency). Maybe that person 
used to lead or work at an ad network or comes from a performance and measurability driven world, such as 
search. Second, agencies have to think strongly about the technology they use and the data they have. They have 
to grab the reins. 
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Who do you see as your key competitors? 

Honestly, we're still trying to figure that one out. There are a lot of people who share the vision and the story, but 
very few that I know of that are taking our approach (and most importantly, have anything to show for it). There are 
also plenty of companies who provide the "function" at a pure client-services level, and will most certainly move in 
our direction in the future, but aren't offering the same thing in our client's eyes. All of these guys, however, are 
really educating the industry and are getting things moving in the right direction. Instead of pointing out specific 
competitors and where they stand in relation to us, I'll just list a few names that tend to come up in our 
conversations: MediaMath, DataXu, Turn, and Collective Media. 

Will exchange traders be able to buy AND sell media with your trading software? 

Yes. Clients can choose to "re-sell" any single impression to other bidders who operate on either our system or 
other third-party systems. 

There is a lot of talk about better analytics and attribution capabilities for online advertising. Are you 
satisfied with ROI metrics that you're tracking? What needs to be changed? 
 
I think the industry has a long way to go in terms of ROI metrics. So many parts of display aren't measurable the 
way advertisers and agencies would like them to be. Many traditional ad networks have been feasting on this lack 
of measurability for years, and will probably continue to do so for years to come. The inefficiency in the market due 
to this lack of complete knowledge is pretty astonishing. Attribution on things such as a post-view conversions, 
impact of display campaigns beyond direct response, and the cross-pollination affects on other online efforts driven 
by display are all parts of the industry that need maturity on how they're being tracked, measured, and attributed. 

How does the online ad exchange model shift to a premium AND remnant inventory model from remnant-
only? 

It's a good question. I think companies like AppNexus (with their AdNexus exchange) will really be at the forefront 
of this model shift, and are making a ton of progress. New technologies like these will be required that successfully 
"work" with existing publisher ad servers (ex. DFP) and get the publisher comfortable with having all of their 
inventory (i.e., not just un-sold / remnant) available for auction. What this means is that the publisher needs to 
believe that if someone is willing to pay more than one of their internal campaigns for a premium impression, that 
it's worth it across the board. Not every premium publisher cares solely about that one dollar they get for 1,000 
impressions like they do for unsold. They also care about things such as the signals they put out for the other 
100mm impressions that they sell internally each month. Again, I believe that the reason we really haven't seen 
this to date has been because the publishers just aren't comfortable. A unified platform has to support concepts 
such as allowing the publisher to selectively approve or reject individual creative's and advertisers (i.e., competitive 
exclusions), to allow their inventory to be visible as part of a broader "bucket" of inventory with a site list and not be 
100% transparent on every impression, etc…  

How will Invite Media evolve in the next 12-18 months? 
 
Come back and ask me that in 12-18 months 
 
Follow Nat Turner @natsturner, Invite Media @invitemedia and AdExchanger.com (@adexchanger.com) on 
Twitter. 

April 20, 2009 – 7:51 am 
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MediaMath Riding Wave of ROI Accountability Says CEO 
Zawadzki 

 Email This Post  

Joe Zawadzki is CEO of MediaMath, a media trading solutions provider. 
 
AdExchanger.com: When "last we left" MediaMath, the New York 
Times had just featured you. What's been happening over the past 9 
months? Any updates you can share about traction, product line, 
etc.? 

JZ: We've been fortunate to continue our two-year consistent growth 
trajectory, despite the broader economic challenges in the market. In fact, 
the greater focus on ROI accountability in today's market has actually accelerated the adoption of our platform (a 
trend we didn't call when we started the company). As a profitable firm, we've been able to "lean in" to this 
opportunity while others have pulled back, building out an already great team of smart, passionate, and nice folks 
(a rare combination, imho!). 

In Q1 of this year we released our SaaS media trading platform that allows our agency clients to opt for either the 
turnkey results of our managed service offering, or a self-service and whitelabelled offering giving them the tools, 
technology, and training to do media trading in-house, informed by the MediaMath lessons learned from the 
monthly execution of millions of dollars in spend and billions of impressions bought. 

It's been really fun, although it takes until Sunday morning for the kids to warm up to dad again. 

Any insights you can share in online display advertising such as overall eCPMs, CTRs, category trends, 
etc.? 

We're excited to see more publishers embracing "biddable media" (we don't view the spot market as remnant!). 
While the tier one / direct-sold market was booming, senior management at publishers were rather rationally 
focusing on their "premium" sales efforts. Over the past couple of quarters we're seeing more and more high-
quality inventory coming onto exchanges, as publishers focus on making more from their unsold-in-the-futures-
market supply than they have been able to traditionally command. 

We're focusing on making sure publishers don't regret it by bringing high-quality, Fortune 500 advertisers into the 
spot market. A healthy spot market  paying fair value on an eCPM basis for good audiences on good publishers, 
benefits the entire ecosystem and encourages more supply and demand to enter the system. 

Is Media Math a services business or a technology business? 

Proudly both. This market is a ridiculously dynamic one: over a dozen exchange entities ranging in sophistication 
from impression-level bidding to fairly manual UI processes, all focused on growing supply; third-party data 
sources that are transforming media properties into information marketplaces and blurring the line between media 
and audience; agencies, media companies, networks, publishers, and advertisers all trying to figure out their place 
in this new ecosystem. 

To innovate in this market requires having both the right tools and the expert practitioners that know how to design 
and use them. To us that meant building a platform that could integrate with all exchanges, provide turnkey 
campaign setup for our clients, deliver best-in-class optimization, and provide campaign reporting and insights. But 
when we started two years ago, there were no practitioners around to use and refine that platform. So we did it 
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ourselves. It's hard to imagine building a media trading platform without actually getting our hands dirty using all 
the existing exchanges, ad serving technologies, and analytics platforms on behalf of real life client goals and 
constraints. 

For the past two years, our managed service team has been responsible for delivering results, over hundreds of 
campaigns and tens of millions in media spend. That makes our solution "real world" and cuts through the vapour 
out there. In parallel, our SaaS development team distills this learning into the shared technology that enables both 
our internal traders and our agency clients to succeed. 

It turns out the dual service-and-technology model fits well with the two types of agency needs we see. Some are 
looking for us to solve this problem, now, i.e., generate immediate client returns, provide insights and visibility, and 
work within my existing business model. Others are asking to "provide me a platform" that will allow me to build out 
an internal media trading discipline  they are looking for a technology solution. In many cases, we see agencies 
starting out as the former and migrating to the latter. 

You call yourselves 'digital trading experts'. Can you give us an example of what a typical MediaMath 
engagement might be like? 

Well, the definition of typical is changing. Twelve months ago, we were working "bottom up"  focused on proving 
the performance across brand and direct response with hard and soft objectives, insights, and power of 
MediaMath's technology atop biddable display through a high profile advertiser or two within our agency's client 
roster, and then scaling horizontally within the agency. 

Of late, we've become more "top down" -- prospective agencies know we can produce results and the discussion is 
more about "how do I structure this within the agency or holding company to roll-out aggressively across my 
enterprise?" 

Frankly, we've learned a lot from our agency partners as well! We've seen a tremendous amount of smart thinking 
and entrepreneurialism from our clients, and the product set has grown to meet their evolving needs. 

Can the agency model survive given the rapid transformation toward digital media trading? What are key 
steps in your mind that agencies must make to be successful in this new, trading environment? 

Absolutely and without question. Rumors of the agency demise have been greatly exaggerated: the agency model 
is on the brink of resurgence. 

Marketing is becoming more complicated, not less. Digital is becoming a bigger percentage of the total, not 
smaller. Channels are integrating, not growing more siloed. The consumer is getting smarter, not dumber. Metrics 
are getting deeper, not shallower. 

Marketers can't quarterback a coherent program spanning all of this complexity on their own. An agency - the 
transformed, modern agency, well-versed in technology and analytics - is needed to orchestrate this dynamic 
landscape, pulling together the best tools and the best practices to achieve success for their clients, under 
incentive models making them partners in that success. 

As to how to succeed? Find a trusted partner to provide the technical and quantitative DNA, who understands and 
believes in the agency model and can "get the flywheel spinning". It gets easier with some success. Perhaps 
obviously, we think agencies are better served by working with a best-in-class and extensible solution instead of 
trying to assemble a hodgepodge of tools and providers. 

Will Media Math ever trade its own book? 

I'm not totally sure what this means. We happily bear performance and payment risk for our partners, because 
we're confident in what we do, as well as supporting those who prefer to handle both themselves. Our singular 
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focus is delivering superior results for our agency clients, whether through our SaaS solution or our managed 
service. 

Does Media Math help facilitate the selling of display advertising media back to the exchange? Or is it just 
facilitating media buying at this point? 

We are buyers only. We think selling media creates a conflict of interest that would put us at odds with our clients. 
The question of: should this impression get sold to our client at $1.00 CPM when it clearly performs for them, or 
should we sell it to the exchange at $1.20 CPM so we can profit, creates divided loyalties. We don't want to deal 
with that, and thus, we only buy. This said, more and higher quality demand in an auction model helps media 
suppliers, so we view the relationship as "symbiotic". Analytics creates value  the game is not zero sum. 

Of the ad networks and exchanges out there today, who's getting it right? 
 
That's a tricky question. Everyone seems to have standardized on the right vision at this point: real-time 
impression-level bidding, prices driven by fair market supply & demand, easy access to third-party data sources, 
open access to APIs and support for "bring-your-own-algorithm," preference to overlap versus underlap when 
resolving sales conflict, integration of premium and remnant, guaranteed and spot. Where people are on that 
roadmap, of course, varies. Some have chosen to emphasize certain parts of that vision over others, but most 
agree on the horizon and acknowledge, and the need to get there sooner rather than later. 

What's Mathtag.com? 

It's our proprietary pixel-serving technology that allows us to normalize information across supply sources, append 
third-party data, manage attribution and metrics, and build bid models based on our clients end-advertiser goals. 
Agencies tend to have standardized on DART or Atlas, and we focus on streamlining their workflow, not disrupting 
it. 

 
Is there room for brand advertising with performance display advertising, or is PDA strictly about direct 
response? 

Definitely both. Exchanges are about providing sources of biddable media where prices are driven by supply and 
demand, and where data, media, and audiences can be bought and sold programatically and algorithmically. 
Whether the goal is brand impact, engagement, direct response, etc., doesn't matter -- all types of goals can be, 
and are, supported. Considering exchanges "remnant" or "direct response" is hugely limiting. 

Put another way, all marketing should be "performance based"  just with a broad definition of the goals that include 
brand (that traditionally are viewed as unmeasurable) and direct response metrics. Yes, even brand marketers 
have goals, whether they be cost-per-audience member reached, brand awareness, net promoter score, or what 
have you  and the tools exist to measure these. Simply replace "CPA" with these goals, and the entire power of 
this medium  cost-efficiency, targeting & optimization, transparency, scalability, etc. are all brought to bear on 
brand marketing. This really needs a whitepaper or a book to answer well. Short answer: yes. 

There is a lot of talk about better analytics and attribution capabilities for online advertising. Are you 
satisfied with ROI metrics that you're tracking? What needs to be changed? 

MediaMath's systems support a whole range of upper funnel brand metrics and post-transaction "downstream" 
metrics. Our technology lets us develop real-time bid models against billions of impressions per day against all of 
these metrics today, while continuing to aggressively support more traditional online metrics like CPM-against-
target, CPC, CPA (thank you page). 

As the company's name suggests, we're metrics pioneers but we look to avoid the proverbial arrows by tempering 
zeal with an acknowledgement of market readiness for metrics broader than reach and deeper than CPA. Our goal 
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is to make available the tools for agencies to help their clients clearly define, report on, and action against more 
sophisticated measures of return, with systems built to handle them, without requiring the adoption of same. 

How does the online ad exchange model shift to a premium AND remnant inventory model? 

Power buyers - like a MediaMath - move upmarket to create a "premium spot" market with deep, quality supply 
relationships, pricing above remnant, explicit avoidance of channel conflict, and quality advertisers. 

The beauty of the free marketplace is that the cream rises to the top. We firmly believe that top publishers who 
have distinctive content, valuable audiences, and aggressively innovate can garner higher prices for their inventory 
in a premium spot market than the blended economics of direct sales. 

How will Media Math evolve in the next 12-18 months? 

Take advantage of our two-year lead in this market. Go from being a successful first-mover in media trading with a 
stellar client roster to the industry standard solution for top-tier agencies. Despite the allure of profitability and a 
track record of successful organic growth, we've elected to bring in a financial backer to provide the substantial 
capital base and expertise to help us extend our lead rather than just maintain it. 

We hope the adexchanger audience helps us succeed! We strongly believe that 
a healthy ecosystem helps our partners on both the buy side and sell side win. We're very excited about being 
participants in the new world that the adexchanger is chronicling and increasingly helping to define. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

April 27, 2009 – 8:06 am 
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Permuto Bringing All-Inclusive Ad Platform Says CEO 
Shamim 

 Email This Post  

Shaukat Shamim is CEO & Co-Founder of Permuto. 

AdExchanger.com: Where did the idea for Permuto come from? And how about the name - what's the 
story there? 

SS: We are a company comprised of online advertising junkies, all of the founders been involved in online 
advertising from the formation days of Internet. We had our hands on building ad servers and other core 
technologies that eventually became backends of Yahoo! and DoubleClick. Naturally, we looked at online display 
advertising and we saw large inefficiencies. 

Everyone knows that "search" has revolutionized online 
advertising. When we dug into search, we made a surprising 
discovery where a large majority of the top 100 advertisers of 
search are ecommerce shopping, travel and auto retailers. 
That was a light bulb moment. We decided to build a company 
that will make display advertising "effective", as effective as 
search, and to be very much focused on bringing search-style 
economics in display advertising. 

Permuto means "Total transformation" in Latin. During the 
early days, as we were scrambling for a name with deep 
correlation with our business, Navdeep Saini, our CTO, 
pointed out the name, and lucky us, it was available. 

What's your view on ad exchanges? And how will they 
play a part of Permuto's plans? 

We work with a number of ad exchanges, and we will continue 
to do so. Ad Exchanges enable us to get access to a large 
number of users quickly. Our plan is to continue to work with 
ad exchanges and even expand that coverage. 

Do you do a rev share with publishers? Any plans to buy 
and/or resell user cookies from publishers? 

We work with publishers on a variety of financial models – revenue share, media purchases, etc. Because we want 
to make it as easy as possible for publishers to work with us, we have experimented with different compensation 
structures. 

No, we do not plan to sell any data that we collect to anyone else. Our purpose in collecting anonymous data is 
solely to serve ads to shoppers. Period. 

On the advertiser side for Permuto, how is data important for targeting? What data sets do you use? 
 
Data is very important to us. The better the data about consumer shopping habits, the better our advertisements 
can be and the more value we bring to consumers. We have found that the more granular and specific we can get 
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about a user’s purchase intent, the better opportunity we have of featuring a relevant ad. We use a variety of data 
sets, some from third parties, some from our own network and all collected in a privacy friendly way without any 
Personally Identifiable Information (Non-PII). 

What is ShopperConnect? 

ShopperConnect is the name of our offering. It is an all-inclusive advertising platform and network that integrates 
shopping data, dynamically-optimized creative, media buying, backend reporting and ROI calculation – all in one 
solution. 

We have three products lines: 

• ShopperConnect Engage - a first-of-its-kind solution that helps merchants acquire and connect with new 
customers that they have never seen. Participation is almost that of SEM, the platform lets retailers target 
shoppers who are in market for shopping for particular product and then automatically generating 
thousands of dynamic ad campaigns based on their product catalog and shoppers’ specific interest. 

• ShopperConnect ReEngage - Serves personalized, product-level dynamic ads to customers who were 
shopping on a merchant’s site, but left before the transaction was completed. 

• ShopperConnect Reach - Delivers brand marketers a high-quality, brand-safe and carefully selected 
network of themed shopping-oriented websites to reach ActiveShoppers. The network includes online 
retailers, comparison-shopping engines, review sites, sale & bargain sites, and product-oriented blogs. 

Beyond the tag line, how is Permuto "Reinventing Online Display Advertising" as you say on your 
website? 
 
As most of us know, the graphical advertising market hit a big bump in the road in 2008. From Q4 of 2007 to Q4 of 
2008, the average price of remnant inventory for all sites declined from an eCPM of $0.50 to $0.26. That is a 
decline of almost 50%! In one year! There are several factors for this decline – the recession, an increase in supply 
of pages – but the essential reason is the same: display advertising does not work. That is, to say, it is not as 
effective as, say, search in driving direct return on ad spend. We are looking to correct that. 

To do this, we have created a system that does two things: (i) serves ads only to users who are interested in the 
content of the ad and (ii) makes it easy for advertisers to buy. To accomplish the first, we identify users by their 
purchase intent and serve an ad that matches that intent. To accomplish the second, we have a platform that: 

1. Eliminates the need for a merchant to spend time and effort making ad creative; 
2. Eliminates the risk to merchants that their ads will not provide new leads; and 
3. Monitors performance of our ads to ensure that our network is delivering good quality leads to merchants. 

Imagine the influx of thousands of new merchants into the advertising pool – paying for, and getting performance 
from, display ads in the same way that they are paying for search. That is revolutionary! 

Where's the sweet spot in terms of your target market? 

Our target market is really any merchant selling product online. Because we are focused on the online shopping 
space, we do not currently work in any other verticals (i.e., travel or real estate). As for the shopping space itself, 
we welcome almost any merchant. While we would love to work with any product, we have found that there is a 
minimum CPC below which we cannot make the payouts work for most publishers. As a result, we do not usually 
feature the very low CPC products, like books. Otherwise, anyone selling products online is squarely within our 
purview. 

Where does optimization fit in with Permuto's products? 
 
Optimization is core to what we do. In fact, without it, we will not survive. Because in our model we take on the risk 
that the ads we feature will click and ultimately convert into sales, our ads must work. As a result, we are 
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constantly optimizing the performance, based on a variety of factors: product, ad creative, publisher, comparison 
product, size of brand, color, font – you name it. 

Will real-time bidding (RTB) impact Permuto's display advertising product? 

Yes. We believe that over time real-time bidding will eventually make our whole model even more efficient. 

Will agency buying platforms provide an opportunity for to Permuto? 

We certainly hope so. Anything that makes it easier for advertisers to purchase from us is certainly welcome by us. 

How does your experience at Rhythm NewMedia, a firm that specializes in individually targeted mobile 
ads, inform the development of Permuto? 
 
At the time I founded Rhythm NewMedia, I was very intrigued by the lack of monetization and efficiencies in the 
mobile industry. But we had to take on multiple tasks of educating the market, creating forward-looking services 
and selling to brands only. 

That experience played a big part in founding Permuto as we got an early conviction that an open performance-
based marketplace is the big opportunity to have. 

Follow Shaukut Shamim @sshamim, Permuto (@permuto) and AdExchanger.com (@adexchanger) on Twitter. 

October 14, 2009 – 6:06 am 
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Triggit’s Self-Serve Technology Platform Leveraging RTB 
Says CEO Coelius 

 Email This Post  

Zach Coelius is CEO of Triggit, an online advertising technology company. 

AdExchanger.com: So what is Triggit - and where'd 
the name come from?  Are you a buying platform? 
A media buying services company? 

ZC: Triggit provides Real Time Bidding (RTB) 
technology and services to innovative marketers and 
their advertising agencies.   Specifically, Triggit’s 
technology individually prices and bids for billions of 
impressions daily on the real time display exchanges.   
Triggit’s media partners include such companies as 
Google, OpenX, Admeld, Pubmatic, Adnexus and more. 

At Triggit, marketers use our technologies to allocate 
their media budgets on the real-time bidding enabled 
media exchanges.   In this process we provide our 
clients a range of offerings to meet their needs.   For 
sophisticated agencies, ad networks and large ad 
buyers, Triggit’s self-serve technology platform enables 
them to leverage their own data, insights and media 
buying expertise in the exchange buying process. 
Others want a more hands off approach to their media 
spend, and for those clients Triggit’s account managers 
take complete ownership of the campaigns and provide 
full media buying services as well as technology to 
achieve unprecedented ROI. 

As far as our name goes, Triggit is Scottish for "playful," 
and more importantly "URL" for not taken.  We picked it a long time ago for a very different business model and 
have never found a reason to change it.   It also happens to be pretty memorable.  We like it. 

How do you differentiate from other buying platforms in the space? 

Triggit has been building RTB technology since the space first went live with Adnexus and Pubmatic in December 
of 2008.  The technology stack required for individually pricing and bidding on billions of impressions a day is very 
challenging and different then anything the ad industry has done before.  RTB is all we do, and we have gotten 
very good at it.  For instance not only can we take any advertiser’s or third-party's cookie set and target against it 
on Google and other exchanges, we can vary the price we pay for each matching placement according to its 
expected value.  We have found that the ability to value and bid on each impression individually, and to do a multi-
variate calculation on all the valid data points, results in a significantly more efficient and effective media pricing 
process.  At the end of the day, it is all about results and we stand behind our ability to deliver for any marketer. 

Are you buying from Google's DoubleClick Ad Exchange?  Any early results you can share? 
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Yes.  We have been live with RTB on the Google exchange since September. We were really lucky that the 
technology we built for bidding on Adnexus and Pubmatic was architected in such a way that it was pretty easy for 
us to integrate Google’s AdX.  We are starting to see huge scale now, over 2 million bid requests per minute and 
growing amazingly fast.  Google has built an excellent system and deserves a lot of credit for validating RTB as the 
standard for the next generation of media buying.   We buy across the Google Content Network (GCN) as well as 
the Ad Exchange and are excited about how quickly Google is exposing more and more GCN content. 

Do you think impression-level real-time bidding is a proverbial game changer? Why?  

We have seen results from hundreds of campaigns that show impression level bidding with good data behind it 
results in an exponential increase in ROI.   It is basically cherry picking the best impressions for our clients at a 
huge scale.  When we no longer have to buy a million, poorly-targeted impressions just hoping to reach a few of 
the right users, we can be far more efficient with our client’s media dollars.   Essentially, per impression bidding 
enables us to de-average the price we pay for each ad and have that price more accurately reflect the expected 
value.   In an ecosystem where other bidders on the exchanges still use rules-based line items, with average 
prices like you see on Right Media, we are able to buy good impressions at lower prices. 

On Triggit.com it says that you offer "Fully Transparent Analytics" - what does that mean? 

Because proper real-time bidding involves the passing of a transparent URL as well as a user ID, it allows us to 
share with our clients full site information before and after a campaign. For instance, before a campaign begins we 
provide our clients with a site list of all the domains we see across the exchanges.  The client can then use that list 
to target specific sites for their campaigns.  This pre-campaign transparency allows the client to very carefully 
manage the content adjacency of their advertisements and to ensure that they are not being run anywhere they 
don’t like. Once the campaign is live we provide the client with a login that enables them to monitor where every 
impression, click and conversion is recorded on a fully transparent site-level basis.   This transparency is very 
important for our clients and we feel it is one of the most important innovations that the real-time exchanges have 
provided. 

What are your future plans for Triggit?  Perhaps you could start with telling us how many employees you 
have today and your hiring plans? Will you need more funding to grow the way you want to? 

Triggit currently has ten employees and is growing like crazy.   We are having a lot of fun and are looking forward 
to 2010, which we think will be a great year on the exchanges for DSPs. 

How important is effective creative in your campaigns?  How do you work with clients on creative? 
Creative is tremendously important.   We work closely with the clients to build libraries of creative that we can 
optimize for the campaigns.  One of the more interesting capabilities of real-time bidding is to use the data that we 
have about the users and their intent to serve highly targeted creative.  For instance, when a user completes a 
search on a travel site for a flight to New York, we can immediately target the user with creative for New York 
hotels, tourist attractions and maybe even a helicopter flight into Manhattan. 

Is there going to be one winner in the buying platform race? 
No.  This is the sort of market where there will be a number of companies that develop robust DSP capabilities.   
Because clients have very different needs there will be DSPs that emerge and develop different specialties for 
different parts of the market. 

How do agencies need adjust their model to keep up with innovation in the digital space in your opinion? 
I don’t think there are many people who dispute the fact that media buying is going to become a highly automated 
data and algorithm driven process going forward.   In that sort of world agencies can make a choice.  They can 
either bite the bullet and learn how to build, manage and innovate with technology or they can become dependent 
on vendors.  If they want to retain the important role they play in the media buying process they will have to learn 
how to start adding value on the technology side.  If instead they want to remain focused on their current 
competencies, they can give up their media buying arms and outsource that function to the next generation of 
technology-driven companies. 
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Follow Zach Coelius (@zcoelius), Triggit (@triggit) and AdExchanger.com (@adexchanger) on Twitter. 
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Turn GM Philip Smolin Discusses Exchange Trading Desk 
And Turn Network 

 Email This Post  

Philip Smolin, General Manager, Platform Solutions at Turn discusses 
yesterday's announcement regarding their new, white-label buying 

platform solutions. 

AdExchanger.com: How do you differentiate with other solutions in 
the marketplace such as MediaMath and Invite Media? 

PS: Turn is best-in-class for custom audience targeting, optimization and 
analytics. A number of vendors are providing basic exchange 
management solutions, and certainly Turn's platform provides all of the 
core features you would expect: a unified dashboard for managing all ad 
exchanges and yield managers, centralized retargeting and behavioral 
buys, universal frequency caps, transparent reporting, etc. But where 
Turn really excels is in the ability to help media buyers go beyond 
traditional retargeting and behavioral targeting to actually discover and 
convert entirely NEW audience segments they haven't previously 
reached. 

Some of the differentiated technologies driving Turn's platform include 
real-time behavioral data assimilation and modeling; predictive bid 
optimization that blends user, site and page context information; and 
direct, real-time bidded (RTB) exchange integration. The end result is an 
extremely powerful audience targeting and optimization platform that is 
still surprisingly easy for the media buyer to use. The final component is 
an advanced analytics system that goes beyond basic performance 
reporting to include deep demographic and behavioral insights. 

For media buyers who want to drive the system themselves, the platform is available on a self-service basis. For 
others who want all the benefits of exchange management but without the overhead, Turn also provides a full 
service solution. Our highly experienced professional services organization provides full lifecycle campaign 
management and consulting, ensuring the agency a seamless and successful deployment. 

Please discuss how you will manage the appearance of a conflict of interest between the ongoing 
management of your own network while offering a white label version of your network's buying platform? 

Actually, full transparency ensures there's no conflict of interest and in fact the two services are extremely 
complementary. When an agency uses the Exchange Trading Desk, Turn Network is an optional ad inventory 
source just like any other RTB-based inventory source. If the agency chooses to deploy the campaign to Turn 
Network along with all of the other sources, the platform automatically optimizes budget allocation based on 
performance. This means that if Turn Network is performing better on an eCPA basis, additional budget will be 
allocated to it. But if Turn Network is performing worse, then budget will be taken away and re-allocated to the 
better performing sources. Because performance data and budget optimization is fully transparent, the media 
buyer can see and manage what is going on at all times. 

What makes the Turn Network so complementary to the Exchange Trading Desk is the incremental reach it 
provides. The simple fact is that not all publishers use exchanges, and many publishers place only a portion of 
their inventory on exchanges. Frequently, Turn Network is able to provide access to inventory that would otherwise 
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be unavailable via an exchange. The end result is access to increased reach and frequency, which ultimately can 
have a huge impact on campaign success. 

When will the Private Network and the Exchange Trading Desk model be available? 

Both products have been in closed beta for some time with major agencies and are now available in market. 

It would seem the Private Network option will appeal to agencies in that they'll want to source their own 
inventory beyond Turn's options. Agree? Or do you think you have scalable audience available through 
inventory that Turn can currently access? 

The Exchange Trading Desk is designed to centralize and optimize buying across all auction-based inventory 
sources. Turn Network is just one of the many optional RTB inventory sources the Trading Desk platform optimizes 
across. Larger agencies with multiple advertisers and campaigns will absolutely continue to source their own 
inventory, and they can use the Private Network to expand optimization beyond the exchanges to include their 
direct publisher and ad network buys. It really is a great strategy, because the more campaigns the agency can 
consolidate, the greater their buying power. This enables agencies to make bulk inventory purchases and have the 
Private Network platform optimize the use of the impressions across all of the available campaigns. We've already 
seen this model in use and its driving amazing performance results. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

July 24, 2009 – 6:17 am 
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[x+1] CEO Nardone Says Predictive Algorithms More 
Relevant Than Ever With Real-Time Bidding 

 Email This Post  

John Nardone is CEO of [x+1], an online buying platform and data company. 

AdExchanger.com: What trends is [x+1] seeing from its clients in 2009? Can you describe momentum for 
[x+1] this year? Revenues, deal size, vertical strengths, product interests, etc.? 

JN: [x+1] has been extremely fortunate in 2009 to see its client list, revenue 
and average deal size all grow quarter on quarter from 2008. After the first 
quarter, we announced 81% year over year growth. We’ll be in the same 
ballpark for Q2.  

Results have been based on the strong performance and critical insights 
we’ve been able to deliver to clients. The insights pay major dividends in 
terms of client retention and our ability to win additional share of budget. As 
our clients respond to the global economic recession, we’re seeing them 
move more money online and specifically into accountable, performance 
based campaigns. This has been great for us and our outlook for the 
remainder of 2009 looks very strong. 

What third-party platform and data providers is [x+1] using today and 
why? What is the ultimate goal as you aggregate partners? 

Our core platform is entirely our own. We have our own optimization 
engine…we don’t rely on yield manager. We have our own data centers and 
distribution network…we don’t rely on AppNexus. We have our own decision 
and ad server infrastructure. And we’ve built this platform to be open and 
extensible. This allows us to work with any ad server on the market as well 
as any of the myriad data providers in the industry.  

The fact that our optimization engine (POE) can accept any kind of data is 
particularly central to our strategy. It seems like there are new data providers 
launching weekly and we’re committed to helping our agency and advertiser clients test and utilize these new data 
sources. Importantly, we have no designs on being a data broker. We are simply enabling as many data providers 
as we can on the platform so that our clients have choices for the data they can use.  

To this end, We’ve also done a ton of work to ensure that we can leverage the data transfers and APIs that the 
major ad servers have published. We’re aware that our clients have invested both time and money to integrate 
these technologies into their process and workflow and feel that it is critical to be able to integrate with them as 
seamlessly as possible. 

How has [x+1] evolved in the past few years? And, how have shifts in the marketplace affected [x+1] 
strategy? 

Originally [x+1] (formerly Poindexter Systems) was focused on optimizing external media campaigns. 
Unfortunately, in early 2000 the market wasn’t ready for our audience-centric optimization because media buyers 
purchased content sites as a proxy for audience targeting and there was no mechanism to only purchase 
impressions for individual audiences. In a sense, we couldn’t drive the improvements we knew were possible 
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because context and audience could not easily be separated. We adapted our solution for website and landing 
page optimization where targeting and optimizing message delivery to specific audiences could be shown to have 
a huge impact on results. 

In 2008 we returned to external media optimization in a major way, utilizing the infrastructure and decisioning 
engine that we had built and perfected over the years. We started purchasing inventory through networks and 
exchanges as a means of executing our predictive targeting. We are now expanding our media solution to tap into 
other media channels and are preparing to offer it to agencies and advertisers as a self-service platform. 

In a sense the recent changes in the media market have allowed us to really unlock the power of POETM, our 
Predictive Optimization Engine. Not only has it always been the center of our company, it is also the only proven 
engine in the marketplace.  

Are you seeing more brand or DR marketers who are interested in your products? Where do you see this 
going? 

Direct response marketers have been our primary customers but we are absolutely committed to expanding our 
products to support brand marketers. We recently launched a couple of new products aimed at the needs of brand 
marketers: total campaign reach and frequency analysis and pre-campaign audience modeling, which are both 
getting a lot of interest. The ability to do brand-based analysis in terms of reach and frequency and audience 
profiling of both exchange and non-exchange buys is very appealing to brand marketers who are used to 
managing delivery metrics. In addition, we are working on a portfolio management product so that brand marketers 
like Kraft and P&G can buy online media “up front” and intelligently decision which brands within their portfolio’s 
get the impressions that are best for each. We should have this live by the end of the year.  

We are also seeing more dollars that are neither pure DR nor pure brand, but are hybrids. I think this is a reflection 
of an overall trend for accountability. Even brand campaigns are using objective measures, and the most 
enlightened clients are using multiple metrics as barometers of brand effectiveness. The car companies do this 
extremely well.  

What is your view on ad exchanges? Benefits? Any traps? 

We believe that we’re in the infancy of something that is going to become very, very important to the media 
ecosystem. The ad exchanges will become a platform that carries a significant portion of overall display spend. 
That said, I don’t think direct publisher buys are in any danger of going away. Rather, smart planners will use 
targeting tools and analytics to combine and optimize an overall plan of which exchanges are an important part.  

The biggest trap that I’m warning clients about is solving for the problems of today instead of planning for and 
solving the problems we’re going to see in the future. I use the Wayne Gretzky analogy with my clients all the time: 
Stop trying to optimize to the state of business today. Watch where the puck is going and make sure you are 
planning for where it is going to be a year or two from now. Our business is in a period of very rapid innovation. 
The current state will be very short lived.  

On a more tactical level, we’re seeing the usual traps associated with the exchanges, such as privacy, 
inappropriate content and sales channel conflict that need to be addressed. That being said, we believe that 
technology, smart policies and process improvements will ultimately address these shortcomings. 
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Is there a perfect model for online attribution and can it be achieved? 

No, there is no perfect model for online attribution. That being said, we work with a lot of direct marketers and in 
many cases we get visibility on their display media, search and website sites and we know that the current, 
prevailing last click / last impression attribution methodology needs to be improved ASAP. 

We provide our clients with tools for understanding the interaction of online channels and are beginning to help 
them figure out a more accurate attribution methodology. We do that for clients today because we have a very 
strong competency in analytics overall, including regression and mix based analytics. 

But there is no perfect answer. We believe there is likely to be a different model for every client we work with. 

Is RTB (real-time bidding) and demand-side optimization an important development? How will [x+1] 
respond to this new feature of the exchange model? In that it's based on a just-in-time/spot market, are 
predictive algorithms relevant? 

Yes, RTB is an extremely important development. 

Predictive algorithms are more relevant than ever with real-time bidding and demand-side optimization. In fact it’s 
the only way to go. If you don’t have a predictive algorithm in the new real-time bidding environment, how are you 
going to do things like optimal bid pricing and delivery forecasting? You can’t have media buyers eyeballing this 
kind analysis if you hope to drive the best results. 

For us the term ‘predictive modeling’ is all about understanding whom is likely to convert. In the real-time bidding 
environment you’re trying to answer the question ‘What impressions should I buy and how much should I be willing 
to pay for them?’ and you can’t really answer these questions without predictive models. 

If you were a publisher, how would you be preparing to take advantage of the increasingly data-driven 
world of online media? 

We believe that publishers need to embrace the fact that they are not only content creators but also data providers. 
Publishers need to realize that they have a wealth of data inside their own house and they need to make sense of 
that if they’re ever going to get the maximum value for their audience. 

Representing the interests of the advertisers, I’d like to see publishers be more creative with the custom packages 
that they make available to advertisers, both in terms of creative format as well as how they bundle audiences. For 
example, Yahoo’s search retargeting product is very powerful and effective. An example of a custom media 
package we’d like to see is session-based placement. A lot of premium publishers could totally change the game 
for themselves by selling the first 3-5 pages of a consumer’s session, so there is an opportunity to tell story as the 
user moves through content. We’re hearing from our clients that they would like access to these types of 
programs. 
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It would seem that predictive targeting would have some application to the publisher side - perhaps 
predictive yield? Does [x+1] have any aspirations on the publisher side? 

Great question. We get asked by publishers all the time to use our algorithms for yield optimization and the answer 
we give is no. We are 100% focused on the buy side so we avoid any potential sell side conflict of interests and 
our clients can have a greater degree of confidence that we’re going to get them the best results.  

A general question for you: What will media buying agencies need to do to remain relevant in the future? 

Media buying agencies need to realize that how they buy their target audience is changing. Media buyers need to 
learn and adapt classic direct marketing competencies and integrate them into their view of what media buying 
online is all about. That starts with buying audiences rather than buying placement. That also means that they 
need to acquire a new technology platforms that allow them to manipulate and enable audience data in a way that 
they never had to think about before. We’ve been speaking to a ton of media buying agencies and feel that they’re 
really starting to get it and focusing on acquiring these new skills and technologies which is great. 

Follow [x+1] (@xplusone) and AdExchanger.com (@adexchanger) on Twitter. 

June 29, 2009 – 7:55 am 
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X+1’s Korner On Emerging CPG Display Ad Channel 

 Email This Post  

Toby Korner is VP, Account Management at [x+1], which released a new CPG-focused product today (Release 
here. More here from AdWeek.) 

AdExchanger.com: Why offer a CPG product? Curious your 
thoughts on product development for this as I assume you see 
identified CPG as low-hanging fruit for a reason - perhaps for 
brand dollars? 

TK: You could say low hanging fruit for brand dollars, but also to 
allow the CPG players to have the same type of online presence as 
Ecommerce and direct marketers have enjoyed for years, even in the 
performance space. The ability to target based on actual purchase 
behavior and online behavior across the entire Internet as well as 
accurate measurement on the back end is a major gap that we are 
filling in the industry. 

Talk about the tracking of offline purchases in CPG Connect. 
This would appear to be entirely dependent on what the client 
can offer to you - ideally it should be in real-time for 
optimization purposes, no? Is your product dependent on real-
time offline transaction feedback? 

The media is tightly integrated with IRI's consumer panel data. We have anonymously matched our online data to 
their panel and in-store purchases. We work closely with IRI to define the consumer segment that the CPG 
advertiser wants to target, then integrate that with our own and 3rd party data to accurately and efficiently target 
consumers that look like the target audience. Post campaign, we measure the in-store impact of the exposed 
panelists vs. non-exposed panelists based on actual sales. In short, the client does not provide the sales impact, 
we bring it to the client through our integration with the panel. 

December 2, 2009 – 11:15 am 



 

 

369 

Thank You and License 

 

 
 
 

For more, 
visit AdExchanger.com. 

 
Thank you for reading. 

 
 
 
 
 
 

All rights reserved.  

Copyright © 2009 AdExchanger.com 




